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Why Trust?



QuestionTrus t is  a  fun dam en ta l
part of h earin g care.



“Not being able to understand what people are 
saying at parties is more terrifying than 
parachuting out of burning airplanes!” 

US Air Force Veteran on hearing loss:

Harvey, M. (2020) The Hearing Health Care Journey, Putting Beans 
in Your Cups. Seminars in Hearing, 41, 68-78.



Question



QuestionTrus t is  a  fun dam en ta l
part of h earin g care.



QuestionTrus t is  a  fun dam en ta l 
con cept in  digita l m arketin g.



Marketing Comes Down To Trust!
Does  Google trus t  you?1

2 Do your pa tien ts  trus t  you?

3 Do you trus t  your webs ite?

4 Do you trus t  your m arketin g provider?



1

Does  Google trus t you?



https://www.statcan.gc.ca/



Use of Internet services and
technologies by Canadians 65+ (2021)

79%

Age 65+
Search for 

health info #2
(#1 News)

Age 65+
Have a

smartphone

Age 65+
Access to 
internet
at home

60% 50%

https://www150.statcan.gc.ca/n1/pub/71 -607-x/71-607-x2021027-
eng.htm



How do I get access to 
all of th ese users?









3x increase
in  s earch  in teres t in  
Can ada on  Google for 

th e key term s
“h earin g a ids” over 

th e las t 10 years



“Hearing aids 
n ear m e”

“Audiologis t  
n ear m e”

“Nam e of clin ic”

Google 
Localized 
Searches
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How do I get access to 
all of th ese search ers?



Google is the gatekeeper!



Think of Google as 
on e of your patien ts ! 



You need to gain Google’s trus t!



Google Local Search

Optim ization  Is  Key!

socia l m ediaon lin e directory

GBP reviews

WEBSITE

on lin e pa tien t
sch edulin g



WEBSITE



Make sure your local search 
in form ation  is  correct!

socia l m ediaon lin e directory

GBP reviews

WEBSITE

on lin e pa tien t
sch edulin g
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Page 2
Result #36
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Non -profit  Organ iza tion

Store

Welln ess  Cen ter

Health  Con sultan t

Doctor

Den tis t

Surgeon

Speech  Path ologis t



Marketing Comes Down To Trust!
Does  Google trus t  you?1
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Marketing Comes Down To Trust!
Does  Google trus t your on lin e in form ation  
en ough  to fea ture you as  a  local s earch  
recom m en dation ?

1

2

3

4
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Do your pa tien ts  trus t you?





Online Reputation Management
On lin e Reviews  - Th e New Word of Mouth



129 largest cities in US  - 7,822 clin ic location s  

5,305 location s  w/  reviews  (68%)

4.61 average ra tin g

34.6 reviews  per loca tion

GBP Profiles  - May 2022 



Review content 
in fluen ces  loca l 
s earch  ran kin g!





“hearing
aid
repair
portland
oregon”



What about 
n egative reviews?

Wh at about 
n egative 
reviews?



What about 
n egative 
reviews?



https://blog.reevoo.com/ebook -bad-reviews-good-bus in es s /

of con sum ers  
suspect cen sorsh ip  
or faked reviews  
wh en  th ey don ’t s ee 
bad scores





+ +- +-
“ ”-



Negative
reviews



Professional
respon ses









Automating Review Requests



- Eas t Texas  Town  80K
- Sin gle office

Autom atin g Review Reques ts



- Eas t Texas  Town  80K
- Sin gle office
- 151 n ew reviews  6 m o
- Average ra tin g of 4.98

Autom atin g Review Reques ts





Marketing Comes Down To Trust!

2 Do your pa tien ts  trus t  you?



Marketing Comes Down To Trust!

2 Do your patien ts  trus t you en ough  to provide 
your clin ic quality on lin e reviews?



3

Can  you trus t your webs ite 
to do its  job?



WEBSITE

phone

social media
online directory

email business card

radio/TV

print ads

SEO

reviews

GBP
PPC

online patient
scheduling



If Google is your 
patien t, your webs ite is  

your em ployee!



If Google is your 
patien t, your webs ite is  

your em ployee! WEBSITE



Is your employee 
perform in g a t its  bes t?

WEBSITE



WEBSITEYour has 2 objectives!

1 Provide relevant content

2 Get visitors to take action



WEBSITEYour has 2 objectives!

1 Provide relevant content

Quality content related to what people are 
searching for.









Your Money or Your Life (YMYL) Pages 
a.k.a. - Healthcare Pages / Your Clinic Website

“Google has very high 
Page Quality rating standards
for YMYL pages ( a.k.a. your 
clinic website )”



“Low quality YMYL pages 
(a .k .a . your clin ic webs ite) 
could poten tia lly n egatively 
im pact a  person ’s  h appin es s , 
h ealth , fin an cia l s tability or 
s afety.”

Your Money or Your Life (YMYL) Pages 
a.k.a. - Healthcare Pages / Your Clinic Website



Your Money or Your Life (YMYL) Pages 
a.k.a. - Healthcare Pages / Your Clinic Website

“Low quality YMYL pages 
(a.k.a. your clinic website ) 
could potentially negatively 
impact a person’s happiness, 
health, financial stability or 
safety.”



Type O, Type O, Type O

… a dangerous level 
at 85 decibels …

… a dangerous level 
at 85 edibles …

Behind the ear and 
in the ear hearing 

aid styles …

Behind the year and 
in the air hearing aid 

styles …



WEBSITEYour has 2 objectives!

2 Get visitors to take action

Make the phone ring and the email ding!





Online Appointment Scheduling



https://www.zionandzion.com/research/healthcare-appointment-booking-audience-preferences-for-online-vs-over-the-phone/ N=1049

https://www.zionandzion.com/research/healthcare-appointment-booking-audience-preferences-for-online-vs-over-the-phone/


Private Pay

https://www.zionandzion.com/research/healthcare-appointment-booking-audience-preferences-for-online-vs-over-the-phone/ N=1049

https://www.zionandzion.com/research/healthcare-appointment-booking-audience-preferences-for-online-vs-over-the-phone/


4 Appointments 
Per Clinic 3 New Patients 

Per Clinic

Online Appointment Scheduling
AD Average Monthly Results

57% of appointments are booked after 
business hours or on weekends







Marketing Comes Down To Trust!

3 Do you trus t  your webs ite?



Marketing Comes Down To Trust!

3
Do you trus t th a t your webs ite is  des ign ed an d 
m ain ta in ed to en courage curren t an d fu ture 
patien ts  to en gage an d set appoin tm en ts?



Are we done yet?

4



4

Do you trus t your
m arketin g provider?



The
J an et J ackson

Min dset



What have you 
don e for m e 

la tely?



What have you 
don e for m e 

la tely?



What have you done for me lately?



What have you 
don e for m e 

la tely?



What is your 
m arketin g ROI?





Revenue Contribution The Math

Bookable HA Leads Per Year 300

Appointments Set (56%) 168

No-Show Rate (18%) 138

Aidable Loss Rate (83%) 114

Close Rate (40%) 46

Binaural Rate (1.85) 85

Revenue Per Hearing Aid (Clinic) $2,450

TOTAL ANNUAL REVENUE $208,250

TOTAL ANNUAL INVESTMENT / ROI $36,600 / 466%

What is your marketing ROI?
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Marketing Comes Down To Trust!

4 Do you trus t  your m arketin g provider?



Marketing Comes Down To Trust!

4 Do you trus t th a t your m arketin g provider is  providin g 
a  pos itive ROI on  your spen d?



QuestionWh y Trus t?



QuestionTrus t is  a  fun dam en ta l
part of h earin g care.



QuestionTrus t is  a  fun dam en ta l 
con cept in  digita l m arketin g.



Take Home Trust Questions
Does  Google trus t your on lin e in form ation  
en ough  to fea ture you as  a  locally search ed 
recom m en dation ?

1

2 Do your patien ts  trus t you en ough  to provide 
your clin ic quality on lin e reviews?

3
Do you trus t th a t your webs ite is  des ign ed an d 
m ain ta in ed to en courage curren t an d fu ture 
patien ts  to en gage an d set appoin tm en ts?

4 Do you trus t th a t your m arketin g provider is  
providin g a  pos itive ROI on  your spen d?



Paul Dybala, PhD
Partn er, Vice Pres iden t of Stra tegy

lin kedin .com / in / pauldph d/

webs ites@audiologydes ign .com

Con tact us !

PRESENTER
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Paul Dybala, PhD
Partn er, Vice Pres iden t of Stra tegy

lin kedin .com / in / pauldph d/

webs ites@audiologydes ign .com

Th an k you for trus tin g m e 
with  your t im e!!

PRESENTER
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