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A great patient experience
starts with understanding
The customer experience is the next competitive battleground – Jerry Gregoire

In the healthcare industry, hearing healthcare manufacturers and practitioners are
consistently looking at new ways to elevate
our relationships with patients by providing a
better, richer and more satisfactory patient
experience. As customer experience expert
Jim Tincher reminds us, “you must connect
with people emotionally to create lasting
relationships.”

Lilika Beck

Vice President,
Global Marketing

The key to creating those exceptional experiences lies in better understanding of the individual wearer’s listening lifestyle. Now, thanks
to the widespread propagation of technology
– namely, smartphones in the hand and
incredibly intelligent hearing instruments on
the ear – our ability to gather and use patientbased data to create an accurate picture of the
individual is better and more complete than it
has ever been.
The pairing up of Flex™ and Log It All has provided a powerful shift in thinking. Using data
captured by hearing instruments during the
trial period, we are provided with deeper datadriven insight into the patient journey, and
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critical information that allows us to adapt and
improve the entire experience.
The insights gained from this data-driven world
promise to provide our industry with a gold
mine of knowledge. For instance, our Global
Listening Environment Study (GLES) used
Log It All to gather data from thousands of hearing aid wearers located in 10 different countries
around the world. The goal of the study was to
better understand and test our assumptions
about the “average” hearing aid wearer. The
answers surprised even the most seasoned
professionals in our industry. They were also
instrumental in shaping Unitron’s Tempus™ and
in sharpening the sound platform’s focus on
delivering the best in conversations.
Technology and data aside, at the end of the
day, it is about understanding the patient –
their hopes, their emotions, and the challenges
they face related to hearing loss. As 25-year-old
Moxi™ Now wearer Hollie Wicks reminds us,
“The hearing world is an amazing place to be.”
That is especially true when that world is made
up of great experiences and great conversations.
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Who knows best: you, your
patient or the hearing aid?
By Dr. Don Hayes, PhD, Director of Clinical Research

Unitron Global Listening Environment Study provides new
insight into hearing instrument wearers’ listening behaviors
There is no doubt that the consumers of healthcare services
today are changing. They are more engaged and empowered than they have ever been. They use their browsers and
“apps” to stay informed. They want to be in control, to
understand, and to drive healthcare decisions for themselves and their loved ones.
So as a hearing healthcare manufacturer, and as hearing
healthcare providers, we need to ensure we understand
and stay in lockstep with consumers’ needs, expectations
and wants in order to provide them with the product and
patient experience they want and deserve.
But it begs the question. How much do you really know
about where patients spend their time? Are we making the
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right decisions for them, by basing clinical decisions on a
brief intake form and our own (possibly incorrect) personal perceptions?
We decided to test these assumptions, and set out to find
the real answers to these questions. Leveraging a unique
data logging ability embedded within our technology called
Log It All, we were able to embark upon a Global Listening
Environment Study, collecting data from thousands of
hearing aid wearers from 10 countries around the world.
Our aim? To take a closer look at how much the “average”
wearer, by age and other criteria, really spends in different
acoustic/listening environments.
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Here are some of the key findings of the GLES:
Conversations are dominant – globally
When we viewed the Log It All results, we found overall,
people spend most of the their time in conversational listening environments. On average they spent approximately 57% of their time in various forms of conversation
and only 43% of their time in non-conversational situations. The most prevalent non-conversation situation
(29.3%) is quiet listening, such as reading a book or work-

ing on a computer with no speech present and no noise.
And, when we look at the distribution of where they spent
their conversational time, it is clear (at 24.3%) that it was
primarily in small group listening situations. An example
situation would be a coffee shop where two or three
people are carrying on a conversation with other small
groups in the background.

Age is not a strong predictor of the time people
spend in conversations

change. In the strictly acoustic sense of the word, we
found the time that the average 40-year-old spends in any
form of conversation is not more than 8% higher than the
average for any other age group, up to and including 90+.

While our lifestyles change as we age, the GLES has shown
us that it doesn’t mean our acoustic environments also
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There is greater variability within groups of people of the same age than there is across ages
We found no substantial differences in
the average time that older people
spend in specific acoustic environments
when compared to younger patients. In
fact, there is a larger range of differences within each age group than
across age groups from 50-year-olds to
90-year-olds. This is consistent globally. Just because a patient is elderly
doesn’t mean they spend less time in
difficult acoustic environments than
someone who is much younger.

There is often a difference between the way a
patient reports the nature of a given listening
environment and the actual acoustics of that
environment
If a patient reports to you that he had difficulty while at dinner
in a restaurant with a small group (his four family members),
he is reporting his experience as he recalls it, thinking only
about the three others at his table. However, that restaurant

could have been quite busy. If that was the case, the acoustic
environment was not that of a small group but rather a large
crowd situation, regardless of how your patient recalled it. The
Log It All feature objectively classifies the acoustic environment, not the patient’s perception of the listening situation.
Because the hearing aids have been objectively and continuously collecting data, we know the actual acoustic environment, rather than how the patient may have recalled it.

Better data offers greater in-clinic advantage
How is the information from the GLES beneficial to you as a
clinician? Armed with this information, you can answer relevant questions with respect to a typical patient. This normative wearer data lets you know if your patient is “typical” or an “outlier,” which allows you to counsel and fit
them accordingly.
Traditionally, we have been dependent on patients to
report to us their ability to hear in specific situations. Yet
what we really need to troubleshoot a fitting, or counsel
them on realistic expectations, is the previously unavailable data regarding the acoustics of their listening environments. Now, thanks to GLES, we have that data along with
norms for people of the same age.
In the past, when an 80-year-old woman described herself as
a “little old lady” it immediately conjured up a very specific
perception of her amplification needs. These perceptions
guided our interactions with her. But now that we know with
certainty she is spending 20% more time conversing in noise
than other women her age, this hard data completely refines
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our understanding of her needs. With the results of the Global
Listening Environment Study now available to you as part of
Unitron’s patient insights, you are able to access objective
data about actual listening environments in concert with subjective, patient-generated data to use during counselling.
The GLES study findings offer a distinct in-clinic advantage
to fitters. Now, when patients return from their initial trial
period, you can very easily turn to data available within
Unitron’s TrueFit™ fitting software to compare the listening
environments in which patients spent their time against the
normative data for others the same age. This allows you to
instantly identify if a patient’s lifestyle is typical or atypical
of their demographic. You can also use this information,
along with knowledge of where they are actually spending
their time acoustically, to engage a patient in meaningful
conversations about their needs and to make better, evidence-based decisions about their hearing solution and
technology level. That’s a powerful data-enabled foundation on which to build trust with patients and support successful, evidence-based fittings.

Section title to go here

Time to think differently

76

%

of successful hearing healthcare professionals cited that
client referrals were their number 1 or 2 source of new clients*

Success today means understanding and meeting the expectations of the new healthcare consumer.
Patients are looking for personalized solutions that engage them in the process, every step of the way.

Give them
control

Give them the
good news

Collaborate with
them on a solution
that keeps them in
the driver’s seat

Forget the negative
and fear tactics, focus
on the benefits of
improved hearing

Give them
emotional
support

Give them easy
Remove the obstacles,
emphasize the
convenience and
simplicity

People are twice as
likely to buy when they
experience an emotional
connection with their
provider

Give them what they are looking for –
the total experience
At Unitron, everything we do is designed to meet the
changing attributes of the new healthcare consumer. We
have the products, technologies, communication tools and
support strategies you need to remove patient barriers,
create an exceptional experience – and build lasting
relationships for greater in-clinic success.
*Unitron 2017 HHCP Marketing Research
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Why it’s time to
embrace digital
healthcare
Advances in digital healthcare and changing patient expectations
are creating new opportunities to enhance your practice and your
patients’ experience

There’s a new type of patient in town, and they’re already
reshaping the way you work. These switched-on, technologically-savvy healthcare consumers seek greater control over
their healthcare decisions. They want the total experience,
not just the product. They like an emotional connection and
they want to keep things simple.
This shift needn’t be viewed with fear and trepidation. Digital health technologies are keeping pace with new consumer
demands and creating opportunities for you and your
patients right now. Case in point: the latest advances in
patient-generated data can help you sharpen fitting precision, boost productivity and – most important – improve
patient experience and outcomes.
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When you’re liberated from the task of extracting relevant
information from patient memory (which we know can often
be unreliable) you gain time for the most valuable in-clinic
activity of all – engaging with patients to deeply personalize
their experience and the solutions you provide. In addition,
when you have access to irrefutable patient data, it minimizes the likelihood of bringing preconceived biases – however well-intentioned – to patient assessments.

Everyone stands to benefit
Clinicians and patients stand to benefit from this digital
health revolution. Research shows that offering an exceptional end-to-end experience (one that goes far beyond
the hearing aid purchase) is increasingly responsible
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for success. An exceptional experience shares these three
qualities:
Evidence-based – accesses meaningful, accurate,
real-time data that makes it easy for you to
pinpoint and personalize the right technology
Inclusive and engaging – technology is so smoothly
integrated into counseling and fitting, it becomes
“invisible” even while it’s enabling more natural,
collaborative patient-clinician conversations
Adaptive and learning – as you gather more data
about your patient, it’s seamlessly incorporated
to personalize the solution and improve their
outcome

Improve outcomes with superior insight
We now have the opportunity to leverage new technology
to better understand our patients’ needs and deliver
superior outcomes. This opportunity lies in the hearing
instrument itself, as it moves beyond simple data logging
to capture accurate information about a patient’s listening
lifestyle. The hearing instruments work hand-in-hand with
new mobile technologies that let us know how the patient
feels they’re performing in real life situations.
For example, Unitron combines the superior data capture
capabilities of Log It All with its industry-exclusive patient
insights, which includes the new, user-friendly app called
Patient Ratings. The combination provides you with
unprecedented data with which to enhance counseling,
sharpen fitting precision and deepen patients’ engagement in their hearing journey.
You now have the tools to truly know about a patient’s
initial listening experience, whether it’s their first fitting or
Flex:trial™ hearing instrument. When they return for their
follow up you’ll have a clear view of their in-the-moment
perceptions of their experience, as well as objective,
detailed data about their listening environments, gathered by Log It All.
Regardless of the technology level, Log It All continuously
monitors and captures detailed information about all
seven listening environments in which your patients
spent time. Additionally, you’ll see how patients rated the
performance of their hearing instruments in these differ-

This is not technology for
technology’s sake – it is
technology with a purpose
ent environments, so you no longer have to rely on their
memory for a precision fitting. The combination gives you
detailed insight to make evidence-based adjustments
and recommendations based on the patient’s real-world
preferences.
This evidence-based fitting process, which uses data generated by both the patient and the hearing instrument,
can be accomplished with little additional effort on the
part of the practitioner. It merely requires a change in
thinking and a slight shift in focus. The patient is going to
try the hearing instruments anyway, whether that’s a trial
period or their initial few weeks of wear. They are already
going to come back to the clinic and tell you how they feel
and how the hearing aids worked. But now you have the
extra ability to back up that patient-provided information
with accurate, real-time data gathered by the hearing
instruments and the Patient Ratings app.

Data enhances healthcare provider’s role
Patient-generated data is already in regular use in other
healthcare industries, such as cardiology and diabetes.
Far from replacing your role as trusted advisor, these
advances enhance your role, allowing you to engage in
personalized conversations about patient needs, and to
fit and fine tune with a greater level of precision and confidence than ever before.
The next logical extension of this technology will provide
even greater insights and give healthcare consumers
more of the control we know they want. Down the road,
patients will be equipped to make their own adjustments
after their fitting within certain parameters that you – the
professional – have established. When they encounter a
difficult listening situation and don’t love what they’re
hearing, they’ll be able to make simple adjustments and
save the changes. So you’ll know exactly what they did
and when they did it and they’ll have the satisfaction of
collaborating on their ideal hearing solution.

Unitron Magazine
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Hearing healthcare
practitioner

Healthcare
consumer

Personal hearing
healthcare “assistant”

This aggregated intelligence gives you much deeper insight
throughout the patient journey, along with smart tools to
continually adapt and improve the patient experience.
All of these advances – the ones available right now and
those in the not-too-distant future – will be a huge clinical
and service advantage. You’ll remain deeply involved in
the care and nurturing of your patients, while improving
the productivity, accuracy and service levels.

Transforming technology into opportunity
Sometimes the concept of future technology can sound,
well, really technical. However, when we consider the end
purpose that these advances can achieve – enhancing and
strengthening the clinician’s role with patients by providing the tools to spend time and add value where it really
makes a difference – it becomes very human. And it’s a
huge opportunity.
It’s time to start thinking of hearing instruments not only
as medical devices that help improve hearing, but also
as a sophisticated data collection technology that can
deepen the engagement of your patient in their journey
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to amplification. This shift fundamentally changes
everything about the way we approach hearing aid fittings today. While it’s a fundamental shift, it’s one easily
undertaken with technology that fits your existing fitting
processes.
This is an exciting time in our industry. We may not know
precisely how certain technological advancements will
integrate into our lives. We do know, however, that the
expectations of healthcare consumers in an increasingly
connected world will drive these advances and create new
opportunities. Manufacturers and hearing healthcare professionals can work together to embrace and integrate
these technologies to improve patient outcomes and
practice success.
Andre de Goeij,
Director, Product Management
Dr. Don Hayes, PhD
Director of Clinical Research

“The hearing world is
an amazing place to be.”
Moxi Now wearer Hollie Wicks shares her joy in
discovering the comfort, style and natural sound
delivered by the world’s smallest RIC
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When 17-year-old Hollie first tried on her hearing
aids, her Nana said to her, “Hollie, it’s like someone
switched on the lights for you.” Finally able to hear
and connect with the world around her, Hollie’s
personality lit up, allowing her natural positive
nature to shine through.
Now, with her new tiny Moxi Now hearing instruments,
Hollie is even more confident and pleased with her
appearance and her “realistic” sound experience. With a
whole new world of sound opened up to her at last,
Hollie is on a mission to share her story of hearing correction with others. She wants people of every age to
know there is no shame or stigma associated with hearing loss, and there are huge rewards in seeking out hearing correction.
Hollie first discovered she had hearing loss in her teens.
“My brothers used to complain because I used to watch the
TV with the volume on full, and with subtitles on. I didn’t
understand why no one else used the subtitles.” Her lack of
hearing caused her to withdraw socially, at home and at
school. “My mum remembers that when people would
come over to the house, I’d just retreat to my room. At
school, people would say hello in the halls, and I would
ignore them. They thought I was rude and aloof.”
It was not just the younger generation who gave Hollie a
hard time about her hearing difficulties. “I used to work
at Waitrose, a UK supermarket, and had an older customer one time rudely ask me if I was deaf when I struggled to hear him.”
After receiving her first hearing aid to correct high frequency loss in her left ear at the age of 17, Hollie was
simply amazed by the difference it made in her life. “I
didn’t realize how much I had been missing, or that I was
actually subconsciously lip reading to get by. On the first
day I began wearing my hearing aid, I remember telling
my mum “I can hear the person behind me speaking!”
Being able to hear properly was totally amazing and
honestly, a bit weird. It changed me completely. I wasn’t
reserved anymore. I became a bubbly, positive person.”
Then at 25, Hollie began to notice something was not
quite right with her hearing. “I’m not sure when exactly
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my hearing began to further deteriorate, but I knew I
was not hearing quite as well as I should.”
A trip back to see her audiologist confirmed that Hollie
now needed hearing aids in both the left and right ears.
“I had only just gotten my head around the concept of
having one hearing aid. Having two felt like more of a disability. I was upset, frustrated, and a bit self conscious,”
she explains.
Then, she was introduced to Moxi Now from Unitron, the
world’s smallest receiver in canal (RIC) hearing instrument, wrapped in a beautiful award-winning design.
“My first reaction was ‘they are so tiny!’ They have these
lovely rounded curves and fit so much more nicely in my
ears. The bit that goes in my ear is much daintier and far
more comfortable. My last hearing aid always made me
look like an FBI agent,” she chuckles. “I never have to
fiddle with these ones. I put them in and will forget that I
have them on. Friends and acquaintances have told me
they are barely noticeable.”
Hollie was equally, if not more impressed by the way her
Moxi Now hearing instruments perform. “It wasn’t until
the other morning that I really noticed how much I am
missing without my hearing aids in. I was getting up, and
the window was open in my bedroom. I could hear the
birds singing. What a beautiful sound that is in the morning. For someone without hearing loss it might be annoying – birdsong does wake you up you know – but for me it
was a great moment. It’s those small things in life that
really count.”

Moxi Now is built on
Tempus, Unitron’s latest
sound processing platform.
The technical advancements
found in Tempus deliver the
very best in conversations.
While she confesses to not completely understanding the
technical intricacies behind the natural sound delivered
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by her hearing aids, Hollie can readily attest to
the difference she is is experiencing, particularly in conversations. “Before, with my old
hearing aid, I could hear the noise of people
speaking in a group setting, but I couldn’t zero
in on their specific words. That has all changed
with my Moxi Now hearing instruments. I can
now hear every conversation clearly, and zero
in on a single person speaking. I have a coworker with a very soft voice. Before switching
to Moxi Now hearing aids, I basically nodded or
relied on lip reading to communicate with her.
Then I started wearing the Moxi Now hearing
aids. I was literally in shock (in a happy way) at
how well I could hear her now. Even my boyfriend has commented that he’s seen a huge
difference. He said I seem happier now.”
Hollie hopes that by sharing her story and her
positive experience with Moxi Now hearing
instruments, others with hearing loss will take
the important step toward hearing correction.
“My new hearing aid world is an amazing
place to be. I love the look of them, and the
fact they give me the ability to keep up with
conversations more confidently. I actually
look forward to putting them in. Get hearing
aids. Don’t be afraid. It is so hard to explain in
words the difference they will make in your
life.”
Hollie’s words of encouragement and enthusiasm for her Moxi Now hearing aids has resonated with at least one important individual in
her life. Her 94-year-old Nana recently decided
to start wearing her hearing aids regularly,
inspired by her granddaughter’s experience.
Says Hollie, “She just decided that if I could
do it, then she should too.”

Unitron’s Moxi Now, the world’s smallest wireless receiver-in-canal hearing instrument, was
voted Red Dot: Best of the Best 2017 for top
design quality and ground-breaking design.

This marks Unitron’s fourth and fifth
consecutive Red Dot awards and the
company’s first Red Dot “best of the
best” recognition.
Unitron Magazine
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86
We our
customers!
Net Promoter Score

“Exceptional
customer service,
always striving to
meet my needs.
Working with me
as a partner...not
giving me a
“company policies”
attitude rather,
how we can best
work together.”
Kay Young

Beth Smith

“Great customer service,
Flex:trial, well-fit
customs, I love Unitron!”
Samantha King, AuD

you too Samantha!)

“Unitron has the best
customer service in the
hearing instrument
industry.”
Cory Portnuff
Unitron Magazine

Unitron US has much to be proud of. They just broke a record with
an NPS score of 86! For the record, renowned customer service
leader, Nordstrom’s NPS score is 80. But don’t just take our word
for it, here’s what some of our customers have to say:

“I love the Flex:trial demo units. The fact that you make it easy
for me to do demos and set it to the patient’s overall need, in
turn, makes it easy to sell with a lower return rate. A win for all
of us: Unitron, myself and, most importantly, the patient!”

(We
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At Unitron we are super passionate about providing an
outstanding customer experience. Something that we
do to be sure we are always on the top of our game is
to keep an eye on our Net Promotor Score. Using this
system, Unitron US measures how they’re doing and
in fact, they are obsessed with it. They are equally as
passionate about understanding the impact they
have on their customers’ service to their patients.

“The products are top-performers
and versatile, marketing tools are
diverse and customizable, and
the staff gives the world’s best
customer service.”
Misty Wolford

“Because of the people and attention to
detail in all areas of Unitron. Willing to work
with you as needed and go the extra mile to
ensure patient satisfaction. I am proud to
feel as if I am part of the Unitron family.”
Zachary Napper

Spotlights

Rise of the
rechargeable
According to survey data from Hearing Tracker,
while 89% of hearing aid wearers continue to use
non-rechargeable hearing instruments, 70% of
those wearers indicate they would prefer to have
a rechargeable option — preferably with a battery
that offers a full-day charge.1
While rechargeable batteries for hearing aids have been
around for some time, battery life limitations have meant
that a full day of usage without a recharge could not be
guaranteed. However, new rechargeable battery technologies now allow products such as Unitron’s new Moxi™ Fit R
to meet the requirements for a full day charge — delivered
in the world’s smallest hearing instrument celebrated internationally for its award-winning design.1
“Audiologists and other hearing health professionals have
understood the benefits of rechargeable technologies for a
long time, but they have been waiting for technology to
catch up with the needs of users demanding a longer battery life in smaller form factors,” says Abram Bailey, AuD,
founder of Hearing Tracker. “Our survey data confirms that
users prefer rechargeable options and provides an optimistic outlook for acceptance of the new hearing aid products
finally starting to meet those threshold requirements.”
The compact size of today’s rechargeable hearing aids
makes these devices an attractive and comfortable option
for most wearers. But a rechargeable hearing aid’s ability to
deliver a full day charge is a ‘must-have’ characteristic for
most wearers, and vital for broad consumer adoption. In
Hearing Tracker’s survey, 85% of respondents ranked a
rechargeable hearing aid’s ability to hold a full day charge
as a priority1. Fortunately for consumers, new advancements in battery design now mean rechargeables can surpass a day’s usage, offering more than 24 hours of use on
an overnight charge, even when performing wirelessly.

“I didn’t realize how much easier a rechargeable
option was until I made the switch. It not only offers
ease of use, but presents less hassle for those with
dexterity issues.”
– Happy rechargeable hearing aid customer
While the majority of hearing aid wearers desire the
rechargeable option, they do want the flexibility of a backup plan. In the Hearing Tracker survey, 62% of individuals
surveyed indicated they would prefer a hearing aid that
could offer both a rechargeable and traditional battery
option, while only 8% of those surveyed wanted just a
rechargeable.1
Hearing healthcare professional (HHCP) opinion mirrors
that of patients when it comes to rechargeable hearing aids.
While less than half (47%) of clinicians today currently fit
rechargeable hearing aids, the vast majority (82%) indicated in the Hearing Tracker survey that they were planning
on selling rechargeable units in the future1. As with most
hearing instrument product lines, HHCPs also want a variety of technology and price platforms when it comes to
rechargeables, and the majority (79%) appreciated the flexibility of battery options, so patients can, in a pinch, use a
disposable battery to get power instantly.1
Fortunately for those HHCPs, 61% of consumers surveyed
by Health Tracker indicated that their first stop in seeking
out a rechargeable hearing aid in the future would be to
their HHCP’s practice.1
1

Copithorne, D. (2016) Rechargeable Hearing Aid Preferences: Survey
Findings. https://www.hearingtracker.com/blog/rechargeable-hearingaid-preferences/
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A conversation
about conversations
Behind the scenes with Unitron’s Tempus design team
Q What are the most significant technical advancements
with the Tempus platform?

In this article, we sit down with key
team members from Unitron to
chat about the importance of
conversations, the science behind
the new Spatial Awareness feature
within Tempus, and how a joyful
golden retriever became the catalyst
for a research breakthrough.
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Ara: In Tempus we applied Unitron’s technical vision to
two big ideas — the ability to target and understand
speech, and the ability to locate sound in the acoustical
environment. These are very challenging problems to
solve, and even more so, to solve them simultaneously.
Historically, our ability to improve a user’s ability to
increase spatial awareness in challenging situations has
always been at odds with our ability to target and understand speech. However, with Tempus, we have broken
through that dilemma. Within the Automatic Program,
Tempus enables precision targeting of the direction of
speech, thus we can apply innovations to enhance speech

Spotlights

understanding, and also provide a good overall ability to
locate sound in the listening environment simultaneously.
This positively impacts both the wearer’s comfort and
sound quality because the listening situation is more real
to the wearer.

Meet the team

Q Unitron has always talked about natural sound. What is
the difference between “natural” and “realism”?
Leonard: Prior to Tempus, natural sound quality really
meant “a good sound quality for a variety of signals”.
However natural sound is really so much more. We were
investigating distance perception when wearing hearing
aids and it occurred to me that spatial awareness was a
key component of natural sound, and would likely also
contribute to proper distance perception. Basically, we
came to understand that it is important to maintain the
auditory cues that help establish the three dimensional
auditory image.

Ara Talaslian
Vice President of R&D

Q What was the inspiration behind realism?
Leonard: I was walking my dog off leash in a gravel pit. He
ran up behind me, and I realized that without seeing him
directly, not only could I tell where he was coming from
and how fast he was running, but I could also feel the joy
in his footsteps. I realized then and there that there was
more to sound than perception. I started to think about
listening satisfaction as having three dimensions, audibility, intelligibility and realism. And the correct balance of
those three aspects is what is important to hearing instrument wearers’ ultimate satisfaction.
Q How does the study of Head Related Transfer Function
(HRTF) tie into and inform Unitron’s work on spatial
awareness?

Leonard Cornelisse
Hearing Scientist and
Manager, Hearing System Engineering

Henry Luo
Chief Scientist and
Manager for Signal Processing

Leonard: HRTFs are the key. Spatial awareness is a binaural phenomenon that is made possible by the acoustic
cues that the head and ears provide. HRTFs are a mechanism for measuring and displaying the acoustic cues. They
are the starting point for providing spatial awareness in
hearing aids. Basically, if we want a person with hearing
aids to have spatial awareness, we need to duplicate the
binaural effect so the brain can reconstruct the spatial
environment in as realistic a way as possible.

Nicola McLaughlin
Senior Product Manager
Unitron Magazine
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Q And Henry, I understand you had a very personal role to
play in the research around Dynamic Spatial Awareness?
Henry: I did! I don’t have hearing loss, but I actually have
my own challenges with spatial awareness. When I close
my eyes, I can target speech from behind but I am unable to
target speech coming from the front. And I know people
with hearing loss have even greater issues. So the challenge was to improve spatial awareness not only for people
with hearing loss, but to create a detection solution that
could surpass the abilities of a human with normal hearing.
As we explored HRTF, I was the test subject to establish a
baseline measurement in the lab — to see what the differences looked like, and to optimize based on personal perception to achieve more enhancement. It took us ten different tries, but we finally came up with one optimized profile
that allowed me to achieve enhanced spatial awareness.
Then, we took it out to people with hearing loss to see if my
profile was representative. And it turns out it was.
Q What was the source of inspiration for Tempus?
Nicola: The inspiration and drive for Tempus to be the
best in conversations was sparked by a focus group of
HHCPs in Ireland. I asked this group if they were in charge
of the hearing industry as a whole, where would they focus
their energy? The response was overwhelming — as an
industry, we need to continue to advance our solutions in
speech in noise. This really struck a chord with me to push
the innovation envelope to be the best in conversations.
Knowing our technical team and the innovations they
were developing, I knew we could create something that
really made a leap forward.
Q What makes Unitron’s approach to spatial awareness
better than others?
Ara: Well, first and foremost, we address all environments. Our competitors have solutions for the spatial
awareness problem but only for particular environments.
We have an answer for the entire sound landscape.
Q Why is it important to be able to know the location and
the direction of speech accurately?
Henry: Everything comes down to targeting. How reliable
and how fast you can target and detect speech is very
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important, especially in a noisy environment. We knew we
could develop something that would work in the lab in a
controlled environment, but would it work in the real
world? I remember the first time we decided to put
SoundCore™ to the test. We all went out to a local restaurant
to see how the product would perform in a really noisy
environment. We had to test drive the car so to speak. And
it worked really well.
Nicola: (smiling) It worked really well! That test was a
huge milestone for the team. We knew we had something
that would make a big difference in conversations in challenging situations and that technically we could get these
innovations into Tempus.
Q How is Tempus “the best in conversations”?
Nicola: Fundamentally, we are incredibly precise and fast
in our ability to target speech. Because of this precision
and speed, we were confident to employ our new beam
guiding approach and Dynamic Spatial Awareness innovations which really make a difference in speech in noise. In
quieter environments, our new Spatial Awareness feature
makes a big difference to people with hearing loss. It tells
a person how to direct their body. It affects their awareness of their surroundings. With our SoundCore technology there are 3,712 different unique responses possible
and the adjustments need to happen nearly instantaneously. Tempus is able to pull these technologies
together to come up with the perfect response to that one
single sound environment, every time, all the time.
Q What has been the reaction from patients wearing
Tempus?
Nicola: It’s been phenomenal. We are hearing fantastic
stories from patients who are telling us it is the best they
have ever heard.
Ara: That’s why we make these kinds of investments and
do the difficult work. In being the best in conversations,
Tempus helps people reconnect with their lives. It solves
their biggest issue, speech in noise, a place where we
know they struggle the most. We have harnessed our
engineering power, and we’ve helped solve that problem. That is a noble effort and a huge source of pride for
our team.

Spotlights

Unitron gives back
Unitron cares about the
communities where we live and
work. Recently we had the pleasure
of hosting the Lions Foundation of
Canada Dog Guides for our annual
check presentation. All proceeds
were raised by Unitron headquarters and Canadian sales
office employees through various
fundraising efforts held throughout
the year. But Unitron wasn’t the
only presenter, we were surprised
when the foundation presented us
with a corporate sponsor award!
Employees were also treated to live demonstrations of hearing ear dog guides in
action. We met future dog guide Dixon,
only 8 weeks old, as well as hearing ear
dog guide Wynter. Unitron’s recent donation will be directed to the Hearing Ear
Dog Guide program which includes two
puppy sponsorships.
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Captivate patients in the
buying process and beyond
At Unitron, we believe this business
is personal. So when we had the
opportunity to sit down with
Jim Tincher, Founder of Heart of
the Customer, a leading customer
experience expert who shares our
values, we were naturally excited to
capture his insights on how hearing
healthcare professionals can deliver
an end-to-end experience and earn
patients for life.
18
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In our time together, Jim offered us insight into the world of
hearing healthcare patients and shared some valuable
strategies hearing healthcare providers can use to engage
them during the buying process and beyond.
Q What challenges with the patient journey are you seeing
in today’s hearing healthcare practices?
Jim: It’s easy for a hearing healthcare professional to forget
what it’s like to be new to this space. You look at the patient
experience through your rational mind, which is informed
by years of experience and you expect your patients to do
the same. But it is important that you remember patients
don’t share your clinician’s mindset. This is an emotional

Spotlights

experience for them and a potential turning point in their
life. So you need to use familiar language and provide guidance and expertise to help them make an informed decision. Don’t send them home with printed materials and
expect them to make a decision on their own. That’s too
overwhelming. I would suggest following up with them
within 72 hours of their visit, to check in on their decision
process and to offer additional support. To wait any longer
is a big miss.
Q How do you empower patients to manage choice in the
decision making process?
Jim: The three most important parts of any journey are the
beginning, the end, and the peak point of pain. If a
patient’s journey doesn’t start well, there may not be the
rest of the journey. So in managing the end-to-end patient
experience with your patients, you need to consistently
reinforce that they are in charge. Use every opportunity
along the way to make a positive brand impression, by
telling them that you are there to help their lives get
better. This puts patients at ease, empowers them to
make the best choices with respect to their hearing health,
and improves their chances of going through with a hearing aid purchase.
Q What are some of the ways to ensure an effective
experience for patients?
Jim: First, understand your customer demographics to
identify what creates an effective experience for your
patients. For instance, your standard business hours of
8:00 am to 5:00 pm may be inconvenient for busy or working patients. You want your patients focused on their hearing healthcare decision, not on your office hours. So if they
have to think about making time in their busy schedule to
see you, you are likely not going to be their first choice.
Q What should hearing healthcare professionals
understand about patient emotions?
Jim: The hearing healthcare journey is a substantial life
milestone for your patients. It will either be the day where
they start hearing their grandchildren and living life again,
or the day they began feeling like an old man or old lady.
Make sure patients understand you are there to help get
them what they need to start living life again.

Meet
Jim Tincher
Founder,
Heart of the Customer

With a lifelong passion for customer experience, Jim
founded Heart of the Customer to help companies of
all sizes increase customer engagement. His goal as
the lead consultant is to provide organizations with
key insights by providing a 360-degree view of their
customer’s extreme highs and frustrating lows
through the use of journey maps. He sees the world
in a special way: through the eyes of customers and
he strives to help his customers see it too.
Are you looking to understand the end to end-to-end
experience you’re delivering and find new ways to
improve it?
If so, contact Jim Tincher by email at
jim@heartofthecustomer.com. He’s happy to help
guide you on the journey to better practice growth.

You must connect with patients emotionally in order to
create lasting relationships. Patients don’t evaluate the
technology pros and cons. They evaluate how you made
them feel. So put them at ease by letting them know that
this is a very normal process and that the emotions they
are going through are natural. Reinforce that you understand that this is not an easy change. Assure them you are
there to help them select the best product to meet their
needs. Explain you are going to help them gain back the
sounds of life they are missing.
Q How can healthcare professionals ensure they end on a
high note to close the end-to-end experience?
Jim: We know from customer experience research that the
end of an experience has a disproportionate impact on
how the customer feels about the entire journey. A patient
won’t necessarily remember what you did, but they will
Unitron Magazine
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remember how you made them feel. So don’t bombard
your patients with brochures as they leave the appointment. It’s unlikely they will read them. Instead, spend
some time at the end of the appointment assuring them
that the emotions they are experiencing are normal, that
you are here to help and will provide them with a plan to
move forward.
Unitron’s Flex for instance, offers patients such a plan. It
allows them to trial a hearing aid risk free, while you monitor their results using real life data. You can then use those
results to ensure they have the right technology solution.
This proactive approach is what patients will remember and
will be the reason they return. It will also increase the likelihood that they will recommend you to family and friends.
Q What do hearing healthcare professionals need to be
paying attention to in their practice?

Three keys to closing
the trust gap

The end-to-end patient experience
determines your effectiveness – you need
to have a deliberate process for ending on
a high note.

Approximately 85% of hearing aid wearers say that their
overall well-being improves after acquiring a hearing aid.
Yet, only 45% of patients actually proceed with purchasing
one, despite the fact there is a real chance it can improve
their life. The difference is what is known as the trust gap
and it determines your patient success rate. You need to
know what this number is. You need to understand it. And
you need to manage that trust gap over time.
You also need to understand every aspect of the patient
journey. For instance, if your receptionist handles initial
face-to-face contact with patients, then you need to invest
in finding the very best person for the job. You need someone in your front office who is driven to deliver an exceptional customer experience.

Easy experiences create loyal customers.
Strong advocacy is driven by the ease of
doing business with a company.

Q What’s the one thing hearing healthcare professionals
should change now to maintain patients for life?
Jim: Take the time to put yourself into your patients’ shoes.
Perhaps have a new staff member go through the experience — then give you unedited feedback. Or find an equivalent experience where you aren’t an expert, and see how
that practitioner makes you feel. Taking the time to truly
experience what your patients are experiencing will help
you see how to make this journey an easier and better emotional experience for them.

20

Unitron Magazine

Emotion trumps
everything else.

Behind the scenes

The art of conversation reminds
us why we are in this business

Customers around Europe joined the conversation on
March 31 and April 1, 2017 in London, UK for Unitron’s
launch of Tempus, Unitron’s newest platform.
Conversations really drive our world. It is the basis point of our everyday interactions. Think about it. If you were to track your conversations
in a day, how much time would that be? According to this source, Britain
is a nation of chatterboxes with the average person having 27 conversations every day, lasting an average of 10 minutes each. That adds up to
a massive 4.5 hours a day or 68 days — every year1.
How do you spend your day and how do you help your patients in conversations? The discussions at this event, not only revolved around the
technologies that enable people with hearing loss to engage in great
conversations, but also, how conversations are evolving within the
practice to keep pace with new healthcare consumer expectations for
more collaborative healthcare with their provider.
Attendees joined the conversation and heard the difference.
1

http://www.newswiretoday.com/news/76151/New-Survey-Reveals-Average-Brit-Has27-Conversations-Every-Day/
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Bringing sound to life with
the visual sound project
Eight high school students, five schools and 14 incredible
pieces of inspirational art

When Unitron marketer Laura McFadden was asked
to select some art to brighten the walls of Unitron’s
newly renovated Corporate Development Center,
she could have opted for a conventional path. A call
to a local artist or gallery and voila, job done!
Instead, Laura decided to take the road untravelled. She
transformed her assignment into a creative community
collaboration that resulted in the creation of truly inspirational artwork to grace Unitron’s offices and hallways,
while providing a unique learning opportunity for local
high school students.
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“It began with a call to our local school boards to see if we
could recruit some students to develop artwork for our
walls. But it turned into so much more,” explains Laura.
Little did she realize, but Laura’s call was received with tremendous enthusiasm by teachers within the Waterloo
District School Board and the Waterloo Catholic District
School Board, who saw in the project an ideal opportunity
to teach students valuable project management, research
and business collaboration skills.
Students were given the assignment to interpret sound in a
visual way, leveraging Unitron’s brand palette. During a
kick off meeting, students were provided with background

Unitron spotlights

on Unitron and the project. A “slide show” of photos gave
them a sense of the space they were designing for. Students were then invited to submit their proposed design
concepts. As each piece was considered “commissioned”
art, those participating were awarded $250 to cover the
cost of their materials, design, and final art piece.
Over a five-week period, Laura met with eight students representing five different local high schools to share their
vision for the “Visual Sound Project”, review concept
sketches, and offer feedback and direction. In total, 14
pieces of artwork were produced, with pieces hand delivered by students to the Unitron team.
“Throughout the project, the students impressed us with
their professionalism and maturity. Every time a piece was
delivered to the Unitron office, my colleagues wanted to
know all the details about the creator, and the inspiration
and story behind each piece,” said Laura.
Many of the students saw the Visual Sound Project as an
opportunity to stretch as an artist. For others, the work
developed for Unitron will serve as an important portfolio
piece. Every student who participated learned valuable
information about hearing loss, the workings of sound, and
gained insight into their own personal experiences and
emotional reactions to sound.
Aristana Paleczny, a student at St. David Catholic Secondary School chose to portray the call of a loon in her artwork, drawn to the memory of the sound heard during
summertime house-boating excursions with her family.

Aristana, like other students, cleverly incorporated the
image of a soundwave into her finished piece, using it to
depict the shape of an island in the background of the
painting. “I would like to thank Laura and Unitron for
reaching out to high school students with this amazing
project. It really helped build confidence in my abilities as
an artist. This was my first time creating a piece this big in
acrylics and while it was a challenge, I think it turned out
amazingly well.”
During an evening of celebration held in April, students
were able to proudly celebrate their success along with
parents, family members, teachers and Board of Education staff.
Ania Mrugacz, a student from St. Mary’s High School created two pieces, both depicting the flow of sound. “I’ve
never done a piece this big before. I was terrified, but it was
so interesting. I tried so many different things and learned
so much about sound, and my own art going through it. I’m
really glad I had this experience,” said Ania.
This important collaboration between local students and
a local business yielded so much more than pictures for
the walls of Unitron’s Corporate Development Center. For
the students, it provided them with an important opportunity to stretch creatively and learn important business
skills they’ll take forward into their professional lives. For
the Unitron team, the paintings, created at the hands of
eight talented young artists, serve as daily inspiration
and a continuing reminder of the importance of sound in
our lives.
Unitron Magazine
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The last word

Employees
raise CHF
10,000 for
Hear the
World
As we introduce the new Tempus platform to
markets around the world, our parent company Sonova, is continuing to spread the
word about the Hear the World Foundation –
supporting people, and particularly children,
in need with hearing loss around the world.
To celebrate Hear the World’s tenth anniversary in December 2016, Hear the World
asked the +14,000 Sonova employees to
support the foundation’s awareness campaign with a photo in the Hear the World
pose – just like celebrity ambassador Cindy
Crawford (portrait on the left) and over 100
other celebrities did for the yearly Hear the
World calendar. For every employee photo
posted, Sonova donated 1 CHF.

© Bryan Adams

The campaign was deemed a success with
1,500 employees from 16 countries posting
a picture and others raising money with
fundraising activities. In the end, more than
CHF 10,000 was raised for Hear the World’s
employee project in India!
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The best
conversations.
Ever.

It’s time for Tempus.
Life is a series of great conversations. Tempus™ makes sure
your patients are ready for every one of them. It delivers our
most natural and realistic sound yet, and it’s packed with
technologies that conquer even the most challenging listening
environments. So bring on the noise and bring on the crowds!
It’s time for Tempus.

Contact your Unitron sales representative
or visit unitron.com/Tempus to learn more.
A Sonova brand
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