
The 7 Big 
Mistakes That 
Most Hearing 
Care Clinics  
Are Making



Imagine that you were looking for a plastic surgeon.  
You went to their website and all they spoke about was  
how fancy the knives they use to carve you open are,  
how nice their branded stitches were, or the details  
of their implants.

Well, that is essentially what much of the hearing care industry is doing.

We’re making the hearing AID the star of the show.

We’re consciously (or sub-consciously) telling patients that the only thing they need  
to address their hearing challenge is hearing technology.  

•  Websites are dominated with technical mumble-jumble about their features.
•  Marketing pieces only promote hearing aid deals (which are unsurprisingly supplied by manufacturers).
•  … And most pricing packages are built around technology levels (with the features of each  

device being the core part of the key price differences).

The problem is, when patients are led to believe that the only thing that matters is the technology,  
it makes the solution to their hearing loss a commodity.

When you fall into the commodity market, then the patient will always be able to find  
the exact same hearing devices for significantly less than you’re offering them for.

This naturally leads patients to price shop, become a “tested not sold” lead, and they’ll  
likely go elsewhere to find the solution to the problem you helped them to discover.

Mistake #1: 

Making the “Widget”  
The Star of the Show  
and Building Your Pricing 
Around Technology



What’s The Solution?

You need your patients to understand that hearing aids are only part of the jigsaw of achieving  
better hearing, with the more important component being the right level of hearing care.

Once a patient understands this, then it becomes almost impossible to compare you to a Costco,  
Lively, or anywhere that sells devices.

It’s no longer an apples vs. apples comparison.

The methodical way that you achieve “better hearing” becomes the much more important  
part of the patient’s decision making process.

The question is, how do you do this?

Well, aside from building your website to show the value of your hearing care, featuring patient stories,  
explaining the way that you do things, and developing trust, one of the most powerful ways to show  
the difference is through your pricing packages.

Whereas most of the industry names their pricing packages around technology and solely talks about  
the obscure jargon-filled features of different technology levels … your pricing packages should instead  
be built around the different treatment plans that you offer.

For many of our private “Inner Circle” members that we personally support,  
we help them to name their treatment plans things like:

•  All Inclusive 
•  Signature
•  Smart 
•  Essential

Each package then has a different level of treatment to accompany the hearing devices.

For example, “All Inclusive” naturally has everything included, with the best-in-class technology, highest levels  
of warranty, and all the perks, with the “Essential” having entry level technology with a limited warranty.

Your job should be to build out each of these treatment plans by adding important elements  
into each of them outside of the technology.

Here’s an example:

Can you see how these packages look  
distinctively different, yet only one line of each  
package shares details of the technology level?



Some of the additional benefits used in each package to create levels of difference include:

#1 – Your Repair Warranty and Loss & Damage Warranty

Does each level of your pricing package have different levels of warranty? For many of our “Inner Circle” members,  
their “All Inclusive” package has up to 5 years warranty, with their lower packages only offering 1 year warranty.

This is used to create distinctive differences between each package outside of the technology.

#2 – Minimum Guaranteed Trade-In Value

You can use minimum guaranteed trade-in values to set a precedent and a reason  
for patients to upgrade technology within 48 months.

You can also include this in your premium packages to give additional reasons  
why a patient should choose one of your higher packages.

#3 – Years of Care/Service

How long will a patient receive your service for? Are you going to offer unlimited service and  
keep reviving hearing devices after ten years, or are you going to limit the service that a patient receives?

Many of our “Inner Circle” members make their years of service in line with the repair warranty on each package,  
with the higher priced packages naturally offering more.

This also means that they can sell warranty packages to patients later down the line.

There is also a bunch of other things that you could include that are not included in this example –  
things like inclusive batteries, an inclusive accessory, bi-annual reevaluations, etc.

But by building the key differences in your pricing packages around things other than technology,  
you achieve two key objectives.

1.  You don’t run the risk of being price shopped, as what you offer is distinctly different to anybody else  
(it becomes impossible to run a fair comparison).

2.  You make the patient’s decision much simpler. They don’t understand the technical jargon of the small differences 
between levels of hearing technology, but they do understand the rock-solid differences of years of service/benefits.



Here’s the truth … no matter how many modern marketing  
methods you use or how great your website is, the creation  
of referrals from your very own patient list will bring you  
the biggest, quickest, and most authentic return on your  
marketing investment. Period.

The problem is that many clinics have no process in place to drive patient referrals. They sometimes  
happen because the patient does them off their own back but rarely is there a protocol to ask.

This results in you not utilizing one of the most effective (yet low cost) ways to attract new patient opportunities.

And although I know that you would LOVE to have an endless flood of referred patients and would  
do just about anything to make this happen … for the majority of businesses, there is ONE reason why  
they fail to gain the referrals they deserve:

They fail to ask their existing patients to open the doors to their networks.

The question is, what’s stopping you from asking?

From our experience, it typically comes down to one of the following three things:

•  You’re LAZY and can’t be bothered.
•  You don’t know WHEN to ask.
•  You don’t know HOW to ask.

I would assume that Option 1 does not apply to you. If it did, you wouldn’t be reading this. Therefore, if you  
knew the answer to the other two questions, then you’d probably be fully equipped to ask more often, right?

It’s often said that it’s not what you say — it’s how (and when) you say it.

For many people, the fear of choosing an imperfect moment to introduce an idea is the point  
of anxiety that stops them from mentioning it at all.

Well, in my work, I am renowned for helping others to know exactly what to say, when to say it, and how  
to make it count.  Let’s see if today we can help you understand how this relates perfectly to referrals.

Mistake #2: 

Not Having a Patient  
Referral Process



When is the right time to ask? 

Here’s the short answer: when your patient is happy.

The difficulty with this answer is that there could be multiple examples in which this could be the case  
like the point of sale, after several months of care, or even after quickly addressing a patient’s challenge.

This abundance of opportunity creates a sense of option paralysis and usually  
results in an inability to ask them that one key question.

A better answer is to listen for one simple phrase.

This phrase is a big clue that this patient is not only delighted with what you’ve done for them,  
but they also feel indebted to you to a point where they may even feel like they owe you some reciprocity.

This is the exact time to ask them.

Those words for which you must listen are …

… thank you.

Now, when you receive this sign of appreciation, do not simply pat yourself on the back and think, “Well done, me!”

Instead, understand that this is your exact moment to ask for more. Now that you understand  
the precise timing of the request, let’s explore a structured and powerful way of making the “ask.”

How to Ask for Referrals

The subconscious brain is a powerful thing, particularly in the sales process.

It works a bit like a computer. Rather than little ones and zeroes, it only produces  
a simple “yes” or “no” … “Maybe” does not exist.

Having the ability to trigger an instant decision from your patient delivers you a fair advantage  
in communication and can often allow you to get your way more often.

To lead you to the exact right set of words, you must first learn the power of a simple set of  
“magic phrases” that can be used to get people to agree to a task before they even know what it is!

Once they’ve said “thank you,” they’ve provided your cue to ask the first question:
“You couldn’t do me a small favor, could you?” 

This quick question elicits an almost certain agreeable response and gives you instant  
permission to continue with the rest of your request.

“You wouldn’t happen to know…”

The phrasing here throws down a challenge. Your patient now feels compelled to prove you wrong.

“ …just one person…”

“Just one” sounds reasonable. Since it seems like such an easy ask,  
they’re more likely to think of someone by name.



“ …someone just like you…”

This clarification has the person narrowing down their options, so you’ll actually  
get the right prospect. Plus, it pays them a subtle compliment that won’t go unnoticed.

“ …who would benefit from…”

And then emphasize the specific benefit or positive experience for which they’ve just thanked you.

Then… shut up!

Once they’ve thought of somebody, you will probably be able to see that certainty in their body language and movement.

At this point say …

“Don’t worry, I’m not looking for their details right now,  
but who was it that you’re thinking of?” 

Saying “don’t worry” automatically takes the pressure off, and the “but” helps them  
to only recall the final part of the sentence.

Then, you can find out when they’re next likely to see the person they’ve just mentioned.

But before you start, ask, “You couldn’t do me another favor, could you?” After they’ve said yes the first  
time, they’re more likely to say yes again, so they can keep up the reputation they’ve built with you.

Once they do, follow up with …

“Next time you see Bill, could you share with him a little bit about how  
it was working with me and see if perhaps he’s open-minded to coming 
to see me to see if I can help him in the same way I’ve helped you?”

After your prospect almost certainly agrees, ask …

“Would it be okay if I give you a call next week  
and find out how the chat went with Bill?”

This happens seamlessly.

You then call him when you said you would and calmly, not accusingly,  
say, “I’m guessing you didn’t get around to speaking to Bill?”

As a person of their word, they will either proudly tell you how they have already spoken  
with him or will be embarrassed and tell you how they plan to go on to complete the introduction.

The magical thing is that if you slow this process down, you can often speed the outcome up.

It provides you with future patients who already have third-party assurance of your offerings and permission  
to make contact. I don’t know about you, but I’d take that over a name and a number any day of the week.

Building this into the conversations with your happy patients will give you a channel  
to drive patient reviews for zero cost, yet it will drive you results and opportunities.



A common mistake that I repeatedly see is the  
complete disregard for “tested not sold” leads.

These are people that discovered they had a hearing loss, were offered a solution for several thousand dollars,  
and decided that they needed some time to consider their options … it’s a very reasonable request.

Yet as soon as they walk out of the door, many clinics don’t make any efforts to follow up and help them to make a decision.

They’re almost considered as “no’s.”

I find this mind boggling.

In my opinion, this is one of the biggest untapped goldmines in your business and developing a process  
to turn these “maybes” into a “yes” is one of the key marketing fundamentals that you must have in place.

The question is, how do you do this?

Well, there are three things that you should do.

#1 – Personal Follow Up

Your providers should be scheduling time following a “tested not sold”  
situation to personally follow up with the patient at least 3 times.

•  Give them a call several days later. 
•  Give them a call 3 weeks later. 
•  Give them a call 90 days later.

The aim of these phone calls is to personally check in, see if they have any questions, and invite  
them to reschedule their second appointment to learn some additional ways that you can help.

This is super basic but incredibly important.

Mistake #3: 

Not Having a Tested Not  
Sold Follow-Up Process



#2 – Automated Follow Up/Developing a Process

For our “Inner Circle” members, we help them to craft an automated email series that sends six emails over 30 days.

These emails share patient stories, personally invite them to reschedule, and overcome  
the biggest objections that commonly hold patients back from taking the next step.

An automated email campaign is a super simple process to put into place, but by ensuring that the patient  
feels supported as they come to terms with their hearing challenge and assess their options is super important.

#3 – Annual “Tested Not Sold” Campaigns (at the very least)

You should be running campaigns to your TNS list at least every 12 months to give them a reason to take the next step.

From our experience, the hook of the campaign should be built  
around the biggest thing that holds “TNS” patients back … the price.

This doesn’t mean that you should blindly offer discounts, but it does mean that you  
should look for smart ways that patients can step forward with some form of incentive.

Some examples include:

•  New technology released, which means that the previous level  
of technology is now available for a reduced fee 

•  The introduction of a monthly program like “Better Hearing 4 Life”  
where patients can step into better hearing for $99/month

•  Invitations to trial new technology

If you can build these three steps into your business, then you’ll be able to maximize this untapped goldmine of revenue. 

Fail to do this and you’re going to result in these patients buying elsewhere.



“But I have 100 5-star ratings on Google …” I hear you say.

Don’t get me wrong, 5-star ratings across multiple platforms  
are great – but when it comes to motivating somebody to take  
the first step towards better hearing and see you as the only provider  
for them, nothing works as well as powerful patient stories.

Yet, nobody is doing the work to capture these.

Allow me to explain …

When a prospective patient is looking for a provider to work with,  
there are three things that they’re fundamentally looking for.

1. Somebody that understands their challenges.
2. Somebody that they can trust.
3. Somebody that can prove that they’ve helped people like them before.

Many clinics collect testimonials in order to achieve this.

The problem with testimonials is that most of them offer little substance.

They usually say things like:

“Dr. Smith was great.”
Or, “Thank you for helping my dad.”

These make us feel good, as we know the story behind them, but to the outside world,  
they do not drive any form of emotional response.

That’s why “patient stories” work so well.

Mistake #4: 

Not Capturing  
Patient Stories



What is a Patient Story?

It’s almost a mini case study of a patient sharing their “hearing loss journey” from the moment  
they first experienced hearing challenges through to the feelings, concerns, and objections they had,  
to this moment where they’re incredibly appreciative that you have changed their life.

The narrative of a before, middle, and now … matched with the story sharing the big objection/fear  
that held the patient back, creates a powerful and relatable story that a prospective patient can relate to.

If they can see that the “fear of looking old” was holding Mr. Jones back, and that’s the same fear that  
they have, but Mr. Jones continues to share that he is now a hearing aid wearer and has never felt younger …  
then this will overcome a prospective patient’s objections better than anything that you could say.

How Do You Drive Patient Stories?

Every week, you have happy patients walking through your door and telling you how much  
you’ve impacted their lives – they’re desperate to scream how great you are from the rooftops.

Here’s a simple four-step process to start turning these patients into powerful patient stories.

#1 – It’s All in The Timing

You need to catch the patient at their happiest.

Our recommendation would be at the follow-up appointment following their fitting.
By this stage, the patient will have experienced the differences, be amazed at the impact  
you/technology has had on their life, and be in the perfect place to share their story.

This is the time that we would recommend introducing the “testimonial” conversation.

#2 – Asking the Patient

Toward the end of your appointment, you can then introduce the conversation of leaving a testimonial.

You can do this naturally or if you would like a script/guidance on how to use a talk trigger  
to initiate the conversation, then you can use this:



#3 – Take a Snap!

Nothing brings a testimonial to life more than a picture of the patient.
However, asking the patient to sit there and smile can make them feel uncomfortable,  
as we naturally dislike pictures on our own.

That’s why the perfect way to remove this fear is by joining the patient in the picture.
An easy way to introduce this is to say:

You: Thank you so much for that, it will help so many people. All we need now  
is a happy smiling picture of you and me to accompany it.

The outcome is that you’ll now have a process for collecting powerful testimonials  
that tell a story, hold emotion, and drive readers to have some form of response.

Does it require work? Yes.
Is it difficult? No.



This is a simple one yet an important one.

A common mistake that I repeatedly  
see is the use of awful stock imagery.

You know the type. Gut-wrenching images like this:

Yuck!

When a prospective new patient is considering visiting you for the first time, and is visiting your website,  
they will naturally feel concerned about scheduling an appointment.

It’s human nature to feel nervous when entering an unknown.

Your website’s job should be to minimize those feelings of unease by giving them  
an insight into what they can expect through your images.

It should show them what your office looks like, it should show them what a hearing assessment  
may look like, and it should help them to understand what to expect.

The problem is, stock images make you both look unprofessional and it makes the prospective  
patient feel even more confused about what to expect.

This may sound very simple, yet I cannot stress its importance.

Mistake #5: 

Stop Using Awful  
Stock Imagery



How to Fix This

It’s super simple. Take some pictures.

You don’t need to hire a photographer, you don’t need to roll out the red carpet,  
and you don’t need to schedule time with your providers to take their pictures.

Instead, just start by using your cell phone to get some real-life candid pictures.

Take a picture of the outside of your building, take a picture of what the patient will see when they walk through  
the door, take a picture of what an appointment room looks like, take a picture of a provider with a patient.

Simply focus on getting pictures of what a patient’s experience looks like.  
No need to stage certain situations, just take pictures of your everyday world.

Adding these pictures to your website will make a world of difference and help  
the outside world to better understand what visiting you looks like.



Prospective patients are regularly researching questions  
and looking for help online. A big mistake that we regularly  
see is clinics that make no effort to produce FAQ content  
to help these prospective patients.

Why is this important? Well, in late 2019, we published a white paper where we  
collated all web data across our “Inner Circle” members based on 44,710 visitors.

The three big take-aways were:

•  66% of the industry’s traffic is mobile.
•  The best-performing call-to-action is “Request a Callback.”
•  And Fridays are the busiest day for web traffic.

But the biggest surprise was the average age of the websites’ visitors.

Whereas the industry believes that the only people that visit their websites are in their 80s,  
need big, bold font, and don’t use the internet …

… What we actually learned was the opposite.

Mistake #6: 

Not Producing FAQ  
Content (And Missing  
Out on the Biggest Way  
to Dominate Google)



We discovered that 47.02% of visitors to your website in this industry are between the ages of 25 and 34.

The second biggest age group was 55 to 64 at 29.80% and the smallest age group,  
interestingly, was between 35 and 44. Not much difference to 65+.

This clearly shows that the biggest influencer in this buying process is not the patient themselves.

It is the children or grandchildren of the patient.

Based on the ages, it’s looking much more likely to be the grandson or granddaughter  
that’s having the most influence and is involved in the research process.

And this points to one thing.

The biggest opportunity in this industry right now  
is being the expert authority or trusted credibility in  
hearing care during that research phase.

The way to do this is to create content to help these people through your website articles and blogs.

Why Unique Content is So Important

If you were looking to have cosmetic dental surgery, would you be  
willing to go and see a professional right away? It’s unlikely.

But would you be willing to go online and do a little bit of research to find out answers like how  
much is it? What’s the recovery process? All the questions that naturally jump to your mind?

So, you jumped on Google, you searched how much is cosmetic dental surgery,  
and one of the first articles you’ve read is “How Much is Cosmetic Dental Surgery.”

You click it and you read a very well-informed piece of content. It’s super helpful.  
It’s super to the point. It’s super transparent. It’s not trying to hide any prices back.
It’s genuinely helpful.

And you walk away feeling much more informed, and then you look at the bottom  
and you see that this cosmetic dentist is local to you.

Seems a good guy/girl, seems to have a good clinic, and all of a sudden you’ve  
discovered someone that you go, “Oh, they look like they could be really good for this.”

But you don’t take action right away because you’re unsure.

You go off and do some more research, you sleep on it, and you make some more decisions around it.

But then the next time you do need help, or you want to do some research, or you’re thinking  
about who to work with, naturally, who is the first person that will come to your mind?



This process for finding the right provider is becoming more and more common.

The days of just looking for your local provider and settling for them is declining, as patients now have more  
options available to them, the ability to research with ease, and a better thirst for the best possible service.

And Google’s data backs this up.

As it stands in 2020, 8% of all Google searches are questions.

That’s 458 million searches per day.

These questions vary from people asking things like “Does Donald Trump wear Fake Tan?”  

to questions researching a life decision.

Undoubtedly, a number of these are potential future patients that are researching on their behalf or a loved one’s behalf.

They may be asking what ringing in their ears means, they may be asking how much hearing aids are,  
and they may be asking what the signs of hearing loss are.

Google recognized this in late 2019 when they made a big announcement that it was implementing a  
major change to its core search algorithm that could change the results’ ranking for up to one in ten queries.

Because in the past, Google’s algorithm treated a search sentence as a “bag of words.” It picked  
out what it considered to be the important words. If you entered “who is a great keynote speaker,”  
clearly “keynote” and “speaker” are more important than “is” and “a.”

But doing so eliminated context from the search sentence’s intent.

The new algorithm is based on something called BERT.

This is a tool that helps to optimize natural language processing (NLP) by using  
AI and massive data set to deliver better contextual results.

In simple terms, Google will process questions better and show results that link  
to relevant content that directly answers these questions. 
 



How to Create Great Content

When people ask questions on Google, your blog is naturally the best place to answer these questions.

By crafting articles that directly answer the most commonly asked questions locally, you can be the prominent  
brand that appears and helps people in advance by providing comprehensive answers to their questions.

This becomes incredibly powerful.

It doesn’t just gain you more free traffic to your website, but it also ensures that the people  
that come to these articles see you and your team as the experts, and you build credibility  
with them in advance of them making any form of decision.

A great example of this is a company out in Houston.

We helped them to thoroughly research the 30 most searched hearing care, hearing loss,  
and hearing aid-related questions throughout the city.

We then had their team answer each of these questions thoroughly, which resulted  
in a large blog on their website that gives professional and articulate answers.

This means that these articles are now strongly ranking when patients search these questions online,  
it’s winning them traffic, and building them local expertise.

This is the most powerful way to grow your rankings on Google.

The best starting point for crafting content is to have your front of office team  
take note of the most commonly asked questions from incoming patient calls.

You can then start to craft content answering each of these questions, leaving no stone unturned.

These can then be uploaded to your website as new blogs, which will start to rank on Google,  
help your SEO efforts, and ensure that you’re seen as a local authority on audiology.



A mistake that I see many businesses making is  
believing that SEO is the only thing that matters.

They believe that they MUST rank #1 on Google for every possible hearing-related term …  
and they commit a significant marketing budget to try to make that happen.

Here’s two reasons why this is a waste of cash.

1.  95% of hearing-related search terms get hardly any traffic – putting effort to appear for  
“sudden hearing loss” (as an example) is a waste of time and is more for your vanity than for patients.

Many clinics are adamant that they want to appear for specific search terms based on their feelings rather than the data.
It doesn’t matter if you’re in position #1, #2, and #3 if nobody is searching for it.

2. The business in #1 position doesn’t automatically win the patient.

The way we make a buying decision has changed drastically over the past 10 years.  
We do not just visit the first option and automatically decide that they’re the provider for us.

Instead, we look through several different websites to find the provider who feels right for us,  
who speaks to us, and who looks the most trustworthy.

Your position isn’t important – what the patient sees when they visit your website matters much more.

What You Should Do Instead

The number one goal from your SEO should be to dominate locally.

• Ensure you dominate the first page of Google for your brand name/variations of your brand name.
• Ensure that you appear on “Google My Business” for localized searches.
• Ensure you appear prominently for all common search terms locally.

You achieve this from doing the following four things to a high standard.

1. Have a strong website with unique content.
2. Ensure all your pages and images are titled correctly.
3. Have congruent profile information across all key directories.
4. Regularly produce unique content through your website and social channels.

If you can tick all these of these boxes, then you’ll be further ahead than most, and rather than manipulating Google by hiding 
keywords and doing sneaky tactics (that have a shelf life) – you’ll be doing the things that will work now and work forever.

Mistake #7: 

Thinking That SEO is The  
Only Thing That Matters



Who Are Orange & Gray?
Orange & Gray partner with leading hearing care clinics to build 

sophisticated digital marketing strategies that deliver more ideal 

patients, greater brand value, and increased profitability. www.orange-gray.com


