
President’s Message

You’re Invited! 

Due to the pandemic, we will be hosting 
our Annual Convention and Education 
Seminar as a virtual event on April 30th 
and May 1st ... and you’re invited to 
attend! 
We’re still working out the details, but 
plan to have the meeting qualify for 12 
CEU’s. So, keep a close eye on your 
email, and we’ll send updates as we get 
them. 
In the meantime, please mark your 
calendar. Make plans to join us for our 
first-ever virtual Convention and Education Seminar!
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Are You Willing to Help? 

The Missouri Hearing Society has been asked if any of our 
members would be interested in applying to become a 
member of the Board of Examiners for Hearing Instrument 
Specialists. If you are interested, you may submit an 
application by visiting the following link: 
https://boards.mo.gov/UserPages/Home.aspx.

Missouri Hearing 
Society’s 

Virtual Meeting 
April 30 – May 1
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Increasing customer loyalty pays big dividends.  
Encouragingly, it is a factor under your control. 
Customer loyalty can be a deciding element as 
to how well your practice weathers difficult 
times. If you are feeling a strain due to  
Covid-19, reassessing and improving how you 
approach customer loyalty is a practice-
strengthening project you can start immediately. 
Whether you are in private practice, a medical 
clinic, or part of a chain of hearing healthcare 
stores, customer loyalty is vital. Frederick R. 
Reichhel in his book The Loyalty Effect gives an 
example of two professionals of equal skill 
opening in the same city at the same time. Each 
have garnered the same number of clients and 
attract new clients at a rate of 10% per year. 
What’s different about the two businesses is that 
one retains patients at a rate of 90%, while the 
second retains patients at a rate of 95%. Based 
on that extra 5%, after fourteen years the 
second group will have twice as many clients as 
the first. Bain and Company reinforces this 
finding with their own which indicated retaining 
just an additional 5% of current customers can 
transform into profits by an increase of 25% to 
95%. 
Since customer loyalty can dramatically impact 
a business’s bottom line from immediate income 
to retirement funding to practice selling price,  
it’s worth monitoring. Consider that repeat 
customers typically spend more readily with  
a company to which they are loyal. Marketing 
Metrics says a company is 60-70% more  
likely to sell to their current customers. It’s 
noteworthy that repeat customers generally 
spend significantly more than new customers. 

Cracking open that new prospect’s pocket book 
is harder; there’s generally only a 5-20% chance 
they’ll spend money with a new company. And 
that’s after an investment of between 5 to 25 
times the amount it costs to retain a current 
patient, in order to attract that new patient, 
according to Harvard Business Review. 
Interestingly, it’s not price that spins customers 
away from a company. It’s overall poor customer 
service that disillusions customers, according to 
a study done by Accenture on global customer 
satisfaction. If a service problem develops, a 
company’s chances of losing that customer is 
four times greater than if the problem was price 
or product related. If staff are able to handle a 
problem that has popped up, 70% of consumers 
will give the company a second chance. 
Make no mistake, the attitude of the patient  
care coordinator or technician is key to turning 
around a consumer’s viewpoint of non-optimum 
situations. Solve problems as they arise with a 
cheery, helpful approach, and your patient is 
likely to stick with you. Temkin Group found 
through their research that 86% of customers 
will buy again from the same company after 
experiencing excellent customer service. 
If reducing cost, increasing profits, and 
developing positive word of mouth is important 
to your practice, a consistent focus on a premier 
customer experience must be part of the climate 
of your practice. According to Neil Patel, who was 
recognized as a “Top 100 Entrepreneur” under 
the age of 35 by the United Nations, just under 
half of today’s consumers only do business with 
companies rated four stars or above. Anything 

Lasso Profits with Customer Loyalty

by Kathy-Jo Facteau, BC-HIS
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less, those consumers find another, better-rated 
company or service provider. 
A staff member with a pleasant demeanor  
who is knowledgeable and, when needed, is 
resourceful so the consumer’s needs can be met 
will garner those positive word-of-mouth 
referrals and high star ratings on online 
satisfaction surveys. It’s important that staff 
training reinforces customer service even while 
training on products and services delivered. 
While those ubiquitous cards that get punched 
ten times then earn you a freebie are often 
considered the face of a customer loyalty 
program, consider that this type of perk alone 
will not be enough to retain patients. Other 
aspects such as exceptional customer service, 
shared values, personalized interactions, and 
being transparent and quick to correct when an 
error happens are the true cement that keeps 
your patient seeking you for care. Sure, perks 
can help, but if you are slow or indifferent in your 
customer service, who cares that the tenth is 
free? 
Let’s cover some of the aspects that build that 
emotional connection, weaving a bond between 
the practice and that patient. 

Be in Tune with Your Patients’ Needs 
Many offices post intake forms online for the 
patient to download, fill out, and sometimes 
even email back. While this is an efficient way 
to gather information that will allow the 
professional to formulate a plan of approach, 
some form of personalized interaction must 
take place to develop that sense of loyalty.  
Avoid making it difficult for prospects to get the 
level of care they need. Today many consumers 
engage on multiple channels. Patients that can 
fluidly move from one means of interaction to 
another and receive a consistent, great 
customer experience are more likely to be 
satisfied. 
Today’s hearing aids have apps. In the online 
arena, there are forms that go direct to 
manufacturers, a practice’s own website 

contact page, email, texting, social media 
comments and messages, all from which a 
consumer can reach out to solicit help. (A 
significant 44% of consumers vent complaints 
on social media.) Yet that ability to obtain a 
human connection to solve a problem is still 
valued by 83% of our country’s purchasers. 
[Accenture Services report] 
In today’s bacteria-conscious world, this can be 
more challenging. A phone call to discuss a 
form submitted online can be accomplished 
from outside the office. A handwritten  
note responding to a patient’s concerns also 
expresses a personal interest in the individual.  
A pre-printed welcome pack, as another 
example, can be sent with a friendly sticky note 
written by the front desk staff who will greet 
them at their in-person visit. 
The vital factor about being in tune with a 
patient’s needs is to listen to what they tell you 
and communicate about it. Does it need to be 
clarified? Expanded on? Suggestions made in 
response to what was said? While conversations 
should not be allowed to wander, personal 
engagement is necessary. Funnel the 
conversation into a channel that is rich with 
pertinent information re what the patient needs 
and wants. Provide trials as an option that then 
allows more data to bubble up. Share white 
papers or product promo sheets that can be 
discussed as an option for their situation. 
Staff asking questions while typing them into a 
computer, rarely looking at the patient, then 
leaving when “that’s done!” does not qualify as 
interactive communication. It is more a data 
gathering interview which tends to restrict the 
patient’s communication and results in some 
newcomers feeling dehumanized. One may run 
their office based on numbers of patients seen 
etc., but having the patient feel like a number 
is not a good outcome. 
Short surveys regarding the patient’s experience 
can reveal much. Keep in mind that the White 
House Office of Consumer Affairs discovered 
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that for every consumer that states a 
complaint, there are close to 26 other 
consumers who aren’t saying a thing! A 
sobering companion statistic to this is that 
nearly 91% of those who aren’t happy, aren’t 
going to do business with that company, 
practice or firm again. (Consumer Report 
surveys) It’s an investment to get a new 
individual in the door. Everyone on staff must 
engage positively to enfold every consumer 
every day. 

Be Available to Deliver Service 
Through Multiple Channels  
In person, online, tele-hearing, mobile phone 
apps, remote computer connection are all 
avenues of service in today’s environment.  
Balancing digital and traditional ways of doing 
business can be tricky, but the balance must be 
sought to maximize viability. A seamless 
exceptional customer service experience is the 
goal no matter whether the patient bounces 
from one means of connection to another or 
stays put in one channel. Utilizing Facebook and 
Twitter to quickly engage and ensure customer 
satisfaction is appreciated by 72% of today’s 
consumers. 
Coaxing patients into loyal, repeat consumers 
becomes more complicated as the digital world 
proliferates avenues for interacting. Ignore 
popular consumer touch points at the risk of 
losing those who use technology due to its ease 
of use and its ability to foster personalized 
contact. 

Build Credibility by Demonstrating 
Competency 
One’s initial training demonstrates a basic 
competency, but it’s widely accepted that 
technology changes fast. Thus, consumers look 
to professionals who visibly keep up with  
the fast-paced world of technology. It doesn’t 
help to amass large amounts of continuing 
education if no one knows. Get the word out!  
Up-to-date equipment and routing/care 
procedures signal the practice’s intent to be 

aware of all that matters in delivering the 
highest level of service. A presence at health 
fairs and online health presentations 
incrementally bolsters one’s reputation for 
being at the top of the game. 
Showcase what sets your practice apart 
through online get-togethers for those who are 
computer literate. For those who aren’t, 
consider an e-letter or perhaps newsletter sent 
through the US Postal Service. Loyal patients 
will often read blogs and informative articles 
posted on a practice website, so do alert them 
that these vias are part of how your practice 
and staff stay in touch. 

Deliver Added Value with Your 
Service 
Delight your patients with an unexpected extra, 
and be sure to point it out! If an electric 
dehumidifier is added to the hearing solution 
package at no extra cost to a patient, let them 
know. They can’t appreciate an extra they don’t 
know is above and beyond the usual. 
Adding value doesn’t need to be a large 
expense for the practice. A laminated handout 
on how to clean an aid or change disposable 
parts without damaging the aid is helpful for 
those who may have a challenged memory or 
lack of confidence when it comes to delicate 
electronics. Manufacturers often have exquisite 
handouts for no to little cost. Keep your eye out 
for such items. They may be from outside the 
hearing aid industry, so broaden your search. 
Keep in mind even the little gestures add up.  
It may be a service rather than an item  
one provides. Over-the-top thoughtfulness will 
nurture loyalty as it can be the little things that 
make it hard. Train staff to keep their eyes open 
for these opportunities. The other day an 
elderly lady couldn’t get into a small business 
easily, as the door was unwieldy. Had someone 
noticed, then run over and let her in, she would 
be praising them to others today, and definitely 
willing to make another purchase. 
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Interact Regularly with Your Patients 
“Out of sight, out of mind” is a saying that 
relates to today’s consumers. If a practice fails 
to routinely engage in a personal way with their 
patients, the risk of that patient wandering off 
to investigate offerings elsewhere is high. They 
are, after all, being enticed by regular 
marketing from the competition. 
If one is in tune with their patient’s needs, how 
to interact becomes apparent. Emails that 
answer questions and provide life solutions is 
one choice. Social media is popular with many 
seniors today. Per AARP, 52% of individuals 
ages 50-64 years old and 32% of seniors 65 
and older have a Facebook (FB) account. A 
chatty blog on the practice website, an 
invitation to a conference call re a new subject, 
a text or FB message or a mix of everything 
may be what’s in order to keep that connection 
with patients. Take the time to find out how 
those serviced by the practice prefer to 
communicate. 
Be sure to assess the accessibility of the 
practice website for those with disabilities.   
Under Title III of the Americans with Disabilities 
Act (ADA) U.S. courts have taken the stance 
that a website is considered “places of public 
accommodation.” Thus, the ADA accessibility 
standards apply. A video should be captioned, 
for example, for those who are hard-of-hearing.  
All website features, as another example, 
should be controllable through the keyboard for 
those who need assistive devices to interact 
with their computer. 
There’s a lot more to it, but failing to ensure 
accessibility could cost the practice thousands 
of dollars. Anyone who is involved in providing 
care for the hard-of-hearing is working  
with disabled persons. Additionally, many face 
arthritic challenges, vision issues such as 
macular degeneration, mental challenges, and 
other physical challenges making their situation 
tougher. It could be a family member or a social 
worker who has the disability yet is trying to 
access practice information through the web. 

Marketing companies and social media experts 
abound to help implement the practice’s 
outreach, if there is no staff for the task. A 
rhythmic schedule for touch points garners the 
highest success. Whether these communiques 
are handled by staff or out-sourced, it must be 
done in a way that unfailingly aims to deliver a 
Cadillac experience and is accessible by all. 

Encourage and Reward Patient 
Referrals 
Patients that love a practice enjoy telling others 
about their “find.” It gives them a warm feeling 
knowing they are helping people with whom 
they feel a bond. A little acknowledgement goes 
a long way in encouraging this behavior and 
letting the patient know the practice considers 
them part of the “family” and appreciates their 
referrals. 
A verbal thank you via a telephone call or a 
thank you letter signed by all the staff can  
be simple ways to acknowledge a practice 
supporter. When a manufacturer throws in 
bonus items with a purchase, consider passing 
these along to those loyal referrers. A coupon 
for a popular item or service may do the trick.  
Keeping track of who refers who will reveal if 
bigger thanks are in order. The behavior that is 
validated, is the behavior you get. Referrals is 
one activity a practice definitely should be 
validating! 

In Summary 
Focus first on building that personal connection 
between practice and patient that nurtures 
loyalty. Then, consider a customer loyalty 
program, if right for the practice. 
Five-star customer service ensures a niche for 
the practice that day after day delivers that 
experience worth sharing. Remarkable service 
allows a small business to go toe-to-toe with 
the giants — and remark on it, your patients 
will. The care that staff provides in the office or 
via digital channels, one person at a time, is the 
practice’s best means of fostering loyalty. Make 
their experience exceptional.
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Seriously?!  Stop!! 
In Dumb and Dumber, Jim Carey’s character demonstrates the “most annoying” 
sound in an adlib moment by the actor. That particular sound, however, did not 
make it on the University of Newcastle’s list of the 10 noises considered to be 
most unpleasant to the human ear. They are as follows:
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While you are examining the patient’s ear canal, 
take a moment to share interesting facts about 
the ear and hearing that your patient can relate 
to. Using entertaining facts to educate helps to 
increase a patient’s interest in the process of 
improving their hearing. While you’ll pick up 
many tidbits during continuing education 
sessions, here are ten to get you started. 
1) An opera singer is trained to hit the same  

pitch and frequency as a human scream.  
This is why a person can get the “chills”  
listening to a performance. This reaction is  
known as frisson. 

2) While a dog has better hearing than  
humans, moths have even better hearing  
than dogs. Moths can hear frequencies up  
to 300 kilohertz, which leaves Pooch way  
behind.  

3) Science magazine published a study done  
by the Universities of California and Arizona  
which documented that the left ear is more  
receptive to continuous tone and musical  
sounds, so it can hear music better than the  
right ear. The right ear, however, is more  
responsive to speech. 

4) The middle ear and an M&M candy are  
about the same size. 

5) The eardrum moves less than a billionth of  
an inch in response to sound. 

6) The outer ear will grow throughout an  
individual’s lifetime. 

7) The smallest bones in the human body  
(malleus, incus, and stapes) can fit  
together on a penny. 

8) The circumference of a pencil eraser is  
about the size of the inner ear. 

9) Sound travels 760 mph versus light which  
travels at 186,000 mph. If you see  
lightning, count the seconds to determine  
how far away the storm is. For every  
second you count, the storm is about a mile  
away. (Count seconds using “one  
Mississippi, two Mississippi,” etc.) 

10) The color of an individual’s ear wax is  
related to the color of their hair. Redheads  
will have cerumen with a reddish tint,  
blondes enjoy a light-toned cerumen, and  
brunettes come in with a darker tone of ear  
wax. (Being bald does not mean you do not  
have ear wax! Yes, someone is going to ask  
you!)

◾ a person retching 
◾ chalk on a blackboard 
◾ fork scratching on a plate 
◾ a baby crying 
◾ rusty swing chains 

◾ two pieces of expanded 
polystyrene rubbing together 

◾ a ruler on a bottle 
◾ an electric drill 
◾ a knife scraping against a bottle

Entertain  

&  

Educate 
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Missouri Hearing Society  
CEU Award

The Missouri Hearing Society will again 
offer Continuing Education Awards for 
members who have completed a 
distinguished number of credit hours. 
Please complete the application for the 
MHS CEU Award. 

You are eligible for the award if: 
s     Your membership is current as of  
      December 31, 2020; 

s     Your membership is current at the  
      2021 Convention; 

s     Your application is received and in  
      order at the MHS office by March  
      1, 2021. 

Remember that attained hours must  
be earned at an education program  
which has received prior approval  
from the Missouri Board of  
Examiners for Hearing Instrument  
Specialists, IHS, AAA or ASHA. 

For the Silver Award 
You have attained and documented  
18 hours during the 2020 calendar year 
(include copies of hours) 

For the Gold Award 
You have attained and documented  
24 hours during the 2020 calendar year 
(include copies of hours) 

For the Platinum Award 

Please take advantage  
of this opportunity to  
earn recognition for  
your hard work!

Applicant: 

Name:  

Company:  

Address:  

City:  

State:                                  Zip:  

MHS Should Send Press Release to:  

Publication:  

Address:  

City:  

State:                                         Zip: 

Number of earned hours (circle one): 
18 Hours – Silver Award (CEU copies enclosed) 
24 Hours – Gold Award (CEU copies enclosed) 
36 Hours – Platinum Award (CEU copies enclosed)

MHS CEU Award Application

Mail or Email CEU Award Application to:  

                            Missouri Hearing Society 
                            P.O. Box 1072 
                            Jefferson City, MO  65102 
                            info@missourihearingsociety.org

You have attained and documented  
36 hours during the 2020 calendar year 
(include copies of hours) 


