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By the time a patient walks in your front door, you've
already invested significant time, money and resources
to get them there. To optimize this investment, you
want to reinforce their decision to choose your practice
and help them move forward in their decision to
improve hearing health. This means using your practice
environment to focus patients on their hearing health
and educate and engage them so they are active
participants throughout the entire appointment. You
want to keep them focused on positive emotional
triggers and the benefits of hearing health and use
every second they are in the practice intentionally.

First Impressions Matter — A LOT!

Let’s start at the beginning of the patient’s experience in
the practice. They open the door and the first thing they
see is your reception area. The reception area is much
more than just a place for patients to wait their turn, it

is the window to your clinic’s soul. You have, on average,
only seven seconds to make your first impression. And
believe me, first impressions are important. In these
moments patients begin to either doubt or trust you and
your team. There’s a great quote from Maya Angelou
that goes, “I've learned that people will forget what you've
said. I've learned that they’ll forget what you did. But they
will never forget how you made them feel.” That's the key.
Your reception area provides you the opportunity to make
your patients feel appreciated, valued and respected.

Your reception area provides
you the opportunity to make

your patients feel appreciated,
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So, how do you intentionally create an engaging reception
area? First, you want to understand what your patients
see. You want to maximize the investments you've

made to get your phone to ring and capitalize on those
moments in the waiting room. Even if it's for a few
minutes, that is precious, powerful time that you have to
engage and interact with your patients while they wait.

To Do: Conduct a Reception Area Assessment

O Walk outside your clinic and walk through the
door through the eyes of your patient.

O Assess your clinic from all the senses —
including sight, sound, feeling and smell.
Start from the ceiling to the floor.

O Look for the “little things” that patients notice
and could impact how they view your practice
including dust, cobwebs, clutter, temperature,
organization and even outdated magazines.

O Look for the big things, too, including seating
arrangements, accessibility, design and décor.

O Make sure there are, at a minimum, 3 resources
easily available for patients to learn more about
hearing health such as magazines, brochures and
waiting room “info-tainment” playing on a television.

O And finally, be excellent in the way the patient is
greeted, seated and made to feel welcome by your
team. Every patient contact should be intentional.

After you've completed the assessment, prioritize
the changes and improvements that need to

be made, assign a champion, completion date
and resources, including time and money.

Create Content to Increase Understanding

Your patients do not come to you to purchase a hearing
aid. They come to you because you can help them

remain involved, active and connected to other people.
They are looking to you to help them understand their
hearing problem, understand the solutions available

and understand how they can overcome any barriers to
purchase, such as cost, timing and fear. This means your
team must be ready and able to answer questions and
provide relevant information. To do this, consider using
the 10-10-4 Strategy. This strategy should be done as a
team and is the ideal way to be prepared to help patients
along their decision-making process by answering patient
concerns and providing answers to “unasked” questions.



To Do: Implement the 10-10-4 Strategy

O Write down the top 10 questions patients ask
on a regular basis and the “best answers” to
those questions.

O Write down the top 10 questions your patients
should be asking you but aren’t, along with the
“best answers.”

O Create 4 additional key content pieces that would
be meaningful to your patients.

1. Call to action: what do you want patients to do next
in every decision-making point along their journey?

2. Portal for more: make sure your patients
know your web address and place specific key
information that answers the 10 most frequently
asked and 10 should be asked questions.

3. Appreciate in advance: let your patients know —
in advance — that you appreciate them taking
their hearing health journey with you. This can
be a quick iPhone video you send prior to
their appointment.

4. Added value: make sure patients know all the great
services and added value you deliver, such as a
battery program or promotional financing with a
company like Beltone Financing Options.

Don’t Just Educate. Inspire!

Reception area “info-tainment” is one of the most
effective ways to educate patients about hearing

health and your practice. If you have a television but

are currently using it solely to entertain by playing the
Travel Channel or Food Network, you are missing a great
opportunity. Our company contracted Accent House
Research to conduct a waiting room impact study. They
found 93% of the doctors that participated indicated that
their patients asked much more thoughtful questions
after viewing digital signage or digital video in the waiting
room. Because video/television engages several senses
(hearing and vision), it is a great way to not only educate
but also inspire patients. When you create your own
video, you control the content and can tell your story.
You can introduce your team and their passions in life.
You can share patient testimonials as social proof that
other lives have been improved because of care and the
hearing health solutions you and your team provide.
Finally, you can ensure patients are exposed to content
that will validate their decision to choose you for their
hearing health and help them make great hearing
health choices. Remember, repetitive messaging will
enhance retention and understanding. So make sure
the content you created from your 10-10-4 Strategy

are included as content on your video “info-tainment,”
website and displays throughout your practice.
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