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TECHNICAL ISSUES

If not using speakers and you haven’t already, please call into the call 
center number 02 8518 1923 and enter access code 2459 744 3387

Please be sure to keep microphones muted

If you have any technical issues, please contact Steven Le at 
Steven_Le@starkey.com or call him direct at 0437 622 596



Please share any questions you may have in the 
Chat Box directed to All Panelists. We will do our 

best to answer them throughout the training.

QUESTIONS?

WebEx Control Panel



ENDORSED SESSION

This Session is endorsed for ACAud, AudA and HAASA points

You must stay logged on for the full session

AudA members must complete a 10 questions quiz with a passing score of 70% as 
well as your CPD Reflections and Evaluations 

ACAud and HAASA members must complete the quiz to receive full points.



Participants will be 
able to define three 

elements necessary for 
“disruptive innovation” 

as defined by 
Christensen

Participants will be 
able to list three ways 

that Audiological 
practice has been 

“disrupted” in the past 
twenty years

Participants will be able 
to list three lessons 

learned from dentistry 
and optometry that may 
be applied to Audiology

1 2 3



Disclosures
• Full-time employee and executive team member, Starkey 

Hearing
• Board Member (unpaid), Envoy Medical











Medicare Coverage of hearing 
aids is included in the proposed 
House reconciliation package

Total funding: $35 billion

Timeline: January 1, 2024

If Medicare coverage of hearing
is expanded, Congress must:

• Classify hearing aids as prosthetic devices, 
exempt from competitive bidding.

• Give individuals the ability to upgrade
(out-of-pocket) to technology that is above what 
is medically necessary and covered
by Medicare.

• Authorize all licensed hearing health care 
professionals – including physicians, audiologists, 
and hearing aid specialists licensed under state 
law – to provide services and treatment to meet 
the future needs of our growing Medicare 
population. 

US Medicare 
Coverage
of Hearing Aids



What’s Medicare (in the US)?

Medicare is the federal health insurance program for:
- People who are 65 or older
- Certain younger people with disabilities
- People with End-Stage Renal Disease (permanent kidney failure 

requiring dialysis or a transplant, sometimes called 
ESRD)

















A Comparison of Three Professions (US)
Dentistry Optometry Audiology

# of Doctoral Programs 65 23 79

Total Student Enrollment 20,171 6,289 2,400

Av. Student Investment $151,000 $108,000 $101,000

# of Active Practitioners 151,500 40,600 13,200

% in Private Practice 93% 60%* <20%*

Mean Annual Income – all 
practice settings

$158,300 $103,900 $74,890

(Smriga 2006 Hearing Journal)



A Comparison of Three Professions (Australia)
Dentistry Optometry Audiology

# of Training Programs 24 7 7

Total Student Enrollment 650 360 150

Av. Student Investment $131,000 $136,401 $51,000

# of Active Practitioners 19,795 6,500 3,194

% in Private Practice 83% 70% <50%

Mean Annual Income – all 
practice settings

$180k (Aus) $113,000 $93,000

(Smriga 2006 Hearing Journal)



https://www.seek.com.au/career-advice/role/audiologist/salary





https://www.seek.com.au/career-advice/role/dentist/salary





https://www.seek.com.au/career-advice/role/optometrist







US Dental Services Market Size USD $Billion



US eyewear Market >$60B in 2022



Eyes on Eyecare (2022)
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Disease 
Detection, 

Diagnosis & 
Progression

Auditory 
Rehabilitation 

Following Disease

Auditory 
Rehabilitation for 

Age & Lifestyle 
Hearing Problems

Hearing 
Conservation 

Consumer 
Electronics & 
“Internet of 

Things”

OTC/DTC/PSAPs

HEARING CARE PROFESSIONAL
Are Hearing Aids Medical Devices or Consumer Electronics?

Healthcare
Practitioner/Medical Model

Wellness Care
Consumer/Market Model



Personalized Care

PRESSURES
On Hearing Healthcare 

Definition

Hearing devices as  
commodity items

(Consumerism/Market Model)

Disease Related
(Medical Model)



U.S. Optometry in 1980

either sole owners or partners in private 
practice90%

21,000 optometrists in practice in the country



During the ’80’s, Some Things Happened… 
DRAMATIC IMPROVEMENTS IN TECHNOLOGY 
AND PRODUCTION
Cost of manufacturing vision care products dropped, improving 
wholesale and retail margins

THE BABY-BOOMERS 
Reached their late thirties and early forties, with their associated need 
for vision care, increasing demand (contact lenses, refractive surgery)

Increased demand prompted consolidation



2023 (US)

Eyes on Eyecare (2022)
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What we can learn from optometry…
OVER 30 YEARS:
• The population of practicing optometrists increased substantially from 

21,000 to 40,600 with increasing demand
• Those earning a living 100% in private practice declined significantly 

from 90% to 20%
• At the end of this 30-year period, average compensation and job 

satisfaction have both declined
WHY? 
• Corporate consolidation & wage employment
• It’s no different in 2023!



What about dentistry?



Dentistry in 2023
The Market is robust
Dental Support Organizations, a corporation of dental offices is increasing.
Private practice dentistry is reportedly “alive and well” (but has declined steadily 
for two decades)
Invisible aligners pose a disruptive threat….and opportunity



Morgan Stanley Research, 2022
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74% of adults have their vision examined every two 
years? (Glaucoma Research Foundation)
62% of adults see their dentist annually? (CDC & 
Prevention)
23% of adults receive hearing screenings during 
physical examination? Better Hearing Institute)

Did you know?





Morgan Stanley Research, 2022



Preserving Independent Practice: Dentistry

•Private practice allows dentists to practice autonomously and make independent 
patient care & practice decisions
Private practice has positively impacted income in dentistry

• By lack of participation with third party payers
• And increased reimbursement via private pay
The Baby-Boomer and increasingly Gen X and Millennials demand for highly 
lucrative cosmetic dentistry (e.g. braces, whitening, titanium implants) has boosted 
the earning potential of dentistry dramatically by expanding their scope of practice



Dentistry more independent than Physicians
“In comparison to physicians, dentists work more 
independently, have a higher rate of solo practice, and in 
some cases, their earnings have surpassed the net income of 
physicians.”

Elizabeth Mertz, MPA, 
Health Policy Researcher, UCSF
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DISRUPTIVE INNOVATION MODEL



Lessons Learned: How to 
“self-disrupt” using 

innovation?



Warby Parker

Telemedicine 
Adoption

● Prescription Check app

● Point-of-everything Creation of Consumer 
Journey Touchpoints

● DTC convenience

● Virtual try-on feature

● Brick & mortar stores

Vertical 
Integration

● Targeted price sensitive 
consumers

● Avoid unnecessary 
markups

R&D Geared to 
Telehealth

● Retina 800 allows for 
automatic, digital 
retinal imaging →
remote imaging

Investment in 
Ecommerce Channels

● Incorporating online sales 
channel across their brands 
(Ray-Ban, Persol, etc.)

● Introduction of competing 
features 
○ Ray-Ban Virtual Try-On
○ Ray-Ban Remix

Merging Offline & 
Online Touchpoints

● Testing virtual optical 
stores

○ Allows personalized 
discovery of 
Luxottica products at 
any optical store

Increasing access to service can help attract customers 
Offering multiple consumer journey paths to access products and services caters to a broader variety of 
consumer segments and further incentivizes them to engage with your brand.



Eyes on Eyecare (2022)



60+ are Avid Users of Technology
MATURE PATIENTSARE NOTAFRAID OF TECHNOLOGY

87%

74%

50%

60-64 65-79 80+

68%

46%

19%

60-64 65-79 80+

49%

41%

29%

60-64 65-79 80+

Shares of Seniors 
Using a Smartphone

Shares of Seniors 
Searching for Care Online

Shares of Online Seniors 
Buying Regularly Online



Warby Parker

Increased Access 
across Supply Chain

● Partnerships with 
insurers
○ Aetna Dental
○ UnitedHealthcare

● Captive financing 
options

Omni-channel 
distribution

● Ecommerce - DTC
○ Take home kit

● SmileShops
○ In-person impressions 

made
● Retail partnerships

○ CVS
○ Walgreens

Vertical Integration 
via Telehealth

● Savings from remote 
treatment passed onto 
consumers

● Allows for increased 
access to new 
consumers

Personal Equity 
with Patients

● Utilizing ongoing 
relationships with 
patients to offer similar 
products through their 
own practice

Significant Lobbying 
Efforts

● The AAO has lodged 
complaints against SDC with 
regulatory authorities in 36 
states
○ Claims that SDC is 

creating medical risk due 
to low care from 
teledentistry

Improving Access to 
Similar Products

● Clear aligners offered at 
many dentist offices

○ Caters to the vanity 
aspect, but not 
convenience

Emphasize quality of service for online touchpoints
Companies should be cognizant not to sacrifice service quality because that will trump the convenience 
offered from multiple touchpoint options, primarily for online touchpoints.















Endodontics is the dental 
specialty concerned with the 
study and treatment of the 
dental pulp. The pulp is the 
connective tissue, nerves, 
blood vessels, and 
odontoblasts that comprose
the innermost layer of a tooth.  
The pulp’s activity and 
signaling processes regulate it 
behavior.   



There is no formula for success to compete with disruptors

Embrace

Delay

Double Down Mimic

8.5%

Incumbents use a combination of different response strategies to compete in a disrupted industry. 
These strategies vary from market to market.



WEARABLE
TECH

of 2OO4

“Technology is taking over my life, and 
I’m worried that it will reduce

engagement between me and my 
patients, and may eventually eliminate 

my role in the process”



Reed et al (2017)







Consumer hearing journey is complex
Barrier to action offers opportunities for the OTC channel 

Ignore Signs Talk with a Professional Become a Regular UserTrigger Experiences Try Hearing Aid

I’ve made do just turning 
up the TV or guessing 

what people are saying, 
but it is exhausting

- Self Diagnosed Non-User

I could hear my 
daughter just fine, but 
not my wife. I wanted, 

well, needed to be able 
to hear my wife better

~HA User

Hearing aids are 
complicated… you 

have to work with the 

audiology folks
~HA User

My husband left without buying 
one, but not a week after our 

visit we found ourselves back in 
their office to get one because 
he knew there was a solution 

to his frustration.
~HA Supporter

I love my audiologist! 
You’ve gotta go back and 
say ‘this is what I like, this 

is what I don’t like’ … there 
are so many complicated 

variables
~HA User



Consumer Journey Map

Individual Friends & 
Family

Media 
Advertising

Online 
research

Primary 
Care MD

Audiologist 
/ HIS

3rd Party 
Insurers

Online 
Retail

In-store 
Retail

Contemplation

Need  recognition

Search for 
alternatives

Preparation Loss confirmed

Action Buying

Adoption Post-buying

Repeating Re-buying

Touchpoint entities
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OTC introduces several new touchpoints across all stages of the complex consumer journey

Current touchpoint

Touchpoint introduced by OTC



Current path of an HA user is linear

My husband urged me to 
get diagnosed after many 
years.

~HA user

88% of hearing aid users 
obtained their device from 

professionals in private 
practice

77% of hearing aid 
users trust their 

doctors’ advice when it 
comes to hearing aids

I wouldn’t buy something 
over the counter for 
something as serious as 
hearing, I would always 
have it recommended.

~HA user

I heavily rely on online 
reviews to get a better idea 
of what I want. I would 
weight reviews but prefer to 
listen to a professional.

~ HA user

There are fewer touchpoints but most interactions happen with audiologists



Current HA user downgrades to OTC

It’s a great lower cost 
alternative that will allow 
me to compete with cheaper 
big box products. I want to 
help these patients and OTC 
will allow me to do so.

~ Audiologist

I can see myself skipping the 
audiologist if there were 
internet instructions to 
make the device work better 
for my hearing.

~ Current hearing aid user

I am concerned about the 
validity of the fit test - it 
won’t work the way that it 
should and consumers will 
become frustrated.

~ Audiologist

79% of hearing aid users 
would research online 
before purchasing an 

OTC hearing aid

66% of hearing aid users 
would have hearing tested by 

a professional before 
purchasing

Current HA users moving OTC want the convenience and lower price but still value professional advice



Self-diagnosed non-user moving to OTC 

I think it’s going to help 
increase access to 
younger, more price-
sensitive consumers.

~ Audiologist

A cool device positioned in 
a unique or fashionable way 
is really important to me.                        

~ Self-diagnosed non-user

55% would buy OTC hearing 
aids without consulting a 

hearing professional 
beforehand

OTC will be a foot in the door to get non-users to try out hearing aids

79% think that there would 
be someone available to 
answer their questions in 

the OTC channel

I think that's definitely a 
concern, but also a good 
opportunity, again, hitting 
a younger demographic or 
letting someone try a 
device that they couldn't 
before.               ~Audiologist



OTC user seeks professional help after initial trial

Everyone will try it because it’s 
going to be a simple, cheap fix 
- but it won’t work because it 
won’t provide the 
customization that they 
need.                                  

~Audiologist

It’s going to be frustrating for 
the patients because it won’t 
come with local support -
they’re still going to need 
minor repairs and ports 
cleaned on a regular basis.

~ Audiologist

Repair or small malfunctions 
are going to be a problem 
because they will need to come 
in to see us instead of calling a 
1-888 number.

~ Audiologist

OTC users may reach out to hearing professionals to get the help that they need 

14-24% of respondents with 
hearing difficulties would 

feel comfortable with 
services in the OTC model

Channel Pathways Value Gap 
Identification

Consumer 
Journey

Touchpoint 
Insights

Disruptor 
Models

Final 
Recommendation



87%

MT10
(N=702)

89%

MT9
(N=782)

91%

MT10
(N=702)

9 out of 10
Hearing Aid Owners

Who bought in the last 5 years
would recommend hearing aids 

and HCP’s for evaluation
(Purchased through an HCP) 

Hearing Aid
(Through an HCP)

See an HCP to 
be Evaluated

MarkeTrak 10 (2019)



More touchpoints offer opportunity to address value gaps

Individual Friends & 
Family

Media 
Advertising

Online 
research
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OTC introduces several new touchpoints across purchase stages of the complex consumer journey



Non-Revenue 
Generating

Revenue Generating









Summary
Other professions, including dentistry and optometry, provide evidence for 

successful private practice models
Benchmarking “revenue per hour” is essential to knowing how (and if) success if 

possible
Focus on professional service – not just hearing aids (CI mapping, Balance)
There are numerous strategies that may be used to improve clinical efficiency 

without compromising patient satisfaction and benefit
TeleAudiology and use of support personnel are two key components for the 

future
Audiology practice is different and complicated by our historical attitudes about 

ethical and best practices





Questions
Dave Fabry, Ph.D.
Dave_Fabry@Starkey.com



Recorded Endorsed Webinars

• Effortlessly Everything
• Effortless Fitting for Professionals
• Starkey Tinnitus Treatment Options

www.starkeylearninghub.com.au



1800 024 985 

Professional
Audiology Support

Contact your
Product Specialist

Vincent Santana
NSW (N)/SA 

Connie Lu
VIC/TAS 

Phil Nelson
QLD/NT 

Jenelle Davis
NSW (S)/ACT/WA 



ACAud Endorsed: 2023122 (2 CEP points with passing quiz)
AudA Endorsed:  CPD2223 105 (Category 1.2) (1 CPD Point)

HAASA Endorsed:  CPED2021-2023 (2023-116) (1.5 CPED points with passing quiz)

Thank You. 


