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Hearing loss can affect anybody
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Digital campaigns as a tool to raise awareness on
hearing loss in a multitude of countries

Patrick S.C. D'Haese
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Doctors are the most important sources of information and therefore
the major gatekeepers - followed by internet research and other
people with hearing aids.

Where did you gather information about hearing aids?
Please check all that apply.

Family doctor, ear doctor (ENT) q& 52%
combine (al tree) s
Conversatons withriencs, etves siready ced wit  hearng it [ 200,
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1
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Doctors and “Horgeréteakustiker” are the most important sources of
information and therefore the major gatekeepers - followed by internet
research and other people with hearing aids.

Where did you gather information about hearing aids?
Please check all that apply.

Fami doctor, sa doctor (ENT), — 5%
Intrmat esearch: combine (ol tres) (IS5,
Conversations withfiends, relatives already e Wil 3 hearng s S 1635
Intormet research: wabsites of haring aids manufacturers [ {260
Intamat ressarch: wabsit o hesring sid crics 106
termat research: cthar websits, google.. I 3%
Artics in magazines or newspapers B &%
rin ads recaved i your o B 33

id nat gather information sbout hearing aids BT 1%
1did not gather information sbout hearing ic .

other |
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Hearing aid (n=536)
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=Reach out to a maximum of
people

sTargeted and candidate
specific

=Very versatile
sImmediate communication

=Cost/efficiency is higher
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sLimited audience

=Global/overall
=Non-versatile when published
=Delayed communication

=Cost/efficiency // affordability?
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Doctors and hearing care profesionals are the most important sources
of information and therefore the major gatekeepers - followed by
internet research and other people with hearing aids.

Where did you gather information about hearing aids?
Please check all that apply.
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Case study

""Road to Alone”
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Based on previous experience and deep platform knowledge, MED-EL's Twitter and Facebook channels were chosen.
H o i "
Our objectives for "Road to Alone" revolved around
building awareness and taking action to make a difference ' oh
1 1 MED-EL. Mar3 v
in hearing loss -] We kpow howimportant 5 o b conneete 0
. . . . . Tkl ey the world around you. Don't walk the
Road to Alone was designed as a video campaign that aimed to raise awareness of #RoadtoAlone
hearing loss in conjunction with World Hearing Day (WHD) 2018. The main objectives
were to:
Raise awareness of hearing loss by linking hearing health to the
feeling of beingalone
Visit the microsite to find more information on hearing loss
Hear the Future §
Take our hearing test now! — it'l
O 57 1comment 13 shares
Encourage those with symptoms to take action via an online
(screening) hearing test o Like (2 Comment /2> sharo
it compangs .2 oot 0 rase vwaseness on esringoss 8 e tude of countres - r¥aese ~ CGHH 2018 Digtal campngs a5 2 ool o raseawareness 250 ulitde of courtries - D¥asse ~ CCHH 2015
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MED“EL

Based on the previously described journey,
g conversion of users from impressions to test-
takers was extremely successful

For context, the industry standard for is 0.8% from to

. . Based on our understanding of a very varied audience, the adverti
4,802,430 impressions organic posts were placed in front of a hug t a frequency of 2.05
per user

Reaching 2,401,215 people A variety of users had our advertising and organic po

Almost 1 million people, or 34% of users viewing our content watched the.
than 3 seconds video for longer than 3 seconds

572,160 users interacting with the social T
content content, liking, sharing, commenting and reacting

827,628 people viewing video content longer

lickil i of the interacting with the our content , 19% actually clicked through to
110,500 users clicking through to the website he website t find out more and (potentially| take the hearing test

54,929 users interacting with the (screening) ased on how far users scrolled, cicked on >0ne button of the (screening)
hearing test, and dwell times aimost 50% of users on the site nteractedwith

hearing test our hearingtest

. those who interacted with the (screening] hearing
918 users navigating away from the site by dicking "To learn | ER NI TR A A L Y e g
more about hearing loss, you can visit the MED-EL website" ‘completed the test.

hearLIFE

Because We Care!

Digital campaigns do work
Highly cost-efficient
Big reach

Awareness raising on hearing loss in a
multitude of countries is possible

People can be motivate to take a (screening)
hearing test

Need for multicultural or neutral personas

hearLIFE medel.com @ B @&




