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Meet my friend, Jeff.



Jeff Sirianni, AuD

● Owner, Hill Country Audiology
● Kerrville, Texas
● Audiologist, 25 years
● Two practice locations
● All around good guy!





Fair questions!



Consult YHN + AudiologyDesignSo, I texted Jeff back.







Consult YHN + AudiologyDesignJeff responded.







1. Setting & tracking marketing goals is key

2. Consumers want and need your audiology expertise

3. The best kept SEO secret is the barnacle approach

4. People expect you to be professional, not perfect

5. Your website is the HUB of all of your marketing

FIVE THINGS...
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Consult YHN + AudiologyDesign

Primary/secondary source 
of leads from medical 

professionals or current patients



One word to describe the 
key to getting referrals?



Reputation



Consult YHN + AudiologyDesign
Quick poll
2 of 2

Be honest!



Consult YHN + AudiologyDesign

Systematically track lead 
sources and look at the data 

on a regular basis

Track outcomes



Take a deep breath.
This is just an example.











Massive traffic!
Did anybody buy?





Marketing Package Qualified Leads ROI

Premium Search Engine Optimization 132 674%

Google Ads 108 514%

Facebook Ads 60 263%

AudiologyDesign Results
Annual Quality Leads / ROI

Use of all 3 packages generated average of $200,000 in annual revenue per location
ROI = Revenue generated minus marketing costs



Do you group referral sources into 
measurable categories?

Do you track outcomes by source?

Do you review this data quarterly? Annually?

Do you know your marketing ROI?

THQ - Do you measure 
marketing outcomes?
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Most important digital 
signal for audiology 

expertise?



Reputation



Single biggest consumer 
on the internet?





Google looks at your 
reputation!



Google Search Quality 
Evaluator Guidelines





Consult YHN + AudiologyDesign

“We have very high Page Quality rating 
standards for YMYL pages because low 

quality YMYL pages could potentially 
negatively impact a person’s happiness, 

health, financial stability or safety.” -
Google Quality Evaluator Guideline



Google is algorithmically 
evaluating the quality of 

your content and the 
reputation of your clinic!



Check things like:

Spelling
Grammar

Reading level
Review Sites
References



Tell me more about online 
hearing health consumers 
and what they are looking 

for!



Local optimization = more 
likely to set an 
appointment







~







“Hearing aids in $City”
Audiologist near me”
“Audiologist in $City”

“$Name_of_Clinic”





Brand and location based 
searches are more likely 
to take action on setting 

an appointment.



Does your site contain typos? Bad grammar?

Are you displaying current, up-to-date info?

Are you promoting your professional expertise 
and credentials?

Do you have contact/location information 
displayed prominently?

THQ - Do you look like an expert? Is 
it easy to contact you?
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Barnacle
Animal that attaches itself to larger 
structures, grows its presence on 
that structure and waits for plankton 
to float by 
in the current.

Barnacle SEO



Barnacle SEO

Barnacle SEO
Digital brand that attaches itself to 
larger websites, grows its presence 
in search results and waits for 
customers to float by in the current.
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Barnacle SEO



BarnacleBEFORE

Barnacle

AFTER

Barnacle



Before Barnacle: Lost In the current
BEFORE: 

5% Capture Rate
Competitor

Your Clinic



After Barnacle: Ride the referral wave
AFTER: 

80% + Capture Rate
Competitor

Your Clinic

ACHIEVED THROUGH:

● Paid Advertising
● Google My

Business Listing
● Google Map Pack
● Organic Listings

○ Reviews
○ Website
○ Directory Listings
○ Social Media 

Channels



Zero Click Search Results



Make sure your local 
search information is 

correct!







?



Page 2
Result #36

?







Non-profit Organization
Store

Wellness Center
Health Consultant

Doctor
Dentist

Surgeon
Speech Pathologist



Do you have a Facebook page for your clinic?

Is your GMB profile updated?

Are you leveraging directory sites?

Is your information correct across all these sites?

Are you a speech pathologist or surgeon? ;-)

THQ-Do you leverage other 
internet properties?
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How does an audiologist 
demonstrate online that 

they are a trusted 
reputable clinic?



Online Reputation Management
Online Reviews

The New Word of Mouth



Testimonials ≠ Reviews



Testimonials ≠ Reviews

Testimonials

Positive experiences that 
are contributed by happy 
patients, posted on a 
clinic’s website.

Reviews

Descriptions with 
rating of experience 
that may be good, bad 
or ugly, posted on 3rd party 
website.



Testimonials ≠ Reviews



SIDE NOTE: 
online 
reviews 
make great 
barnacles! 



Review content influences 
local ranking!





What about 
negative reviews?



Do you have 
something 
to hide?

What about them?



● June 2020
● 8,565 Locations
● 5,185 had Google Reviews (68%)
● 96,534 total reviews
● 16.6 reviews per location
● 4.52 average rating

GMB Hearing Care Reviews



96% positive

Mroz, Jones, Dybala - AudiologyNow 2015



● 30% billing / pricing
● 15% insurance
● 10% wait / waiting
● 10% rude / unprofessional

Words used in negative reviews on HH

Mroz, Jones, Dybala - AudiologyNow 2015



These are things that are 
eminently fixable!



https://blog.reevoo.com/ebook-bad-reviews-good-business/

of consumers 
suspect censorship 
or faked reviews 
when they don’t see 
bad scores





Negative reviews 
legitimize the positive 

reviews.



Negative reviews are an 
opportunity to show off 

your professional 
reputation.





Have you checked for reviews about your practice? 
What are people saying?

Do your patients know they can review you?

Do you have any negative reviews?

Do you have a plan to respond to those negative 
reviews?

THQ-Do your online reviews re-
flect your offline reputation?
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Are we almost done yet?Are we almost 
done yet?
Are we almost 
done yet?



Where is all
this leading to?



A consumer’s hearing healthcare 
journey will cross paths with their 

choice of provider’s digital 
properties nearly 100% of the 

time.
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Website more important 
than phone calls?





GMB action data



GMB action data





prefer 
online 

scheduling

Online scheduling data

medical is the #1 type preferred 
for online appointment 

scheduling

online 
appointments are 

set after hours



Why?



Psychology behind delay

Seminars In Hearing / Vol 41, No. 1, 2020



“... more terrifying to me 
than parachuting out of 

burning airplanes!”







Do those buttons really 
matter?





10-20% increase in leads!



Meet your patients where 
they are at.
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Does your website help 
close the deal or kill 

the deal?



Don’t let the little things 
trip you up.



Mobile is 30-50% of 
website visitors





Not responsive





“Mobile first indexing”





Not
good 

responsive



Example:
Location, location, 

location











Exudes expertise!
Lacks location and 

contact info.



Example:
Insecurities









Just scratching the 
surface. It’s about doing a 

lot of little things right.



Let’s pull it all together!











It is optimized for local search/contact?

Is your website secure?

Is your website mobile compatible?

Do you use effective Calls to Action (CTA)?

THQ - Does your website
kill or close the deal?
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One last
burning question...



What 
happened 
with Jeff?











Proud to have Hill Country 
Audiology as a client!





Thank you!
Paul Dybala, PhD

Partner & Vice President of Strategy

audiologydesign.com
https://www.linkedin.com/in/pauldphd/


