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MarkeTrak (MT)

[1 This study has been conducted for 40+ years:
o The first eight waves were conducted using a mail survey through the NFO panel
o The more recent waves have been conducted online using a multi-source sample

MarkeTrak Waves
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MI22: HD Rate

Hearing Difficulty Rate
(All Individuals (n=43957))
self-
reported
hearing O O O O O O O o o o
= 00000000

MarkeTrak2022 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MI22: Demographics

» Across the age groups, the hearing difficulty rates changed in a few of the age groups:

o The segments with a full percentage point or more increase compared to MT2019 include those 25-34, 35-44, 75-84,
and 85+.

o Most of these differences are fairly subtle, but something to watch going forward.

Hearing Difficulty Hearing Difficulty
by Gender by Age i
(n=43957) 60% (n=43957) P’
60% 50%
50% 40% 34.1%
40%
30% 30% 21.2%
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20% 9.1% 11.3% 0‘}/ o 6.5% 7.5% 9.3% 13-1%
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Females Males <18 1824 25-34 3544 4554 5564 6574 7584 85+

MarkeTrak2022 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MI22: Adoption

HA Adoption Rates by Device Set Among Those with Hearing Difficulty

Any HA (in-person, remote, or self-fitting) 38.4%
HCP Fitted HA (in-person or remotely) or... 36.9%

HCP Fitted HA (in-person or remotely) 35.7%
In-Person Fitted HA or Implant 34.0%
In-Person Fitted HA 32.8%

MarkeTrak2022 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MI22: Adoption

Adoption Rates by Device Type/Set Among Those with Hearing Difficulty

Any Self-Fitting HA or PSAP

MarkeTrak2022 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.




MI22: Adoption by Age

m <35 (n=678)

W 35 to 64 (n=1478)

100%
W 65+ (n=3600)
80%
60% 53%
49% 50% 9
45% 43% ’ 45% ’ 49%
40% 33%
0
23% 24% 28%
19%
N . .
0% .

In-Person Fitted HA Any HA Any HA or Implant Any HA or Implant or PSAP

MarkeTrak2022 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



Years After Aware

MI22: Years to Take Each Step

Average Number of Years to Take Each Step W MT2022 = MT2019

after becoming aware of hearing difficulty 11

of HD

Discuss HD with  Discuss HD with an  Get professional Visit 1st HCP Get 1st HA(s) (all Get 2nd HA (owners
general medicine ENT (n=1222) test to evaluate (n=1542) owners, n=979) on 2nd HA, n=226)
doctor (n=1285) hearing difficulty

(n=1891)

MarkeTrak2022 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.
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Presentation Notes
Changed graph from line graph to bar.


MI22: Sources of Information

Total HA Owners
=

Conversations with people who have had a hearing aid 25%
Online searching for general information (on loss, products, etc.) 22%
TV advertisement 21%
Online website for hearing aid manufacturer 19%
Online website for hearing care professional/practice 16%
Print advertisement 13%
Articles in magazines or newspapers 12%
Medical Doctor/Hospital 3%
Other type of advertisement 1%
HCP Office (audiologist, hearing center, etc.) 1%
VA 1%
Insurance,/Medicare 1%
Friend/Family 1%
Other 1%
Did not search for/get information on hearing aids beforehand 39%
NET online search: (only counted once if searched multiple sites) 36%

MarkeTrak2022 © is the property of HIA. No information should be distributed,

31%
28%
18%
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15%
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45%

HA Non-
(n=2079)
22%
18%
22%
16%
11%
10%
11%
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1%
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0%
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0%
48%
20%

reproduced, or used in any manner without the express prior written consent of HIA.

T
(n=208)
44%

42%
40%
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39%
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67%

(n=3010)
24%
20%
19%
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MI22: Social Media

HA Owners:
* Facebook
* |nstagram

Non-owners:

 TikTok
* Facebook
PSAP

* |nstagram

e All social media sites

MarkeTrak2022 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MT22: Motivations

Hearing test clearly demonstrated I needed a hearing aid
Trusted the hearing care professional
Recommendation from the HCP
Quality of service
Liked the establishment/company
Could afford (had funds to purchase)
Had coverage/help paying
Was impressed with the hearing aid technology/features
Price was right/reasonable
Had a trial that showed HA could improve hearing
Ease of ordering/purchasing
Recommendation from friends/relatives
Quality of counseling
Satisfaction guarantee
Recommendation from my ENT
Efficiency of process
Recommendation from my doctor
Free trial
Ease of evaluating
Advertisement/promotion made it more tempting
Some other reason

59%
46%
35%
30%
29%
28%
27%
23%

21%

21%

20%
18%
18%
17%
17%
17%

14%
10%
10%
5%
4%

20% 40% 60% 80%

MarkeTrak2022 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.

100%




MTI22: HCP Satisfaction

Hearing Care Professional Satisfaction Rates Over Time
(Top-3 Box: Those who saw an HCP in the last 5 years)

100% 87% 82% :5 95% 94% i 91%
80%

60%

40%

20%

0%

HA Non-Owners HA Owners
MTzo015 MTz2019 MTzo022 MTz2o015 MTz2019 MTzo022

MarkeTrak2022 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MTI22: Device Satisfaction

81% 83%  83%

MarkeTrak

MarkeTrak2022 © is the property of HIA. No information should be distributed, 2015 2019 2022

reproduced, or used in any manner without the express prior written consent of HIA.



Since MT22?



Regulatory Changes

OTC Hearing Aid rule effective m October 2022

Accessibility Affordability Innovation




Policy/Political Changes

* Medicare Advantage provision of hearing health benefits, including
professional services and hearing aids

* State-level minimum coverage requirements

* Changing Administrations and political control that drives policy,
including coverage, research, and early detection and identification

518,

—_— —>




Amplified Awareness

* Increased media coverage of the importance of hearing health and available
treatment options following publication of the OTC hearing aid rule

* Education and awareness campaigns
promoting hearing health, sponsored by
professional associations, consumer groups,
and industry/manufacturers

* New market entrants and innovations







MI25

Part-1: Part-2:
National sample (aligned with Census) Sample of those with self-reported hearing
difficulty provide insight about the journey

> 1,782

1,173

i Non-
Owner

( 16,148
Households




MI25: What’s Changed

 Hearing aids

 Hearing aids purchased through a professional
» PSAPs

 Hearing aids (in-person, remote and self-fitting)
 Implants
« PSAPs & earbuds w/ HI features

« Hearing aids (traditional, OTC, etc.) '
 Implants =
« Other devices & earbuds w/ HI features




MI25: Hearmg Difficulty Rate

Self-Reported Hearing Difficulty Over Time

10.6% 10.8% 10.2% 9.1%

e e————————————

MT2015 MT2019 MT2022 MT2025

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.


Presenter
Presentation Notes
Deleted the 2025 pie graph  percentage since it’s already shown in the line graph


MI25: Adoption

HA Adoption Rates by Device Set
(BASE: those with self-reported HD | n=4993)

Traditional hearing aid

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MI25: Adoption Over Time

HA Adoption Rates Over Time

100% - (BASE: those with self-reported HD | n=4993)
80% -
AUl HA Categories Traditional HA*
60% - { {
38.4% 39.1%
a0% { 3000, 341% 0 ° 3000, 341%  32.8%  33.5%
0% -

MT2015 MT2019 MT2022 MT2025 MT2015 MT2019 MT2022 MT2025

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MI25: Wear Metrics

How Often Wear HA

(Current Owners)

100%
80%
60%
40%

20%

0%
Any hearing aid (n=2172) Traditional HA (n=1851)

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.

119 Less/Other
® Monthly

m Weekly

B Daily

OTC HA (n=235)



MI25: Degree of Hearing Loss

Degree of Hearing Loss by HA Ownership

3% 2%
100%
Profound
(o)
80% 24%
B Severe
60%
m Moderate
40%
m Mild
20%
0%

HA Owners (n=1173) Non-Owners (n=1782)

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MI25: Degree of Hearing Loss contd

Degree of Hearing Loss by HA Category

100%
Profound
80%
B Severe
60%
m Moderate
40%
m Mild
20%
0%

Traditional HA (n=1008) OTC HA (n=136)

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MT25: Motivations

Key BHI Hearing Check Items

Top-2 Agreement - 5-point scale
(when not using HA or other device)

Traditional HA
(n=1008)

OTC HA
(n=136)

I have trouble hearing conversations in a noisy background such as a restaurant 90% 89%
Family members and friends have told me they think I may have hearing loss 79% 84%
I have trouble following the conversation when 2+ people are talking 80% 78%
I have trouble understanding audio content on TV, social media and so on 77% 72%
I have trouble understanding the speaker in a large room such as a meeting 73% 65%
I get confused about where sounds come from 46% 51%

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.




MI25: Sources of Information

Info sources/searched: Traditional HA (n=1008) OTC HA (n=136)

Discussion with or info from a medical/hearing care professional 50%* 33%
Online search / website / online message 22% 53%*
Input from family, friends, coworkers, hearing aid owners, etc.) 28% 33%
Insurance provider/Medicare/Medicaid 21% 26%
Info/article about hearing loss/hearing aids, etc. 17% 30%*
Advertisement (radio, TV, paper, etc.) 9% 24%*
Store provided / sent info 16% 23%
Social media 5% 15%*
Info event about hearing loss and/or hearing aids/devices 5% 14%*
Did not search for/get information on hearing aids beforehand 14%* 4%

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.




MI25: Reasons to Make Next Step

Reasons Visit/Check out Particular Establishments with HAs

(n=1808 Engaged with Establishment) | NET Categories from aggregated responses — multi-response
question)

Awareness/Familiarity

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.


Presenter
Presentation Notes
Changed title from “MT25 Reasons” to MT25 Reasons to Make Next Step


MI25: Coverage

Level of Coverage

Sources of Coverage

- multiple responses allowed -

Owners With Coverage (n=719)
(HA Owners with Coverage (n=719))

, 35%
Full with no co-pay or Medicare Advantage 1_ 29%

Other deductible 1

4% 34% Insurance or HMO (e.g., TruHearing, UHG 35%
Hi Innovations, Epic, CareCredit) 22%

Military / VA h o 7%
Partial °
37% l

L . 11%
Medicaid (e.g., Medi-Cal, MassHealth) h
7%
MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.

Full with a co-pay

or deductible Other (union, employer, family or other) h =
0
25%

0% 20% 40%



MI25: Expectations

How Hearing Aid Compares to Expectations by HA Type

B MuchWorse B SomewhatWorse  ®About As Expected B Somewhat Better B Much Better

Any HA (n=1168) ¢/ BRERL

Trad HA (n=1003) A/ 8N PAZ)

OTC HA (n=136)

0% 20% 40% 60% 80% 100%

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.

Top-3 Box %
(met or exceeded)

85%

86%

78%




MI25: Engagement

Relationship Changes Since Started Wearing HA
(Household Head with HA who has Partner (n=357))

Communication together with your spouse/partner oi 43% 27% 23%
- i
g
o Social activities with your spouse/partner 1.% 58% 20%
&,
b= i
=y
9 Personal relationship with your spouse/partner 0I3% 61% 21%
E _
~
Quarrel/disputes with your spouse/partner 1! 3% 66% 16%
V 0% 20% 40% 60% 80% 100%
m1=A lot worse = Worse Same Better m A lot better=5

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.

Top-2 Box %

50%

38%

36%

30%




MTI25: The Why

» The main reason is an improved social life, followed by better mental/emotional health and better
work performance.

o The ratings are similar across both HA categories. Reasons Should have
Gotten HA Sooner

(Among those Wished Gotten HA Sooner | (n=751)
Should have Gotten HA Sooner
(HA Users | n=1130)

Better social life 57%

Better mental/emotional

No health

34%

I

Better performance at work

Yes Less fatigue in the evening
66%

17%

Missed out in some way 19%

0% 20% 40% 60% 80% 100%

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MT25: Next Purchase

Expected Timing of Next HA Purchase by Category

® Within next year =~ ®In 2-4 years ® In 5-7 years B 7+ years ® No idea on timing  ®No plans to (ever)

Traditional HA Owner (n=1003)

OTC HA Owner (n=136)

0% 20% 40% 60% 80% 100%

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.




MT25: Plan to Purchase

HA Category Consistency/Switching
among HA Owners who Plan to
Purchase in Next 3 years

« This chart shows the distribution of HAowners based on
what category they currently have in combination with
what category theyplan to buy:

(n=468)
- The largest group, at seven in ten, are traditional HA
owners who plan to purchase the traditional category. OTC to Not sure of next
Trad category
- The percentage oftraditional HA owners who plan 7% 10%
to purchase OTC next time is very small in
comparison. Trad to
OTC
- The next largest group, at one in ten, are OTC HA 5% \
owners who plan to purchase the OTC category again.
- Almost as many current OTC owners are leaning OTC to '
toward a traditional HA, however. %};C
(0}

Trad to Trad
MarkeTrak2025 © is the property of HIA. No information should be distributed, 69%
reproduced, or used in any manner without the express prior written consent of HIA.



MTI25: HCP Satisfaction

Hearing Care Professional Satisfaction Rates Over Time
(Top-3 Box: Those Who Saw an HCP in the Last 5 Years)

95% 94%
100% 91% 90%
87% 83%
80% 73% 73%
60%
40%
20%
0%
HA Owners Non-Owners
MT2015 MT2019 MT2022 MT2025 MT2015 MT2019 MT2022 MT2025

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MI25: How HCPs Help

How Much Hearing Care Professional
Helped
(Trad HA Owners Plus OTC w/ HCP Assistance (n=1070))

Not at all, 1%

Minimally, 5% \
Moderately,

24%

Not sure, 3%

A great deal,
67%

How Much Would Have Likely Benefited

From Having HCP Help
(OTC/No HCP Assistance (n=42%))

Not sure
8%

Not at all

14% A great deal

30%

Minimally

19%

° Moderately
29%

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MI25: Hearmg Aid Features

Rechargeable hearing aid which includes an integrated rechargeable battery
that is never removed

Program button or switch to change the hearing aid response for different
listening environments, like 'Restaurant’, 'Outdoors', 'Phone’, etc.

Directional, dual, twin, or multiple microphones for enhanced hearing in
noisy situations

Telecoil for use with the telephone or for listening in public places that have a
special 'hearing loop' sound system designed to communicate wirelessly with
some hearing aids

Rechargeable batteries for hearing aids

Tinnitus masker, which masks or reduces the negative effects of tinnitus

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MTI25: Device Satisfaction

Overall Satisfaction by Category

B Dissatisfied (bot-3) m 4 Neutral m5 m6 B 7 Very Satisfied Top-3 Box %

Any HA (n=1168)
82%

Trad HA (n=1003) 63%

OTC HA (n=136) 76%

0% 20% 40% 60% 80% 100%

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.



MI25: Implant Use

I“E"Eﬁgﬁ“w "-I'l]'[ sure Varies  Never wear  [Notsure
3%
< Monthly
< }.Innthh 1% \

Mﬂnthlx \ Monthly A\ Daily
Daily 9% 10%
51%

Weekly
27% Weekly
1%
MT22 MT25

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.


Presenter
Presentation Notes
Deleted red “CI Poster” text, added “Implant Use”


MI25: Age of Implant

six or more
years less than one
13% \ vear u+g;e;ars
15%
6-10 years
4%
one 4-5Vears
10% 19% <=1Yyears
53%
four
6%
2-73 VEars
229
11%
MT22 MT25

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.
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Deleted red “CI Poster” text, added “Age of Implant”



MTI25: Implant &Quality of Life

60%

50%

40%

30%

20%

Mo !
0% e

Regularly Occasionally Rarely Never

m MT 22 m MT25

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.
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Deleted red “CI Poster” text, added “Implant & Quality of Life”



MI25: Satisfaction with Implant

MT22

MT25

Dissatisfied (bot-3) 4=Neutral 5 m6 m 7=Very Satisfied Top-3%
91%
0
0% 20% 40% 60% 80% 100%
Dissatisfied (bot-3) m 4=Neutral m5 m6 B 7=Very Satisfied Top-3%

81%

0% 20% 40% 60% 80% 100%

MarkeTrak2025 © is the property of HIA. No information should be distributed,
reproduced, or used in any manner without the express prior written consent of HIA.
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Presentation Notes
Deleted red “CI Poster” text, added “Satisfaction with Implant”; replaced photo with graphs for clarity






Home

FDASearch Page

U.S. FOOD & DRUG

ADMINISTRATION

Follow FDA |

En Espafiol
SEARCH

Food | Drugs | Medical Devices | R

Medical Devices Databases

This database includes:

1-Emitting P accines, Blood & Biol

Establishment Registration & Device Listing
FDA Home

* medical device manufacturers registered with FDA and

* medical devices listed with FDA

Mote: Registration of a device

number, or listing of a medical
A

device does not in any way denofe approval of the establishment or its products by FD.

Leamn Mare...

Search Database
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[

Establishment
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[
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Classification
Device Mame

Establishment
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Help L2 Download Files

Estagishment |
Country *

v]

Clear Form

MNeed to update your information? To modify, add, or delete information, log onfo your FURLS account.

The changes will appear in the public registration and listing database when it is updated. Please note: There is a
delay between the fime that the data is uploaded and the time that the data appears in the public registration and

listing database. Existing device listings may also be effected by the update and may not be fully viewable unil

after the update has been completed. Updates are generally completed weekly by Monday evening.

* Category includes Countries, States and Regions

Animal & Veterinary | Cosmetics | Tobacco Products
[+
Ot_hegm?sbases
= De Novo
& Medical Device Reports
(MAUDE)

CDRH Export Cerfificate
Validation (CECV)
CDRH FOIA Electronic Reading

Room

CFR Title 21

CLIA

Device Classification

FDA Guidance Documents
Humanitarian Device
Exemption
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Premarket Approvals (PMAs)
Post-Approval Studies
Postmarket Surveillance
Studies

* Radiation-Emitting Producis
* Radiation-Emitting Electronic

Products Comeciive Actions
Recalls

Standards

Total Product Life Cycle
X-Ray Assembler



FDA Product Codes for OTC and Prescription(RX) Devices

Product Regulation |OTC |Description Companies
Code Number Registered
OSM 874.3305 No Prescription wireless air-conduction hearing aid -- 510k exempt 82
QDD 874.3335 No Self-fitting hearing aid that may be sold online, RX — 510k .
QUG 874.3335 Yes Preset-based OTC hearing aid, air-conduction, with wireless
technology - 510k exempt /3
QUH 874.3325 Yes Wireless self-fitting OTC hearing aid that may be sold online
AND in stores, pharmacies, etc. -- 510k 30
ESD 874.3300 No Prescription air-conduction hearing aid -- 510k exempt
100
QUF 874.3300 Yes Preset-based OTC hearing aid, air-conduction -- 510k exempt
64

368




OTC Software as a Medical Device

Software as a Medical Device (SAMD):

Clinical Evaluation

Guidance for Industry and
Food and Drug Administration Staff

Document issued on December 8, 2017.
The draft of this document was issued on October 14, 2016.

For questions about this document, contact the Office of the Center Director at 301-796-6300
or the Digital Health Program at digitalhealth@ fda hhs. gpov,

The term Software as a Medical Device is
defined by the International Medical
Device Regulators Forum (IMDRF) as
"software intended to be used for one or
more medical purposes that perform
these purposes without being part of a
hardware medical device."

The FDA refers to software functions
that are device functions as “device
software functions.” Device software
functions may include

“Software as a Medical Device (SaMD)”
“Software in a Medical Device (SiMD).”



SCR —Software as a Medical Device

Device
Definition

Physical State

Technical Method

Target Area

air-conduction hearing aid software

Air-conduction hearing aid software is a device that is intended to be used with a
compatible wearable hardware platform to compensate for impaired hearing. The
software also allows for customization to the user's hearing needs. Devices in
this classification are also subject to the requirements in 8 800.30 or § 801.422 of
this chapter, as applicable. This classification does not include software that is
used with hardware as part of a hearing-aid device system classified in other
regulations, e.g., 8 874.3300, 8 874.3305, or § 874.3325.

N/A - device is software. The compatible hardware platform(s) is/are physical, but
considered separate non-medical product(s).

Medical device software that enables a compatible wearable hardware platform
to function (together) as a hearing aid. This software may consist of multiple
software / firmware modules for multiple hardware platforms, such as for a
headworn product (like "smart earbuds") along with a mobile device
("smartphone") product.

Air-conduction hearing-aid software, when used with compatible hardware
platform, provides amplified sound to the ear



OTC SMD: Apple AirPods Pro

941

Cancel

£ Settings AirPods Pro

Test Your Hearing

NOISE CONT
Hearing logs is common and can get

'lllld worse over time. A five-minute test can
identify if you have hearing loss.

Nolse
Cancellation

If you have mild or moderate hearing
loss, AirPods Pro can provide hearing
assistance that makes voices, music, and
the sounds around you easier to hear.

]
-

HEARING HEA

Hearing Protection

Hearing Assistance

N\ r'd Hearing Aid is Or
Take a Hearing Test
—— Learn maore, .,




OTC SMD: Essilor Luxottica

il T -

S Noise
Tracking

Background Noise
Lowered

Audio Mode

o
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My Glasses




Communications



Help Spread the Message
of Hearmg Health

AAAAAAAAA

Share the Joy of Hearing




The “HEARING BONE’S”
Connected to the WHAT?

MENTAL HEALTH BALANCE & SAFETY DIABETES
Lessrisk

—q:--ha-hh-e
hearing loss. accidental injury.

3

HEART HEALTH
‘Your hearing health may

sSuggest your risk of
cardiovascular disease.

) ©

HEALTH CARE COSTS LONGEVITY
Good hearing can lead to savings Hearing akds can lower the risk of
rtality for people loss.

Treating hearing loss can improve communic nsk ll5, decrease socia
Slationsadli
cognitive functioning, a dl dl long h althier life.

HEARING.ORG

| ,
connects us

 “Swctnothinge” aren
‘as romantic when | have
to shout them.

Moybe it's time to get your hearing checked.

Visit hearing.org and see a hearing
professional to hear your best.

What pairs well with a
glass of pinot grigio?

A conversation you can
hear and understand.













Questions?



_ é l""’

Info@hearing.org bdobyan@hearing.org

2095

CONVENTION

Indianapolis, IN
June 11-14, 2025

@
BetterHearing.org drtompowers@comcast.net *’.IIA!-AA

merica



mailto:bdobyan@hearing.org

Please scan the QR Code to access this

workshop’s survey.
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June 11-14, 2025
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