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Phonak University 
2020

Brings Together Audiology 
Students and Hearing Care 

Experts
Live virtual event



Students of 
Audiology
This is without a 
doubt the most 
exciting time

AI - artificial intelligence 
and machine learning are 
providing tremendous 
advances in technology

Behavioral Economics 
understanding the 
psychology of the patient 
as a consumer



Use data to predict 
consumer behavior



The motivation behind 
consumer behavior

You might have to influence a person not only as a patient, but as a consumer



Knowledge

Features

Benefits

Data

Information

Statistics

What we thought



Walmart

6.3 lbs. 

$7.88

emotions drive behavior

Amazon

7 lbs.

$44.86

What we’ve learned



Insight into the emotions of patients as 
they move through the continuum of 

care

The role you play in managing the 
process

Our goal today



I M A G I N E   

Provide an overview of the patient 
journey mapping process

Discuss the science behind why a 
practice should map the patient 
journey – behavioural economics

Share what have we learned and how 
that might help you in your career.



Lorem ipsum dolor sit amet, officiis suscipiantur vim in, 
ne postea debitis eleifend ius. Ex sed erat prodesset
definiebas, reque essent sit ut. Erant populo torquatos
at pri, tale oratio an sea. 

Lorem ipsum dolor sit 
amet, officiis suscipiantur

vim in.

Your Text Here 
Lorem ipsum dolor sit 

amet, officiis suscipiantur
vim in.

Your Text Here The process of 
getting the 

patient from point 
A to point B 
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What we say and 
what we do

Part One



Patient’s are on 
their own journey 

– in their head

What they feel

What they  hear
What they  think

What they  see



Helps healthcare organizations…
foster lasting patient-provider relationships by 
answering these questions:

It diagrams…
all the patient touch points and tracks 

a pathway of thoughts and emotions to 
gauge the level of engagement from the 
patient’s perspective

Is an exercise 
to better…

understand what the 
individual EXPERIENCES are
throughout the continuum 
of care.
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I will refer 
my friend

Should I 
come back?

Am I in the 
right place?

Should I 
act?



Behavior BBehavior A

Logic and Rational
Part Two



Behavior BBehavior A

Emotion



It’s hard to change a person’s mind no 
matter how much data or logic is 
presented.  But a little bit of emotion goes 
a long way.

If you want somebody to change their 
mind, it’s no good arguing.

Jane Goodall

You’ve got to reach the heart
-Jane Goodall



It’s hard to change a
person’s mind no matter 
how much data or logic is 
presented, but a little bit 
of emotion goes a long 
way

Committed to 
a treatment 
planNot committed to a 

treatment Plan

Emotion



Managing 
Uncertainty 

A big part of your job will be to help 

patients manage uncertainty.

Do I trust this person?
Do I really have hearing loss?
Should I wait and talk to my doctor?
Am I in the right place?
How long can I wait?
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How much would you pay?

P a g e 21

$50
gift card



How much would you pay?

P a g e 22

$50
gift card

$26



How much would you pay?

P a g e 23

$50
gift card

$ 100 
gift card

$26



How much would you pay?

P a g e 24

$50
gift card

$ 100 
gift card

$26 $45



How much would you pay?

P a g e 25

$50
gift card

$ 100 
gift card

Lottery 
Ticket

$50 or 
$100

$26 $45
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$50
gift card

$ 100 
gift card

Lottery 
Ticket

$50 or
$100

$26 $45

How much would you pay?

$16



Change almost always involves 
some degree of uncertainty

Consequently, the more change involves 
uncertainty, the less interested people are in 
changing.
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Passed 
the Exam

Students imagined they had 
just taken a tough final 
exam
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Passed 
the Exam

• By the vacation package
• Not buy the vacation package
• Pay $5 nonrefundable to buy 2 days later

Students imagined they had 
just taken a tough final 
exam
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Passed 
the Exam

• Buy the vacation package
• Not buy the vacation package
• Pay $5 nonrefundable to buy 2 days later

Buy the 
vacation 
package

Students imagined they had 
just taken a tough final 
exam



32P a g e

Passed 
the Exam

• Buy the vacation package
• Not buy the vacation package
• Pay $5 nonrefundable to buy 2 days later

Failed the 
Exam

Buy the 
vacation 
package

Students imagined they had 
just taken a tough final 
exam
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Passed 
the Exam

• Buy the vacation package
• Not buy the vacation package
• Pay $5 nonrefundable to buy 2 days later

Failed the 
Exam

Buy the 
vacation 
package

Buy the 
vacation 
package

Students imagined they had 
just taken a tough final 
exam
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Passed 
the Exam

• Buy the vacation package
• Not buy the vacation package
• Pay $5 nonrefundable to buy 2 days later

Failed the 
Exam

Buy the 
vacation 
package

Buy the 
vacation 
package

Uncertain
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Passed 
the Exam

• Buy the vacation package
• Not buy the vacation package
• Pay $5 nonrefundable to buy 2 days later

Failed the 
Exam

Buy the 
vacation 
package

Buy the 
vacation 
package

Uncertain

Wait until 
things 

become 
certain



Uncertainty acts like a pause 
button 



37

acts like a pause button

{{

As good as seeing my 
provider in person

Wait and see what 
happens

Almost always involves 
uncertainty. 

“I’ll wait and see”

Telemedicine Hearing Aids Something New



Reduce 
the barrier of 
uncertainty

38P a g e



Reduce the barrier of uncertainty

Rather than trying to convince 
someone to change by 
providing more information, 
facts and figures

Address the emotion first



Replace 
uncertainty

with something 
they already know



People dislike 
uncertainty

Knowing you’ll be late for a meeting certainly 
feels bad, but wondering whether you’ll make 
it on time usually feels worse.

When a person self labels a negative emotion 
it neutralizes it.



Emotions, more than logic and 
rationale, drive decisions and 
motivate actions

Part Three

What have 
we learned

1



Observations have shown us 
that patients are looking for 
connection and desire a feeling 
of certainty.

Part Three

What have 
we learned

2 3

There is evidence engaging patients 
early in their healthcare journey to 
identify values and preferences, can 
increase compliance with the plan 
of care and treatment



Patient engagement doesn’t begin and end with a 
single encounter. We should be thinking about the 
ways in which we can drive engagement throughout 
the entire patient journey.

Part Three

What have 
we learned

4



One

Take a walk in the 
patient’s shoes

Two

A big part of your job 
will be to manage 

uncertainty

Three

Emotions, more than 
logic and rationale, 
drive decisions and 

motivate actions

E not L:  Emotion trumps 
logic in the patient journey



Questions

Thank You



Find Us

Fuel Medical Group
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Director of Professional 
Development

Jim Fedio

Email : jfedio@fuelmedical.com

www.fuelmedical.com


