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UNITRON HEARING LTD. hearing technologies

AMERON HAY, PRESIDENT AND CEO, SAYS
the No. 1 priority of Unitron Hearing Ltd. is
its customers. "There's a lot of companies
[that] think of technology first and the cus-
tomer second," he says. "We think of our
customers first."

According to Hay, Unitron Hearing pro-
vides hearing aids and associated technolo-

gies to professionals who serve those with hearing loss, such as
audiologists. "We don't sell to the end-customer," Hay explains.
"We provide services to the professionals who serve people with
hearing loss."

Unitron Hearing says it continually seeks out and develops
new ways to address the everyday challenges of people with
hearing loss. "The company's philosophy has helped Unitron
Hearing remain flexible and willing to experiment with better
and new ideas," the company says.

"We're actually a 40-year-old company," Hay says. "We're
growing extremely rapidly."

Unitron was founded in 1965 by a team of experts who were
focused on developing hearing aids and hearing instrument tech-
nology. "At the time, it was called Unitron Industries," Hay says.

After the company was established, demand for its products
grew rapidly worldwide. Unitron then set up distribution cen-
ters and additional offices to ensure its market reach in Europe,
the United States, South America, Asia and Africa.

In 2001, the company changed its name to Unitron Hearing,
which the company says better reflected the core purpose and
value the organization brought to
its customers. 

Today, Unitron Hearing says it
has undertaken "a comprehensive
branding and corporate identity
initiative to better reflect the new
organization's capabilities and
future direction." To support this
goal, the company increased R&D
spending, and "has grown into one
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Unitron Hearing of Ontario says it works to make life easier for the end-user.  „ALAN DORICH
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of the largest digital hearing aid manufacturers in North America
with distribution services on every continent."

The company is headquartered in Kitchener, Ontario, and
currently sells to more than 70 countries. "We have nine
subsidiaries worldwide, and 65 third-party distributors that are
the best in the industry," Hay says.

Hay states that the company's largest market geographically
is in the United States. "In general, western countries have a
population that is increasingly aware and accepting of solutions
to address hearing loss, and of course have large baby boomer
populations that are reaching an age typical for first-time hearing-
aid users," Hay explains. 

Hay says the largest number of users of Unitron Hearing
products have age-related hearing loss. He notes, however, that
there is also a fairly large group of users in the pediatric market.
This age group requires significantly different services,
products and support than adult wearers.

Hay describes Unitron Hearing as a "customer-intimate
company" in terms of the services it provides. "Our goal is to
deliver extraordinary levels of customer service and support for
our customers who are hearing professionals that serve people
with hearing loss," Hay says.

"We value customer-intimate behavior in every one of our
agents and distributors and subsidiaries," Hay says. "Customers
have different needs worldwide."

He also believes it is important to meet the demands of a
growing, informed end-user customer base. "Our customers are
becoming more educated about the benefits of digital technology

and their expectations regarding hearing aid performance have
increased," Hay says. 

"We focus on the exceptional value of our product line,
offering the 'best in class' for hearing aid dollar spent without
any compromises in technology and end-user benefits," he adds.

Certi“ed Company
ACCORDING TO HAY, UNITRON HEARING IS AN ACCREDITED
medical device company that holds nine certificates related to
ISO and medical device certification.

"As a medical device company, we hold ourselves to very high
standards," Hay says, adding that the company performs a
rigorous market validation process, including fitting tests and
field trials with real customers in multiple countries. This way,
the company can adjust products to different social aspects,
languages and all types of hearing loss.

Hay believes that the technology is evolving in a way that
allows the company to provide benefits to solve the everyday
challenges of people with a wide range of hearing losses. 

"Advancements in technology have made hearing aids very
sophisticated," he says. "Hearing is critical for a full, socially
connected life. Unitron Hearing is really about reconnecting
people that have hearing loss to their everyday lives."

"What makes our work so rewarding is the positive impact
it has on children, for instance, discovering a connection to
their world for the first time, or parents and grandchildren
being able to hear the laughter and voices of their children or
grandchildren," Hay says.  ■
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