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RETAILER
Franco Moscetti, CEO  of Amplifon

THREE GOALS: 

 AUDIO

Ever since Amplifon entered the American 

market, the com pany has been regarded as 

a global player and as the leading service 

provider in distributing and fitting of hearing 

aids. CEO and M anaging Director Franco 

Moscetti, who has nearly doubled the 

turnover of the Milan-based com pany since 

2004, has contributed a significant part to this. 

Audio Infos accepted  Franco's invitation to 

visit him in Milan and discussed the current

to cope with severe recessions. This is especially true forthe 

consumer goods sector. You can postpone the purchase 

of such goods or even do without them. With medical 

products it is not so easy. Working in this sector, therefore, 

means that you have got a bit more stability due to its 

resilience also in periods of economic downturn.

Audio Infos: How did you end up in the hearing aid 

industry?

Franco Moscetti: Before I started working for Amplifon 

on D ecem ber 1, 2004, I had been responsib le  fo r 

various areas in my former, globally operating company.

I had been General Manager and CEO of Air Liquide 

Sanità Italy, as well as Président-Directeur Général of 

Air Liquide Santé France. Because the fields of activity 

overlapped -  I had worked exclusively for health care

Franco Moscetti, CEO of Amplifon.

Audio Infos You have not always worked in the  

hearing aid industry. What difference do you see 

between the hearing aid industry and your former 

fields of activity?

Franco Moscetti: Naturally, everything depends a bit on 

the respective industry sector. At least at the moment, the 

medical sector offers a lot of advantages because the 

European economy is performing on a middling level. 

Other industries face more difficulties and some even have
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situation of the hearing aid industry, its training 

standards and future markets.

I
l  I  By Jan-Fabio La Malfa

jan. lamalfa@innocentiaverlag. de 

Photos: A m plifon, J.F.L.M.



companies -  Amplifon was an attractive challenge. Of 

course, there were differences. For example, Amplifon is 

not a manufacturer but a service provider. But I wanted a 

challenge and I also wanted a new drive.

Audio Infos: Can you give us examples?

Franco Moscetti: There is no doubt that I received the 

opportunity to introduce, together with others, a model of 

corporate management that promoted a new approach. 

We are more innovative and modern today, but, of 

course, one should not judge one’s own performance. 

But there is an important issue which I have promoted 

in the course of Amplifon’s renewal process on the basis 

of my experience in my former fields of activities, namely, 

the area of personalisation.

Audio Infos: Amplifon is represented globally in 

more than 20 countries. And you personally can look 

back on a long international career. Do we have to 

worry about the European market for hearing aids? 

Franco Moscetti: No. Although the coming year will not 

be easy for Europe, the situation will remain stable. Of 

course, in some countries there is a bit of a strain. But 

that does not mean that the general situation in Europe is 

tense. There are regions, too, that give rise to optimism for 

the future, despite existing problems. Spain, for example. 

A country with major economic problems. They don’t 

have either state or private subsidies in the health care 

sector. But in Spain you are starting at a low level, so, 

on an overall basis, there has been an increase in the 

demand for hearing aids.

Audio Infos: Is that the reason why you have acquired 

several audiology centres and audiology chains 

like Laudio or Bioakustik recently? Which strategy 

exactly does Amplifon pursue in Spain?

Franco Moscetti: (He laughs) You are well-informed. Of 

course, I can’t tell you any names or details, but I can 

guarantee that we want to achieve stable growth in Spain, 

too. This applies to all our businesses, to personnel as 

well as acquisitions and sales figures. We are pursuing 

three goals: growth, growth, and even more growth!

Audio Infos Won’t that happen at the expense of 

small, self-employed audiologists, whose way of 

doing business contrast with the business model of 

Amplifon?

Franco Moscetti: As far as this question is concerned, 

all markets are quite similar. Seen globally, all big existing 

chains of stores and all companies active in sales and 

distribution for manufacturers taken together account 

for just 20% of the worldwide market for hearing aids. 

80% are in the hands of ind iv idual, self-em ployed 

entrepreneurs. We are talking about a very fragmented 

market where everybody has a chance.

The head office 

of Amplifon in Milan.

Audio Infos Really? After all, Amplifon has a 9%  

share of the worldwide market by now, according to 

the company’s own statements.

Franco Moscetti: Why certainly! Admittedly, we as the 

world market leader with our 3,500 branches have got 

several competitive advantages because we have higher 

bargaining power vis-a-vis with manufacturers, and we

We are talking about a very fragmented 

market where everybody has a chance. ^

can also Invest in TV and online advertising, for example.

It’s true that many others are not able to do that. But there 

are not only advantages in life.

Small companies, for instance, can take a more active, 

agile and flexible approach than big ones. A globally 

operating company with nearly 11,000 employees can’t 

do that so easily. Individual entrepreneurs build a family 

network around their firm, as well as safe and reliable 

structures within their businesses. It is easier for them to 

form personal relationships with their customers. That is 

really very important. For us, that is something we cannot 

achieve easily, precisely because we cannot be so flexible.

Audio Infos: How do you organise training standards 

in the different countries?

Franco Moscetti: In our Amplifon School, which is located 

on the ground floor, here in this building in Milan, you will 

notice that we train not just Italian audiologists. The idea 

behind the school is to centrally train the trainers. That’s
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I  FRANCO MOSCETTI: SOME DATES

9 October 1951: born in Tarquinia (Italy)

1973-1983: is employed at SIO SpA 

1984: Director of Bianconi Ossigeno SpA 

1996: General Manager of Air Liquide Sanità SpA 

1999: General Manager of Air Liquide Italia

2001: Vice-president of the branches Gaz médicaux and Services hospitaliers 

in France, and also General Manager of Air Liquide Santé France 

2004: President of Amplifon

why trainers from all overthe world come to Milan in order 

to get the information and qualification they need so that 

they can train their personnel in their respective countries 

adequately. This way we can guarantee that all 11,000 

employees have got the same level of qualification and 

professional approach towards our customers.

But it is not just the input from Milan which you have to 

take into consideration in this context. It’s also the mutual 

exchange of ideas and information among the different 

locations that makes us strong. Let’s take NHC (National 

Hearing Care), for example, acquired in 2010, and present 

in Australia, New Zealand and India. Their contact centre 

was so good that we have implemented the system in other 

Amplifon Countries. Actually, our real advantage over all 

the others is the fact that we can count on the international 

expertise and best-practices acquired in over 60 years of 

experience and we can pick up ideas all overthe world.

Audio Infos: Visitors to the EUHA (European Union of 

Hearing Aid Acousticians) could recognise the trend 

that many producers have started to concentrate 

on the basic segment. There were hardly any real 

innovations. According to your opinion, when will the 

current situation on the hearing aid market ease? 

Franco Moscetti: As I indicated before, we are talking 

about a market that is quite stable. I wish to confirm and 

emphasise this once more. There is really no need for 

complaining, especially if you compare our situation 

with that of other industries. Let’s take Germany, for 

example. There, too, last year was not exactly brilliant.

Nevertheless, subsidies for the reference price system 

have been raised considerably. And while that is not 

exactly a reason for popping champagne corks, such 

a step deserves some recognition. Things will always 

change, to positive as well as to negative.

Audio Infos: Like in the Netherlands or France? 

Franco Moscetti: Well, certa in ly overall conditions 

are not really easy in both countries. Still, you have 

to differentiate. France is an econom ically important 

country with high productivity, which is going through 

a year of trans ition . It’s not fo r me to evaluate Mr 

Hollande’s decisions. But my impression is that they 

don’t really encourage the French to revise and improve 

things. Raising taxes alone is just not enough. In any 

case I don’t expect the situation to get worse.

In the Netherlands we have a different situation. There you 

can’t earn a cent right now, because the new regulations 

that were implemented don’t allow for private subsidies 

and determine prices at fixed conditions. As a result, the 

remuneration of Dutch hearing aid audiologists has reached 

a level that is not sufficient to earn a living. In addition, neither 

customers, who see their freedom of choice significantly 

restricted, nor others involved are benefitting from the new 

system which is clearly a no-win situation for everybody in 

the industry. I’d prefer them to completely overturn these 

regulations and leave things to the private market.

Audio Infos: During the last few  years you have 

devoted considerab le  e ffo rt in the  UK. How is 

business going there?

Franco Moscetti: In the UK things are still uncertain. 

Since we entered the market in 2006, there have been 

many critical moments we’ve had to deal with, and I can 

understand people asking me repeatedly why we are still 

active there. Still, I’m an optimist and I keep hoping that 

the British will reconsider their system.

Taking into account the many sacrifices we have made 

there over the last seven years, it would be a mistake to 

leave the British market. So we will try to maintain our 

position and keep our losses to a minimum, thereby 

gaining enough time to be ready when times start getting 

better. Clearly performance is crucial, in the UK as well as
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in any other country were we operate, thus, if the situation 

has not improved until your next visit in 5 years, we will 

reconsider it. But there will be no hasty decisions that are 

not well thought through.

Audio Infos: Do you see a difference between the old 

markets in Europe and the up-and-coming markets in 

South America, the Middle East or Asia?

Franco Moscetti: If we hadn’t dared to take the step into 

the United States as well as in Australia, New Zealand 

and India back in 2010, we probably wouldn’t be able 

to present such figures today. That step was extremely 

important. We are therefore proud and grateful that, 

despite the d ifficu lt environment in Europe, we have 

been able submit such figures to our shareholders in the 

last years. This shows that the overall strategy we have 

pursued in North America and Asia-Pacific has been the 

right one. We will certainly continue this strategy.

As a big company you can’t just be active in one single 

market. That is just not possible anymore. If you rely on 

just one market you will run into trouble as soon as the first 

recession hits, and it will be very difficult to recover. We want 

to minimise this risk and we want to position ourselves in a 

way that ensures healthy and sustainable growth.

A ud io  Infos: But to come back to my question. Do 

you see a difference?

Franco Moscetti: Naturally, chances for development are 

much better In the new markets. In India, for example, we 

grow at triple digit rate year-on-year. But that doesn’t mean 

anything, because you start with very small numbers. It 

doesn’t take much to increase something the size of an 

egg to something the size of a watermelon, which is still not 

big. Taking into consideration that one billion people live in 

India, our 90 stores there represent a rate of coverage far 

below the one we have here in Milan, for example.

Of course, in 5 years time India will be a bigger contributor 

to our growth for several reasons.

There is already a big difference between the United 

States and Europe. The American economy is doing very 

well right now, although their system is not based on state 

subsidies or reimbursements for hearing aids. There 

we rely on an almost fully private market, without public 

subsidies or reimbursements.

A ud io  Infos: As recent figures show, Amplifon has 

generated a turnover of 846 million Euros with 5600 

branches and service centres. Where do you see 

more opportunities to gain additional market shares? 

Franco Moscetti: Right now I see growth perspectives 

generally outside Europe. There we have an increase in 

growth. As to Amplifon itself, we have to differentiate. On the 

one hand, we have established quite comfortable starting 

points In countries like the USA, Italy, Australia, and New 

Zealand. With regard to these markets, the only possible

strategy is to continue our course. But we have only gone 

half the way in Germany, Iberica, France, and other markets. 

Amplifon is certainly well-positioned there, but I still 

see opportunities for growth, preferably more than the 

average growth of the market. That will enable us to reach 

the critical size that is necessary to optimise our presence 

and return on investments. But there are still markets we 

haven’t opened up at all.

A udio  Infos: Are you talking about South America? 

Especially Brazil could be an attractive market, don’t 

you think?

Franco Moscetti: As to South America, you are right, 

Brazil is the closest country to us, and which matches 

our ideas best. Maybe Mexico, too, because of its 

geographical proximity to the USA. In Brazil, something is 

going to happen in 2014, because we want to establish 

a local company there which shall then look for a local 

partner which is aligned with us In terms of positioning 

and best-practices. There are only a limited number of 

companies which may interest us for a takeover.

A u d io  In fo s : Is A m plifon planning to en ter the  

Japanese market as well? If yes, what would such an 

entrance look like?

Franco Moscetti: You know, Japan is a highly interesting 

market. 120 million inhabitants, the oldest population 

of the world and all that with a public system that is 

well equipped. The only problem is that we are not a 

Japanese company.

It is not that we wouldn’t like to become active in China, 

Russia or Japan. But first we’ll try to do the things we can 

do well, and not pluck something wildly out of the air. For 

instance, if you want to become active in Japan, it is vital 

to have a Japanese partner. If you are not Japanese and if 

you don’t have a partner you will quickly run into difficulties.

A u d io  In fo s : But that sounds as if you haven’t 

completely abandoned thoughts about Japan yet. 

Franco Moscetti: We think we would almost certainly 

have a positive influence on many things on the Japanese 

market and we hope that our service concept will be 

received favourably in other parts of the world. We have 

good sales and distribution, we can offer great technology, 

and we possess extensive know-how concerning perfect 

fittings. But it would be a mistake to enter such markets 

without a partner; we can’t achieve this alone. You need 

cultural knowledge as well as language skills. Without 

those you’d better not try. But just because we are world 

market leaders in a certain sector, we can’t do everything 

that crosses our mind simultaneously. We know our 

strengths as well as our weaknesses.

A udio Infos: M r Moscetti, thank you very much for 

this interview! I
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