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DISCLAIMER sonova

This presentation contains forward-looking statements, which offer no guarantee with
regard to future performance. These statements are made on the basis of
management’s views and assumptions regarding future events and business
performance at the time the statements are made. They are subject to risks and
uncertainties including, but not confined to, future global economic conditions, exchange
rates, legal provisions, market conditions, activities by competitors and other factors
outside Sonova’s control. Should one or more of these risks or uncertainties materialize
or should underlying assumptions prove incorrect, actual outcomes may vary materially
from those forecasted or expected. Each forward-looking statement speaks only as of
the date of the particular statement, and Sonova undertakes no obligation to publicly
update or revise any forward-looking statements, except as required by law.

This presentation constitutes neither an offer to sell nor a solicitation to buy any
securities. This presentation does not constitute an offering prospectus within the
meaning of Article 652a of the Swiss Code of Obligations nor a listing prospectus within
the meaning of the listing rules of SIX Swiss Exchange.
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AAA 2014 — HIGHLIGHTS sonova

sonova — Global market update
HEAR THE WORLD _ COStCO Supply agreement

Phonak Lg rc
PHONAK Extension of Basic Solutions

Teenager Initiative & Tinnitus Solutions

unitron.
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PHONAK sonova

PRODUCT PIPELINE: DRIVE HIGH INNOVATION & LAUNCH RATE
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Note: Subject to change

COMPLETE RANGE ACROSS ALL FORMATS AND PERFORMANCE LEVELS
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PHONAK LYRIC sonova

LYRIC — A NEW FORMAT SHAPING UP
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LYCICEAN,

NEW PRODUCT FORMAT TO EXPAND THE ACCESSIBLE MARKET
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PHONAK LYRIC sonova

LYRIC EVOLUTION

Lyricl Lyric: Lyrics

2008 2012 2014

KEY IMPROVEMENTS LYRIC3
— New processor and electronics

— Low power consumption

— Improved moisture protections

— More fitting options

— Completely new programming wand

ONGOING PROCESS OF SUBSTANTIAL AND DECISIVE IMPROVEMENTS
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PHONAK LYRIC sonova

LAUNCH OF LYRIC3

TAKING THIS UNIQUE FORMAT TO THE NEXT LEVEL
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PHONAK LYRIC sonova

BUSINESS FACT 1 — SIGNIFICANT SALES GROWTH

250%

Lyrics

200%
Lyric l

150%
100%
0%

FY 2010/11 FY 2011/12 FY 2012/13  FY 2013/14E FY 2014/15E

Sales (indexed %)

“Lyricl mLyric2 wLyric3

FURTHER SALES BOOST EXPECTED WITH LYRIC3 LAUNCH
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PHONAK LYRIC

50Nnovd

BUSINESS FACT 2 — STEP UP IN PROFITABILITY

Gross Margin

60%
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30%

20%

10%

0%

Lgrug

Lng2

FY 2010/11

FY 2011/12

FY 2012/13

FY 2013/14E

PROFITABILITY TO IMPROVE FURTHER WITH LYRIC3

FY 2014/15E
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PHONAK LYRIC

50Nnovd

BUSINESS FACT 3 - SUBSTANTIAL GROWTH IN NEW SUBSCRIPTIONS

Number of subscriptions (indexed %)
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0%

FY 2010/11

FY 2011/12 FY 2012/13

®m New subscriptions

FY 2013/14E

©m Renewals

FY 2014/15E

BUSINESS FACT 4 — RENEWALS DRIVEN BY THE INTRODUCTION OF LYRIC2
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PHONAK LYRIC sonova

BUSINESS FACT 5 — ONGOING INTERNATIONALIZATION OF THE BUSINESS

Points of sale by region Sales by region

16%

mUS =" ROW mUS = ROW

IMPROVING POS EFFICIENCY AND TRAINING OFFERS GREAT POTENTIAL IN ROW

27 March 2014 Page 11



PHONAK LYRIC sonova

LYRIC BUSINESS MODEL - FIVE MAIN DRIVERS

New trial
rate

Cost per Lg%cn"'

Renewal
rate

Production
Cost

CONTROLLING AND IMPROVING THE KPIs IS THE KEY TO THE BUSINESS SUCCESS
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PHONAK LYRIC

50Nnovd

LYRIC BUSINESS MODEL*
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REVENUE PER
CONTRACT

X

NEW CONTRACTS

* Numbers illustrative for demonstration of principle

— A SUBSCRIPTION MODEL

Full year Driven by
effect renewal rate
<100%

Year

SUBSCRIPTION MODEL PREFERRED BY PATIENTS AND HCP’S
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PHONAK LYRIC sonova

LYRIC BUSINESS MODEL* — REVENUE DEVELOPMENT OVER THE YEARS

New Subscriptions Year 1 New Subscriptions Year 2 New subscriptions Year 3 New Subscriptions Year 5
250 250 250 250
200 200 200 200
150 150 150 150
100 +—— —00— 100 + 100 -+ . 100
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1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
Year Year Year Year
700
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m Year 5 Subscriptions
400 _
m Year 4 Subscriptions
300 .
m Year 3 Subscriptions
200 . .
H Year 2 Subscriptions
100 Year 1 Subscriptions
O T T T T 1
1 2 3 4 5
Year

* Numbers illustrative for demonstration of principle
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PHONAK LYRIC
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LYRIC BUSINESS MODEL* — FIRST TIME SUBSCRIPTIONS VS. RENEWALS

700
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m Renewals

Year

W First year subscriptions

* Numbers illustrative for demonstration of principle
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Sensitivity relative to the renewal rate

Year
m70% 80% ®90%

Sensitivity relative to new subscription growth
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m0% 10% m20%

REVENUES DRIVEN BY RENEWAL RATE AND SUBSCRIPTION GROWTH
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PHONAK LYRIC sonova

LYRIC BUSINESS MODEL - FIVE MAIN DRIVERS

New trial
rate

Lyricean.
yriC

CONTROLLING AND IMPROVING THE KPIs IS THE KEY TO THE BUSINESS SUCCESS
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PHONAK LYRIC sonova

KEY BUSINESS DRIVER — NEW TRIALS

Trial Volume by Region
250% Lgﬁl—(ﬂ—

200%

Lyric. B
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0%

FY 2010/11 FY 2011/12 FY 2012/13  FY 2013/14E  FY 2014/15E
mUS " RoW

Number of trials (indexed %)

LYRIC TRIAL VOLUME GROWTH SPURRED BY LYRIC2 INTRODUCTION
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PHONAK LYRIC sonova

LYRIC BUSINESS MODEL - FIVE MAIN DRIVERS

Lyricean.
yric

Renewal
rate

CONTROLLING AND IMPROVING THE KPIs IS THE KEY TO THE BUSINESS SUCCESS
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PHONAK LYRIC sonova

KEY BUSINESS DRIVER — RENEWAL RATE

US average Renewal Rates
80%

60%
40%
20%

0%

FY 2010/11E FY 2011/12E FY 2012/13 FY 2013/14 FY 2014/15E

TOP PROVIDERS SEE RENEWAL RATES OF AROUND 80%
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PHONAK LYRIC sonova

LYRIC BUSINESS MODEL - FIVE MAIN DRIVERS

Lyricean.
yric

Production
Cost

CONTROLLING AND IMPROVING THE KPIs IS THE KEY TO THE BUSINESS SUCCESS
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PHONAK LYRIC sonova

KEY BUSINESS DRIVER — PRODUCT COST REDUCTION

255 k
178 k
Production 127 k
volume
(units)

FY 11/12 FY 12/13 FY 13/14E FY 14/15E

Lyric Lyric: Lyric: Lyrigs

FY1112 Py 12113 FY 13/14E  FY 14/15E
HIGHER PRODUCTION VOLUME AND DESIGN IMPROVEMENTS LEAD TO COST SAVINGS

Cost per Unit
(indexed)
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PHONAK LYRIC sonova

KEY BUSINESS DRIVER - PRODUCT COST REDUCTION

OPERATION CENTER VIETNAM - STATE OF THE ART AND EFFICIENT SET UP

27 March 2014 Page 22



PHONAK LYRIC sonova

LYRIC BUSINESS MODEL - FIVE MAIN DRIVERS

New trial
rate

— Lgr | C GAN.
contract E»

REREEL
rate

Production
Cost

CONTROLLING AND IMPROVING THE KPIs IS THE KEY TO THE BUSINESS SUCCESS
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PHONAK LYRIC
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KEY BUSINESS DRIVER - AVERAGE COST PER NEW CONTRACT

CHF (indexed %)
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® Media Cost
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Lead Management Cost

FY 2014/15E

SUBSTANTIAL REDUCTION THIS YEAR AFTER LAUNCH EFFORT FOR LYRIC2
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PHONAK LYRIC sonova

KEY BUSINESS DRIVER — COST PER CONTRACT

PATIENT FLOW METRICS EFFECIENCY DRIVERS

* POS productivity

Trial success rate
* High patient satisfaction

Conversion @ POS * Training capacity

* Improved device fit

APPOINTMENT Lead management * Add POS in strategic locations

« Call center capacity and
Call-back rate technology

 Improved advertising response
Cost / response

Response rate » Media buying efficiency

IMPROVEMENTS DELIVERED ACROSS ALL METRICS
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PHONAK LYRIC sonova

LYRIC BUSINESS MODEL - FIVE MAIN DRIVERS

Lyric
I

CONTROLLING AND IMPROVING THE KPIs IS THE KEY TO THE BUSINESS SUCCESS
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PHONAK LYRIC sonova

KEY BUSINESS DRIVER - DAYS OF WEAR

120 . . . " . 120 Days: FDA approval

o
=
.

. 60 Days: Business Model
“ base case

Days of wear
[@5]
L]

[
o

Lyric Lyric Lyrics

Chart for illustration only

BUSINESS MODEL - TARGETING 60 DAYS WITH HIGH LEVEL OF CONFIDENCE
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PHONAK LYRIC

50Nnovd

INTEGRATING LYRIC INTO A PRACTICE - EXAMPLE OF A TOP PROVIDER*

] TECH TOPIC / EXTENORD-WEAR HEARING ADS

The Extended-Wear Hearing Device: Observations on
Patient Experiences and Its Integration into a Practice

A discussion on the differances between Lyric and traditional hearing i

a5 well a3 one practice’s experience in disponing the devics for over 5
years relative to equipment requirements, relationships with physicians,
a0d the dramatic positive changes in the Znd-generation Lyric device.

TnSound Medical (oow owned by

I Sanova and seld wnder the Phosak

‘beand since January 2010) Lyric hear-

g, device wan developed aver the pust 12
cai,

i MarkeTrak stalen that the macket pen-
ctration o hearing aids 1 appeoaimnately 25,4
Therctore, even with al the Emproverments
technology durmg the pant decalemdres oo

o

mercilly for the st e i Jamuacy 2007.

e programn, ctomthe percetage of bear-

woen contimuouly in the ear camal 24 hours.

device was developed on several key concepts:

Mkﬁ-*-aﬂ-‘m

o accommodate the Ly device, There are
soene medcal corubon St are.

o o sorme puem transplant recpests.
e——" radiaion 10 bead and

ENT as 2 sty met should the patient have
a medical problem related 1o the device.
Prodessonals fitting Lyric who we the ENT/
ctologst haven cncile

10 the tympuax: membeane,
= Some people with hearing

vty s cosvenience,

lent. relationship 1o munage patents when

The Ly

which i our experience
Lo th

AL o ok ot o ek N oo Al g e e e 41 b e et
Tt e oy e e o i L

e e i

ot oy o et vy

fortable uning (when uned oa » duly bass)
The otoscopic s the foundar
o foe placerment and sacormbul Eaing of

the combinston are: & provdes only oo

level of magnification, you have 10 use two

pieces of exuiproent, there is some potential
sicknes

inital g after bruining from initial sring

il decreate to lem tham SN
The Lyric device in sold o= 2 subscripe
tiom bass, redte”

Lyme.

toe mctson

shouldivell s i thin part of the car canal i
xtoesacly smprtant. Dicocabort i the mamon

loupen,
ve d the peactice decides o by both.
Additional tocks that are immportant are

and 95% of pain complains come from i

physician in 2002. In May 2004, InSound
Medical roceived appreal by the FDA that

desrae
from the FDA t0 be worn for wp 1o 120 deys
by a pusent.
Intagrating Lyric into a Practice
The Lyric device i very different come
The

*Source: Sanford et al, Hearing Review March 2014

woccensfl with the Lyric. In addition. the
medical issues that should be comidered
sk the learming curve sbeantal

Fitting the Lyric Device
Candidacy. There are theve sepe o cvakin
asting a paticen foe the Lyvic hearing device.
Few, the car canal i evabasted okmcopically
0 descrmmine if a putient’s car s 46, appeopeiatc
candidate for the device. Second, an sudi-
50 deteremine i the putient’s
i-.h---&lm'n-'. Thied, the

4 hghmagnicatin
mkcroncope, 1o determine if the paticnt’s ears

pun

oo the lower sides of the canal wall. In some
case. the top o the car canal by the tympanic:

This puper detads 2 study done oo the
Lyric devie. equipment needed 1o sie. fit.
mede

The upgrade i ctowcopic equipment
bencties the entre peactice, pot oely Lyvic

woch as ghycerin, MiraCel, Oro~Ere. of vita-
Eel A

an woom an powsble sfer the device crmes
%o fanction. An effice will need 10 allow
o “agucese in” patients who need a Lyric

for cerumen removal e

o tps of ench sae (3, 5. and 7 man). An
atoctave i the goid sandand for cleaning
innirumerts, thoogh many. senbiing whe

1deally, the putients should be seated 10
» movable hydraubcselectrc or salon chaie

ot el o choar mpecion of the e

e place
owston that 1 corsbortable for boch pabent

cal e, and b growh by ome ofice
g Ly

Otoscopic Equipment

beatiog instrument speculnts
take & period of 204 weeks 10 become com

el
scope high mugnificaion, varable magnfics  cant investmment of $5,000-515,00, depends
tion, gobd ing on what and the specific
and cerumen removal. The draebacks of 4 equipement parchised.

microxcope are it s more expensive, ot por-

b, snd hasa lewring curve of spprensmate-  Ro-1it3 and Scheduling

Iy 2+4 wecks. Anacher mice option with the  The customary bearing aid evabiation for

view. i an office cannot change their peom
cedures and scheduling w contorm 10 thee
snique Lyric needs, they shoukd not cheose
40 diperme th device.

Lyric 1 va Lyric 2 Study
To duse. there have been two versions of

‘original Lyri. as the mew device is 25% sborte

that cam b seem by the patent, amily mer-
b

size, . and counsel all a the same apponie
ment. of pascats

Figare 2 shown the beneft of wsing bigh
griication Joupes and 4 vudeo otoscope
combination. The peos of wsag this combe
ration are: good magiication, porabity,
case o learmingfane. and less experse (i prace

who
are sized il meed 10 return for fising 5+10
oy Laes dise 20 sertive ki that sy sppese

i width, moving from 6.9 men x 5. s x
16 mm long 0 6.3 mm x 3.6 = 3 12 mm
lomg (Figures 3 and 4). This change in dimen-
ss0es has alowed Lyric 2 o 6t moee pecple

o duri the siing procedere. As 4 peact

thoner gains experince and knowledge, the

E  TECH TOPIC 1/ EXTENOED-WEAR HEARING ADS
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How Lyric Changes a Practice

P

More than half (S5%) of

http://www.hearingreview.com/2014/03/extended-wear-hearing-device-observations-patient-experiences-integration-practice/

ARTICLE IN “HEARING REVIEW”

EXTENDED-WEAR HEARING DEVICE
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PHONAK LYRIC sonova

INTEGRATING LYRIC INTO A PRACTICE — EXAMPLE OF A TOP PROVIDER*

4 1400
1200
3 1000
S ©
= S 800
g2 0
2 T 600 —
a >
. 400 —  — =
200 — — —0  —
0 0
2007 2008 2009 2010 2011 2012 2007 2008 2009 2010 2011 2012
= Revenue (Millions) Traditional HA mLyric ®Renewals

*Source: Sanford et al, Hearing Review March 2014

A WINNING BUSINESS MODEL FOR ALL PARTIES INVOLVED
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PHONAK LYRIC sonova

INTEGRATING LYRIC INTO A PRACTICE - EXAMPLE OF A TOP PROVIDER*

- Existing customers

®m New to the practice

New to amplification

*Source: Sanford et al, Hearing Review March 2014

75% OF PATIENTS ARE NEW TO THE PRACTICE — A STRONG LEAD GENERATOR

27 March 2014

Page 30



PHONAK LYRIC sonova

LYRIC IS JUST GETTING STARTED

CAN A HEARING AID MAKE PEOPLE FEEL LIKE THIS? — LYRIC CAN!
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PHONAK LYRIC sonova

THE PATIENT’S VIEW

THEY
O THEY LOVE o RECOMMEND e THEY RENEW

86% of Lyric Patients agree that Lyric sound quality is very natural

93% say they hear more clearly with Lyric than with prior hearing aids

949% of Lyric Patients would specifically recommend Lyric to a friend or loved one

96% of family members say Lyric helps them communicate better with their loved one

/0% renew their subscriptions

ic =

PATIENTS WEAR AN INVISIBLE DEVICE - BUT TELL EVERYONE ABOUT IT
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PHONAK LYRIC sonova

LYRIC — A NEW FORMAT SHAPING UP

% [
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LYCICEAN,

NEW PRODUCT FORMAT TO EXPAND THE ACCESSIBLE MARKET
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PHONAK LYRIC sonova

WRAP UP

True innovation, changing customer behavior

Key to control and improving main business drivers

Ongoing process of technical improvements

Data proofs that we are on the right track

GROUNDBREAKING FORMAT TO EXPAND THE ACCESSIBLE MARKET
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PHONAK
FURTHER HIGHLIGHTS PRESENTED AT AUDIOLOGY NOW!
Basic-level BTE & ITE r{@@k

Phonak Tinnitus Program

Dedicated Teenager Campaign

COMPLETE RANGE OF SOLUTIONS BASED ON QUEST PLATFORM
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PHONAK sonova

A SOLUTION TO TARGET THE SPECIFIC NEEDS OF EMERGING MARKETS

Baseo Q10 & Q5 Tao Q10

Shortage of experienced fitters Quick & Easy fitting mode

Limited funds, lack of reimbursement Latest Quest technology for every budget
Affinity to the latest technology Replacing older technology trimmer devices
Highly sensitive to cost for repair Reliable and easy-to-use products

AN IMPORTANT PART OF OUR CHINA STRATEGY
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PHONAK sonova

COMPELLING TINNITUS VALUE PROPOSITION

Potential: 3% Severe tinnitus
~"10-15% Prevalence

\'/ -----

L Balance |
Portfolio

3

Sound | (o]

7.5 million people with tinnitus enrichment o
actively looking for treatment =~
inUS =
=

() =

(=

7

- _____ ?

Key facts: -
o

3

« High prevalence / big VA issue

* Phonak Audéo Q at the core

» Noise generator, iOS / Android App
« HCP support program

- --I
i.___
- --E

HELP HCPs TO EXPAND THEIR TINNITUS EXPERTISE AND GENERATE DEMAND
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PHONAK sonova

LAUNCHING A DEDICATED CAMPAIGN AIMED AT TEENAGERS

» B ==

— Dedicated online site to educate teens on how Phonak I *
solutions can help them to use communication |
channels

— Music experience page showing them how they can
hear, discover and share music when using Sky Q and Bhonak sky 0
Roger E:
— Teens can interact with color customization tool, share
music via Spotify playlist and find a professional online

where they can trial the Phonak solutions

— Currently available in English with other languages to
follow

Phonak Sk{#@@nd
a music experience |

— For more information visit www.bringsoundtolife.com

love...with

ENSURE A LIFE WITHOUT COMPROMISES
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AAA 2014 — HIGHLIGHTS sonova

s0novada

HEAR THE WORLD

PHONAK

unitron. Moxi2 Pro and Quantum? Pro
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UNITRON sonova

PRODUCT PIPELINE: DRIVE FOCUSED PRODUCT INNOVATION

HI — Platform | NEXTPLATF
HI — Premium E |E|

el E bl
HI — Advanced H = '

[ o
HI — Standard - L g | -

=

HIl — Essential/Basic -
Fting Software rrso JLreas Jff

Note: Subject to change

FLEXIBLE RANGE ACROSS 3 FORMATS AND ALL PERFORMANCE LEVELS
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UNITRON sonova

MOXI? PRO AND QUANTUM? PRO - FULL LINE OF PERFORMANCE

Moxi2 Pro BTE @ m

Moxi2 Kiss Pro BTE

reddot award 2014 |  designaward

Moxi2 Dura Pro BTE "™ i 08

Quantum? Pro ITE’s
Quantum?2 Pro BTE'’s

PREMIUM PRO OPTION PROVIDING THE ULTIMATE LISTENING EXPERIENCE
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AAA 2014 — HIGHLIGHTS sonova

s0novada

HEAR THE WORLD

PHONAK

unitron.

Waterproof technology
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ADVANCED BIONICS sonova

PRODUCT PIPELINE: ACCELERATE INNOVATION RATE - LEVERAGE PH

TMELBE/GY J 1H12 ) 2412 | 1H13} 2413 } 1H 14 ) 214 } 1615 } 2H15 ) 1H16 ) 2H 16

Cl — Platform AB-WOLVERINE AB-QUEST

e -
Mid-Scala
o |
Advantage -
Cl — Processors __-I I Naida CI II - -_.
Q70

Fitting Software
(SOUNDWAVE)

Cl — Implants

SW 2.0 SW 3.0

Note: Subject to change, timing dependent upon regulatory approvals

EXPAND RANGE OF INNOVATIVE PROCESSORS, IMPLANTS, ELECTRODES
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ADVANCED BIONICS sonova

NEPTUNE™ — THE FIRST AND ONLY 100% WATERPROOF SOUND PROCESSOR

FEATURING THE AQUAMIC™ — THE WORLD’S ONLY COCHLEAR IMPLANT MICROPHONE
ENABLING UNCOMPROMISED HEARING IN AND OUT OF THE WATER
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HEAR THE WORLD

THANK YOU VERY MUCH




