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•  Motor #1 
 Adjusts back positioning

•  Motor #2 
 Controls the footrest movement
 and the patented movement of
 the rising seat box

•  Motor #3 
 Activates Twilight technology, 
 a tilting movement that provides 
 a weightless experience

Customize your comfort with 
our AutoDrive™ technology.

Every chair is handcrafted by American workers with domestic and imported materials and 
undergoes over 42 quality control inspections before the product is approved for shipping.

The Patent-Pending Twilight Technology includes an extra motor that provides a 
tilting motion, cradling your body and offering more positioning than any other 

recliner on the market.

WHAT IS TWILIGHT TECHNOLOGY?

TWO PATENTED MOTION TECHNOLOGIES CREATING 
A ONE OF A KIND COMFORT EXPERIENCE.

PATENTED 
SMART TEK 

DIAGNOSTIC 
SYSTEM 

WITH INFINITE 
POSITIONING & 

PROGRAMMABLE 
HAND CONTROL 
WITH COMPLETE 

MEMORY 
FUNCTION.

“To actually have a chair that you can position and change your weight – 
and take your pain away – that’s something entirely different.

– Tony Rumble, Access Mobility, Inc.
Indianapolis, IN

401 Bridge Street • Old Forge, PA 18518 • 800-624-6374 • www.goldentech.com/twilight

TV in Twilight Lounge Reclined 
in Twilight

Zero GravityTV Lounge in Twilight Zero Gravity
in Twilight

Trendelenburg
Up

*Patent pending

Custom Control
Fine tunes any position by 
moving the backrest and footrest 
independently.

Position Control
Programmable positioning buttons 
for individualized comfort.

Twilight Control
Activates Twilight technology, an 
adjustable tilting movement that 
provides a weightless experience.

Total Control
Operates the basic movement 
of the chair.
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UNLIMITED RELAXATION  

WITHOUT BEING IN A LAY 
FLAT POSITION

ADJUSTABLE BODY 
WEIGHT DISTRIBUTION, 

CREATING A WEIGHTLESS, 
STRESS-FREE EXPERIENCE 
FOR BETTER ERGONOMIC 
SUPPORT AND WELLNESS

ADJUSTABLE SEAT 
AND TILT MOVEMENT 
FOR A PERSONALIZED 

RECLINING EXPERIENCE
FULL LIFT 

CAPABILITY AT 
NO ADDITIONAL 

CHARGE

B

AMPLIFIED LEG ELEVATION 
FOR INCREASED CIRCULATION 

AND WELLNESS

UNLIMITED CUSTOMIZABLE 
POSITIONING WITH 

MEMORY CAPABILITIES

LIFETIME WARRANTY ON 
ALL FRAMES, WOODEN 

AND METAL

GOLDEN
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Retailers can’t stop raving about the 
NEW Golden MaxiComfort Power Lift Recliner 

with Twilight Positioning Technology!

Scan code to hear more of what Tony 
Rumble has to say about the PR514!

Truly the most significant enhancement 
to lift chairs since we started Mobül. 

The Twilight technology will further solidify 
Golden Technologies’ position as the world 
leader for years to come. Congrats!

– Wayne Slavitt, 
Founder & CEO at Mobül: the mobility store

Long Beach, California

To actually have a chair that you can  
position and change your weight – and  
take your pain away – that’s something 
entirely different.

– Tony Rumble, Sales Manager  
at Access Mobility, Inc.

Indianapolis, Indiana

The Twilight is the best chair we have by 
far and anyone who has seen it has been 

highly impressed. Thank you for the efforts by 
Golden to develop products that make great 
margins and blow the competition away in 
comfort and innovation.

– Jake Theule, Retail Sales 
Manager at CareLinc Medical 

Grand Rapids, Michigan

The Twilight chair is a fantastic chair. It 
is now my favorite. I suspect that it will 
perform exceedingly high for all of us!

– Debbie Mendelsohn, 
President at Professional Medical Supply

El Cajon, California

We have the MaxiComfort with 
Twilight on our floors today. WOW!!!! 
It’s the BOMB!!!

–  Maria Cozzi, 
Store Manager at 

Atlantic Healthcare Products
West Palm Beach, Florida 

*Patent pending
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A MESSAGE FROM
THE EVP
 
The Golden Path is suggested to be the 

“way of retail” and the journey to drive 
cash retail sales for the home health care 
retailer. The Path is new for many and 
ever-changing for us all. However, 
the aging population is counting on 
us to be there and many of them 
don’t even know it yet.

As we hone our retail skills, and as 
manufacturers continue to innovate, 
together we’re preparing for a future 
of quality service to what will be the 
largest demographic that will need 
us most. Evolving to include a strong 
retail presence in your community 
is equally as important for that 
community as every other major 
retailer. We hope to see retailers 
strive to show innovation with home 
health products and services. 

We applaud—and ask you to 
support—the advertisers in this 
magazine. They too wish for your 
success. We also thank the many we 
couldn’t include, even after growing 
this edition to 44 pages. We offer this 
free journal to the home health care 
provider as their reference, aiding them 
in their process to evolve to support 
their community offering home medical 
products and services.  
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C.J. Copley, MBA
Executive Vice President 
Golden Technologies

Golden’s Award-Winning 
Marketing Team
Pushing the boundaries for 
innovation and creativity 
on all fronts, Golden has 
been recognized for excellence in video. 
The Twilight launch video was named a 
winner in the 39th Annual Telly Awards. 
The video was created to highlight the 
genesis of the world’s first three-motor 
luxury recliner. 

Left to Right: Tim Robinson, Sarah Lydon, 
C.J. Copley, Loryn Copley & Chris Carroll
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Rich Golden, CEO, and his wife, 
Christine, have long been 
involved in the growth of the 

company. Their passion for making 
quality products to improve the lives 
of others is infectious. Their care and 
concern for all employees who touch 
these products and make things 
happen on a daily basis is genuine. 
Their young and talented family will 
take us into the future.

With Rich Jr., and Alyssa already 
having completed internships last 
summer in finance and marketing 
respectively, they are well on their 
way to contributing to the success of 
Golden Technologies.

Where Are They Now?
Rich Jr., a graduate of St. Joseph’s 
University, is currently employed at 
dfYOUNG in Philadelphia, and also 
pursuing his MBA at St. Joe’s. Alyssa 
is a senior at the Berklee College of 
Music in Boston, MA, and will graduate 
in May 2019. She plans to pursue 
a master’s degree in marketing. A 
talented singer, Alyssa has performed 
numerous times singing the national 
anthem at professional sports events 
and appeared on national television. 

Mike graduated in 2018 from Crestwood 
High School in Mountain Top, PA, 
where he excelled at golf, winning 
the Tryba tournament. He started 
his freshman year at St. Joseph’s 
University as a business major and is 
pursuing golf. Melanie is a freshman 
at Crestwood High School and plays 
varsity volleyball and junior varsity 
basketball.

About Golden
The history of Golden Technologies 
is a story that defines the American 
dream. Established in 1985 by Robert 
Golden Sr., and Fred Kiwak, Golden 
Technologies was founded on the 
pledge to “build it right the first 
time”—a motto that still holds true 
today. As a family-owned, family-
operated company, Golden Technologies 
is committed to manufacturing the 
highest quality products in the home 
medical equipment industry.

Golden and Kiwak began making 
lift chairs in a one-car garage in West 
Pittston, PA, a small town where 
families worked hard to survive as 
the coal mining era was ending. The 
pair partnered with some of the 
finest craftsmen in the region and 

worked together to design and build 
lift chairs that would withstand years 
of use. As their reputation for quality 
spread, the business grew and quickly 
became a family operation, employing 
several members of the Golden and 
Kiwak families. Robert Golden’s son, 
Richard, was one of the company’s first 
employees. He was named CEO in 1991, 
a position he continues to hold today. 
Robert Golden Sr. has since retired 
from the day-to-day activities.  
Kiwak continues to be actively involved 
as the Vice President of Research and 
Development.

Headquartered in Old Forge, PA, 
Golden is now the world’s leading 
manufacturer of lift and recline  
chairs with patented technologies that 
help those with limited mobility  
regain their independence. Every  
chair is handcrafted by American 
workers with domestic and imported 
materials. The Golden line includes 
power lift and recline chairs, electric 
scooters, and powered wheelchairs. 
The Golden brand is associated with 
quality, innovation, and compassion, 
focused on supplying home medical 
equipment retailers with products that 
change lives. 

This Family Is
Pictured L-R: Alyssa, Mike, Rich, Christine, Melanie & Rich Jr.
Absent from photo: their beloved dogs, Max and Murphy.



The A to Z of Retail
Building a business with a reliance on Medicare and insurance is no longer a profitable business model. 
To be successful in today’s competitive marketplace, brick-and-mortar home medical equipment dealers need 
to offer a wide variety of  solutions to a customer’s urgent needs. We’ve profiled two Golden retail partners who 
have seen tremendous success with retail HME. Neither retailer is afraid of  competition—in fact they welcome 
it. Here’s how they are following the Golden Path to retail success. ...

PAT H  P ROF I L E S
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AZ MediQuip in
Greater Phoenix, Arizona

A-Z Home Medical Equipment 
in Fresno, California
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Retail Growth for 
AZ MediQuip
T o go from being an out-of-

work corporate executive 
to owner of the largest and 

fastest-growing home medical 
equipment retail dealer in Arizona 
seems like a fairy tale.

But Mark Nicotera, owner of AZ 
MediQuip, experienced the change 
for himself and knows that it takes 
hard work and marketing acumen 
to find such success.

Acquired in 2011, Nicotera’s 
company is a chain of four retail 
HMEs in the Phoenix marketplace, 
with stores in Mesa, Chandler, 
Scottsdale and Peoria. 

Blueprint for Success
Nicotera immediately made changes 
to the retail operation with a clear 
vision in mind—focusing especially 
on how he markets and presents 
his inventory to the customer. He 
focused first on location, realizing 

that two of the stores were near 
grocery stores and would benefit 
naturally from the foot traffic 
garnered; the higher investment 
in such locations was ultimately 
worth the cost, because of the busy 
environment. “A grocery store does 
not put itself on a slow corner,” 
Nicotera said.

One store was an old Blockbuster 
Video location that provided the 
necessary ingredients Nicotera 
needed. “It had the square footage 
we needed; it had the visibility 
we needed,” he said. “It [had] been 
vacant for six-plus years. We gutted 

it; we started from 
scratch, and everything’s 
brand new.”

AZ MediQuip stores 
also benefit from a 
conscientious layout 
and design. “We have big 
stores, 4,000 square foot 
and larger. If you go into 
one AZ MediQuip location 
and then go into another 
one, you will recognize it’s the same 
look and feel,” he said. “You’ll feel 
comfortable [and] you’ll feel like you 
know where you’re at.

“Their store layouts are absolutely 
gorgeous,” said Eric Messerschmidt, 
Golden Sales Representative. “I 
would tell every dealer that could, 
to come in and take a look at his 
blueprints on how he arranges it, 
how he markets it, and how he 
designs his stores. The layouts are 
perfect.”

With locations and store designs 
that met his needs, Nicotera then 
moved to making decisions on HME 
inventory—and finding ways to 
market effectively. 

“When I acquired the business, 
[AZ MediQuip] was a Medicare 
provider at that point in time,” 
he said. “By the time I dropped 
contracts, retail was already 40 
percent of my business.”

Nicotera soon discovered that 
his focus would be on providing 
services and solutions that a 
customer couldn’t get from working 
with an insurance provider.

“We work with referral sources to 

understand the needs of a patient, 
as well as working directly with 
the patient, to really understand 
what their needs are,” he said.  
“Everything we’re offering is a 
solution that they’re not going to 
get from an insurance provider.”

Bundling Sales
“Hospital beds are an example of 
where we do bundling. Instead of 
buying a bed and buying a mattress, 
we’ve created bundled kits, which 
include a bed, a mattress, sheets 
and installation that’s included in a 
bundle package price,” he said. “That 
has definitely set us apart from 
many of our competitors locally.”

And while Nicotera began with a 
set line of products, he eventually 
realized that he wanted to focus on 
providing Golden products in his 
stores. That decision, he said, has 
made a world of difference in the 
bottom line and today AZ MediQuip 
sells a 10-to-1 ratio of Golden to the 
other brands that they stock.

We can get the cheap products anywhere, 
but if somebody’s comparing lift chairs, the 
Golden products are in some ways selling 
themselves.   —Mark Nicotera, Owner, AZ MediQuip

“
”

Mark Nicotera at his Peoria, Arizona Store.

AZ MediQuip offers bundled kits for hospital beds.

...PATH PROFILES
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“We initially didn’t even work 
with Golden. We had no Golden 
lift chairs, no Golden scooters. As 
we made that transition to Golden 
products, they started to sell. The 
more we stocked, the more we 
sold,” Nicotera added. “The fact 
that we’ve put Golden into this mix 
and that they have sold so well, 
has really helped fuel the growth 
of the company. From one little, 
tiny storefront to the four really 
nice stores that we have today, I 
didn’t do that by myself. It was a 
partnership with Golden that made 
that happen.”

Nicotera said that Golden is 
one of the few vendors that truly 
understand the transition of home 
medical equipment into the retail 
setting. He also said that the  
quality of Golden products speaks 
for itself and is an easy selling point 
to his customers.

“The quality of the products is 
fantastic, the made-in-the-USA 
aspect of it is a very solid part of 
our sales pitch, the warranty is 
fantastic. These are all features 
that we can sell to a customer as a 
differentiating factor of our product 
versus somebody else’s product,” he 
said. “We find every time we put a 
better product in the store, it sells.”

“We can get the cheap products 
anywhere, but if somebody’s 
comparing lift chairs, the Golden 
products are in some ways selling 
themselves.”

Enhancing Service by 
Empowering Staff
“What makes Mark’s stores 
successful is the empowerment he 
gives his staff,”  said Messerschmidt. 
“His staff is very well educated. He’s 
constantly on training.”

“Fairly often a customer will say, 
‘Wow that was easy!’ And it’s like, it 
worked,” Nicotera said. “What we’re 

trying to do worked. We’ve achieved 
our goal to the customer of this not 
being a difficult process for them.”

Purchasing home medical 
equipment shouldn’t be difficult  
and shouldn’t add stress to the lives 
of families in a critical time  
of need. The team believes that 
going the extra mile for those 
individuals and families is crucial.

“I’ve always been taught that 
we want to find a need and fill it, 
and we really can do that,” said 
Vicki Daniels, store manager, 
remembering a recent encounter 
with a customer. “This family 
came in looking for a chair for 
their mother, Evelyn. They needed 
something that was going to give 
her more independence because she 
can’t get out of her chair.”

They helped the family  
find the perfect lift chair, and  
then found a way for the chair to  
be delivered and set up in Yucca 
Valley, California, by utilizing 
Golden’s White Glove Delivery 
Service option.

“We were able to take care of 
everything here out of this location 
knowing that we could get that 
chair to them in California even 
though we’re a state away,” Daniels 
said. Ultimately, that sense of 
satisfaction is what drives Nicotera 
and his staff.

“That’s so rewarding to be able 
to help a family, to help a person 
truly be able to maneuver better in 
life and have more independence,” 
Daniels explained. “That makes me 

feel so good inside when I know 
that I’ve really made a difference 
in somebody’s life. And we get that 
every day here.” 

EXTRA SALES TIPS FROM 
MARK NICOTERA OF 

AZ MEDIQUIP

Online advertising. 
SEO and other digital ads have 
worked well for Nicotera.

Hand-delivered catalogs. 
AZ MediQuip produces its 
own catalog that is delivered to 
assisted living facilities, doctors 
offices, rehab hospitals, and other 
locations. 

Rental business. 
Approximately 30 percent of the 
company’s business is in rental 
activity, and is especially successful 
with lift chairs.

Rental to sales. 
Many of the company’s rentals 
translate to sales, and oftentimes 
are a good test for a potential 
customer. 

More expensive, quality products. 
“You can always go down to a lower 
selling price point very easily, but 
it’s hard to start low and sell up,” 
Nicotera said. 

VIDEO: Learn the keys 
to AZ MediQuip’s retail 
success

Manager Vicky Danielles (LEFT) helps a woman, Evelyn, 
pick out a Golden Power Recliner for her home in California.
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Focus on Fresno
Growing Market Thriving with
Saturated Competition

W ith six Golden Dealers 
selling home medical 
equipment within an eight 

mile radius, you might think that 
Fresno, California, store owner 
Adam Zakarian would feel extra 
pressure to succeed. 

He’s realized, instead, that there’s 
no reason to fear competition in 
his line of business. Zakarian’s A-Z 
Home Medical Equipment arose 
from past work in the hospice 
industry. “I realized that there was a 
big need,” he said. 

A-Z settled in Fresno, providing 
a wide variety of home medical 
equipment inventory including a 
full line of scooters and lift chairs 
from Golden Technologies.

Zakarian’s 10,000-square-foot 
facility sits in Fresno’s River Park 
shopping center—surrounded by 
stores like Target, Ashley Home 
Furniture, and Old Navy.

“We’re the only family-owned 
store here in the shopping center,” 
he said. “We benefit from it being 
one of the biggest shopping centers. 
You get a lot of foot traffic, a lot of 
box stores. We realized that it’s very 
important to have a central location 
that people know.”

Growing Market
Competition comes from the 
large retail chain stores—several 
of which also sell home medical 
equipment—but also from the five 
other specialized stores close to its 
neighborhood. 

Zakarian, however, doesn’t see the 
competition as a threat to the store. 

“Within a thousand feet, we 
have other home stores, but we 
don’t really consider them our 
competitors because we have a  
full selection that they don’t  
offer,” he said.

The growth of other home 
medical equipment stores is 
evidence of a business model that 

simply works. They are evidence 
that the HME industry is a thriving 
one that works best when dealers 
are on the ground and in the 
customer’s home town.

“People were driving [for 
equipment] to Sacramento, down 
to Los Angeles, to San Francisco,” 
said Wayne Grapes, Golden Sales 
Representative. “With all these 
dealers in a very close proximity to 
each other, they’re all doing very 
well, and I think that speaks for the 
community of Fresno—they want 
to buy local,” said Grapes. 

Not Order Takers
Grapes agrees that the presence of 
multiple retail outlets selling home 
medical equipment can actually 
be a positive opportunity for other 
stores. It also provides evidence 
that storeowners are approaching 

customers in caring, creative and 
unique ways.

 “Every year, I’m kind of 
astonished at some of the growth 
that my dealers in Fresno are 
getting with them being close 
together,” Grapes added. “[They are] 
all pretty much being competitive 
in their prices in what they do, but 
they are finding their niche. They 
have people working for them 
that care. They’re not order-takers, 
they’re solution-makers.”

Grapes points to the nearby 
location of “The Bone Store” which 
is 1 mile from A-Z HME. The Bone 
Store is also a thriving Golden 
Dealer that also carries Golden Lift 
Chairs and Mobility Products, but 
has a focus on orthopedic shoes and 
beds. The Bone Store is growing 
quickly and has just opened a third 
location in California.

The Bone Store’s Fresno Location is One Mile from A-Z HME, 
but both locations are thriving with their unique niche.

...PATH PROFILES

Owner Adam Zakarian’s 10,000-square-foot superstore carries the full Golden product line.
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VIDEO: See how one dealer has 
used CareCredit to help customers 
get the products they really want 
and need—and help his location 
grow sales and revenue. Scan with 
smartphone camera for video.

Joe Adelman, owner of Everything 

Medical in Redding, California, 

says, “It helps us with 
customers that may not 
be able to make large 
purchases all at one 
time, and be able to finance it 

throughout 18 or 24 months. They 

can apply really easily. It takes five 

minutes to get them established. 

They can make a large purchase, 

or they can make multiple small 

purchases and finance all of them at 

one time.”

Zakarian said that his successful 
business practices include a number 
of different philosophies that reach 
customers at their points of need. 

“We make it very easy for 
customers to come in here, pick the 
product they want and [be able to] 
buy it the same day,” he said. “In 
order to do that, we had to have a 

big showroom so that we can have 
the full range of products so they’re 
not looking through a catalog, not 
sitting in three chairs [that are] not 
comfortable for them.”

Compassion & Expertise
Zakarian said that, ultimately, 
customers want to know they are 
cared for by people who understand 
their needs.  

“They want to know that you 
care about them, and you’re not just 
trying to sell them a product,” he 
added. “We carry up to 50 of each 
product, and it’s important to have 
the expertise in those products, to 
know what you are talking about. 
They want to feel safe and secure in 
what they’re buying.”

   The combined value of 
compassion and expertise is 
truly unique to the home medical 
equipment retailer. 

“THEY WANT TO KNOW THAT YOU CARE 

ABOUT THEM, AND YOU’RE NOT JUST 

TRYING TO SELL THEM A PRODUCT.” 
      - Adam Zakarian

VIDEO: How competing 
HMEs all thrive in close 
proximity

Give customers a new way to pay.
Get paid in two business days.

Paying the price

CareCredit is a health and personal care credit card 
that gives customers an easy way to pay over time* for:

CareCredit has more than 10.5 million cardholders 
and is accepted at over 200,000 locations, with no 
recourse if cardholders delay or default.**

• Copays
• Deductibles

• Products not covered by insurance
• Out-of-pocket expenses

Bridging the Gap Between
Need and Payment

www.carecredit.com/Golden

www.carecredit.com/Golden

877.375.8069

Start accepting the CareCredit credit card.

Shifts throughout the healthcare landscape have created a new set 
of � nancial challenges for medical equipment professionals and their 
consumers. Consumers today are bearing signi� cant responsibility to pay 
healthcare costs out of pocket, which may a� ect their purchase decisions—
and how and when medical equipment dealers receive payment.1

A recent survey of medical equipment professionals asked about their 
customers’ experiences and the payment trends they are seeing in the 
market. The survey revealed that in many cases, consumers are choosing 
alternate products, delaying their purchase, or opting not to buy anything 
at all. Even when insurance coverage is available, it often fails to cover the 
full cost, and it may exclude the product(s) consumers prefer.

A credit card dedicated to healthcare purchases, with special � nancing 
options that allow smaller payments over time, could o� er an e� ective 
solution for both consumers and retailers. However, the survey results 
indicate that awareness and adoption of � nancing solutions is fairly low in 
the industry.

CareCredit gives consumers a dedicated credit limit to pay for health and 
personal care expenses, including deductibles and equipment costs not 
covered by insurance.* Retailers receive payment in two business days, with 
no recourse if cardholders delay payment or default.** 
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the full cost of equipment for 
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customers experience 
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When product cost is 
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Medical equipment 
dealer survey results1 

said insurance doesn’t cover 
the preferred products for 
more than a quarter of their 
customers with insurance
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applications and the cardholders’ signature on the printed receipt.

1Readership survey conducted by HomeCare Magazine on behalf of CareCredit, August 2017. 347 responses collected.

CareCredit Helps HME 
Retailers Close More 

Big Ticket Sales

There are Six Golden Retailers in a 8 Mile 
Radius in Fresno, California. There is also 

heavy competition from many furniture 
stores nearby.

A-Z HME Not Only Has The Full Golden Line, But Many Color Options of Every Product
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Not something we grow up 
hearing on a regular basis. 
Think about it. Who in 

your life hears about what makes 
you uncomfortable or scared and 
suggests—do more of that. How 
long would you hang around that 
person? Example, say you are 
scared of spiders and you share this 
fear with some of your friends, and 
they say you should hang out with 
spiders more often and conquer 
that fear? If you have someone 
in your life who is strong enough 
to tell you that, consider yourself 
blessed.

However, this is not something 
most of us want to hear or would 
want to be told. Think about 
something you conquered that you 
were fearful of, how did you feel? 
Most would say they felt euphoric, 
empowered or confident. Why? 
Because you grew. You stretched 
your boundaries because you 
followed your fear and learned 
that while you thought it just 
might kill you, it didn’t. You’re alive 
and you survived.  

Now, try applying this to your 
profession. “Fear” might be too 
strong of a word, so let’s use 
“uncomfortable.” This fear in the 
workplace can be traced back to 
simply not having the skills for 
the task that feels uncomfortable. 
Guess what? That’s fair! Why 
should you feel comfortable 
when asked to do something 
that requires skills you need to 
develop? If someone asked me to 
fly a plane today, I would be afraid. 
I don’t have a license. I don’t have 

the skills! I could learn them and 
become a pilot, however.

There is a process to developing 
skills of any kind and that 
process starts with practice. 
Let’s use talking to customers as 
an example. This may be a huge 
fear for someone that has little 
experience. Why? That person 
would tell you it’s because they’re 
not good at talking to customers, 
or they’re afraid to say the wrong 
thing, or to mess up. Without the 
skills, that’s true, but without the 
practice, this will never change. 

All masters admit to once being 
disasters because they know 
you can’t be a “master” without 
first being a “disaster.” People in 
roles for years and years have 
over 10,000 hours of practice or 
experience. All of them started the 
same way, with practice.   

Leaders choose growth as an 
intentional and focused practice. 
Growth occurs by developing 
existing skills and learning new 
ones. Growth rarely happens by 
accident and for those looking to 
take the first step, ask yourself, 
what parts of your life make you 
feel fear? Lean into that fear and  
let the process show you where 
you  
can grow!  

For those following the Golden 
path, inevitably, you will find 
places of fear and discomfort. 
You’re outside of your comfort 
zone. You’re redefining your path 
and setting the course for your 

future. We salute you and commit 
to being here to support your 
journey on the Golden path! 

Give customers a new way to pay.
Get paid in two business days.

Paying the price

CareCredit is a health and personal care credit card 
that gives customers an easy way to pay over time* for:

CareCredit has more than 10.5 million cardholders 
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recourse if cardholders delay or default.**
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consumers. Consumers today are bearing signi� cant responsibility to pay 
healthcare costs out of pocket, which may a� ect their purchase decisions—
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customers’ experiences and the payment trends they are seeing in the 
market. The survey revealed that in many cases, consumers are choosing 
alternate products, delaying their purchase, or opting not to buy anything 
at all. Even when insurance coverage is available, it often fails to cover the 
full cost, and it may exclude the product(s) consumers prefer.

A credit card dedicated to healthcare purchases, with special � nancing 
options that allow smaller payments over time, could o� er an e� ective 
solution for both consumers and retailers. However, the survey results 
indicate that awareness and adoption of � nancing solutions is fairly low in 
the industry.

CareCredit gives consumers a dedicated credit limit to pay for health and 
personal care expenses, including deductibles and equipment costs not 
covered by insurance.* Retailers receive payment in two business days, with 
no recourse if cardholders delay payment or default.** 

87%

61%

said insurance doesn’t cover 
the full cost of equipment for 
more than a quarter of their 
customers with insurance

What percentage of 
customers experience 
the following situations?

When product cost is 
a challenge, what do 
customers typically do?

Medical equipment 
dealer survey results1 

said insurance doesn’t cover 
the preferred products for 
more than a quarter of their 
customers with insurance

82%
said customers decline to 
make a purchase and go 
without any equipment

41%
said customers choose less 
expensive products 

*Subject to credit approval. Minimum monthly payments required. See carecredit.com for details. 
** Subject to the representations and warranties in the CareCredit Agreement with Participating Providers, including but not limited to only charging for 

services that have been completed or that will completed within 30 days of the initial charge, always obtaining the customer’s signature on in-store 
applications and the cardholders’ signature on the printed receipt.

1Readership survey conducted by HomeCare Magazine on behalf of CareCredit, August 2017. 347 responses collected.
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Magic Sales Words
By Darrell Bradshaw

T here are “magic words” that 
can actually transform your 
conversations, your sales 

processes and even your way of 
communicating. Below, I want to 
describe seven of these magic words, 
but before I do, I want to build a 
two-part foundation on which each 
of these words can stand. The first 
part is knowing how people buy. All 
sales can be summed up into eight 
words: People buy with emotions, 
and they justify with facts.

Yes, the first part of the sales 
foundation is emotion. To be 
effective, it’s important to see the 
emotional basis to the magic sales 
words and more importantly, learn 
to use them emotionally. As an 
example of the emotion of sales, 
think about the last thing you 
bought. Did you buy a house, car, 
furniture or a book? Even if the 
purchase was necessary, can you still 

remember the emotion that went 
into your decision? What did you 
love about that item? Emotion was 
there with your purchase, because it 
is always there. 

The second part of the foundation 
for the magic words are the four 
steps of customer service. Yes, 
customer service. If you haven’t 
realized it, sales is the ultimate 
customer service. You are helping, 
educating, relating and being a 
servant when you sell. The magic 
words work better when we realize 
the emotional content, but also take 
the steps to phenomenal customer 
service. The four steps are:
• Accuracy
• Availability
• Partnership
• Advice

Why? Because, you must show 
yourself to be accurate and 
available before you can ever be the 

customer’s partner, and you must be 
their partner before the customer 
will accept your advice. The good 
news is that showing positive 
emotion helps you get through those 
steps, so that when you give advice 
on a product, how it is used, or the 
type of product to be used, your 
advice is easily accepted.

 That brings us to the magic 
words. There are certain words that 
appeal to practically every customer. 
These key words are used by every 
media outlet, marketing professional, 
and advertiser with amazing results. 
As you read about these words on 
the following page, think about how 
they motivate you on a deeper level 
and how you see them in ads on a 
daily basis. Remember, these magic 
words will elicit the same response 
toward your products, as they do for 
those you constantly see in other 
advertisements. 

Continued on page 14.
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WELCOME TO THE       
 VGM COMMUNITY 

Established 1986

We offer solutions to help you operate 
more efficiently. 

We are passionate about the industry 
and advocate for you. 

We use strategy and data to enhance 
your brand. 

We connect you to the people and 
resources to protect your business 
from risk.

VGM is more than a member service organization; we’re a community 
dedicated to helping providers evolve their businesses.  

1-800-642-6065
www.VGM.com

Join your 
VGM community today!

Specialized Membership 
Communities

• Home Medical Equipment 
• Complex Rehab 
• Respiratory 
• Wound Care 
• Women’s Health 
• Home Modifications 

• Home Infusion &   
   Retail Pharmacy
• O & P
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Using these words is the easy part. All you need to 
do is change your current presentation to use these 
descriptive words. When you use them, notice how 
your customer’s attention is focused and how they 
respond. Please understand, these are not words that 
manipulate, hypnotize, or alter a customer’s perception. 
They only help people to focus. The next time you 

present a product, just try them. You won’t believe  
the difference. 

Darrell Bradshaw is the Southeast  
Regional Vice President for Golden.

These magic sales words work better 
when we realize the emotional 
content, but also take the steps to 
phenomenal customer service.

Magic Sales Words
Best: If you know that the product you are selling has been shown to be the best in any way, make sure 
your customer knows about it, and about how those best features apply to their life. It is vital that it is not 
only shown as the best, but how it will be the best to them.

Own: Ownership is better than purchasing because it implies possession rather than spending. When you 
talk to a customer about a product, talk about owning it rather than buying.

Proven: We all like the newest product, but we also crave reliability. The customer doesn’t want to doubt 
that the product will last. What they desire is a product that work as designed, and does not require much 
servicing or repair.

Safe: Along with being reliable, the end user wants to know the product is safe for them to use. They want 
to know they can trust you and the product. This is vital in our industry. As we age, we realize that we don’t 
heal as quickly, and one injury could be life threatening. Safety is a concern for everyone, but even more so 
with medical devices.

New: Can your product be new, even if it is a product that has been sold for years? Absolutely! There are 
always new ideas, updates, improvements, and developments. If it is new, it can also be seen as even safer, 
or more proven.

Easy: Everyone wants the products they buy to be easy to use. It is more important that the product 
makes their life easier. If there is anything complicated about a product, never leave that to chance, always 
show how easy it is to use (or can be), as part of the presentation.

Guaranteed: I often teach that the most powerful emotion is not love or hate, but regret. We all have 
decisions we regret, and that is a real emotion that plays into the decision to buy an item. A customer 
wants to know the product they buy is guaranteed to work properly, and that if there is an issue, there is 
someone to help them make it right.



BEST IN CLASSRANGE!BEST IN CLASSWEIGHT CAPACITY!

Scan code to watch 
our video
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T he year was 1990, and I was 
a young man who had just 
graduated high school and was 

in need of a job. I obtained a job at 
a well-known HME company in my 
hometown. I was hired as a delivery 
technician. I had no knowledge of 
this new field that I was entering 
into. There was so much to learn 
about the many different products 
and supplies that the company 
offered. The most valuable thing I 
learned during that first year was 
that I could make a significant 
impact on people that were in 
need of help. It gave me much 
gratification to know that I was a 
small piece of someone’s puzzle, and 
that I could assist them at a time 
when they needed it most. 

“The HME world 
will always be a 
service-oriented 
industry.” 

As the years went by, I grew with 
the company and eventually became 
the director of sales and marketing. 
Most of the staff had also grown up 
working for the company and over 
time, the number of employees grew 
and we added a small showroom. 

In the mid-2000s, I began to 
see some negative changes on the 
horizon due to reimbursement 
requirements from the insurance 
companies. Insurance companies 
required more documentation and 

they were no longer paying for 
specific items they once used to 
pay for. For people that were in 
need of equipment and supplies, the 
prescription and insurance cards 
were no longer enough. I became 
the bearer of bad news, and had 
to explain to our customers that 
the item they needed to maintain 
their quality of life was not covered 
through their insurance.  
They needed more than just  
a prescription. 

Eventually, in 2014, the company 
was struggling due to the passing 
of Medicare’s competitive bidding 
program in our area. I decided then 
it was time for me to move on. 

I have seen a lot of things come 
and go in my many years in the 
HME world, but the thing that has 
been consistent throughout the 
many changes in the industry is 
that we all need to be diversified 
and willing to accept the changes. 
Diversifying and rolling with the 
changes will keep the lights on and 
the bills paid. 

 Since starting to work for 
Golden, the consistent message I 
relay to my dealers is that this is a 
strong industry that has unlimited 
potential. We are currently in 
the time that we have all spoken 
about—“the baby boomers” and 
“aging in place.” 

Our industry is one of need, 
and our products are a necessity 
for our customers. One way for us 
to successfully meet this crucial 
need is to provide a high-quality 

of service—our customers deserve 
the best service. One way to deliver 
this high-quality service is through 
our brick-and-mortar dealers. Due 
to this, our dealers will never fade 
away. As the baby boomers age in 
place and the products offered by 
Golden become neccessary, it is our 
responsibility as a manufacturer 
to consistently educate them on 
the products that are available. 
We have the knowledge of which 
products will help keep them safe, 
comfortable and independent. We 
need to think of ourselves as true 
retailers, and take a fresh, retail-
oriented look at our well-stocked 
showrooms which should include 
knowledgeable staff. As we become 
true retailers, our customers will 
ultimately understand they will 
no longer need a prescription 
and insurance card but, a Visa or 
Mastercard. 

Along with a pleasant, well-
stocked retail showroom and 
awesome staff, we need to go out 
and get the business. During my 
years in the HME world, I have had 
the most success by being present. 
Consistently showing up allows you 
to create and maintain relationships 
with many diversified referral 
sources. I found that being in front 
of people and meeting with them 
is very effective. They will start to 
connect a face with the business, 
earn your trust and recommend 
your business to others.

Life in the HME World:  
Building Business Referrals 101
By Tom Heim
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“Out of sight, 
out of mind.” 

I strongly recommend creating 
a professionally made brochure of 
your business that includes pictures 
of people using the products. A 
brochure with a picture or two on 
the front cover of a person on a lift 
chair, scooter, or stairlift will catch 
the eye of a potential customer. 
Also, include a personal story of how 
the business was started. Include 
all of the products and services the 
company offers. 

Once you have your brochures 
ready, it’s time to hit the road and 
start building those relationships. 
Create a call route with potential 
referral sources. Leave each referral 
with a holder and 15 to 20 brochures. 
Revisit them every month to see 
how everything is going. While 
you are there, you can reload the 

brochures, if needed. There are many 
places you can visit. See a list with 
my top 12 favorites is in the sidebar 
above. 

TOP 12 PLACES TO VISIT
• Independent living and retirement centers (PT/OT departments/

social workers)
• Assisted living facilities
• Hospitals (PT/OT Depts., Social work, discharge planners)
• Short term rehabilitation centers (PT/OT departments/discharge 

planners)
• Physician offices 
• Nursing agencies (homecare nurses and PT/OT)
• Support coordination agencies (social workers)
• Dialysis centers (social workers)
• Hearing aid stores
• Senior centers
• Diners (lobby/waiting areas)
• Hotels (scooter rentals for incoming guests)

Bonus:  One more minimal marketing idea is advertising within  
 local church bulletins

Tom Heim is the Northeast 
Regional Vice President  

for Golden. 
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How to Compete with 
Different Markets
By Jason Davis

Most retailers are now 
realizing that today’s market 
has changed significantly. 

They notice competitors in markets 
that they have never noticed before 
and are trying to find a way to 
compete with them. The good news 
is that it is much simpler than you 
may think. 

Over the past decade brick-
and-mortar retailers have had to 
compete with internet retailers. 
Some brick-and-mortar dealers 
are more successful than others. 
The most important thing when 
competing with internet retailers 
is to pick the right manufacturing 
partners. These partners must 
have a strong and enforceable 
MAP (minimum advertised price) 
program. Golden has a MAP policy 
and strictly enforces it. It’s key for 
manufacturers to not only have a 
MAP policy, but to actually enforce 
it too.

When competing with internet 
retailers, you should personally 
walk your customer through all the 
charges that he or she will incur 
when ordering online. For example, 
an end user can buy a very low 
quality, poor-performing lift recliner  
for a very low price. But then 
you must add on the white glove 
delivery option, since most end 
users do not want the box dropped 
off on the curb and have to unbox 
the chair alone. 

Then you must look at his or her 
address. Does he or she live in a 
rural area? If so, then there is an 
additional charge. Once you add 
everything up, you may see that the 

end user will actually save money 
from purchasing a chair at the 
brick-and-mortar retail store. If the 
end user is willing to come and pick 
up the chair at the store, discount 
it by $100 or so, since you don’t 
have to pay an employee to deliver 
it or factor in the wear and tear on 
your delivery van. At the end of 
the day, 95 percent of people will 
still buy from a brick-and-mortar 
store. They still want to touch it 
and feel it. Once they are in your 
store, your staff has to be trained 
properly to close and point out why 
buying the product from your store 
is important. 

Then there is the furniture 
market. Most people think power 
lift recliners are new to furniture 
stores. This is false. Furniture stores 
have had power lift recliners for 

years, but they focus on making 
the sale, not comfort and proper 
fit like a HME retailer. This is the 
most important way to differentiate 
yourself from furniture stores. 
Become the health and wellness 
expert in your area. 

The one thing furniture stores 
do well is advertising. Keep an eye 
out for their ads and commercials, 
and compare them to what you are 
doing. This kind of marketing  
will help drive customers through  
your door. 

Jason Davis is the Vice 
President of Sales for Golden. 
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Golden Marketing Plan2019

GOLDEN 
OPPORTUNITIES 

GOLDEN 
OPPORTUNITIES 

HOLIDAY SELLING SEASON

PRODUCT SHOWCASE

ADVERTISING FOCUS

CHANGE POP

CHECK LC / SCOOTER INVENTORY

TRADE SHOW

STRATEGIC PLANNING

HOLIDAY SELLING SEASON

PRODUCT SHOWCASE

ADVERTISING FOCUS

CHANGE POP

CHECK LC / SCOOTER INVENTORY

TRADE SHOW

STRATEGIC PLANNING

New Year’s Gift

Snowbird States 
Scooters / Lift Chairs

Snowfilled States 
Lift Chairs

Gifts for a New You!

New Year / New You

2018 Assessment

Spring Is Coming

All States
Scooters / Lift Chairs

Gifts of a Lift Chair

Mother’s Day

Father’s Day POs

Medtrade Spring

Customer Appreciation/
Open House

Valentine’s Day

Snowbird States 
Scooters / Lift Chairs

Snowfilled States 
Lift Chairs

Gifts for a Loved One

Love

Spring POs

Mother’s & Father’s Day Ads

Mother’s Day

All States
Scooters / Lift Chairs

Gifts for Mom

Mother’s Day

Summer POs

Summer Ads

March Madness

All States 
Scooters / Lift Chairs

 
Gift of a Lift Chair

Spring

Mother’s Day POs

Patriotic Campaign

Father’s Day

All States 
Scooters / Lift Chairs

 

Gifts for Dad

Father’s Day

Closeout POs

VGM Heartland Conference

Q3 & Q4 Plan

JANUARY

APRIL

FEBRUARY

MAY

MARCH

JUNE

Stay up to date on new promotions!

      |   GOLDENTECH.COM
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Golden Technologies, Inc. offers MORE than great lift chairs and scooters. We are your partner for success! 
Follow these Golden Opportunities to maximize promotions and motivate your staff for each season. 

GOLDEN 
OPPORTUNITIES 

GOLDEN 
OPPORTUNITIES 

HOLIDAY SELLING SEASON

PRODUCT SHOWCASE

ADVERTISING FOCUS

CHANGE POP

CHECK LC / SCOOTER INVEN-
TORY

TRADE SHOW

STRATEGIC PLANNING

HOLIDAY SELLING SEASON

PRODUCT SHOWCASE

ADVERTISING FOCUS

CHANGE POP

CHECK LC / SCOOTER INVEN-
TORY

TRADE SHOW

STRATEGIC PLANNING

Independence Day

All States 
Scooters / Lift Chairs

Gifts of Independence

Summer

Closeout POs

Q1 & Q2 Assessment

Spooky Deals

All States
Scooters / Lift Chairs

Gifts of Mobility

Halloween

Medtrade POs

Medtrade Fall

Year-End Push

Summer Sizzle

All States 
Scooters / Lift Chairs

Gifts of Summer

Sale

Fall POs

Medtrade Fall

Thanksgiving Savings

All States
Scooters / Lift Chairs

Gifts of Mobility

Holidays

Holiday POs

2020 Q1 & Q2 Plan

Falling Prices

All States 
Scooters / Lift Chairs

 
Gifts of Comfort

Fall

Closeout POs

Holiday Ads

Holiday Specials

All States 
Scooters / Lift Chairs

 

Gifts of Mobility

Holidays

Holiday POs

2020 Content Marketing/
Editorial Calendar

JULY

OCTOBER

AUGUST

NOVEMBER

SEPTEMBER

DECEMBER

Check in often at goldentech.com
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Jack’s Chairs
How the right recliner brought joy 

and music to Jack Briseno’s life

As he fought an arduous battle 
against stage 4 cancer, Jack 
Briseno of Naperville, Illinois, 

held tightly onto several things that 
gave him strength in his fight.

His family, friends and music 
played an important role during 
his time battling the disease, but 
another quite unexpected source of 
comfort made the journey a much 
more peaceful and smooth one. 

Jack became the proud owner of 
five different Golden Technologies 
lift chairs, and both he and his 
wife, Kathy, credit them with giving 
quality to the last years of his life.

It was from one of those chairs—
one that stayed at a local restaurant 
and bar where he emceed a music 
night—that Jack often shared one of 
his life mottos. 

“At the end of the evening he 
would tell everyone, ‘These are the 
good old days.’ That was his line,” 
Kathy Briseno said. 

Rich Moore, owner of Shanahan’s 
Food and Spirits in Woodbridge, said 
that Jack would often feel too bad to 
perform from the stage. But  
he’d always end the evening on a 
high note.

“When it was time for him to say 
a few words, I would hand the mic 
back to him, and he would close 
up the show with his favorite line, 
‘These are the good old days,’” Moore 
said. “But it was hard to see him 
smile and close his eyes when he 
wasn’t feeling good.”

Search for Comfort
Jack Briseno’s cancer diagnosis 
progressed quickly to a point where 
he couldn’t sit or sleep comfortably, 

and his wife knew something had to 
be done about the situation.

“As the years went on, it got 
progressively worse, went into his 
bones, and it was very difficult for 
him to sit comfortably. Jack couldn’t 
get in and out of our bed anymore,” 
Briseno said.

She visited a furniture store  
and purchased a lift chair, but  
they quickly discovered it wasn’t  
the answer.

“We were excited because we 

thought it was something that Jack 
was going to be comfortable in, but 
once we got it home we realized it 
didn’t fit him; his feet didn’t touch 
the ground,” she said. “We really just 
didn’t know how this was gonna 
work for him.”

The answer came in the form of 
the 143-year-old Oswald’s Pharmacy 
in downtown Naperville, where  
Alex Anderson first showed the 
Brisenos its collection of Golden  
lift chairs.

“HE COULDN’T BELIEVE HOW 
COMFORTABLE HE FELT, THAT 
HE’D BE ABLE TO SLEEP, AND 
HOW HIS BACK DIDN’T HURT 
WHEN HE WAS IN THE CHAIR.” 
                   - Kathy Briseno, Jack’s wife
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“When she saw these chairs 
and saw what they could do, she 
was pretty disappointed with her 
previous purchase,” said Anderson, 
who is a sixth-generation owner at 
Oswald’s.

Briseno said she was immediately 
impressed with the selections 
and the options at the store; she 
was equally impressed with the 
knowledgeable staff.

 “I realized that there were people 
who knew something about a 
product and weren’t just  
selling a chair. It was the fit that 
was the most important thing, 
and we spent hours there with 
Alex letting Jack try out chairs, 
explaining the product.

“When Jack sat on this chair, he 
really did cry,” she said. And that 
was the first chair purchase.

 
Jack’s Collection 
That wasn’t the last Golden lift 
chair the family purchased—not 
even close. The Brisenos purchased 
their second lift chair for a vacation 
cabin in Whitewater, Wisconsin.

“Jack wasn’t able to go there, and 
it was one of his favorite places 
to go,” Briseno said. “It wasn’t 
comfortable to be on a couch,  
and he couldn’t sleep in a bed  
there. So I got the idea to find out if 
we could buy a chair and send it up 
to Wisconsin.”

A few months later, she went 
back to Oswald’s to add to her 
purchase. She had decided that 
they needed a lift chair on every 
level so that Jack could sleep in an 
upstairs bedroom if he wished. Also 
especially important, was a chair in 
the basement, where Jack loved to 
have parties with music.

“She had chairs on every  
floor, which we just thought was 
really cool and the first time we’ve 
ever seen that for a customer,” 
Anderson said.

Having a Golden lift chair in every 
area of the home was a truly freeing 
experience, according to Briseno. 
The ability to recline, rest, and sleep 

in any location gave her husband 
freedom and peace of mind.

“The chair gave him some 
freedom. He would say things like it 
saved his life,” she said. “He couldn’t 
believe how comfortable he felt, 
that he’d be able to sleep, and how 
his back didn’t hurt when he was in 
the chair.”

Music & Friendship
When he was in good health, Jack 
Briseno often spent up to five 
evenings each week at Shanahan’s. 
He would listen to the band playing, 
and he would regularly become 

the master of ceremonies for the 
night’s entertainment. As his health 
deteriorated, however, visits to his 
favorite bar became less common.

“Truthfully, a lot of times people 
came because Jack was emcee. It 
would just be an amazing night 
of music—standing room only,” 
Briseno recalled. “But then he 
wasn’t even making it more than 
five minutes a week, or at all. He 
had a pillow, a blanket, and there 
were times we’d bring a canvas 
director’s chair. But nothing was 
comfortable, and I was like, ‘We 
have to do something’.”

TOP: Alex Anderson, Manager of Oswald’s Pharmacy, Has Never Sold 4 Golden Chairs to One Customer Before  
BOTTOM: Kathy Briseno in Jack’s First Golden Cloud Lift Chair
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Briseno asked Moore if they 
could bring a Golden lift chair to 
Shanahan’s, and he didn’t hesitate 
with his answer. Next came the 
request to Oswald’s to move a chair 
into the bar.

Oswald’s James Hiltenbrand said 
it was the one and only time his 
store installed a lift chair in a bar—
but that it perfectly exemplified 
how Golden products enhance every 
aspect of a customer’s life.

 Family friend and fellow music 
lover Donna Rice reiterated that the 
move of the chair to Shanahan’s 
made a huge difference to the 
Brisenos; it also allowed the friends 
to have more time together.

“Because Kathy brought a chair 
here and because Rich made room 
for this chair for Jack, [he] could be 
here on Wednesdays and Thursdays, 
and he could endure the pain, and 
he could stay in his seat,” Rice said. 
“He would be able to enjoy the 
music, and selfishly, we would be 
able to enjoy him. As far as that 
chair goes, it paid for itself like 100 
times over because Jack was able to 
be with us.”

A Continued Legacy
Jack’s legacy lives on in the 
memories the chair at Shanahan’s 

evokes for his friends and other 
regular customers.

“If you look at that chair, you’re 
like, it’s Jack in a chair form because 
all those memories start flooding 
back about him,” Rice said. “About 
how kind he was, how thoughtful he 
was, how he was the type of person 
that made you laugh, and think 
about not sweating the small stuff 
and to enjoy the moment. That was 
Jack. He lives on.”

And the importance of lift chairs 
in Jack’s cancer battle lives on in  
the way it has affected others 
around him.

His wife recently had surgery for 
thyroid cancer, and when she talked 
to doctors about how to handle 
getting out of bed after having her 
thyroid removed, she immediately 
realized that a Golden chair would 
help in her recovery.

“I came home and I looked at the 
chair, and I’m like, I know where 
I’m sleeping. Probably for two, three 
weeks, I stayed in the lift chair,” she 
said. “It lifted me up, I didn’t have to 
put any strain on myself, and I knew 
what Jack meant. Being able to press 
a button and have it just lift me up 
so there was no strain or anything, 
and I understood what Jack meant 
in regards to how important it was 
to have something like this for us.”

Briseno said that Golden lift chairs 
have also helped their daughter 
during an uncomfortable pregnancy, 
and have also benefited a volunteer 
veterans’ group Jack believed in.

The benefits that the Golden lift 
chairs provided to Jack Briseno—
and for those around him—were 
truly immeasurable. His wife said 
that all of the chairs in Jack’s life 
made his last days truly good. 

“I wish Jack could be in this chair 
now. Who’s ever heard of anyone 
having five chairs?” she said. “I 
mean, they’re not [inexpensive]. I 
knew it would make his life better, 
and so I wanted that for him. 
What mattered was that he was 
comfortable.” 

VIDEO: How Jack’s 
Chairs also improved the 
lives of those around him

TOP: One of Jack’s Chairs in His Bedroom
BOTTOM:: Jack’s Wisconsin Cabin Chair
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D id you know that 63 percent 
of HME business owners’ 
top challenge is generating 

website traffic and leads? In today’s 
market, it may seem impossible to 
reach your financial goals. With 
only 22 percent of businesses 
stating they’re satisfied with their 
conversion rates, determining how 
your business will survive this 
economy can be difficult.

By utilizing the following four 
digital strategies and tools, you’ll 
see an increase in foot traffic, brand 
awareness and revenue in a matter 
of months.

1. GET REVIEWS
Your online reputation is important 
for building trust with customers. 
In 2017, 97 percent of consumers 
looked online for local businesses, 
while 88 percent of people said that 
they trust online reviews as much 
as a personal recommendation. 

With Reputation Plus+, you can 
boost your reputation with more 
reviews from your customers and 
build trust with new customers in 
lieu of your positive reviews. 

2. HAVE THE  
 RIGHT SITE
Make sure your website platform 
is mobile-friendly, accessible and 
designed for health care businesses 
with the most current privacy and 
HIPAA requirements in place.
Are You Aware?
• Only 31 percent of small 

businesses take active measures 
to guard themselves against 
security breaches

• More Google searches take 
place on mobile devices than on 

computers
• One-third of people use 

their smartphone as their 
primary device to access 
the internet

• 82 percent of smartphone 
users say they consult 
their phones before 
making a purchase in store

• Consumers spend 85 
percent of their time on 
smartphone apps

3. TARGET THE 
 RIGHT USERS
Capture potential customers the 
moment they’re searching for you 
with simple campaigns. Find new 
and innovative ways to advertise 
your products to drive more 
customers through your door with 
search engine marketing.

Benefit from utilizing search 
engine marketing with the ability to 
grab the attention of your audience 
at the right moment, measure 
your successes through campaign 
analysis, raise brand awareness  
and increase ad visibility and 
website traffic.

4. CONNECT 
    SOCIALLY
Recently, Facebook announced 
fewer posts by businesses will make 
it to the top of the newsfeed on its 
platform due to the new algorithm 
rollout, causing your posts to 
decrease in reach. 
Change How You Socialize
• Increase your visibility on social 

media with paid ads
• Create a focused marketing plan 

to reach your audience
• Develop strategy-based ads

By implementing these four 
secrets of digital marketing success, 
you’ll not only increase brand 
awareness, but you’ll also have a 
better opportunity of converting 
leads to walk-in customers.

Don’t be one of the 70 percent of 
HME dealers who fail to increase 
their online traffic. Beat the odds by 
contacting VGM Forbin for a custom 
digital marketing solution today. 

Secrets to Success
4 STRATEGIES TO INCREASE WALK-IN TRAFFIC 
WITH DIGITAL MARKETING

By VGM Forbin
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Improve Your Online Presence 
Across Multiple Channels

VGM Forbin has helped us enhance our online presence through our 
PowerWeb™ website, Social Media and Reputation management services, 
and is always keeping us up to date on the ever-changing world online, 
connecting us with our customers.

We would strongly recommend VGM Forbin!

– Tom Polston, Specialty Medical Sales

Google-certified team 
creates original content 
for your business’s 
online presence

Stay on top of what’s 
being said about you in 
online reviews

Drive more tra�c to your 
website with paid online 
advertising campaigns to 
fit your budget

Highlight your top services 
and products — and 
accurately track results 
through online campaigns

Improve your site’s organic 
search engine ranking with 
search engine optimization 

Social media services 
to create content, 
manage your pages 
and engage customers

877-959-4944
forbin.com/golden19

Maximize YOUR Marketing Budget!

ADVERTORIAL 
PLACEHOLDER
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Social media isn’t just for 
keeping up with friends 
and family anymore or just 

updating your professional profile. 
It’s an extremely powerful and 
important marketing tool. As a home 
medical equipment retailer, being 
social is a way for you to be part of 
your local community and let them 
know you’re there for them when 
they need help the most—with 
product knowledge and compassion.

Here are tips for getting  
results from your social media 
marketing strategy:

CREATE VISUAL CONTENT
No matter which platform you use, 
it’s important to create content 
that catches someone’s attention 
and includes a call to action. You’re 
more likely to click on something 
when there’s a great image that 
draws you in. Take photos of the 
events you hold or new products 
you’re selling and share them to 
promote awareness. Make sure to 
add video to the mix. It’s easy with 
smartphones to capture moments 
or do a walk-through of your 
showroom to feature product lines.

BUILD RELATIONSHIPS
Your goal is to build real 
relationships with people in your 
community. These may be past 
customers who love your products 
and appreciate your help in selecting 
them. Or they may follow you 
because they heard you have a lot 

to offer in their area—like value and 
knowledge. Connect with them to 
create a great foundation and keep 
them coming back or become a first-
time customer.

LISTEN
Followers who are customers may 
interact with you and post about 
their experiences. Listen and 
respond to these posts to show you 
care. Help provide solutions where 
needed or thank a happy customer 
for their vote of confidence. You 
can turn customers into brand 
ambassadors!

BUILD YOUR BRAND
Being authentic is vital in social 
media engagement. Focus on making 
a lasting impression with genuine 
content. Your brand should be 
consistent and reflect the culture of 
your business. 

CONSIDER PAYING  
FOR ADVERTISING 
Social media is more than organic 

engagement. It’s being used more 
frequently for paid marketing. 
Don’t be afraid to pay for reach 
and clicks—it might be a good 
investment for you. (See the article 
by Golden’s Tim Robinson, Director 
of Digital Media, on page 30 for more 
info on this topic.)

PAY ATTENTION
Watch how people share your 
content. Are they sharing an 
announcement about an open house 
you’re promoting or a sale you’re 
planning? There is nothing better 
in marketing than word-of-mouth 
advertising. 

SHARE, SHARE, SHARE
One of the easiest things you can 
do is share what’s on our Golden 
Facebook page – relevant content at 
the touch of a button. 

Social Media:
Make It Part of Your 
Marketing Toolbox
By Chris Carroll

Chris Carroll is the Director of 
Marketing for Golden. 
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Ultra soft

Always in stock

Breathable

300,000+ double rubs  
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*Limited lifetime warranty, as long as normal use is maintained.

As proud partners in the Durable Medical Equipment industry for more 
than a decade, Ultrafabrics and Golden Technologies help pave the way 
to success. When Brisa® by Ultrafabrics® is featured on upholstered 
seating, retailers can offer an unbeatable combination of comfort and 
durability, resulting in unbelievable sales along the way.

Golden Technologies is now offering the only lifetime* warranty 
for breathable fabrics on lift chairs in the industry!
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Why Facebook?
Targeting is better than any other platform on the web today. You aren’t spamming 
people who don’t want to hear from you or wasting your money on blasting the wrong 
people. It’s about spending your money wisely to get in front of your perfect audience.

Influence
Baby boomers take action based 
on what they see on social media, 
and most of the time it’s focused 
on finding more information. More 
than half of leading-edge boomers 

will visit a company website or continue the search 
on a search engine after seeing something on a social 
networking site.

Baby Boomers and Their 
Kids Love Facebook
An online survey of 1,000 people aged 
60-69 found that baby boomers love 
Facebook, spending one to two hours 
a week on the site. The kids of baby 
boomers love Facebook even more, 
with an average 11 plus hours a week 
on the site. That’s 15.5 percent of 
their time!

Facebook Knows All
You don’t need to have the government listen in on your 
phone. Every time you like something on Facebook, 
they get to know you a little bit better. You can 
minutely focus your audience delivery, but you don’t 
want to target such a tiny niche that you 
don’t get good results. Facebook 
advertising, like all advertising, 
is only as good as the time 
and thought you put in.

Audience
Why is this important? Because having an audience to 
advertise to will help you focus your marketing message. 
You get to find a lot more potential customers.
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Boosting Posts
When you post on Facebook business 
page, you’ll see a blue “boost post” ad. 
This is fine for something that you 
want to get more eyeballs on, but 
you don’t get the same options and 
flexibility that you get if you set up an ad 
with Facebook’s ad manager. If you use the 
ad manager, you have access to customized 
buttons that you can place on the ad.

Text On Graphics
Facebook has a rule that you can’t 
place an ad with an image that 
is more than 20 percent text. You 
can use the Facebook grid tool to 
help you figure this out, but if you try to run an 
add that says “Happy Holidays” or “We Moved” that 
is all text and not much else, Facebook will reject 
it. So be careful of trying to load text over any 
graphics you place in your ads.

ABC
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Tim Edwin Robinson is the Director  
of Digital Media for Golden. 

Facebook Fans
If you start a Facebook business page, 
your goal should be to attract likes of 
customers who support your business. 
By having people follow your page, you 
can advertise to them anytime you want 
again and again. This is your audience. 
What’s great about that is Facebook can 
use what it already knows about your 
audience, their other likes, interests,  
and so much more, to help you find  
new customers.

Facebook Pixel
You could also install what they call a 
“Facebook pixel” tracking code on your 
website to find people on Facebook 
who are already like your audience, 
and even use the audience of your 
competitors or people aligned with your business to 
develop an audience you can advertise to. There is not 
a more powerful way to target new customers. You can 
use people visiting specific blog posts, product pages, or 
just people visiting your website can be “retargeted” to 
go and like your Facebook page.

Lookalike Audience Email
If you don’t already have a Facebook 
business page, don’t worry. You can create 
a lookalike audience from your email list. 
Just upload your email list to Facebook 
and then get started with building the 
lookalike group. Facebook will compare 
your list to their database, and when 

they find a match, they put the contact in a 
bucket. This allows you to target people who 
meet the same criteria as those already on 
your list, which is an easy way to grow your 
audience and extend your message. 

Time
You must give your ads a some time to work for you. 24 
hours is not enough to see if an ad is working.

Look of the Ad
If you just place text in a 
Facebook ad, it’s not going to be 
as successful as placing photos 
or videos in your ads. You want 
ads to drive value. Take the 
opportunity to show what you 
offer and why people should 
buy from you.

Ad Copy
Get people to pay attention. Headlines work. Sales work. If in 
doubt, lead with an obvious “yes” question. “Are you having 
trouble getting around?” Keep the text short. Anything more 
than two sentences is too much. Don’t forget the call to action, 
like “Call now,” or “Click here to learn more.”

Budgets
You should have a per day and 
per run cost setup in advance. You 
also need to manage this per ad 
variation. You want to spend at 
least $5 a day per ad and at best 
spend $20 a day per ad.

$$

Is Your Ad Working?
First, if you believe your ad is 
working, don’t change a thing. If 
you’re not sure if it is working, look 
at the metric cost of $1 to $5 per 
lead. This cost will be high when 
you first run the ad — probably $6 to $7 dollars—so 
this is why time is important. The longer your ad 
runs, the more affordable they will be.
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W hat do the following 
activities have in common: 
sporting events, vacations, 

taking a cruise, out of town visitors, 
casinos, sightseeing, trade shows, 
theme parks, recovering from 
surgery, family reunions, weddings, 
graduations, etc.? Each is a scooter 
rental opportunity and you can 
probably come up with dozens 
more. Any time or place when 
people are on the move there is an 
opportunity to increase revenue by 
renting scooters. 

The frequency of scooter rentals 
is increasing exponentially each 
year for numerous reasons. One of 
the most apparent is that public 
venues are being renovated and 
built to be more welcoming to 
individuals using mobility products. 
Take for example the AT&T Stadium 
in Dallas, Texas. The opening 
statement in their accessibility 
pledge is, “We welcome you to AT&T 
Stadium, the world’s finest venue. 
We have made it top priority to 
accommodate the needs of our 
guests with disabilities. It is our 
belief that the needs of our guests 
with disabilities should simply be 
an extension of the same courtesies 
that we tender to all guests and 
employees.”¹ This same philosophy 
is being implemented at thousands 
of public locations on both land  
and sea.

Nearly every dealer in any city 
has the potential to engage in 
renting scooters. Granted, not 
every city has a Disney World or 
NFL stadium in their backyard, but 
they do have individuals who may 

be residents or visitors that would 
benefit from a scooter rental.  

Here’s how to get started: Contact 
local hotels and inform them of 
the products and services you 
offer for arriving guests inquiring 
about mobility assistive devices. 
Connect with all public venues in 
your area that attract visitors and 
provide them with your contact 
information. During busy times  
of the year you may want to  
make arrangements with the  
public venues to set up a scooter 
rental station near the venue for 
arriving visitors.

Golden offers scooters specifically 
designed for the scooter rental 
market. For example, bumper kits 
are available on the GB118 and 
GB148. The bumper kits protect the 
scooter from damage and allow the 

unit to be stood on end for ease of 
storage. 

A battery docking station is 
available for the U1 batteries 
available on the GB118 and GB148. 
The dealer, or consumer, can keep a 
fresh set of batteries charging at all 
times to increase the turnaround 
time on a rental unit. 

Contact Cy Corgan or your local 
Golden Representative or account 
executive for additional models that 
can be equipped with rental-ready 
features. 

1. Link to quote: 
   attstadium.com/stadium-info/accessibility

Cy Corgan is the  
Vice President of National 

Accounts for Golden.

Increase Revenue with 
Scooter Rentals
By Cy Corgan
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W hat is “aging population?” 
An aging population 
refers to a phenomenon 

in which the median age of the 
population in a region or country 
rises significantly when compared to 
the total population. This is caused 
by a declining birth rate or rising life 
expectancy. Thanks Google.  

So what does this mean to 
the home health care retailer? 
According to the U.S. Census 
Bureau, it’s expected that by 
the year 2060, approximately 98 
million Americans will be over the 
age of 65, up from 44.5 million in 
2013. In other words, our market 
is growing and it’s growing fast! 
The top five states with the largest 
percentage of citizens over the 
age of 65 are: Florida at 19 percent, 
Maine 18 percent, West Virginia 
18 percent, Vermont 17 percent, 
and Pennsylvania at just under 17 
percent. Furthermore, the age group 
of those 85 years old and above has 
shown the fastest growth in the 
U.S. over the last 10 years. Today, the 
average American is expected to live 
an average of 17 years beyond the 
age of 65. Among these age groups, 
we also have to consider people  
with disabilities.  

According to census.gov, 71 
percent of people over the age of 80 
have some type of disability. Over 
8 million people have difficulty 
seeing, over 2 million are blind. 
About 7.6 million people experience 
difficulty hearing. Over 30 million 
have difficulty walking or climbing 

stairs, using a wheelchair, 
cane, or walker. Over 19 million 
people have difficulty lifting 
or grasping, carrying a bag of 
groceries, for example. Almost 
10 million have difficulty with at 
least one activity of daily living 
and nearly half of this group 

needs the assistance of others to 
perform such an activity. Over 15 
million adults have difficulties with 
one or more instrumental activities 
of daily living. This includes 
housework, using the phone, and 
preparing meals.  

What about multigenerational 
living? Over 50 million Americans, 
or 16.7 percent, live with a second 
generation, according to the AARP 
Bulletin. This is compared to a 
private nursing home room with 
an annual cost of over $90,520, 
according to a 2012 MetLife Mature 
Market Institute survey. These 
homes require products and services 
to make them work for the entire 
family. Many homebuilders see this 
as a way to specialize their services 
and provide a new way of living. 
Have you considered partnering 
with one? 

People in these demographics 
will need products and services to 
aid them in creating a better and 
more independent lifestyle. Home 
health care retailers are the only 
group that can show, provide, train, 
install, repair, and support this 
need. Additionally, by providing 
these products and services, we 
keep people home longer and 
living happier lives. Studies show 
that keeping people home and 
independent improves lifestyle 
and reduces the burden on the 
health care system. Stay focused 
on the task, evolve to include retail 
products and help your community 
live longer, happier lives. 

THE AGE GROUP OF THOSE 85 
YEARS OLD AND ABOVE HAS 
SHOWN THE FASTEST GROWTH IN 
THE U.S. OVER THE LAST 10 YEARS.

Serving the Aging:  
It’s All in the Numbers
By C.J. Copley 

C.J. Copley is the Executive  
Vice President of Sales and 

Marketing for Golden. 
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A re you thankful for  
your customers? Of course, 
you are. The real question 

is, do you show it? Customer 
appreciation plays an important role 
in retaining customers and gaining 
new business. 

Providing a remarkable customer 
experience is critical to retail 
success, especially in the age  
of online shopping. To truly  
engage the modern consumer 
offline, retailers must offer 
experiential in-store visits that 
customers can’t get electronically. 

What’s the solution? Businesses 
should show a little love and give 
back to the community by hosting a 
Customer Appreciation Event. When 
done right, this strategy can draw 
people into your store, increase 
awareness, and even generate sales. 

When planning the event, you 
should factor in seasonal changes, 
as well as the schedule of your 
target market. Consider a theme 
but be mindful when picking your 
date. Ensure that it’s not too close 
to the snowy or rainy season, or 
on summer weekends when many 
people are traveling. Planning 
requires managing several moving 
parts, sticking to a budget, and 
following a timeline, all while 
running your store day to day. 

The turnout of your event will 
depend on how well you market 
it, so spend adequate resources on 
this step. Consider the following 
suggestions part of the marketing 
budget for the store and look at it as 
long-term effort that will generate 
results:

• Send postcard invitations to 
existing customer base and 
referral sources

• Send email invitations
• Create a Facebook event with 

invitations
• Publish social media posts and 

sometimes paid-for post or ads
• Put out banners in front of the 

store
• Leave flyers at neighboring 

businesses
• Hand out point-of-service flyers
• Call your top customers or 

referrals and invite them 
personally over the phone, if 
appropriate

• Advertise that consumer 
Financing is available

• Have a free raffle every hour
• Provide free hot dogs or 

refreshments
• Invite a local radio station to have 

a remote live broadcast
• Offer a five-point maintenance 

check on any mobility product 
• Offer walker tuneups
• Provide CPAP/Mask maintenance 

checkup and adjustments

Events are a slow-build strategy 
but can have a profound impact 
if done correctly. It’s best to see 
the appreciation events as an 
investment rather than a sales 
tactic. While it’s common practice 
to showcase merchandise during 
events, be careful not to come off as 
too salesy. 

Social media is an excellent 
resource for company exposure. 
Post photos and video from 
the event on Facebook, Twitter, 
Instagram and any other social 
networks you belong to. Thank 
everyone who attended, mention the 
people who took part in it, and tag 
individuals you know personally. 

The more involved you become 
within your community, the bigger 
your customer base will grow. You 
will find that work can be more fun 
than you thought! 

Planning a Customer 
Appreciation Event
By Carl S. Lloyd

Carl S. Lloyd is the  
Western Regional Vice  

President for Golden. 
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Connect the Dots: 
Take Your Walk-In Traffic and Develop 
Your Business Into Something More
By John Smid

Many of today’s HME 
survivors are still filled 
with the stress and anxiety 

of reduced reimbursements and 
how that affects the day-to-day 
operations of their businesses. The 
struggles are real. HME business 
owners are faced with difficult 
decisions such as, “Do I need to 
reduce the staff?” or, “Do I need 
to downsize my space and reduce 
costs?” Many see this as their only 
option to survive. I beg to differ.

We have all heard the of the 
activity, “connect the dots.” Every 
franchise restaurant prints one 
on the back of the kids menu. 
The purpose is to give the kids 
something to do until the food 
arrives, right? A good kid experience 
equals a good parent experience, 
and a good parent experience 
equals return visits. Another fun is 
revealing what the finished product 
actually looks once they connect 
all the dots. Let’s simply bring this 
concept into our businesses.

The traditional HME business 
has a consistent flow of traffic 
every day. Customers walk through 
the door, waiving their white flag 
of whatever the doctor told them 
they needed. The customer service 
representative takes the piece of 
paper and begins the process. It’s 
what they know. It’s often all they 
know. The concern becomes more 
about what information is required 
by an insurance company to 
provide the company that reduced 
rate of reimbursement. And the 
argument is that the business, and 
those customers walking through 
the doors have become less and less 
profitable on the reimbursement 

side. The reality is customers keep 
walking through the door and that’s 
a great thing.

Take any customer —better yet, 
take every customer who walks 
through your door and ask yourself, 
“Based on what they are asking for, 
what other items do we have that 
clearly connect to their needs?” 
Remember, they don’t know; this 
situation is often new to them so 
business owners need to be the ones 
who take control. Start tracking 
your top five reasons a customer 
walks through your door and be 
specific. Then develop a list of  
items that simply help them 
connect the dots. 

Here’s the honest truth to this: 
A customer service staff member 
not helping every customer that 
walks through your door connect 

their dots, is costing your business 
far more profitable revenue dollars 
than Uncle Sam has ever taken 
away in competitive bidding. Every 
prescription should have at least 
five dots that the customer service 
representative needs to connect. 
If they don’t connect the dots, the 
picture isn’t complete, which often 
creates a problem (with kids in 
restaurants and with cutomers in 
the HME setting). Remember what 
the restaurant business—happy and 
engaged customers bring higher 
profits and repeat business. 

John Smid is the Midwest 
Regional Vice President  

for Golden. 
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