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In the world of business, 
there is one element that 

crosses every industry – 
customer service. Basically, 
without customers, a busi-
ness couldn’t exist. At Med 
One, we serve a wide variety 
of customers, and without 
them, we would not be here. 
Fortunately, we provide a 
service that is needed and 

necessary for organizations to exist and provide service 
and support for their customer.

Often times, great customer service is the battle cry for 
many companies. Most will stake their claim that they 
offer the best possible customer service and will stop 
at nothing to make sure their customers’ needs are 
met. When that claim is made, I believe, for the most 
part, companies will make a sincere effort to make 
sure this is true. It is a belief that starts from the top 
and resonates throughout the organization.

So what does it take to be a 
company that is truly committed 
to providing excellent customer 
service? For me, the answer is 
found when things don’t go as 
planned. It is easy to claim you 
are providing great customer service when everything 
runs as planned. But how companies react when a  
challenge arises is a better indication of where that  
customer service commitment level really exists.

Over the course of my career, I have found that most 
customers really want to be treated honestly and fairly. 
If something goes wrong, they don’t want excuses, they 
want the truth. They want to know the real answer.  
It may not be what they want to hear, but telling  
someone an answer you think will make them  
happy usually leads to more trouble down the road. 

When an issue comes up, companies who are truly  
focused on the customer, do whatever it takes to right  
the situation. I have found many examples of organizations 
that do a great job and those that lack significantly – even 
though their motto may be something about providing the 
best customer service.

I have found that 95% of the time there is an issue, it can 
be resolved with a positive outcome. However, despite  
the best efforts of the company, there are times when a  
customer will walk away disappointed. Not because every 
effort wasn’t made to take care of the customer, but  
because they chose to not to let the solution work for 
them. This is always unfortunate but part of business.

At Med One, we strive to provide the best possible customer 
service. For the most part, transactions run smoothly and 
without a hitch. In the rare case when something doesn’t 
go as planned, we will do everything we can to make it 
right. This has been the case since we started business 
almost 25 years ago. We want every interaction a customer 
has with Med One to be positive. We want them to know 
their needs were met and we are genuinely interested in 
developing a long lasting relationship.

I would be interested in hearing any stories you have  
that pertain to customer service. Have you come across  
a company that makes that claim, “100% Customer  
Satisfaction Guaranteed,” and received that level of  
service? Or how about the company that makes the  
same claim yet fails miserably when a challenge comes 
up? Share your story with us and it might show up in a  
follow up story in an upcoming edition of Med One to One.  
Stories can be sent to editor@medonecapital.com.

“Over the course of my career, I have found that most customers 
really want to be treated honestly and fairly. If something goes 
wrong, they don’t want excuses, they want the truth.”

4 Each Industry’s Common Element – Troy Tait
A need for good customer service is an element that exists in every industry, and like any  
business, Med One wants each interaction to be positive. 

5 World-Class Experience – Larry Stevens
In order to create an out-of-this-world customer experience, businesses have to be consistently 
and constantly focused on their customers while eliminating any “pain” customers may have.

9 The CFO And Customer Service – Jeff Easton
Understand more about preventative controls and detective controls and the role they play  
in assisting the CFO to provide quality customer service.

12 Utah Jazz “Be a Team Player – Read!” Contest
Med One Capital had the opportunity to sponsor the Utah Jazz Reading Program that promotes 
literacy and teamwork in elementary schools across Utah.

13 Hospital Spotlight – Good Samaritan Hospital, Los Angeles
Learn more about one of our customers, Good Samaritan Hospital.

15 Preserving an Expectation – Robb Stevens
Preserving a culture of terrific customer service begins with hiring the right people  
and continues by cultivating an environment where employees understand its importance.

17 Acquisition Solutions
Detailed descriptions of leasing, rental, sales, service, and asset management solutions.

19 4 Key Tenets of Great Customer Service – Mark Stevens
Speed, Responsiveness, Problem Solving, and Recovery are all important factors when  
working with customers. How we implement and respond to each factor will define the  
success of any interaction with customers.

23 Employee Spotlight – LuLu DeHaan
Learn more about one of our employees, LuLu DeHaan.

24 Process Driven - Nate Davis
Med One recently implemented a mobile initiative for the rental division that allows our  
processes to be taken care of more conveniently, accurately, and efficiently.

24 Neither Snow Nor Rain – LuLu DeHaan
Even in less-than-ideal conditions, a valued employee of Med One shows their dedication  
to providing quick and effective customer service to a hospital in need.
 

25 Making It Work – Ibby Smith Stofer
How can businesses salvage a meeting that hasn’t met expectations and make sure the  
customer leaves happy? Active listening and flexible responses helped a Med One  
employee during this challenging meeting.TA
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I
can almost guarantee that anyone who has 
ever used a telephone has heard the following: 
“Thank you for calling (name of company), your call 
is very important to us. Please listen carefully to 
the following menu.” This is typically followed by 

a list of possible reasons that you might have called, 
but less than 50% of the time is one of the options  
related to actually talking to a real person. It has been 
my experience that even if there is an option, by the 
time I am actually connected to someone with whom I 
can have an actual conversation, I have been asked for 
an account number as well as various items of personal 
information to identify myself and then put on hold  
(until the next available representative can talk to me). 
I often ask myself, “What is it about this experience 
that demonstrates to me that my call really is  
important to you?” Now, I absolutely recognize the  
fact that with some companies, the call volumes  
would be staggering and this kind of system is the  
only efficient and cost effective way to handle high 
incoming call volume. But it seems that with the 
advancement of technology, automated call answering 
has become the norm for almost all companies. I get 
that it saves money not to have a person answering 

incoming calls, but it seems somewhat of a mixed message to  
tell your customers that their call to you is “very important” only  
to force them to run through a maze of frustrating entries before 
they ever get to communicate with someone from your company.

It is, to me, somewhat humorous and even ironic that I have 
recently been hearing radio commercials about a new virtual 
receptionist service that will allow a business to create the illusion 
that incoming calls are actually answered by a real live person who 

represents the company and can be of assistance. Apparently  
the message is beginning to be received, that if your customers  
are important, you had better treat them as such.

Our good friend Mike Staver in a recent blog post  
(www.mikestaver.com) asked the following:

Are You Creating A World-Class  
Customer Experience?

WORLD-CLASSexperience “It seems that with the advancement of technology,  
automated call answering has become the norm  
for almost all companies.”
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Please read the headline carefully. Then read it again. 
When all extraneous issues are stripped away, the 
customer experience is the single most critical factor 
in determining your success. In a very real sense,  
nothing else matters. How that experience is defined  
is your key to continuing to prosper.

Mike contends further that for a business to be  
ultimately successful in creating a great customer  
experience, it has to be dedicated to the concept of  
taking away their customers’ “pain” in the experience 
of doing business with them. That is a concept that  
has resonated with us at Med One for many years.  
We are not the biggest player in our market place,  
and we are certainly not the “low cost provider,”  
but we have been very successful in striving to  
take away the pain of doing business with us.

We recently received the following unsolicited compliment 
from one of our customers—(an employee in a small 
regional hospital located in Southern California):

“When all extraneous issues are stripped  

away, the customer experience is the single most 

critical factor in determining your success.”

78% of consumers have bailed 
on a transaction or not made  
an intended purchase because 
of a poor service experience.

A typical business hears 
from 4% of its dissatisfied 
customers.

On average, loyal customers  
are worth up to 10 times as 
much as their first purchase.

It takes 12 positive experiences 
to make up for one unresolved 
negative experience.

HELPSCOUT.NET

THE FACTS

“Oh, you all are great! I get my invoices like clockwork 
and if I need to call I get my help right away and I 
LOVEEEEEEEE that an actual person answers the phone 
when you call. I cannot tell you how impressive that it  
is in this day and age when you are greeted by an actual  
person. Love your customer service, don’t ever change 
that, it really means a lot to us old school folks.”

The above statement was made to one of our accounts 
receivable team members–(not typically an area in a 
company with which customers enjoy dealing). 

Because of the nature of our business, our typical  
customer interaction starts when a prospective  
customer wants to lease or rent an item of patient  
care equipment from us. We have to differentiate  
our customer experience by being responsive and  
prompt, offering flexible solutions, offering competitive  
pricing, and by taking as much “pain” out of the initial  
experience as we possibly can. Because we are usually 
dealing with financially oriented transactions that deal 
in the hundreds of thousands of dollars, we are talking 
about lease contract language, customer credit  

worthiness, technology issues, and many, many  
aspects that could result in the “infliction of pain.” 
Much to the amazement of our customers and the  
consternation of many of our competitors, we have 
been very successful in setting ourselves apart in  
our response to the new customer experience. New  
customers often comment on the significant difference 
of doing a lease or a rental with Med One.

That, however, is only the start. Once we have  
successfully attracted a new customer, we essentially 
have to “live” with them for the 
next 3–8 years (or more) while the 
terms of the contract are success-
fully completed. This means that we 
are going to have multiple com-
munications and contacts with this 
customer throughout the term of 
our relationship. Because our customers are almost 
always hospitals, it means that the conversations that 
happen during the term of the relationship are seldom, 

if ever, the same person who originally initiated the 
relationship. Consequently, throughout our company–
in every department of Med One, every team member 
has to be dedicated to providing our customers with a 
pain-free, comfortable, and satisfying experience.

We never believe that we have mastered this. It is a 
constant work in progress for us. We all recognize 
that it is the key to our success and our survival as a 
company. It is a critical element of the ongoing training 
of each of our team members. When we welcome new 
employees, they are often surprised by how large a 
premium we place on helping our customers have suc-
cessful interactions with us. I am sure that we often fall 
short. I am sure that sadly, we do not execute this prin-
ciple perfectly in every case. But it is a principle that 
we are always striving to improve, and it is the principle 
that has driven this company’s overriding philosophy 
for 25 years since we first opened our doors.

It is very meaningful to me to receive responses from 
our customers that they appreciate and value the way 
that they are treated when they interact with Med One. 

It is also very meaningful to me when I witness the  
very high number of customers who have chosen to  
do business with Med One in multiple additional  
transactions after the initial experience.

Recently we participated in providing and installing 
over 50 brand new ventilators to a state-owned,  
long-term care facility in the state of New York. This  
is at least the fifth time that we have provided new  
ventilators to rent to this facility over the past 20 years 
that they have been our customer. It is an extreme 

compliment to Med One and each of our team  
members that every time this contract has come up 
for bid, Med One has been the chosen provider-not 

because of pricing, but because of the  
“World- Class Customer Experience”  
that they have come to expect from us.

Having a real person available to answer our phone 
is only the start. We at Med One are constantly and 
consistently focused on our customers and in trying to 
differentiate our version of a “World-Class Customer 
Experience” with what we see all around us every day. 

“Every team member has to be dedicated to  
providing our customers with a pain-free,  
comfortable, and satisfying experience.”

Are You Creating A World-Class  
Customer Experience?
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“Here at Med One we are putting our effort into 
processes on the front end that allow us to  
always provide the best customer service.”

W ay back in 1956,  
Armand V. Feigenbaum  

described a process called  
Total Quality Control in an article  
published in the Harvard Business 
Review. Feigenbaum’s framework 
was innovative at the time because 
it showed that investing in a quality 
product or service could save money 
in the long run. The Total Quality 

Control framework differentiates between costs  
associated with failure and costs associated with  
controlling quality (detecting or preventing failure).

Med One is a very unique company that has been  
successful in a space where we do everything that  
we possibly can to benefit our customers for nearly  
25 years. We ensure the experience our customer  
has with us has made their job easier and has reduced 
the amount of pain that occurs in their specific duties. 
However, what I have learned in my nearly 8 years here 
at Med One: there is much more to customer service 
than just getting a transaction in and closed. You now 
have a customer in place and the Total Quality  
Control that you have established will then dictate  
the customer service that a customer will receive.

For the first 7 to 8 years of my career, I spent that time 
in the Public Accounting and Sarbanes-Oxley world. 
I know, exhilarating. However, what I learned in that 
time was invaluable as I was able to see dozens and 
dozens of different companies, how they transacted 
business, and in many cases, even how they provided 
customer service or lacked in customer service.  
Another key thing I learned was the idea of  
preventative controls versus detective controls.

Preventative controls are designed to keep errors or  
irregularities from occurring in the first place. They  
are built into internal control systems and require a  
major effort in the initial design and implementation 
stages. However, preventative controls do not require 
significant ongoing investments.

Detective controls are designed to detect errors and  
irregularities, which have already occurred and to  
assure their prompt correction. These controls represent  
a continuous operating expense and are often costly. 

I learned quickly that preventative controls are far 
more efficient and customer service friendly than 
detective controls, but as the definition given above 
states, they require a major effort in the initial design 
and implementation stages, and may I add to this—
very, very few people understand the importance  
of excellent preventative controls and these  
controls actually allow you to provide the best  
customer service possible. 

I remember the first CFO job I took approximately 10 
years ago. I arrived on the job in the fourth quarter 
and had to get geared up quickly for the audit. I was 
not able to put in as much time as I would have liked 
on understanding and diving through each and every 
balance in the general ledger so that I would have 
a solid understanding, understand the controls that 
were in place, and then have confidence that what was 
occurring was correct. Soon after the audit ended, I 
started diving into and going through each balance. 
This was more than just seeing if it was the same from 
year to year, but truly understanding each account (as 
was done at Med One upon my arrival) and what made 
up that balance. What I soon found was something that 

Detective 
controls are 
designed to 
detect errors 
and irregu-
larities, which 
have already 

occurred and to assure their prompt correction. These 
controls represent a continuous operating expense  
and are often costly.

As a company which type of controls do you REALLY 
want to have? As a CFO I believe immensely in having 
great customer service, but for customer service to be 
great for the entire life of a transaction or relationship 
with a customer, I would argue strongly that taking the 
time to put in preventative processes/controls will help 
you provide SUPERIOR customer service rather than 
shooting from the hip and being reactive with  
detective processes/controls. Anyone who tries to  
convince you that being reactive rather than proactive is 
already behind the eight ball and at some point will slip 
with their customer service. Take the time now to own 
your processes, to own your controls, and to provide 
superior customer service.

www.toistersolutions.com/blog
www.newpaltz.edu/internalcontrols

The CFO and Customer Service
Much More Aligned Than One Wants to Admit

had been done “In the name of customer service” and 
had created a major issue in the Accounts Receivable. 
This issue had compounded itself over the previous 20 
years and resulted in a large write-off that the company 
then took “In the name of customer service” as we 
were not going to be able to go back to the customer to 
recover funds that were rightfully ours. “In the name of 
customer service” we had taken the easy way out and 
because of the lack of controls in place for 20 years, 
the company now had to take a write off.

At every place that I have been in my working career 
(and in many other facets of my daily life), if I had $100 
for every time that I have heard something to the effect 
of “We need to do it now,” or, “Just do it this way once,” 
or, “This is just a one-time exception,” or words similar 
to this, I would be a wealthy man. I am not saying that 
there may not be a one-time exception, but what I  
have found in all companies for which I have audited  
or worked for, exceptions become a normal way of 
doing business. Although, upfront one may think good 
customer service is being done, at the end of the day 
and on the back-end, bad customer service occurs and 
the situation then does not turn out the way the  
company or the customer wants. 

Here at Med One we are putting our effort into  
processes on the front end that allow us to ALWAYS 
PROVIDE THE BEST CUSTOMER SERVICE. It is an  
internal battle on a daily basis. Over the last nearly  
8 years, we have put in a 
number of new processes 
and systems that have 
improved our customer 
service immensely and 
allowed us to become the 
entity we are today. With 
that being said, there are 
still many areas we are looking to improve and  
challenging all aspects of our business to provide  
improved customer service. As we have management  
at all levels of our entity gain support for these  
initiatives, our customer service improves. We have 
hard and tough conversations, and it can be difficult to 
get people who have done something one way for a long 
time to change, but you must provide feedback and as 
a company you must be willing to change and adapt. 
Management must be willing to put in the time and 
then most importantly ADOPT what they have agreed to 
adopt and make the processes on the front end better. 

At the beginning of the article we discussed two items:

Preventative controls are designed to keep errors or 
irregularities from occurring in the first place. They are 
built into internal control systems and require a major 
effort in the initial design and implementation stages. 
However, preventative controls do not require  
significant ongoing investments.

WRITTEN BY: JEFF EASTON

CFO THOUGHTS
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Be A Team  
Player - READ!

F ebruary 24th was a day filled with reading, questions, and games 
as Trey Burke from the Utah Jazz made a visit to students at Saint 

John the Baptist Elementary in Draper, Utah. Saint John the Baptist 
was one of ten schools that won the opportunity to have a Jazz player 
visit after participating in the Utah Jazz “Be a Team Player-READ!” 
Contest. As a sponsor of this program and event, Med One was  
honored to see the students’ hard work outside of school pay off.

Each year, the month-long reading contest challenges schools in  
the area to read outside of school and log their reading minutes. The 
ten schools with the most logged minutes are awarded an ice cream 
party and a visit from a Jazz player.

For students at Saint John the Baptist Elementary, Burke read Clark 
the Shark Dares to Share by Bruce Hale and If Kids Ran the World 
by Leo and Diane Dillon to a giddy audience, participated in a Q&A, 
and then picked up a basketball to play Lightning with some excited 
students. Med One is always proud to sponsor this program and is 
excited to help young students develop a life-long love of reading. 

COMPANY NUMBERS THROUGH DECEMBER 2014

MED ONE CAPITAL DECEMBER 2014 2014 YTD

LEASING AND FINANCE

NEW EQUIPMENT PURCHASED $9,912,109 $132,647,586

NUMBER OF NEW LEASES 35

TOTAL CUSTOMERS 2140

TOTAL EQUIPMENT LEASED $302,868,566

EQUIPMENT RENTAL

TOTAL RENTAL REVENUE $1,074,935 $10,383,766

Where We Stand
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JOSE SANCHEZ 
MATERIALS MANAGEMENT
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H olding fast to a tradition of caring, Good Samaritan Hospital is a world-class academic  

medical center affiliated with both USC and UCLA Schools of Medicine. Good Samaritan  

Hospital supports seven Centers of Excellence that focus on advancing the science of medicine while 

providing outstanding patient care with national and internationally renowned physicians. The centers 

include the Heart & Vascular Center, Samaritan Comprehensive Orthopaedic Center, Tertiary Retinal 

Surgery, Pancreatico-Biliary Program, Kidney Stone Services, Transfusion-Free Medicine & Surgery 

Center, and the Davajan-Cabal Center for Perinatal Medicine. 

Each year, Good Samaritan Hospital admits  
approximately 17,000 patients (excluding newborns) 
and handles more than 93,500 outpatient visits.  
More than 4,000 deliveries and 8,000 surgeries  
are performed annually in 18 surgical suites. 

Good Samaritan Hospital is expected to complete its 
new 193,000 square foot Medical Pavilion featuring the 
Frank R. Seaver Ambulatory Surgery Center in 2015. 
The new medical pavilion will feature amenities such 
as a patient-friendly lobby, radiation  
oncology, pharmacy, Women’s Imaging,  
and Bistro Café on the first floor. The  
second floor will include 8 outpatient 
surgery suites and floors 3 to 7 will house 
ancillary services and physician offices. 
The Medical Pavilion will offer Los Angeles a 
leading-edge facility where physicians, patients  
and family members will feel comfortable in a space 
designed to enhance the efficiency and convenience  
of acquiring advanced medical care.

Med One Capital has had a working relationship with 
Good Samaritan Hospital since 2010. Jose Sanchez at 
Good Samaritan recently took the time to share some 
highlights from the great relationship that has been 
fostered during this period. Jose has worked in the  
healthcare industry for 22 years and has been working 
at Good Samaritan Hospital for 11 years where he 
currently handles materials management. When asked 
what made Good Samaritan decide on partnering with 
Med One Capital, Jose responded, “The reason we chose 
to make Med One our primary source was the creativity 
in helping Good Samaritan Hospital reduce our rental 
cost on portable patient equipment and at the same time 
create a program where we would own more equipment, 
hence reduce our rental cost. This kind of program is 
what differentiates Med One from others and at the  
same time helps with budgeting.” 

Creativity when agreeing on a program is a key element  
of Med One’s customer service experience. We do our 
best to align the service and product offered with the 
needs and requests of the customer. In this way, we  
separate ourselves from what the rest of the industry  
has to offer and go above and beyond what is expected. 

Cost is also an important factor in deciding on a program 
that best fits a facility. If there are roadblocks, challenges, 
or constrained budgets, it is our job to ease that financial 

burden and create a flexible program to fit a hospital’s 
needs. In this way, we can help facilities like Good  
Samaritan remain as the world-class medical centers they 
are and assist in offering the best patient care possible.

In reference to Med One’s quality of service, Jose had  
this to say: “The quality and service Med One provides  
in both customer care and in providing portable patient 
care equipment is excellent and second to none. I believe 
from the Supply Chain perspective and the rapid changes 
we are seeing in the healthcare environment, Med One 
has been able to provide services that help meet some  
of these cost challenges we see on a daily basis. They  
have a great understanding of getting in front of the  
customer and helping to address any issues before  
they become too unmanageable.”

Good Samaritan Hospital has done a fantastic job  
utilizing resources to make their facility one that offers 
some of the best care possible. We are always excited  
to help make that happen by working with customers  
to ensure the best options are available.

GOOD SAMARITAN HOSPITAL
LOS ANGELES, CA

HOSPITAL SPOTLIGHT

“The quality and service Med One provides in both 
customer care and in providing portable patient care 
equipment is excellent and second to none.”

EVERY 
YEAR AT
GOOD SAM

17,000 
PATIENTS

93,500
VISITS

4,000
DELIVERIES

8,000
SURGERIES

ADDRESS 1225 Wilshire Blvd, Los Angeles, CA 90017  PHONE (213) 977-2121

www.goodsam.org
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“When a customer has a positive experience, 
chances are they will want to come back for more 
business and even better, they may even share 
their experience with others. ”

T wenty years ago in February, John Stockton of the Utah Jazz,  
one of the best pure point guards in NBA history became the  

all-time assists leader in the NBA. The value of an assist in the sport 
of basketball may be overlooked, undervalued, or even overvalued 
depending on your perspective. Ultimately points are what matter to 
the outcome of any game. Assists are the quiet stat that get much less 
attention in the final analysis, but one thing is sure: When a member 
of a basketball team puts the ball in a place where a teammate can 
then put the ball in the basket more easily, the whole team benefits. 

In a business setting, the value of an assist is  
measured by how well your customers are taken  
care of—including co-workers who depend on each 
other for advancing the business. If that one thing is 
done well and done right, everybody wins. When a  
customer has a positive experience, chances are they 
will want to come back for more business and even 
better, they may even share their experience with  
others. Those kinds of benefits are simply invaluable! 

When a company’s culture demands exceptional 
customer service as ours does, and your customers 
have come to expect it, the burden to maintain such 
a reputation can be heavy, but certainly worth what-
ever it takes. If not carefully cultivated, a reputation 
of exceptional customer care will be fleeting at best. 
Preservation of culture has to start with hiring the right 
kind of people who will effectively “carry the flag” of 
the company. Any employee that has communication 
with customers will have impact (negative or hopefully 
positive) on a company’s image, especially in the digital 
age. Any consumer can instantly tell the world through 
social media outlets or things like Yelp of their  
experience and thus directly impact others in their  
own purchase decisions. 

One of the most important aspects of 
promoting our customer service culture is 
consistency. In other words, regardless of 
whom a customer calls at Med One, they 
have to get all-star treatment. That is the 
uniform our team has to wear to ensure 
success. Maintaining consistency starts 
with who we recruit. When searching for 
new team members, our screening and interview  
process helps identify candidates that appear to  
have a natural, comfortable rapport with people,  
are competitive in a healthy way, and are hungry for 
success. We want our team members to make sure 
that when they’re on the phone, they are in the moment 
so the person on the other end knows that they are  
the absolute priority at that time. A good potential  
employee for us will also be someone who is manageable 
and thus willing and able to make the Med One culture 
a part of who they are by accepting training, feedback, 
and direction to do what is required. 

Once a person is hired, they learn by observation  
what it takes to do a Med One deal, and we then expect 
our employees to take what they have learned, merge  
it with their natural abilities and simply get after it. 
Good service is not an act that we put on solely out  
of obligation and self-interest, but should be or  
become a part of who we are. It should be a genuine  
golden-rule approach to life reflected in everything  
we do, particularly with taking care of customers. 

WRITTEN BY: ROBB STEVENS

Med One’s lease origination team is on the front  
line of customer interactions, so it’s critical that every 
member of our team in every single exchange we  
have promotes and reflects the world class customer  
experience that we are known for. As Benjamin  
Franklin put it, “Well done is better than well said,” 
so talking a good game can really only get us into the 
conversation of a lease opportunity. Once we talk our 
way into it, the task at that point is to actually deliver on 
what we say. If we do, more often than not we will win. 
Our approach is often as simple as asking customers to 
give us a try and let us prove to them what we can do. 
We like to believe we’re the best in the business at  
being responsive, creative, simple and solutions- 
minded, and most of the positive feedback we receive  
indicates that we are right. If those are indeed the things 
we consider our core competencies, the expectation must 
become every customer’s reality or else we will most 
certainly lose credibility in a real hurry.

If you ask a buyer why they ultimately bought from the 
particular salesperson or company they chose, you will 
likely hear that the salesperson really listened to their 
needs, collaborated with them around those needs, 

and built trust in the process. If price is part of the  
final decision, you may hear something about how 
the person they bought from was not necessarily the 
cheapest option, but in the end, they were the best choice.

So in a competitive situation (which most sales  
undoubtedly are), how do you become the “assist  
leader” and thus tip the scales in your favor? You  
exceed expectations and create value before ever 
claiming to have given any. You take the time to meet 
with and talk with and listen to people and really  
understand what they need to have happen. You go  
beyond just showing them your solution, you adjust 
your solutions so they become their solutions. You 
prove in every way that they can count on you. Finally, 
you add a touch of class to their experience. When a 
customer is done with the deal, there should be no 
buyer’s remorse, but instead, excitement for the next 
opportunity they may have to work with you again. 

It’s been said many times before, if we don’t take care of 
our customers, we can be certain that someone else will! 

JAN | FEB | MAR 16
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Equipment Rental

Our Equipment Rental division is an authorized rental dealer for Alaris 

Systems and Sigma Pumps.  We carry equipment from leading  

manufacturers and our refurbished medical devices are patient-

ready, include a full warranty, and are factory tested. Equipment 

Available to Rent: Modular Systems, Syringe Pumps,  Infusion Pumps, 

 Patient Monitoring Systems,  Pulse Oximeters,  Smart Pumps,  SCDs,  

 Ventilators,  Bi-pap Machines  and much more.

Equipment Sales / Services 

Our Equipment Services division includes full time OEM  

certified technicians who can meet the needs of a single  

department or the needs of your entire facility. We offer service  

repair options on a wide variety of equipment, including PM  

services. Additionally, we have patient ready refurbished  

equipment available for sale or rental that includes a warranty.  

Available Equipment: Infusion, Respiratory, Oximetry,  

Monitoring, Imaging, Sleep Study equipment and more.

Asset Management

Med One works to drive down costs and increase efficiency in hospitals 

through People, Processes and Technology. We offer creative  

equipment acquisition options and provide in-house delivery  

of equipment. Management of equipment and biomedical  

maintenance provides increased efficiency and better infection  

control with software analytics that have real-time statistics.  

We can customize a solution to fit the specific needs of your  

facility. We are dedicated to reducing costs, maximizing  

efficiency and improving patient care.  R
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Capital Lease

Customer commits to a fixed term of rental payments. At the end  

of the rental term, customer owns the equipment with a $1.00  

buyout. There is no option to return this equipment. Rather, the  

point of this program is simply to finance the equipment over  

several months when cash is not available for immediate  

purchase. Completing a capital lease through Med One is  

just a matter of signing a simple agreement and issuing  

a purchase order. Both the signed document and the PO  

are then sent directly to Med One. This program is also  

known as a Rent-To-Own or a $1.00 Buyout Lease.

REQUEST A QUOTE AT
WWW.MEDONECAPITAL.COM

Med One Capital exists to provide creative equipment acquisition solutions  

to the healthcare industry. Whether it’s equipment leasing or rental, equipment  

sales or service, we make medical equipment available to our customers.

Infusion, Respiratory, Monitoring, Oximetry, Imaging, SCD, & More
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MAKE IT CUSTOM

Deferred Payments 
Deferred payments allow purchase-minded customers to 
get their equipment now and pay for it later. Many deals are 
completed on the basis of a 12-month deferral.

Step-Up Payments 
A step-up payment scenario provides a customer with a very 
low initial payment which increases over time to match the 
increased flow of revenue generated from the new technology. 

10712 SOUTH 1300 EAST, SANDY, UT 84094  

     800.248.5882      info@medonecapital.comP E

EQUIPMENT ACQUISITION

Operating Lease

Customer commits to make monthly payments based on  

an established term. When the term ends, the equipment can  

either be purchased based on its fair market value, rented for  

an additional 12 months, or returned to Med One Capital with  

no further obligation. Completing an operating lease through  

Med One is just a matter of signing a simple agreement  

and issuing a purchase order. Both the signed document  

and the PO are then sent directly to Med One.

Equity Rental

Simply issue a 1 month renewable purchase order to Med One, 

and the customer receives brand new equipment direct from  

the manufacturer. The customer can rent the equipment on  

a month to month basis or, if capital budget is allocated,  

purchase the equipment with 50% of the rental paid going  

toward the purchase price. There is no paperwork to sign,  

payments are made from the operating budget, and the  

customer may return the equipment at any time.
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Each solution offered by Med One can be 

customized to best fit the needs of a  

specific customer. Contact us today 

to learn how we can help your facility 

acquire the equipment it needs.  

We have over twenty-five years of  

experience working in the healthcare  

industry. Our simple documentation, quick 

turn around time, and customer service 

have no comparison within the industry. 
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The same can be said in the world of business. We  
are in an environment where there is fierce compe-
tition to gain and retain customers. There is more 
competition than ever before and there is a relentless 
effort being made in many different industries to win 
over customers to a product or service. So often it  
is the little things that make the biggest difference  
to a customer whether it is business to business  
or business to consumer. 

The concept that it is more profitable to keep loyal 
customers than to continually pursue new ones is  
not new. A loyal, satisfied customer is more willing 
to forgive a mistake, if you have established trust and 
credibility they are often willing to pay more rather 
than looking elsewhere for a less expensive alternative, 
and they will be more open to listen to new products 
or services made available to them. The proper  
treatment of customers thus becomes critical 
to long-term success. 

To achieve a level of service that truly sets a company 
apart from the competition, it takes a real effort 
from every member of a company, not just specially 
assigned employees. It’s been said that customer 
service is not a department, it’s everyone’s job. Every 
member of a team must recognize that they exist 
because the customer chooses to deal with them. 
Regardless of how far removed from direct contact, 
all members of the team are contributing to the  
customer experience. It can become easy to get  
tunnel vision and occupied with tasks then lose sight of 
the big picture. But if you don’t listen to the customer 
and make them feel valued, someone else will.

There are several key tenets that should be standard 
for a business who is committed to offering a great 
customer experience.

The speed in which you respond to and address 
customer inquiries or concerns is one of the most 
important aspects in providing a great customer  
experience. Speed means reducing the amount  
of time it takes to complete a task or provide the  
required information. Speed creates advantages  
and opportunities over competition. 

There are occasions where speed should be second in 
favor of accuracy and thoroughness. In these cases, it 
is important to respond quickly even if you don’t have 
the full answer and explain what is being done and 
why it may take some time to provide answers. If  
customers know you are looking into their problem 
and expectations are set, they are likely to be  

F or the past 3 years my oldest daughter has been involved in competitive swimming.  

I am not a proficient swimmer by any means, so I am a keen observer at practice and 

meets. Swimming is a sport that requires a fair amount of patience as you learn the intricacies 

of each stroke and figure out how to put everything together. It is remarkable to see what  

happens for a swimmer when the so-called light turns on and they get it. This happens once 

the swimmer understands how important body alignment is so each part of their body can 

work in concert to maximize the efficiency of their stroke. The best swimmers understand  

that it is the little things that make the biggest difference. In a sport where winning or not is  

determined by hundredths of a second, the little things end up not being so little after all. 

comfortable waiting for results. The worst thing to do 
is to leave a customer uninformed with no expectation 
for when their question will be answered. The better 
you communicate and keep customers informed, the  
happier they will be when a problem is resolved.

Speed and responsiveness allow the groundwork  
of a relationship to be laid, but real value comes  
when you listen to your customer to understand their  
challenges, their needs, and their goals so you can 
create solutions for them. A customer may have an 
idea of what they think they need but you may look at 
an issue differently and will be better able to provide 
a solution that best addresses the customer’s need. 
When you can demonstrate that you can solve a  
customer’s problem and consistently deliver, you 
have earned a loyal customer.

No matter how in touch you are as a business, no 
matter how committed your people are to customer 
service, there are times when your team may not 
meet expectations. A call may go unreturned, a  
request may not be performed exactly how a customer 
expected, or your customer service efforts simply 
may not be well received. Part of creating a great 
customer experience is making things right when they 
go wrong. It’s the ability to quickly and easily solve 
customer problems and turn a bad situation around 
so your customer thinks you are the greatest company 
in the world. Recovery isn’t just about saving face,  
it actually improves your business because it helps 
you turn a complaint into a chance for loyalty. A  
true measure of where your team is with their  
customer service is to observe how well they are  
able to turn a bad situation into a resolution that  
is both acceptable to the customer and leaves  
your relationship in a solid state.

It has been shown many times that customers are 
likely to tell more people of a negative experience 
rather than a positive experience. So to offer a great 
customer experience, be consistent and remember 
that every customer contact provides a chance to 
shine. In this day and age where many companies 
decide to automate their customer service, it can be 
easy to stand out by the little things you do. Things 
like providing a live person when customers call 
your business, having employees empowered, and 
understanding that customer service is everyone’s job 
and their treatment of customers has a lasting effect 
for better or for worse. As with swimming, so it is with 
customer service, having your people aligned properly 
and focusing on the customer will prove to be the  
difference between winning or not. 

...and why it matters

Speed

Responsiveness & Transparency

Problem Solving

Recovery

Key Tenets of Great 
Customer Service 4
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Karen Raven Vice President of National Sales  
Karen Raven is a leader of the Med One Capital National Sales 
Team and has worked in the healthcare industry for over 30 
years. Karen has worked in various roles including Direct 
Sales, National Accounts, and Regional Director. Karen has a  
background in infusion, vital signs monitors, and enjoys working 
in healthcare because the products sold save lives every day.

Kory Sorensen Southern California
Kory Sorensen has been involved in the medical equipment industry 

for over 30 years. Within those thirty years, Kory has obtained his 

Medical Sales Training Certificate and has proven to be a valuable 

representative. He enjoys meeting and exceeding customer needs and 

providing equipment to medical facilities when they need it most.  

Kory currently is servicing the Southern California rental market.  

Jeremy Quick Alternate Site Equipment Sales
Jeremy Quick joined Med One Capital in August 2009 with an 

extensive background in sales and marketing. Jeremy’s  

responsibilities include creating relationships in the non-acute 

care market to present Med One’s products and services.  

This allows him to reach out to nursing schools, clinics, research 

facilities, and EMS companies. He enjoys helping these diverse 

customers acquire medical equipment to aid in the treatment or 

instruction of those in need.  

Robb Stevens SVP and Director of Lease Originations
Robb Stevens began his career at Med One Capital in January 
2002 as part of a leasing sales group and was appointed as Senior 
Vice President and Director of Lease Originations in November 
2012. He has been a top contributor to lease originations, vendor 
development, creating strong relationships with customers, and 
successfully blending all aspects of the leasing sales process to 
maximize returns. 

Doug Green VP of Leasing Sales
Doug Green joined Med One in January 2002 as part of the leasing  
sales team. Prior to Med One, Doug worked in sales and business  
development at Boise Cascade and Franklin Covey. As Vice President 
of Leasing Sales, Doug leads a sales team dedicated to providing 
customer-friendly solutions that allow hospitals and healthcare  
providers a way to acquire the critical equipment they need. 

Tim Loftis Director of Strategic Development 
Tim Loftis joins Med One as a Financial Solutions Account Manager with 
over 15 years in sales and business development with Morgan Stanley, JP 
Morgan Chase, and the Economic Development Corporation of Utah. Tim 
received his MBA from University of Utah and a BA from Occidental College. 
He is proud to serve our partners in the medical community by providing 
simple and effective financing solutions in a responsive, consultative, and 
friendly manner and supporting long-term relationships. 

Kenny Wamsley Director of Strategic Development 
Kenny Wamsley started at Med One after working in financial 
services with software and as a manufacturer’s representative. He 
graduated from Western Wyoming College and has over 13 years 
of sales and marketing experience. Kenny has been married for 15 
years and has 4 children. He enjoys spending time with his family  
and also spending time outdoors fishing and hunting. 
 

Carter Allen VP of Business Development
Carter Allen has been in the financial industry for 15 years and has 
been with Med One Capital for the past 12 years. He appreciates the 
opportunity to provide solutions for hospitals that allow them to gain 
access to much needed equipment. Carter is also involved in devel-
oping new relationships with medical device companies looking to 
increase their sales by offering creative financial options.

Tom Lindsey Senior Vice President National Director of Rental
Tom Lindsey has over 35 years of experience in the medical sales and 

rental industry, allowing him to successfully and professionally repre-

sent and value products, services, and manufacturers. He graduated 

from Brigham Young University with a degree in Microbiology, was a 

former EMT, and is CBEST certified. Tom has been involved with Med 

One Capital since 2001 and continues to be a valuable part of the team.  

VENDOR LEASING

ALTERNATE SITE

NATIONAL EQUIPMENT RENTAL AND SALES

Felecia Leckrone Mid-Atlantic Region
Felecia Leckrone loves the medical industry and is following in 
her father’s footsteps by pursuing medical sales. She has over 
16 years of experience in medical sales that gives her significant 
knowledge about the challenges that medical institutions face. She 
is excited to be at Med One Capital and looks forward to helping 
Make Medical Equipment Available.

Scott Wooster Northern California
Scott Wooster has 27 years of experience in medical equipment sales. 
His specialty is in equipment rentals, asset management, and medical 
device sales. Scott has also held management positions in several 
medical companies. Scott enjoys being a customer advocate, helping 
hospitals find solutions to fulfill their equipment needs, and helping 
facilities provide the best care possible.

Bill Varley West Coast Region
Bill Varley has over 25 years of experience in marketing and sales. 
Prior to working at Med One, he worked at several different medical 
device companies in management positions specializing in imaging 
applications, cardiology and infusion. Bill has worked all over the 
U.S. and internationally to provide better solutions to hospitals and 
healthcare facilities.

MED 
ONE
SALES

 GROUP
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LEASING
RENTAL

SALES
SERVICE

Our Sales Team is comprised of experienced professionals 

brought together for the specific purpose of Making Medical 

Equipment Available for hospitals and healthcare facilities 

across the U.S. They are experts in equipment finance, rental 

and sales, and seek to always put the customer’s needs first. 

Based out of Salt Lake City, Utah, Med One has distribution 

centers in Southern California, Northern California, Texas, 

North Carolina, Florida, and Massachusetts. We work with the 

largest equipment manufacturers in the healthcare industry.  
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WRITTEN BY: NATE DAVIS

I was born the youngest of four children in central Washington, and  
I spent my childhood on a couple of acres in the rural town of Othello 
raising cows and working in our large garden. I have two sisters  
(and 2 brothers-in-law), one brother (and one sister-in-law), and  
two amazing parents. I am also the proud aunt of three little boys.

I went to BYU-Idaho and graduated with a degree in English. It  
serves me well here at Med One where I help with writing, editing, 
and design. Along with those three things, I love reading,  
photography, and just about anything creative.

Traveling is also a big part of my life, and I’m lucky to have traveled throughout Mexico,  
England, Scotland, Wales, Ireland, and most of the United States. I currently live in Salt Lake 
City, and its central location allows me to go on many weekend trips. I hope to visit more 
places in the future.

Overall, I’m extremely happy to be working at Med One Capital doing something I love and  
living in the great city of Salt Lake. I look forward to all the future has to offer, and I couldn’t 
ask for a better life!

Employee Spotlight // LuLu DeHaan
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T he devices around us can help us in taking care of our users and customers. Recently, 
our company has implemented a mobile initiative to help facilitate deliveries and 

pickups of our rental equipment. Our delivery drivers carry a tablet with them wherever 
they go. When a customer calls in and requests a pickup or new delivery of equipment, 
wherever our sales rep is, we can get the request entered and notify our delivery drivers 
immediately. When our delivery drivers grab a piece of equipment off the shelf, they  

enter the serial number right into the tablet. The system generates 
all the necessary paperwork digitally and the customer can sign 
right on the tablet that we have received or delivered the equipment.

The digital devices around us can really help. In this specific  
process I detailed, we are able to provide very fast, accurate, and 
convenient service. It’s very fast, because we can work wherever  
we are, and the system facilitates quick entry. It’s also very accurate, 
because we are using the same system for deliveries, pickups, and 
billing generation. 

These types of processes are what make us able to take care of our customers quickly, 
accurately, efficiently, and professionally, and we are always looking for more ways to 
enhance our processes using new technology and devices.

A s a company based in Utah, snow is expected and generally not a big issue  
as far as equipment shipment and delivery. However, Med One also has three  

distribution centers located in Southern California, Northern California, and  
North Carolina where snow or frozen conditions aren’t quite as expected. 

At the very end of 2014, Southern California experienced heavy snowfall that 
resulted in a New Year’s Eve storm. That night, a hospital customer needed 3 
ventilators to be delivered. Rather than postponing delivery, one of our valued 
representatives at the distribution center prepared the delivery vehicle to brave 
the storm, and drove down the freeway at 1 AM toward San Diego to carefully 
transport the much-needed equipment. The next morning, those of us in Utah  
saw the included photo of the storm conditions.

We knew it would have been easy to choose to delay delivery of the equipment 
given the circumstances, but Med One cultivates a sense of excellent customer 
service that trickles through to each and every employee. Postponing the delivery 
could have resulted in dire consequences for the hospital, patients, and families 
of those patients. With those consequences in mind, our representative, Brandon, 
practiced the suggested safety precautions and safely transported the needed 
ventilators to the hospital.

Our level of dedication to customer service is one that is continually growing,  
and it is something we take seriously. Whether our customers need equipment 
delivered in a snowstorm, term flexibility, or completely custom solutions, we  
are here to meet those needs. As we always say here at Med One, “We do one 
thing really well-whatever it takes.” JAN | FEB | MAR 24

Neither Snow Nor Rain
A Southern California Equipment Delivery

Process 
DRIVEN
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“Okay, now what? We were less than 5 minutes into the meeting and 

our proposal was way off base. We had a busy executive who clearly 

believed we were wasting her time and were clueless.”

One of my most memorable customer service 
experiences involved a rare on-site visit to a 

university teaching hospital. As the Director of  
Pricing for my company, I was responsible for  
working with our sales representatives to close 
business. This usually meant a few phone calls  
with key hospital personnel including Directors of 
Material, CFOs and often Legal to answer questions 
or modify terms or pricing. 

When we were launching our latest technology the 
complexity of the contract and negotiations changed 
from a traditional equipment sale (IV pump) to soft-
ware, hardware, and services. For the customer as 
well as our sales organization, this was a significant 
change. Our first potential customer asked for cor-
porate to come in to their facility since they saw great 
value, but were struggling with the finance leadership. 
They had done our clinical trial and saw real value 
and their existing pumps had aged. 

Finance issues generally meant that cash was not 
available or the price was too high. We sharpened 
the pencil, and lowered the pricing. We restructured 
our leasing offers and put together some options and 
packaged it all into a PowerPoint 
presentation. We spent the night 
before refining it and went off to 
Kinkos for revisions. Filled with  
confidence, we knew we had the 
best possible presentation. 

As we sat across the desk from the 
Director of Materials, he said he had no idea how 
our upcoming meeting with the CFO would go. 
He indicated that he had tried to identify their  
objections without success. 

Feeling a little less confident, we went through the 
presentation with him and he was impressed, but 
reiterated his hesitancy about the CFO. We walked 
to the administrative conference room, laid out our 
package and waited. When the CFO walked in her 
body language was clear that she did not want to  
be there for yet one more sales presentation. 

She picked up the presentation packet and began  
flipping through it and commenting to the Director  
of Materials that we don’t lease! 

Okay, now what? We were less than 5 minutes into the 
meeting and our proposal was way off base. We had a 
busy executive who clearly believed we were wasting 
her time and were clueless. 

Well, I asked everyone to give me the packet in  
front of him or her, and I threw them on the floor.  
The look of horror on my senior sales consultant  
was, in retrospect, humorous. He had no idea  
where I was going with this, and I had only a  
slight hope of saving the day. 

I acknowledged that we had missed the mark and 
asked her to help us. I actually asked her to hang 
up her title behind the door and pretend she was 
hired as a consultant by the university health system 
to get this project done. To all of our surprise, she 

embraced that idea and proceeded to tell us of the 
covenants and why a standard lease would not work. 
As she went on, I made copious notes and questioned 
how they could acquire the equipment. She said if we 
could do a 12-month rental that would meet their in-
cremental borrowing test, it could work. She took me 
to her office and looked up the current rates. At this 
time she offered that it could be a renewable lease, 
which would allow us to offer better rates. 

Asking her for a break, I frantically called my lease 
partner and told him we had hit the wall. I shared  
with him the CFO’s concerns and the challenge  
we had in front of us. 

He went to work, first assessing the risk, the technology, 
and the CFO’s willingness to share her concerns  
as well as her incremental borrowing rate. As my 
sales consultant and I sat nervously awaiting his 
return call, the Director of Materials was calling  
us to see what was happening. 

Within the hour my business partner called and  
he said: “Yes, we can make it work. I will send the 
paperwork to you now.”

Customer service shone that day. When the CFO 
learned we would do a renewable rental, she knew 
she had made the right decision for the university 
and staff. She also knew that we were willing to listen 
and treat her as our consultant and not an obstacle. 
She even wanted to be the one to let our Director of 
Materials know that the deal was done. 

When we walked back into his office, he had received 
the deal from Larry and signed it. 

I have quite a memory of that day. While memorable, 
it was not unusual for us to reach out to our partner 
with our challenges nor for them to meet the objections. 
That is why to this day, that device manufacturer  
partners with Med One Capital as does the health 
system when they need financial services. 

Customer service had a stellar day. We treated the 
CFO as a consultant and not an obstacle. The Director 
of Materials continues to use that technique when he 
meets objections and our business partner once again 
exceeded all expectations. 

WRITTEN BY: IBBY SMITH STOFER

MAKING IT work



Lease, Rent, Purchase, and Service Medical Equipment

REQUEST QUOTES

VIEW EQUIPMENT INVENTORY

LEASING, RENTAL, SALES AND REPAIR

LEASING AND FINANCE TRAINING

MEET THE TEAM

READ OUR BLOG

CONNECT THROUGH SOCIAL MEDIA

WWW.MEDONECAPITAL.COM
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