








AR e same kind of prohibition exists in the Bible. Exo-

dus 22:25, Leviticus 25: 35-37, Psalms 15:5 and Eze-

kiel 18:13 all condemn charging interest for the loan of

money. However, by the time the New Testament was

written, the rules of money lending had been relaxed

and Jesus’ parable of the talents seemingly approves the charg-

ing of interest—Matthew 25:14-19. In any case, Christianity

and Judaism both were able to rationalize their ways around

the Old Testament prohibition against charging interest during

the Enlightenment and as the world commercialized in the in-

terests, perhaps, of greater and quicker earthly treasures. This
easy rationalization has been harder to come by in Islam.

If loaning money without charging interest is an eco-

also pay rent for its use. Depending upon the deal, the rental
rate may be stable or it may be adjusted as often as daily or
less often—annually, or every three to five years.

In its purest form, an ijara transaction cannot charge a late
fee if the rental payment is not made on time, because such a fee
would be deemed riba and forbidden. However, the agreement
can provide for the lessee to pay a certain amount to charity if
the ijara payment is not made on time. The bank/lessor may
control the charitable funds, but must ultimately give those
funds away and cannot make them part of the lessor’s income.

If the customer breaches any term of the agreement, the
bank/lessor can terminate the agreement and claim the proper-
ty as its own. Once the agreement is terminated, for any reason,
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nomically senseless endeavor—and charging interest can
send you to hell—what to do? The answer, in a word, for
the most devout Muslims, is ijara—rent-to-own. While the
motivation of Islamic rent-to-own dealers and customers is
entirely different from the motivations underlying the RTO
industry in the U.S., the business result and the transactions
are the same. It is a riba-free transaction that may cost a
little more, but one that does so very much more. In U.S.
terms, it provides customers with access, flexibility, conve-
nience and terminability. To Muslim believers, it provides
goods and services today and nothing less than the keys to
the Koranic equivalent of the Pearly Gates.

Islamic populations governed under Sharia law are being
told that they cannot enter into transactions where interest
is charged. The marketplace response has been rent-to-own
and it is an increasingly popular option for housing and ve-
hicles in England, several other European countries with
heavy Muslim populations and Canada. There are Muslim
financial institutions in these countries that are structuring
riba-free RTO transactions for the devout. The bank buys
the property the believer wants and collects rent on the
property, whether real or personal, holding title until the
purchase price, plus a little extra, has been paid. By some
estimates, Sharia-compliant finance is growing at a rate of
15 percent per year in the Middle East.

explains ijara financing: the customer identifies the

desired property—either real estate or personal prop-
erty. The bank purchases the property and puts title either
in the bank’s name or in a trust. The customer enters into an
agreement to purchase the property at the bank’s cost with
payments over time. Title remains with the bank/trustee/
lessor until the price has been paid in full. In addition, be-
cause the customer is using the property, the customer must

bere is how a Sharia-compliant financial institution
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the customer is no longer obligated to make rental payments.

When the agreement runs its course, the bank/lessor trans-
fers title to the property to the customer for no additional
consideration, just like a rent-to-own transaction in the U.S.

The practice of structuring financial transactions to com-
ply with Sharia law is not without criticism, even among
Muslims. In Canada, the country’s Mortgage and Housing
Corp. has commissioned a study of Islamic banking and ija-
ra there and that proposed study has come under attack. The
Muslim Canadian Congress (MCC), a progressive Muslim
group, has released a letter stating, “Religion has no place in
the banking or mortgage industry.”

According to the founder of MCC, “You are taking ad-
vantage of the most disadvantaged people. [Sound familiar?]
You are telling them that we will charge you more for your
total mortgage and when you die you will go to heaven. They
are using the holy books to prey on a vulnerable market.”

ammm— o one expects to see prayer rugs in U.S rental stores
” any time soon, but stores in areas with heavy Muslim

populations may want to investigate the prevalence
of Sharia law principles in their communities. If there are a
lot of adherents, some careful and respectful marketing and
an explanation of rent-to-own, U.S. style, might bring some
more business into the store.

Of course, if the Islamofascists, who insist on strict com-
pliance with Sharia law worldwide, finally win the war on
terror and Americans either bow their heads to Mecca every
day or have them cut off, the rent-to-own business in the
U.S. stands to get very, very big, indeed. In the meantime, a
better understanding of Sharia law in markets with lots of
Muslims might spur deliveries.

Ed Winn III is APROS general counsel. His e-mail address is
edwinn@mwvmlaw.com.
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Scott Brown
and his team cott Brown spent the bulk of his Wichita,
Kansas, childhood in two places: the grill
have a goal, and the pool. Both locales were manifes-
tations of family legacies. Brown’s Grill
aplananda : was opened by Scott’s grandfather, Rich-
: ard Brown, in 1946 and, by the time Scott
came along, there were three locations run
process fOT‘ i by Scott’s dad, Charlie (yes, Charlie Brown), and uncle,
unsinlkable : RJ.Priortojoining the family restaurant business, Char-
: lie had lettered nine times in three different sports and
success been an All-American as a high school football player,

then went on to a full football scholarship at Kansas State
University. Meanwhile, Scott’s mother, Priscilla, had held
a dozen or so national swimming records as a youth.

So it’s no mystery how Scott not only inherited ex-
traordinary athletic ability, but also absorbed a die-hard
work ethic, entrepreneurial spirit and exceptional disci-
pline and drive during his formative years—qualities that
have served him well beyond his days of hosting duties
at the grill or record-breaking competition at the pool.
They’ve served him, in fact, all the way to owning a Col-
orTyme franchise that generated enough revenue to rank
his four-store operation fifth nationwide in the system.

An APROfile by Kristen Card |

Photographs by Maureen Porto :
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o call Scott Brown “hard work- :
ing” is an understatement. :
Brown was a tender 10 when :
he began helping his grandfa- :
ther at the restaurant, working :
three hours every Sunday for :

$10. A competitive swimmer since the age

of 8, Brown was driving himself to 5:15 a.m.
practices by the time he was 14 and complet- :
ing every weekday with another two-and- :

a-half-hour swim session. He kept up both

“jobs” through his high school graduation, :
when his championship swimming—two- :
time Kansas state champ, All-American asa
senior and still the holder of several statewide :
records—earned Brown an athletic scholar- :
ship to the University of Arkansas, where he :

became a four-year letterman.
“When you're on an athletic scholarship, it’s

like having a job,” Brown says. “If you don’t
perform, then they cut you and you lose your :

college funding; youre done.”

Despite the performance pressure—or :
maybe in addition to it—Brown learned many :
lessons about the real world while looking at :

life through swim goggles for up to 50 miles
a week.

“Swimming absolutely taught me a lot,”
confirms Brown. “We had only a few big :
swim meets a year, so I learned how to work :

business owner today.”

: “People will often

. say to me, ‘Gosh,
yvou're so lucky—
vouve got these
successful stores
and everything just
seems to be going
vour way.” And I
say, '‘Lucky? Luck is
where preparation
meets opportunity,
and we don’t just
happen to be at
that intersection by
accident. We had

a plan—and we're
making it work.”

hard every day toward an end goal. My AAU

swim coach taught me how to use visualiza- :
tion, so I got to where I could visualize very, :

very clearly what the next meet would be like

and what winning would feel like, and I was

able to prepare myself mentally as well as

physically. I had to develop solid time-man- :
agement skills in order to juggle my swim- :

ming and my academics—just like I juggle my responsibilities as a

When Brown was ready to graduate as a Razorback with a real
estate finance degree, his idea was to go into commercial real es-
tate—but it was late-1980s bust-time, so opportunities weren’t ex-
actly knocking down Brown’s door. The family business was still
going strong, but Brown wasn’t hot to go back into the kitchen.

“I didn’t go into the family business because, well, I wanted to

try something different,” Brown
says. “I love the restaurant busi-
ness, but the hours are brutal. My
dad used to get up at 4:30 a.m.
and work until one o’clock, come
home and sleep, then go back to
work at 5:00 for the supper rush
and work until after I was asleep.
He was super-supportive and
always there for me, for swim
meets and other activities, but
the job was so time-consuming.
I just wanted to do something
else.”

Brown’s father, Charlie, did
happen to know two rent-to-
own trailblazers—Rent-A-Cen-
ter’s co-founder Tom Devlin and
then-CEO Bud Gates—and sug-
gested Scott interview with the
company. Scott had no idea what
rent-to-own was all about, but
agreed to interview with Gates
in June 1987.

“I wanted to get into the real estate department,” remembers
Brown. “But Bud insisted that operations was a better career path,
so I started as an account manager at Wichita 5 on Waco Street.

The first three months I spent questioning what I was really doing

there. Here I had a finance degree from a four-year college and I'm
out on the truck in a tie delivering and picking up furniture, run-

ning a route, learning the basics of the business. It just
wasn’t what I had envisioned for my career path. But
I got some good advice from my dad; he said ‘Give it
two years of your life and if youre not where you want
to be in two years, then go out and find something
different.” A year later, I was the assistant manager of
the biggest store in town. Six months after that, I was
the store manager back at Wichita 5 and man, I was
in charge and in tall cotton.”

During this period, Rent-A-Center was bought by
the British company Thorn EMI. The new owners de-
cided to launch a new concept division within their
retail/rentals area, as a competing brand to Rent-A-
Center. They wanted to open up the first Thorn Inter-
national Rentals (TIR) store in Baltimore and the first
manager they chose for the job was Scott Brown.

“I moved to Baltimore to run the first TIR store,”
Brown recounts. “And that’s when my career really
began to take off. I doubled the size of the store within



six months and was promoted to district manager. We opened up
seven stores in seven months and secured 5,700 agreements within
the division’s first year-and-a-half. I got promoted again to market
manager and I transferred to San Antonio, where I took the south
Texas region from four to seven stores. In 1992, I was named TIR’s
market manager of the year. The whole thing was a huge learning
experience for me.”

The tremendous wave Brown had been riding gradually turned
into a series of smaller swells to ride out, as Thorn EMI purchased
Remco, converted all of its stores to the TIR brand, acquired Choice
TV and transitioned those stores into Remco, then chose to fold all
Remco stores back into the Rent-A-Center brand. Brown stayed in
south Texas until late 1995, when he returned to Baltimore with

his wife and their firstborn to oversee the Choice TV acquisition.
Managing 16 stores at 30, he was among the youngest multi-unit :

managers within the TIR system. But when all stores were reverted
to Rent-A-Center in 1997, Brown decided it was time for a change.

“I really enjoyed working in the Remco environment,” Brown
says. “We had a much different operating philosophy, a solid value
structure, empowered supervisors and the whole system gave you

a lot more latitude to run your business. Rent-A-Center was so big,
it had to be really structured and that just wasn’t a good fit for me. :
And if I wanted to get promoted, then I'd probably have to relocate. :

I was ready—with my family—to settle down for a while.”

it

i

ut for Brown, settling down
meant first shaking things up.
After a highly successful de-
cade in the industry, Brown left
rent-to-own and joined Merrill
Lynch in Annapolis, Maryland,

as a financial advisor managing high-net-
worth individuals’ investment portfolios. It’s
an almost-eight-year era Brown summarizes
succinctly.

“It meant a big pay cut and building from
the ground up again,” he says. “I was quite
successful at it, but after about seven years, I
got the itch to do something different and I re-
alized the clients I had with true wealth were
the ones who owned their own businesses.”

At the beginning of 2004, Brown rang up a
former Rent-A-Center associate, Steve Arendt,
who was at that time the CEO of ColorTyme,
to see whether an opportunity existed for
Brown to re-enter rent-to-own in the Wash-
ington, D.C., area through ColorTyme.

“[Arendt] said, ‘Let’s roll, and by spring I
was fairly committed to becoming a franchi-

_P_ry_i_?;Supereena, Scott anc.l,-NEth_a-n_Br
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Top: Brown mountain
biking on the Porcipine
Rim Trail in in Moab,
Utah. Above: Brown
(fourth from left)

as a member of the
University of Arkansas
swim team in 1987.
Right: Supereena and
Scottin 1991, a year
before they married.
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see,” Brown says. “The ColorTyme model seemed like the right fit
for me and the people felt like family.”

Still serving clients at Merrill Lynch, Brown began to consider
candidates for a business partner—someone who could launch the
franchise while Brown eased out of his investment-house responsi-
bilities. Louis Garcia, a colleague from Brown’s TIR days, came to
mind immediately.

“Louis was a regional director for RentWay in Texas at the time,”
Brown says. “I called him up and asked him whether he wanted to
be in business with me. He was ready to go.” The pair lined up their
first lease by autumn and opened up the doors of Epic Venture’s
first ColorTyme store in November 2004.

“The plan was for me to continue working at Merrill Lynch while
we got going,” explains Brown. Their strategy was: “Let’s start with
one store and once it’s cash-flow-positive and can support itself—
under our model, about six or seven months—we’ll go search for
our next site. Louis will have a team in place to run the first store
and he’ll go open up the next one. And so on, up to five stores in
the northeast part of the D.C. metro area—which is our develop-
ment agreement with ColorTyme. Once the third store was cash-
flow-positive, I was going to leave Merrill Lynch and get more
involved in management.”

The first three months went like clockwork, securing more
than 300 agreements. But then opportunity knocked—loudly—
and Brown and Garcia’s best-laid plans turned topsy-turvy.

“We had an opportunity to buy three more stores from an-
other ColorTyme franchisee who was, unfortunately, going out

of business,” Brown says. “It was a huge financial commitment,
but the real estate was great, the leases were favorable and all
the stores needed was some inventory and some leadership. So
we went from one store to four stores overnight—and we had
been in business only three months. It was a lot to bite off. I
stayed with Merrill Lynch another three months, but Louis
was doing everything and he was about to snap. He did an
amazing job for us, but it was just too much work, so I left Mer-
rill Lynch and came on full-time with Epic Ventures.”
Three years later, Brown and Garcia are still running the
same four stores, but the size of the stores has tripled. Along
the way, they’ve garnered several ColorTyme awards, including
2005 New Franchisee of the Year and the Top New Store Growth,
2006 Top Ten Franchisee of the Year and 2007 Big Five Award for
being among the top five revenue-producing franchisees. The next
step? More stores, of course.

“We’re planning to open up our second store in the D.C. mar-
ket—our fifth overall—in May, another by next spring,” forecasts
Brown. “Then, we expect to revert to our original pattern, so that
by the end of 2010, we should have eight stores—five in D.C. and
three in Baltimore.

“Right now, I can visualize as clear as day what this company is
going to look like and feel like when we get the eight stores built,”
Brown says. “We’ve already got the right sites selected; we’re just on
the waiting list with the landlords. I know how much revenue we’re
going to be doing. I have the vision, I know where we’re going. Every
quarter, we talk about whether our vision is aligned. Are we work-
ing toward the same thing down the road? It keeps us focused on it
and working hard. Goals are good to have, but they don’t mean a
thing until you put them on paper and tell somebody about them.”



t the core of Epic Ventures’ success is the comple- :
mentary partnership between Brown and Garcia. :

Brown, the company’s CEO, handles all things

financial, as well as site selection and marketing.
Garcia, the firm’s president, takes care of every- :
thing else—with the help of recently added minor- :

ity partner and vice president of operations Dave McNichol.

“Dave is one of the best—maybe the best—operators in rent-to- :
own,” Brown says. “He and I are sort of cut from the same cloth— :
we’re hard-charging overachievers; we want to be number one at :

everything we do. Louis is the best balance for that—has more than
25 years of experience and more business maturity. I get all amped

up and he calms me down. He’s much more passive with his man- :

agement approach; he’s got the patience of a saint. 'm a lot more

direct; 'l hit you between the eyes. He’s like an older brother to me,

the perfect partner for me. I'm the face of our company, I've got the
vision going, I'm the passion—Louis is the heart and soul.”

But it’s not all about the perfect pairing. Brown and com-
pany also have an arsenal of not-so-secret—yet rather unique—

‘weaponry’ that they are convinced make their continued success
just about foolproof.

First: a generator program—a giant database Epic Ventures’ :
stores use as a client contact system. According to Brown, the pro- :

gram is his company’s biggest competitive advantage.

“No one else in the industry has this, that ’'m aware of,” he notes.

“Others might have sales lead programs, but most of what I've seen
consists of a three-ring binder
with a bunch of names scribbled
inside and the only time they
get worked is whenever the boss
starts poking around, ‘What are
you doing to generate new busi-
ness?’ They dust it off and leaf
through it, begin calling num-
bers only to find half are discon-
nected, don’t work or whatever.

“With our client contact sys-
tem, we can track all of our
future customers,” Brown says.

“Someone who comes into our
store, but doesn’t open up an ac-
count with us right off, we cap-
ture the person’s name, address,
telephone, all the details and we
put it into the system through a - .
computer at the store. That com- 111€an a thing until you
municates with a master hub at
my office and we can track and
work those people until they
become active customers.”

Of Epic Ventures’ current
customers, about three-quarters of them are active because of the

“I can visualize as
clear as day what this
company is going to

stores built. Weve

about them.

client contact system, with 1,800 “future customers” and about

1,600 inactive customers also plugged into the system.

“We market to these three groups—futures, currents and inac- :
tives—constantly,” Brown says. “We can even track ‘futures’ by prod- :

uct desired, so if we’re about to hold a big sale on, say, living room

look like and feel like
when we get the eight :

already got the right :
sites selected... I know :
how much revenue :
we’re going to be doing. :
I have the vision, I :
know where we're :
going. Goals are good :
to have, but they don't :

put them on paper
and tell somebody :

” o

Scott Brown and ColorTyme salesperson Det

sets, then I can simply pull up all the custom-
ers interested in living room furniture, gather
their information, parcel it by location and
send it off to our stores, with directions for our
co-workers to contact these folks and let them
know about the upcoming sales event. Tap the
pipeline and eventually, once you've marketed
to them enough, they will be your customers.”

Second: targeted marketing, every month
without exception.

“Consumer research indicates you've got
to touch somebody 18 times before they buy,”
Brown says. “So we’ve got five direct-mail
avenues we use every single month—ADVO
[now called Valassis, a direct-mail marketing
company], marriage mail [flier-type pieces
grouped together with other, often coupon-
oriented mail], solo mail, postcards and paid-
in-full mailers. We also run 15-second radio
spots twice a day, six days a week, just for pure
branding purposes.”

Third: Superior personnel. “We hire great
people and we pay them well,” quips Brown—
and he means it. The company typically pays
about 20 percent to 30 percent more than the
competition, across the board.

“You get what you pay for and we want
quality people,” Brown says. “We want to
make sure our people are compensated well at
all levels. It helps us attract good candidates,
it keeps them from looking for greener grass
and it holds them accountable. We pay for
performance and performance only. We pay a
lot and we expect a lot.”
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Such expectations comprise the fourth and
final leg of Epic Ventures’ solid seat of success. :
Brown and Garcia have dubbed them “Top :

Gun activities”—22 well-defined processes

that they believe are vital to a store’s success.
They expect all co-workers to embrace and :
execute these processes with dogged consis- :
tency and just to make sure, McNichol per- :

forms monthly audits of all 22 activities.

“We inspect what we expect on a month- :

ly basis,” says Brown. “You've got to do 80

percent of the Top Gun activities month in,

month out, or you won’t be working with us
for too long.”

There are five categories of Top Gun activi- :
ties, including a group of six activities related :
to the generator program. For example, follow- :
up actions—such as sending a coupon, giving

a call or making an appointment—must be
scheduled for all future customers. Daily, the

general managers review all the ‘futures’ for :
their stores and flag ones without scheduled :

activities. As a co-worker, if one of the future

customers you entered into the system during ...,

the past month doesn’t have a follow-up ac- :
: “You get what you

. pay for, and we

tion scheduled at the time of your audit, then
you receive a zero for the month for that Top
Gun activity. No excuses, no exceptions.

“This is purely about process; we’re a pro- :

cess-driven company,” Brown explains. “We
know if we do these things, then the numbers

will follow. We expect 20 appointments with
future customers to be scheduled in every :

store every week by Thursday. Why? Because

of that 20, half won’t come in; 10 will, and :
about half of them will get something from :
you. So just that one activity is worth about :
three to five deliveries every week for every :
store—brand-new customers. We’re not hop- :

ing for success; we've planned for it.”

cott Brown claims that despite his

own workaholic heritage, he’s not
all that interested in how much :
time people clock at work. What :

he wants is quality time.

“When the day is done, 'm not
about the quantity of hours at all,” he says. :

“But if youre going to work, then make sure

youre putting in really high-quality hours.
Make your time impactful and create mo- :

mentum whenever possible.”

Brown also claims he himself is not a worka- :
holic. Committed, energetic and passionate about :

his work, absolutely—but for Brown, balance is
also part of the mix.
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. for performance and
. performance only.

—_-_—_-_______—Salermmag_er'Terry Shomari, left, and
Brown, right, visit with a ColorTyme customer

“Too much work can make you dull, miserable and stale,” he rea-
sons. “T've got a wonderful wife of 16 years, Supereena, and two
fantastic kids—Nathan is 13 and Pryia, 9—so I spend as much time
with them as I can. And I'm an avid mountain biker; I go to Moab,
Utah, a couple of times a year to indulge in that pastime. Extreme
fun.”

One can’t help but wonder of the first Kansan ever to break a
minute in the 100-yard breaststroke more than 25 years ago: does
he still swim?

“Hell, no,” laughs Brown. “My
last college swim meet was in
April of 1987; I graduated in
May and haven’t done a lap since.
My burnout on swimming was
complete. I get into the water
recreationally and splash around
with my kids now and then, but
no, I really don’t swim anymore
and don’t want to.”

And yet, Brown continues to
do so much more than just keep
his head above water. His natural
ambition—coupled with a genu-
ine affection for the industry he
sort of stumbled into and can’t
seem to stay away from—Kkeep
Brown challenged, which is ex-
actly where he likes to be.

“Rent-to-own is a really dy-
namic business,” he says. “It
changes all the time and there
are a lot of balls youve got to
juggle to succeed. My favorite thing about it is that I get to build
things—teams, organizations, relationships. That really excites me.
But you've got to know what it is you're building. People will often
say to me, ‘Gosh, you're so lucky—you’ve got these successful stores
and everything just seems to be going your way.” And I say, Lucky?
Luck is where preparation meets opportunity and we don’t just
happen to be at that intersection by accident. We had a plan—and
we’re making it work.”

want quality people.
We want to make
sure our people are
compensated well
at all levels. It helps
us attract good
candidates, it keeps
them from looking
for greener grass,
and it holds them
accountable. We pay

We pay a lot, and we
expect a lot.”

Kristen Card is an independent business writer in Austin, Texas.
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Furniture, furniture accessories

The following is a list of furniture, furniture accessories and bedding suppliers that cater to the rent-to-own industry. All are either APRO associate
members (*), advertisers in APRO publications (+), APRO Buying Show exhibitors (*) or APRO-endorsed member benefit program providers (~).

FURNITURE

A-America Inc. *
Contact: Dean Banks
P.0. Box 58408
Seattle, WA 98138-1408
206/251-6345; fax 800/929-7994
sofaman5050@aol.com
www.a-america.com

Albany Industries *
Contact: Jay Cochran
504 N. Glenfield Rd.
New Albany, MS 38652-2214
662/534-9800, ext. 228; fax 662/539-4027
jay.cochran@albanyindustries.com
www.albanyindustries.com

ArchBrook Laguna * * +
Contact: Jay Nardone
3960 Royal Dr. N.W.
Kennesaw, GA 30144-1239
678/255-4537; fax 678/255-4583
jnardone@esend.com
www.archbrooklaguna.com

Ashley Furniture Industries * » +
Contact: Kerry Lebensburger
1 Ashley Way
Arcadia, WI 54612-1218
954/401-2996; fax 954/385-8857
klebensbhurger@ashleyfurniture.com
www.ashleyfurniture.com

Baseline Licensing Group *
Contact: Brown Councill
P.0. Box 5329
High Point, NC 27262-5329
336/882-8078; fax 866/238-0973
brownc@blsports.com
www.teamblg.com

Berkline/BenchCraft * *
Contact: Parker Ariail
1 Berkline Dr.
Morristown, TN 37813-5747
423/318-1384; fax 423/585-4420
pariail@berkline.com
www.benchcraft.com, www.berkline.com

Bernards Inc. *
Contact: Tom Black
P.0. Box 1489
High Point, NC 27261-1489
800/861-6130; fax 800/348-6738
tomblack@bernardsinc.com
www.bernards-furniture.com

Bushline Furniture Inc. *
Contact: Hollis Bush
P.0. Box 527
New Tazewell, TN 37824-0527
423/626-5246; fax 423/626-7237
hollis@bushline.com
www.bushline.com

Casual Life Designs *
Contact: Jeffrey Grubb
4930 E. La Palma Ave.
Anaheim, CA 92807-1912
714/693-1870; fax 714/693-1919
jeffg@casuallifedesigns.com
www.casuallifedesigns.com

Coaster Co. of America * * +
Contact: Larry Furiani
12928 Sandoval St.
Santa Fe Springs, CA 90670-4061

562/944-7899, ext. 1149; fax 562/944-5129

[furiani@coasteramer.com
www.coastercompany.com

Fraenkel Co./Englander Bedding *
Contact: Brian Akchin
P.0. Box 15385
Baton Rouge, LA 70895-5385
225/275-8111; fax 225/272-7319
briana@fraenkel.com
www.fraenkel.com

HD Canvas Art *
Contact: Kevin Van Kirk
RR 1 Box 1458-18
Golden, MO 65658-9768
417/271-6609; fax 417/271-3132
kevin@brazilianfurnitureco.com
www.brazilianfurnitureco.com

Higdon Furniture Co. *
Contact: Ralph Higdon
P.0. Box 1739
Quincy, FL 32353-1739
850/627-7564; fax 850/627-2486
www.higdonfurniture.com

Home Line Industries * *
Contact: Josh Block
2121 Wheatsheaf Ln.
Philadelphia, PA 19137-1021

800/523-3310, ext. 2242; fax 800/648-2316

joshblock@homelinefurniture.com
www.homelinefurniture.com

Innovex Home Products Corp. * #
Contact: Kevin McCann
1211 John Reed Ct.
City of Industry, CA 91745-2405
419/230-8064; fax 626/855-0125
kevin@innovexhome.com
www.innovexhome.com

International Marketing & Manufacturing,
dba Gonzalez & Associates *
Contact: Eric Gonzalez
18280 Harley John Rd.
Riverside, CA 92504-9616
951/776-3168; fax 951/776-9837
eric@gonzalezrusticfurniture.com
www.gonzalezrusticfurniture.com

JFI/Catnapper * *
Contact: Don Hunter
P.0. Box 159
Cleveland, TN 37364-0159
423/476-8544; fax 423/961-7341
dhunter@jacksonfurnind.com
www.catnapper.com

Kathy Ireland Home By Martin Furniture *
Contact: Paul Tabeek
7757 Saint Andrews Ave.
San Diego, CA 92154-8223
800/268-5669, ext. 114; fax 619/671-5199
paultabeek@martinfurniture.com
www.martinfurniture.com

Klaussner Furniture *
Contact: Jason Neal
P.0. Box 220
Asheboro, NC 27204-0220
336/625-6175, ext. 8563; fax 336/633-1766
jneal@klaussner.com
www.klaussner.com

Legaré * *
Contact: Michael Markwardt
3717 S. University Dr.
Fort Worth, TX 76109-3719
817/737-8802; fax 817/737-9984
mike @ legarefurniture.com
www.legarefurniture.com

Michels & Co. *
Contact: Tobe Kramer
2828 Butler Ave.
Lynwood, CA 90262-4006
323/235-2828, ext. 222; fax 323/235-5784
i.allen@michelsfurniture.com
www.michelsfurniture.com

Motivated Marketing * *
Contact: Thomas F. Murphy
5901 Hatteras Palm Way
Tampa, FL 33615-4273
813/220-1115; fax 813/925-1410
tmurphy@motivatedmarketing.com
www.motivatedmarketing.com

Petra Industries *
Contact: Bill Stewart
2101 S. Kelly Ave.
Edmond, 0K 73013-3665
405/216-2100; fax 800/997-3872
jherzberger@petra.com
www.petra.com/rto_index.php

PFCInc. * *
Contact: Patrick Priest
P.0. Box 705
Athens, TN 37371-0705
423/745-9127; fax 423/745-7409
patrickprst@aol.com
www.gopfcinc.com

PMD Furniture Direct,

dba Royal Furniture Express *
Contact: Thomas Schmidt
4252 Simonton Rd.
Farmers Branch, TX 75244-5209
972/241-0600; fax 972/241-0618
opusalexander@msn.com
www.royalfurnitureexpress.com

Progressive Furniture Inc. *
Contact: Dan Kendrick
P.0. Box 729
Claremont, NC 28610-0729
828/459-2151, ext. 221; fax 828/459-9702
dkendrick@progressivefurniture.com
www.progressivefurniture.com

RES Accessories * »
Contact: Michael E. Gerwe Jr.
4909 W. Nassau St.
Tampa, FL 33607-3813
800/444-7304, ext. 210; fax 800/444-7312
mgjr@resacc.com
www.resacc.com

Simply Bunk Beds *
Contact: Eddie Hamrick
P.0. Box 130
Haleyville, AL 35565-0130
205/485-BUNK (2865); fax 205/485-2872
eddie@colbyfurniture.com
www.colbyfurniture.com

Steve Silver Co. *
Contact: Jud Preskitt
P.0. Box 1709
Forney, TX 75126-1709
972/564-2601; fax 972/552-9094
jpreskitt@ssilver.com
www.ssilver.com

Strachan & Associates *
Contact: Wayne Strachan
6 Golfway Ct.
Caledon, Ontario L7E 0B3
Canada
905/880-7422; fax 905/880-7421
waynestrachan@rogers.com

Stratford/Simmons Upholstery *
Contact: David Shipman
1201 W. Bankhead St.
New Albany, MS 38652-2104
662/534-4762; fax 800/388-3484
david@shipmansupply.com
www.cayefurniture.com

United Furniture Industries * »
Contact: Jay S. Quimby
P.0. Box 308
Okolona, MS 38860-0308
800/458-7212, ext. 4186;
fax 662/447-4086
j.quimby@unitedfurnitureindustries.com
www.unitedfurnitureindustries.com

Welton USA Ltd. * »
Contact: Steve Sherman
9400 N. Royal Ln., Ste. 100
Irving, TX 75063-2472
214/596-2700, ext. 702;
fax 214/596-2727
ssherman@weltonusa.com
www.weltonusa.com

FURNITURE ACCESSORIES

Ashley Furniture Industries * * +
Contact: Kerry Lebensburger
1 Ashley Way
Arcadia, WI 54612-1218
954/401-2996; fax 954/385-8857
klebensburger@ashleyfurniture.com
www.ashleyfurniture.com

Baseline Licensing Group *
Contact: Brown Councill
P.0. Box 5329
High Point, NC 27262-5329
336/882-8078; fax 866/238-0973
brownc@blsports.com
www.teamblg.com

Bernards Inc. *
Contact: Tom Black
P.0. Box 1489
High Point, NC 27261-1489
800/861-6130; fax 800/348-6738
tomblack@bernardsinc.com
www.bernards-furniture.com

Botanica By LABS *
Contact: Elizabeth Strachan
6 Golfway Ct.
Caledon, Ontario L7E 0B3
Canada
905/880-7422; fax 905/880-7421
thestrachans@rogers.com
www.botanicabylabs.com

Coaster Co. of America * * +
Contact: Larry Furiani
12928 Sandoval St.
Santa Fe Springs, CA 90670-4061
562/944-7899, ext. 1149;
fax 562/944-5129
|furiani@coasteramer.com
www.coastercompany.com

Dimplex North America *
Contact: Crystal Andrews
1367 Industrial Rd.
Cambridge, Ontario N1R 7G8
Canada
519/650-3630; fax 519/650-3651
candrews@dimplex.com
www.dimplex.com
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and bedding

FloraNovara Inc. *
Contact: Martin Leenders
P.0. Box 68755
Virginia Beach, VA 23471-8755
757/499-5602; fax 757/499-5603
FloraNovara@aol.com
www.floranovara.com

Gidget Meaut & Associate LLC *
Contact: Gidget Meaut
19209 Champion Cir.
Gulfport, MS 39503-7611
228/831-5998; fax 228/832-7403
gmeaut@bellsouth.net
www.gidgetm.com

Guardsman,

A Business Unit of The Valspar Corp. *
Contact: Lydia Fitzgerald
4999 36th St. S.E.
Grand Rapids, MI 49512-2005
616/222-3832; fax 616/222-3804
cwestgate@valspar.com
www.guardsman.com

HD Canvas Art *
Contact: Kevin Van Kirk
RR 1 Box 1458-18
Golden, MO 65658-9768
417/271-6609; fax 417/271-3132
kevin@brazilianfurnitureco.com
www.brazilianfurnitureco.com

International Marketing & Manufacturing,
dba Gonzalez & Associates *
Contact: Eric Gonzalez
18280 Harley John Rd.
Riverside, CA 92504-9616
951/776-3168; fax 951/776-9837
eric@gonzalezrusticfurniture.com
www.gonzalezrusticfurniture.com

Klaussner Furniture *
Contact: Jason Neal
P.0. Box 220
Asheboro, NC 27204-0220
336/625-6175, ext. 8563; fax 336/633-1766
jneal@klaussner.com
www.klaussner.com

Petra Industries *
Contact: Bill Stewart
2101 S. Kelly Ave.
Edmond, 0K 73013-3665
405/216-2100; fax 800/997-3872
jherzberger@petra.com
www.petra.com/rto_index.php

RES Accessories * A
Contact: Michael E. Gerwe Jr.
4909 W. Nassau St.
Tampa, FL 33607-3813
800/444-7304, ext. 210; fax 800/444-7312
mgjr@resacc.com
www.resacc.com

Tempo Lighting *
Contact: Lee Warder
P.0. Box 421403
Dallas, TX 75342-1403
800/433-6249; fax 214/747-6428
warderl@aol.com
www.tempolighting.com

Twin-Star/ClassicFlame * * +
Contact: Bill Caples
115 S.E. 4th Ave.
Delray Beach, FL 33483-4515
561/809-0941; fax 561/330-3205
bcaples@twinstarhome.com;
jpcollettogroup@aol.com
www.classicflame.com

United Weavers of America Inc. * *
Contact: Bruce Hagan
3562 Dug Gap Rd. S.W.
Dalton, GA 30720-4929
706/226-5555; fax 706/226-8844
www.unitedweavers.net

FURNITURE BEDDING

Ashley Furniture Industries * » +
Contact: Kerry Lebensburger
1 Ashley Way
Arcadia, WI 54612-1218
954/401-2996; fax 954/385-8857
klebensburger@ashleyfurniture.com
www.ashleyfurniture.com

Coaster Co. of America * * +
Contact: Larry Furiani
12928 Sandoval St.
Santa Fe Springs, CA 90670-4061
562/944-7899, ext. 1149; fax 562/944-5129
|furiani@coasteramer.com
www.coastercompany.com

Fraenkel Co./Englander Bedding *
Contact: Brian Akchin
P.0. Box 15385
Baton Rouge, LA 70895-5385
225/275-8111; fax 225/272-7319
briana@fraenkel.com
www.fraenkel.com

Petra Industries *
Contact: Bill Stewart
2101 S. Kelly Ave.
Edmond, 0K 73013-3665
405/216-2100; fax 800/997-3872
jherzberger@petra.com
www.petra.com/rto_index.php

Serta *
Contact: Jeannie Mendell
5401 Trillium Blvd., Ste. 250
Hoffman Estates, IL 60192-3412
847/747-0820; fax 847/747-0920
jmendell@sertanational.com
www.sertanational.com

Simmons Co. * *
Contact: Vince Nicholson
1 Concourse Pkwy. N.E., Ste. 800
Atlanta, GA 30328-6188
770/206-2684; fax 770/392-6785
vnicholson@simmons.com
www.simmons.com

Simply Bunk Beds *
Contact: Eddie Hamrick
P.0. Box 130
Haleyville, AL 35565-0130
205/485-BUNK (2865); fax 205/485-2872
eddie@colbyfurniture.com
www.colbyfurniture.com
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PREMIER

Upen Your Jwn

RT0 GCompany

e are a franchising company

that provides startup and
ongoing assistance to experienced
RTO operators. We can provide fi-
nancial assistance with startup
capital and have a program to help
new business owners obtain inven-
tory financing with SBA Guaran-
teed Loan assistance. If you have
the desire to own your RTO com-
pany, this is an opportunity you
must review. See our Web site at
www.premierrents.net for com-
plete details or call Trooper Earle
at (800) 2-Premier.

EQUITY INVESTMENT FUND AND
SBA LOAN ASSISTANCE
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FOR YOUR CONSIDERATION | BY ED WINN III

ITH GAS PRICES ON THE RISE, clever and, sadly, dishonest
employees here and there are trying to take advantage of
the situation. A dealer called the other day to report on
just such a situation. As is the case in most rental compa-
nies, delivery employees at this location were given credit
cards to purchase gas for company vehicles. The company had an
elaborate system for reporting mileage on the trucks and gas
purchases. For the past several months, the dealer noticed
that gas card charges were up a couple of hundred dol-
lars, but without looking too closely, he figured that it
was due to climbing gas prices in his markets. Em-
ployees were still turning in mileage reports and
they did not look out of line.

Then, the next time the bill for gasoline
charges came in, it was up more than $10,000
over the norm. The rental dealer immediately
launched an investigation and learned that
two not-really-such-longtime employees had
been standing outside of a gas station near one
of the stores and when a likely candidate drove

up for gas, they would approach the driver and
offer him a full tank of gas for $20 cash. The em-

ployees would pocket the cash and put the gas on
the rental company’s gas card. They ran up the big
bill and then ran off.

They were apprehended and one of the now-for-

mer employees confessed, which is how the dealer
learned the details of the scam. He noted that they
could have put a few hundred dollars on the card forever
and probably not gotten caught, since gas prices were fluc-
tuating so. But, when they got greedy, they got caught.
The two former employees will doubtless get to spend some
time in the penitentiary. This is not a lesson in easy money and
how to rip off the boss. Rather, it is a lesson for rental dealers that in
times of rising gasoline prices, they need to be aware of the depths of
human depravity—if they are not aware already—and they need to
scrutinize their gas bills more closely than ever. It is not the $10,000
hit that is of concern. The dealer has insurance against that kind of
loss. It is the possibility of unknowingly losing a few hundred dollars
a month for the next several years that is the concern. Dealers may
be able to put caps on the number of times a credit card can be used
in a given period—once per day, for example—or otherwise set up
systems to alert the dealer of unusual gasoline credit card charges.

It is no surprise that gasoline customers would take these employ-
ees up on their offer of really cheap gas. It is no surprise that a couple
of bad rental store employees would try to steal from their employer.
It is really no surprise that these two braniacs got greedy and got
caught. None of it is surprising. Just disappointing.

If rental dealers have already put safeguards in place to keep this
kind of internal theft from happening, please let APRO know and we
will share the information. In the meantime, review those gas bills
and mileage reports carefully.

High gas
prices can

( , Y lead to high

_. crimes

Ed Winn III is APROS general counsel. His e-mail address is
edwinn@mwvmlaw.com.
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finally, frontload laundry
that fits your family and budget
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Until now, an attractive, fully-featured frontload laundry pair was a luxury for the privileged few. Not anymore.
This new GE® laundry pair conserves so much water and energy, you'll save every time you use it. Get GE’s frontload
laundry pair, and get the kind of clean, capacity and convenience you need.

ge.com

a product of

imagination at work ecomagination

Contact your Rental Sales Manager for product and pricing information

Paula Allison Paul Eichberger Fax
800.782.8093 800.782.8097 866.238.6595



Beyond TV. LG Full HD.

Introducing LG 1080p Full HD, the new standard in high definition television. With
crisper details, intensely vivid colors and picture clarity far beyond anything you've
seen before. So lifelike you're no longer watching TV — you're truly experiencing it.
When you want stylish designed products that have smart technology and demand
the best - look no further than LG. Life’s good...when you see things differently.

For more information please contact:

Don Julson at (847) 941-8734

apro LG

Associate Member Since 1981

© 2008 LG Electronics U.S.A,, Inc., Englewood Cliffs, NJ. Al rights reserved. “LG Life’'s Good” is a registered trademark of LG Corp.
All other trademarks are the property of their respective owners. Design, features and specifications subject to change without notice. Screen Images Simulated.

LGusa.com






