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M E SSAG E by Barry G�mb.ini
APRO President

When
I think back to my first contacts with The Asso­

ciation of Progressive Rental Organizations
(APRO), the single point that impressed me the

most was the professionalism of the members. For two years

I have been proud to be a part' of the growth of this vital

organization. I now have the special honor as APRO Presi­

dent to be instrumental in the direction of APRO's growth
during its third year.

It is apparent that the strength of the organization comes

from its members' willingness to participate in APRO pro­

grams. Active and involved members teamed with a highly
competent staff have already brought APRO to a level of

success that many organizations never attain.

Looking ahead to the coming year, it would be easier to

set goals for improvement if our mission were to bring a weak

organization out of mediocrity. But our challenge is even

greater-how do you make a good organization even better?

The strength of APRO can grow only with increased mem­

bership and with enhanced APRO member services. Accord­

ingly, APRO will provide benefits designed specifically for

the professional rental dealer in the form of educational

seminars conducted by industry experts, cassette programs,

a bimonthly magazine, a government relations program, spe­
cialized publications, and an annual convention and trade

show. APRO is dedicated to the challenge of continuing to

improve the quality and frequency of programs and materials

to meet your needs, because informed members mean bet­

ter business for everyone.
As with all association endeavors, success depends upon

interaction. To be attuned to your needs, we must have open,

two-way communication, and our success in implementing
your ideas depends largely on your sharing those ideas with

members of the APRO staff and Board of Directors. Tell

other dealers about us and have them call the Austin office.

It's one of the greatest favors you can do for them and for

APRO.
I truly believe that ours is an industry whose time has

come. We offer products and services that the marketplace
demands. Our own efforts as rental dealers help spread this

message. The association helps ensure that the message is

consistent, professional, and well-received by our customers,

our competitors, the government, and even our detractors.

Working together, APRO members will reflect the high level

of professionalism, standards, and goals of the association
,

and offer a consistent professional image across the country.
I hope you will contact me personally with questions and

observations concerning APRO and the rent-to-own industry.
I urge everyone to join in and participate in the development
and continued success of the rental ownership industry.
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LETTERS
Techniques, and Rental Finances & Account­
ing. Register through APRO office with Terry
Carter at (512) 478-6521.

Plan Under Control

The APR0 planning seminar, Planning
�The Process of Control, led by Chuck

?ImS, founder of Remco Enterprises, held

I� Dallas �ast year has been of great bene­
fit to me In helping organize and control
our activities.

I�mediately upon returning from the

semI�ar I �tarted a series of planning
meetings with our directors and imple­
mented a three-year long-range objective.
We then backed up and planned a one

year objective listing what we realistical­
ly e?,pected to do and who was going to

do �t. After going into our first year of
business, 1981, with very little experi­
ence, we ended the year having many
problems with control. It has taken a lot

of. hard �ork, training, and effort, but
WIth the Information learned at the sem­

inar we have gradually been getting our

control system into place and now it
seems to be working fairly well.
.

We had started out at a very fast pace
In our rental program and planned our

three-year objective accordingly. I am

happy to state that we are ahead of sched­
ule and we will soon begin our two year
plan and update with another three year
long range plan.

Again, let me express my appreciation
for the effort and presentation that Mr.
Sims made at the seminar and should
there be another forthcoming I will send
someone from my organization and
would wholeheartedly recommend to

anyone that they take the time and money
to attend.

Sincerely,
James B. Baber

President, Baber's Firestone, Inc.
Pascagoula, Mississippi

Editor's note: In January APRO begins a new

series ofeducational seminars designed exclu­
siuely for rent-to-own dealers and their key
managers. The President's Panel, which will
feature Rental Law, Collections: Prevention
and Cure, Management and Administrative

nfE APROACH/JANUARY 3

Another Satisfied
Customer

Fort Worth Rental would like to take

th.is opportunity to express our pleasure
wIt.h being accepted into this fine organi­
zation. We would also like to congratu­
late APRO on the fine seminars presented
at the New Orleans convention.

Being a new member, we would like
APRO to accept our check in the amount
of $250 to be used in the assistance of ob­
taining a legislative response favorable to

the rental industry.
We would like to inquire into any

group Insurance plan available through
APRO at this time or in the near future.

(Group-n:edical-life-casualty coverage).
In closing we would like to again ex­

pres� our concern with the upcoming leg­
islation and offer our time and assistance
in whatever capacity APRO sees fit, in its
endeavor to accomplish a consistent im­
age throughout the nation.

Sincerely,
Hank Waite

Executive Vice President,
Fort Worth Rentals
Fort Worth, Texas

Needs Literature

First, I would like to say the convention
was great. We enjoyed the week and more

importantly, we learned. We are already
mak�ng plans to attend next year's con­

vennon.

I gladly became involved in the rent-to­
own business after being in retail over a

period of years and my accountant has
many questions I cannot answer. Weare

�oping APRO.can help by sending us any
hteratur� available on accounting pro­
cedures In the rent-to-own business.

Your help is appreciated.
Charles Cloud

Charles Cloud Home Center
Pine Bluff, Arkansas



FORUM

tinual update involves requesting address

corrections with your regular mailings .

Simply print, in plain view, on the front
of the piece mailed, Address Correction

Requested. Next, set up a trust account

at the Post Office for funds required to

pay for the return mail. The cost per piece
returned with address correction is $.25
-a small investment compared to the in­

vestment you've made in your store

inventory.
Don't forget probation and parole rec­

ords as a possible source of information

on a skipped customer. Call the county
or state department of corrections to see

if your customer has a record. You may
want to try the welfare office if you know

your customer has been receiving aid.
Some offices are reluctant to give out in­

formation in their files and the law is

unsettled as to whether you can require
them to do so.

1£, after your efforts to maintain cur­

rent information on each of your ac-'

counts, you are still faced with tracing a

skip or stolen, a useful guide to consider'
is The Polk's City Directory, which is

available in virtually every major city in

the United States. It is a comprehensive
listing of city occupants classified by last

name, by phone number, and by address.
It also includes occupation, place of

employment, and length of residence in

the area. A similar guide which goes into

less detail but includes more of the rural
areas is The Cole's Directory. Both are

available in the reference section of most

city libraries. These guides can provide a

wealth of information for those tracing
a skipped account or for tracing a valu­

able reference who may have moved.

In any case, it's worth repeating, an

ounce of prevention is worth a pound of
cure! (E.T.)

Q: Pleasel Some suggestions on how to
trace skips and stctens effectively.

A
There are a number of funda-

• mental procedures that you may
• currently employ which include

securing post office forwarding addresses,
checking with relatives, neighbors.iland­
lords, and other references listed on the

original rental application-all obvious

starting places. Checking with previous
employers is usually beneficial since final

payroll checks are often requested to be
forwarded to the new address.

1£ your skipped account was originally
referred to you by someone else, it is

always a good idea to record this name

and address on the rental application, as

this may be a reliable source of informa­
tion for later inquiries regarding the
account.

As always, an ounce of prevention is

worth a pound of cure and by securing
a complete and verified order at the outset

of the agreement, you should be able to

effectively reduce a large percentage of

your skips. The Association of Progres­
sive Rental Organizations suggests secur­

ing driver's license numbers as well as car

registration numbers along with expira­
tion dates of each. The Department of
Motor Vehicle Transportation will pro­
vide renewal address information to any­
one who inquires. 1£ you get a bad ad­

dress, keep checking periodically since
new plates will have to be mailed some­

where.
Of course, keeping your customer file

updated on a regular basis will, in many
cases, prevent the agonizing tracking of

skipped accounts. Check with the Depart­
ment of Motor Vehicle Transportation
immediately upon expiration of your ac­

count's driver's license or car registration.
It doesn't cost you anything unless you
wait until you've lost your merchandise
to do your homework.

A simple and effective method of con-

4 THE APROACH/JANUARY



occurred in most of the other lawsuits af­
fecting the rental industry: Is a terminable
consumer lease of the type most APRO
members are currently using a "credit
sale" by the terms of the Truth-In-Lend­
ing Act? Most courts have answered this
question in the negative, including the
U.S. Fifth Circuit Court of Appeals,
whose jurisdiction extends over Texas,
Louisiana, Alabama, and Mississippi.
The Federal Reserve Board has answered
this question in the negative every time
the question has been posed.

One of the chief points of error in the
Clark appeal to the
Supreme Court is that the
Eighth Circuit Court ig­
nored the rulings of the
Federal Reserve Board in
its decision. In an earlier
case the Supreme Court
held that courts were to
abide by FRB opinions
interpreting the
Truth-In-Lending Act un­

less the FRB opinions
were found to be "de­
monstrably irrational."
The Eighth Circuit Court

ignored several FRB opinions altogether
and in doing so ignored a mandate from
the U.S. Supreme Court. Industry legal
officials consider this oversight an impor­
tant omission and hope that the Supreme
Court will step in to correct the error.

Industry reperesentatives are currently
attempting to get the FRB to file a brief
in support of the case. APRO members
in the Eight Circuit had earlier con­

tributed approximately $6,000 to help
finance the legal battle. A ruling from the
Supreme Court as to whether it will agree
to hear the case is expected later this
spring. Copies of the Petition for a Writ
of Certiorari are available in the APRO
headquarters upon request. 0

GOVERNMENT RElA110NS
by Edward L. Winn, III, APRO General Counsel

The last issue of THE APR OA CH re­

ported the details of an opinion out of
the United States Eighth Circuit Court of
Appeals. This case, Clark vs. The Rent­
It Corporation, raised important issues
concerning the rental industry, especially
the legality of rental agreements. The ren­

tal company had won the case by sum­

mary judgment in an Iowa federal district
court and the customer, Clark, appealed
to the Eighth Circuit. The company, un­

fortunately for the industry, went out of
business in the meantime and never ap­
peared before the Eighth Circuit. The re­

sulting opinion from that
court reversed the trial
court, casting doubt on

the applicability of the
federal Truth-In-Lending
Act to rental/purchase
agreements, and conflict­
ed WIth an earner case out
of the United States Fifth
Circuit Court of Appeals,
which had ruled in favor
of the industry.

The industry, acting
through COLORTYME
attorney J. Samuel
Choate, Jr., attempted several procedural
maneuvers before the Eighth Circuit on

behalf of the Rent-It Corporation in an

effort to get the case reconsidered. All ef­
forts proved unsuccessful ..

Most recently, the industry has ap­
pealed the case to the United States
Supreme Court. Appeals to the Supreme
Court are discretionary, which means that
the Court can select the cases it chooses
to hear. Of the approximately 5,000 cases
submitted each year, the Court accepts
about 100 for consideration. In all the
others, the decision of the court below is
left in effect.

The issue presented to the Supreme
Court is essentially the same issue that has

THE APROACH/JANUARY 5



I
RENTACOlOR

INC. CHARGED
BY FTC

GOVERNMENT RELATIONS (cont.)

The Federal Reserve Board is still collecting information about the rent-to­

own industry in anticipation of proposing legislation to Congress that would

modify the Consumer Leasing Act. Meetings have been tentatively scheduled

between FRB attorneys and statisticians and industry representatives for January,
1983 to discuss industry statistics and a rent-to-own consumer profile. Plans

are still to have the FRB send legislation that APRO has drafted to Congress

during the Spring Session of 1983.

The Federal Trade Commission has

recently issued a complaint against
Rentacolor, Inc., a nationwide chain of
rent-to-rent stores, for failing to make the

disclosures required under the Consumer

Leasing Act. Rentacolor and Grenada are

the two major rent-to-rent chains and

have introduced the English concept of

renting consumer appliances in this coun­

try. Their efforts have been concentrated

primarily in the Northeast and on the

West Coast.
The Consumer Leasing Act applies to

leases of consumer products when the

lease period is longer than four months.

The Federal Reserve Board has ruled that

rental! purchase agreements terminable at

will by the consumer are not covered by
the Act. If the Act does apply, certain dis­

closures must be made both in the lease

agreement itself and in any advertising.
The FTC has charged that at least some

of Rentacolor's agreements were for

longer than four months and that Renta­

color failed to make the required disclo­

sures. Specifically, according to the FTC

complaint, Rentacolor has been advertis­

ing the dollar amount of weekly or

monthly payments, sometimes as low as

$20 per month, but it failed to make the

W SHIN

following disclosures:

1. that the advertised transaction is a

lease;
2. the total amount due when signing

the lease, including any installation fee

and advanced monthly payment;
3. the number, amounts, due dates or

periods of scheduled payments;
4. whether the customer has the op­

tion to purchase the property and at what

price and time.

This is the first complaint filed by the

FTC under the Consumer Leasing Act,
which became effective in 1977. The FTC

acts when it has "reason to believe" that

the law has been violated. The FTC's

complaint begins a proceeding which ends

in a formal hearing before the Commis­

sion unless an agreed settlement is

reached.
This action should have no effect on

APRO members as long as there are no

minimum rental periods required in their

agreements beyond the typical one month

or one week. If there are dealers who have

minimum rental periods, you are advised

to confer with your attorneys regarding
the possible applicability of the Consumer

Leasing Act. 0
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This special forum is not only the first
of its kind but the first of a series of
similar annual meetings which are now

required of the SEC under the Small Busi­
ness Investment Incentive Act of 1980.

n]1ijttl*

SMALL BUSINESSUPDATE

The Securities and Exchange commis­
sion held a Government-Business forum
on Small Business Capital Formation last

September and has come up with a list of
37 ways of raising capital more easily for
the small businessman.

The final list of recommendations was

formulated by some 200 participants
that included small business owners and

representatives, government officials,
attorneys, accountants, bankers and
securities brokers.

The recommendations, which primar­
ily address changes in the tax code, were

then passed on to a joint hearing of the
House and Senate Small Business Com­
mittees early in December.

Proposed changes include recommen­

dations for a lower tax rate, the develop­
ment of a fixed rate small business secur­

ity that offers a percentage of profit as

well as a 10 percent tax credit for inves­
tors in certain small businesses, and the
creation of a "Capital Bank" for small
businesses.

The "Capital Bank" concept would
allow investment companies certified by
the Small Business Administration to bor­
row 'from the federally financed bank.
The forum's report suggests that the bank
would be capitalized initially by the
Treasury with $100 million. The initial
funding by the Treasury would be repaid
over time through loan profits made to

investment companies who would, in

turn, use the borrowed funds to invest in
small business start-ups.

Some proposals, like the "Capital
Bank" idea, would require major legisla­
tive changes and approval of new financ­
ing tools. Many of the other proposals
would involve only slight modification of
existing programs.

THE APROACH/JANUARY

gress handed down a number of victories
for small business after staunch efforts by
the increasingly powerful small business
lobby to implement legislative proposals
affecting tax treatment on Subchapter S
corporations. Until the recent changes in

Subchapter S, a "small business corpora­
tion" had to meet the following require­
ments:

1. No more than 25 shareholders.
2. Only one class of stock outstanding.
3. Shareholders must be either an indi­

vidual, an estate, or certain trusts.

4. A domestic corporation.
5. Not a member of an affiliated group

of corporations.
6. Shareholders may not be non-resident

aliens.
Saving taxes for small business is the

central theme of the recent changes in

Subchapter S. Highlights of those changes
include:
• transfer of profits into lower tax

brackets by transferring shares;
• losses exceeding basis for any

shareholder may be carried over to

subsequent years;
• maximum number of shareholders

raised from 25 to 35;
• income deduction losses or credits

may be passed through to share­
holders while retaining their same

character;
• maximum amount of "passive in­

come"-rents, royalties, interest and
dividends-allowable raised from
20% of gross receipts to 25% 0
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LEGAL New Laws and
Contract Changes

by Edward L. Winn, III, APRO General Counsel

Q. Will contracts currently in force need to
• be changed to conform with the new

laws being proposed at the federal and state
levels?

r-oool L SLiTCHFIELD COMPUTER SYSTEMS, INC.

P.o. Drawer 4636 • Surfside Beach, S.C. 29577 • Phone (803) 238-4461

A
Probably not. In the first in-

• stance, please note that there are

• not, as of this writing, any new

laws specifically affecting rental

agreements, other than in Pennsylvania.
It is true, however, that new legislation
has been proposed, and, if enacted, would

probably change the way rental agree­
ments are written. It is unlikely that any
of these new laws would be applied retro­

actively. Typically, when disclosure laws

are enacted or amended, the legislature
gives a grace period for compliance. The

Truth-In-Lending Simplification Act had
a one-year compliance period. Any at­

tempt by a legislature to change agree­
ments currently in force would probably
violate due process. In general, then,
when and if legislative changes dictate

changes in rental agreements, dealers will

likely have ample notice of the changes
required and then a grace period during
which they can make the changes. Ren­

tal dealers should not have to "call in"

agreements currently in force to make

changes.

Specialists in automated systems for the

Litton I Monroe Systems For Business

OC 8820 microcomputer

Announces an automated system designed

specifically for the T.V. and appliance rental industry,
for single or multi store operations.

If you want a cost effective computer solution for

control of your inventory and your account records,

call us now for further details at either

[803] 238-4461 or [803] 238-5839.

-- CREATORS OF QUALITY SOFTWARE

8
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RTO SURVEY
Who Are You?
If you could compare your own rental opera­

tion with that of any other "average rental
store" across the country, wouldn't it be

worth the price of a postage stamp? Now
APRO's national rental dealer survey will allow
you that opportunity and still protect your con­

fidentiality. The following questionnaire re­

quires no identification or signature. Just fill
in the blanks, tear out the page, and return to

APRO headquarters.
Suppliers and vendors to the rental industry

are vitally interested in the needs of the indi­
vidual dealer and in ways they can help build
your profits and enlarge your market. Without
hard statistics on the industry, they can't do
it. When your trade association works to

streamline government regulations to your ad­

vantage, the information it works with must

be accurate and current. And when you begin
comparing your own operation to others, you

THE APROACH/JANUARY 9

need real numbers drawn from a large cross­

section of the industry or any conclusions you
reach could backfire. This is why the APRO
rental dealer survey is so very important to you
and to the future of the industry.

Four basic areas are covered in the survey:
size and scope of the rental organization; finan­
cial data; daily store operations, and product
information. If you feel that a certain number
might identify your operation anyway, you
may write in, "

... 25 to 45 ...

" for example. The
computer will generate an average while still
protecting your confidentiality.

Fill in your survey form today and mail it
to APRO, 1866 Austin National Bank Tower,
Austin, Texas 78701. When the results are

tabulated and distributed to APRO member­
ship you'll know more than ever about your
industry and your business.



 



BOOKSHELF
Small Business Primers

II
The Small Business Guide to Borrow­

ing Money, Richard L. Rubin and Philip
Goldberg (McGraw-Hill). This book
covers all the options-bank loans, gov­
ernment loans, venture capital-and dis­
cusses the advantages and disadvantages
of each with advice on approaching fi­

nancing sources.

Financing the Growing Business,
Thomas J. Martin (Thomar Publishers,
Hicksville, NY). Martin's book is a more

strategy-oriented guide focusing on which

types of financing are best suited for var­

ious types of businesses and tips on how
to negotiate and evaluate loan agree­
ments.

While primers covering organizational
and personnel issues specifically applica­
ble to small business are rare, Strategic
Planning in Emerging Companies, Steven
C. Brandt (Addison-Wesley), examines

long-term planning and strategy from a

small business perspective. Brandt's book
is addressed to owners of companies ex­

periencing fast growth who need a ra­

tionale and perspective for planning. The
book begins by tracing the stages of

growth and typical management styles of
small companies and then attempts to de­

mystify the notion of strategic planning.
In setting up a framework for managers
to begin formulating long-term strategy,
Brandt reassures owners of small busi­
nesses that attention to the future is worth
the effort.

THE APROACH/JANUARY

One outstanding magazine catering to

the needs of small business owners and

managers is Inc. It focuses on growth­
minded businesses with more than $1 mil­
lion in annual sales. The writers and edi­
tors of Inc. keep track of regulatory, tax,
and political developments affecting small
business. Inc. has featured articles on the

problems of growth and productivity fac­

ing small companies and has published
fascinating accounts of success strategies
used by the fastest-growing small com­

panies in America today. Perhaps Inc.'s
most important contribution has come

from its consideration of marketing and

organizational strategies that are most im­

portant to entrepreneurs. Recentmarket­
ing articles have advised readers how to

sell to large corporations, how to remain
a leader in a new and fast-changing mar­

ket and how to use demographics in mar­

ket research. Equally impressive have
been Inc.'s recent articles on organza­
tional and personnel issues which have
dealt with attracting key managers, mo­

tivating employees, and delegating
authority.

Inc. is published monthly by Inc.

Publishing Company with subscription
rates of $18 per year. Inc.'s address: 38
Commercial Wharf, Boston, MA 02110,
(617) 227-4700.

Editor's note: If you've read any books
lately that have helped you in the rental
business, APRO would like to spread the
word. Please send titles and brief infor­
mation to THE APROACH.
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This month: Closeouts, airfares, truth-in-Iending, small business,
CEO's, personal bankruptcy and small business, home VCR's.

COLLECTION
MYTHS

If your store is delivering
more than it picks up

each week; if it is operating,
profitably; if you have few or

no problems with govern­
ment agencies or private law­

yers, what difference does it
make whether your weekly

closeout is 2% past due

against the balance on rent

or 10%? It matters not!
Closeouts are simply an

index of an efficient or ineffi­
cient collection process­
they are not the objective of
the collection process-from
Collections: Preventive
Maintenance & Efficient Re­
sults (APRO Publications).

DOUBLE ��
YOUR ��
FARE .z.>: �
I to normal and reinstated the

f you are bumped from rule.
a flight because of airline If you are bumped from a

overbooking, you are enti- flight, you are entitled to a

tied to fa refund of double the refund for the face value of
amount of your fare, with a the ticket plus free transpor-
limit of $200. The Civil tation to your destination. If
Aeronautics Board, which you are delayed more than

gave airlines relief from the two hours on a domestic
rule when the air traffic con- flight, or four hours for an

trollers strike hit, determined international flight;the limit
that air traffic has returned of the refund climbs to $400.

TRUTH·IN·LEN DING

A booklet designed
to help small busi­

nesses comply with the

Truth-In-Lending Act recent­

ly has been published by the

Federal Trade Commission.
This updated version of an

FTC manual, which has
been revised to reflect

changes in the law, describes
how to advertise consumer

credit and lease terms under
the Act. It also includes a

new section on real estate

advertising.
The FTC booklet, which

may be about the only in­

house aid available to many
small businesses, explains
what kinds of ads are cov­

ered by the Act, the different

types of credit businesses
advertise and the specific re­

quirements for each type of
credit ad. The booklet de­

scribes, first, the Truth-In­

Lending Act's provisions and
who must comply with
them. It then defines the var­

ious types of credit, and
three categories credit ads

may fit into:
• Open-end credit, such as

with credit cards, in which
a customer can make cred­
it purchases or obtain
loans on a continuing basis

• Closed-end credit, in
which the agreement is for
a specific time period, as

with auto loans or mort­

gages
• Consumer leases, in which

personal property, such as

a car, is leased to an indi­
vidual for personal use.

This is covered because,
unless certain information
is presented in ads, con­

sumers may confuse leas­
ing with credit purchases.
Each category is illustrated

with newspaper ads to repre­
sent acceptable and un­

acceptable ways to advertise
credit.

The manual also describes
additional disclosures that
are required when "trigger­
ing" terms are used with
credit claims. For example,
in real estate advertising, ad-



ditional disclosures are "trig­
gered" by reference to the
amount of downpayment,
payment or finance charges;
the number of payments; or

the period of repayment. If
any of those terms are used,
the ad must further disclose
the amount of the downpay­
ment, the terms of repay­
ment, and the annual per­
centage rate.

The manual represents the
FTC staff's view of what the
law requires and is not bind­
ing on the Commission.

The manual is available
from the Public Reference
Branch, Room 130, FTC,
6th and Pennsylvania Ave­
nue, Washington, D.C.
20580; (202) 523-3598. 0';

SMALL
BUSINESS
IS BULLISH

In spite of crippling in­
terest rates, downturns

in demand, and cash-flow
troubles, small business peo­
ple generally appear to have
lost none of their entrepre­
neurial drive. A recent Heller
/Rop er Small Business
Barometer (july 1982) shows
CEO's of small businesses
optimistic about the future
and ready to take on new

challenges.

PERSONAL
BANKRUPTCIES CRIPPLE
SMALL BUSINESS

The u.s. Bankruptcy
Code, enacted in

1898, underwent only minor
changes until the Bankrupt­
cy Reform Act of 1978. But
the Reform Act seems to

have encouraged rather than
prevented bankruptcy dec­
larations. Under Chapter 13
of the Code, an individual
whose debts total less than
$100,000 can work out a

modest repayment plan with
the creditors. Chapter 7 is
even more attractive for
many bankrupts. A trustee
assembles the debtor's assets,
sets aside a surprisingly gen­
erous amount for the debtor
to keep, and liquidates the
remainder among the credits.
When there is nothing left to

liquidate, all remaining debts
are discharged.

Rep. Billy Lee Evans (0-
Ga.) and Sen. Robert]. Dole

(R-Kans.) think Chapter 7 is
an "easy out." They are

sponsoring legislation that
would erase the Chapter 7
provision allowing the debt­
or to retain so much property
(up to $7,500 in mortgage
equity, $1,200 for a car, and
so on) and leave the figures
up to the states.

The Evans-Dole bill is not

expected to reach the floor
for some time. In the mean­

time, businesses-especially
small businesses-are having
an increasingly hard time se­

curing credit: Nation's Busi­
ness quotes an Oklahoma
television salesman: "We
have to look to younger
Americans for business," he
says, and "their strongest
asset is their future earn­

ings"-no longer sufficient
collateral when default rates

are so high.

The Walter E. Heller In­
ternational Corporation In­
stitute for Small Business
regularly surveys small busi­
ness CEO's for their opinions
on the business climate.
Among the 1,000 Dolled this
time, the drive to 'do it on

their own' is so strong that
half of them would not hesi­
tate to start a new business
even today, despite current

conditions. What's more, if
the recession were over,
another one-third of these
CEO's, if put in the position
of considering whether to go
into business or do some­

thing else, would choose to

start up a new business.

RISING
STEADILY
• •••••••
•

•

•

•

•

•

•

•
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H orne VCR sales are

continuing to soar,
with 1.9 million units sold
this year, compared with 1.4
million last year. Although
less spectacular than last
year's whopping 84 percent
jump in sales, it appears
VCR's are safely inside the
door of the home entertain­
ment industry and 4 million
American homes.

Also "zooming" are sales
for home video cameras with
a 72 percent increase in 1982
sales over previous year's fig­
ures reflecting an additional
300,000 units in the hands of
American video buffs.
(Home Video)
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HEXCL USI VEL Y DEDICATED TO THE COMPLETE
SERVICE OF THE RENTAL DEALER"

SHARP

Panasonic®
just slightly ahead of our time

DISTRIBUTORS OF CONSUMER ELECTRONICS
APPUANCES AND FURNITURE COAST TO COAST

OFFICES AND WAREHOUSES LOCATED IN
CALIFORNIA * FLORIDA * OHIO * TEXAS

TOLL FREE CALLING

CALL OHIO
CALL TEXAS

IN TEXAS CALL
IN OHIO CALL COLLECT

1·800·543·0111
1·800·527·1718
1·800·442·6226
1·513·772·7900
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FOR THE RENTAL INDUSTRY

Consulting Services I
• Employee Skills

Video Tape Programs
Coming This Year

FORUM,
• Supervisory Skills

• Interviewing Skills

• Management Development
• Organization Studies

• Manuals

• Trainer Training

The Legends of thei r time tell
how to manage collections:

Effectively
Legally

Profitably

SITUATIONT.M .

MANAGEMENT I
A modular program for

developing employee skills in
customer interaction

situationsROZANNE KOWALCZYK, Rental Training Consultant
Call or write today for further details and free, no-obligation brochure.

@�_�_@_W_U_�_@_�_�_W_D©_�_@ �;
P.O. Box 1321, Bloomington, IL 61701 309-829-5437 or 828-0080

is Proud to Announce
THE

Comprehensive
Business Insurance

Program
Designed Especially for

Ms. 800-338-5513 800-233-7075
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S PEe I A L SEC T ION

MARKETING
Merchandising Microwaves

While consumers are racing into the

'80's starry-eyed at the latest in "ultimate

conveniences," the microwave oven has
settled comfortably into the homes of
some 20 million Americans. With the

break-neck pace of lifestyles today, the
microwave oven has come to be viewed

as a staple rather than a luxury.
A few, to be sure, remain skeptical, not

quite decided, still having a number ot'
questions to be asked and claims to be

verified. The methods you choose in mer­

chandising the microwave can mean

pushing the wavering customer in either

direction. Here are a few of the initial ob­

jections and concerns expressed by the

curious shopper along with a few open­

ing gambits for the dealer.

"Geez, I don't think I have room for it."

There are a number of makers that have

designed an over-the-counter model with

GE's "Spacemaker" being the pioneer of

that design.
"Where do I get the dishes that go with

it?" It is estimated that an average of $50
to $60 worth of accessories is purchased
for every new oven increasing to about

$100 per year including replacement
sales. The accessory product holding the

number one spot has been the popcorn

popper, available in a wide variety of sizes

18 THE APROACH/JANUARY

with prices ranging from $9 to $20 to

cookware manufacturers. Three major
manufacturers of microwave cookware

are Micro Chef, Inc., Mikasa, and Regal
Ware, Inc.

"Oops, did I break it?" Many shoppers
are still wary of the buzzing, bells and

panel of controls before them during a

demonstration. Active involvement and

assurance of the ease of operation usual­

ly makes believers out of even the most

skeptical.
"I'll bet it doesn't taste the same."

Cooking demonstrations complete with

customer taste-testing will dispel any

myths that microwaves alter the flavor of
mom's recipes. And in spite of the limit­

less possibilities of food preparation of­
fered by the microwave, studies show that

many units are used primarily for heating
up a cup of coffee, a bowl of soup, or a

quick grilled-cheese sandwich. There ex­

ists, after all, a measurable time savings
even if an oven is used for nothing else

but coffee, soup, or sandwiches.

Demonstration is, then, the "essential
kernel" in any microwave merchandising
efforts. Even with the increased consumer

familiarity with microwave cooking, re­

peated demonstrations are necessary for
a steady upward growth in sales. D



clear the cards. The sole objective of col­
lections is to get the money. Reducing the
number of 5-day past-due accounts, pick­
ing up past-due accounts, or clearing col­
lection cards may be different strategies
involved in the collection process, but
they must not become the objective of
your collection management activity.

The following guidelines offer proven
techniques that will, indeed, if followed
properly, get the money.

S PEe I A L SEC T ION

COLLECTIONS
Getting the Money

There is only one objective to collec­
tions at the rental store level: get the

money. Whether the money can best be
obtained by doorstep collections (expen­
sive and risky), by mail (not always time­

ly), or by in-store payments (creating
more store traffic for rentals), depends on

the management of the strategies in­
volved.

The objective of collections is NOT to

reduce the amount of "5-days." It is NOT
to pick up bad accounts. It is NOT to

• Every rental agreement and collection
card must have at least two (2) con­

tact telephone numbers.
• Every employee answering the phones

or renting sets must know what infor­
mation is critical on every rental order
and what information is optional
depending on circumstances.

• Store managers realize that their most

important job is PROFIT, followed
by new rental deliveries, customer

service, and efficient income
collection-in that order.

• Only people who can communicate
and understand basic business are

hired to deal with customers.
• The same person who delivers the

product is responsible for customer

satisfaction and customer payments
with no exceptions.

• Each market is divided into areas and
each account manager is expected to

handle as much business as that area

can develop-at least 400-550 units
minimum (those areas are divided
with attention given to traffic pat­
terns, accessibility to store and to

customers, and numbers of monthly
versus other types of accounts).

• Delinquency counts are done daily,
prior to mail to give a more accurate

representation of the condition of
accounts-a member of management
makes the count.

• Nobody is allowed to jump into a

truck and "go collect"-he must work
the telephones first and he writes his
own receipts on mail payments so

he'll know who really mailed.
• Nobody is allowed to lie to a

customer or to misrepresent the

product or the rental agreement
because we'd rather have a customer

unhappy with our policy than with
our lies or deceits.

• Nobody goes into an unoccupied
residence to pick up a product at any
time or he is fired the same day with
no severance or benefits, regardless
of tenure or ability---' PERIOD .

• The 85°io of customers who pay on

time as agreed are not forgotten in
haste to handle the 15% who might
never pay on time regardless of collec­
tion practices.

Author: Raymond C. "Bud" Holladay is

the immediate past-president of the As­
sociation of Progressive Rental

Organizations and Vice Presi­
dent/General Manager of ABC Rentals,
Inc. based in Dallas, Texas.
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performance interview by signing the
form. A copy of the form given to the em­

loyee provides an excellent reminder for
the person who is motivated to continue

growing and improving.
Loose management of daily operations.

As the small business expands, daily
operational management becomes an in­

creasingly complex task, Control is decen­
tralized when added responsibilities are

channeled to job veterans and new teams

of "experts" are brought in. In expanding,
a firm must gradually decentralize impor­
tant management responsibility but must

continue to maintain control via central

accountability systems to monitor contri­
butions of new personnel.

Not setting specific goals and design­
ing relevant plans. At least once a year,
the "who," "what," "when," "where," and
"how" of company goals and plans should
be defined. Stay with realistic plans. Set­

ting unrealistic goals rarely produces de­
sired results and goal achievement be­

comes, at best, a frustrating and ominous
task.

Not developing and pursuing market­
centered strategies. Most small businesses
have some sense of the goals they are

working toward. The problem that many
small businessmen face, however, is a

tendency to jump directly from goals to

day-to-day activities without a coordinat­
ed strategic framework. The foundation
of such a framework results in selecting
a well-defined market and closely moni­

toring changes in that market. Incomplete
market research and a series of short-term

operating plans will ultimately prove a

costly method of operation and may
hasten the demise of the business.

S PEe I A L SEC T ION

MANAGEMENT
Mistakes You Can Avoid

The economy has dealt a tough hand
to small businesses during the past
decade, forcing many to close. Depart­
ment of Commerce figures show that, out

of every ten new business starts, seven

survive the first year, five reach the three­

year mark, and only two out of ten con­

tinue to grow after five years.

Despite the strength of the U.S. econ­
"

omy and the deflated dollar, management
mistakes frequently contribute to this high
failure rate.

Though failure in one of the following
areas will not prove fatal in most cases,
a combination of these management mis­
takes may produce a losing hand.

Lack of effective communication and

routing of information. Regular evalua­
tions of manager and employee progress
should be offered through a consistent
medium of communication. Whether the

reports are delivered in a memo or a staff
meeting depends largely on the scope of
the operation. Mandatory reporting
sounds like a lot of paper work, but if

thoughtfully done, it is actually a useful
motivational and organizational tool for
both managers and employees.

Regular and frequent performance
evaluations should be a standard for em­

ployees at all levels. Direct person-to­
person evaluations for each subordinate

by the superior is the most effective
method. But it should be accompanied by
written documentation and made a part
of the permanent employee file. A form
or outline of characteristics to be evalu­
ated will help ensure that the points im­

portant to the company are covered. It is
also useful to have the employee acknowl­
edge that the items were covered in the
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prefer to bring lunch on a daily basis and
consequently not build a cafeteria. A cafe­
teria may have been preferred by employ­
ees who were bringing lunch merely be­
cause there was no cafeteria.

The traditional questionnaire can be
administered face-to-face, by mail, or by
phone.

Individual interviews offer open-ended
questions whereas most questionnaire
questions are closed-ended.

Group interviews usually involve a

small homogeneous group and a focused
discussion.

Panel discussions address questions in
an open-ended manner with audience in­
volvement.

Audits are straightforward and typical­
ly objective methods of evaluation.

Once the survey has been designed and
administered, the ultimate questions of
"What did we find out and what does it
mean?" must be addressed. Analysis un­

covers the significant response patterns
(what did we find out?) while interpreta­
tion strings the various findings of the
analysis together to form a larger picture
of the organization and its concerns. The
results of those findings should then be
offered as feedback to the members of the
organization through group discussion,
presentations, memos, documents, news­

letters, or any convenient and effective
medium of communication. By withhold­
ing such feedback, employees are left to

imagine the worst and the objective of the
survey may be thwarted. To further jus­
tify the survey, findings must be acted
upon. Knowledge for the sake of knowl­
edge is useful but not always so in the
business world where information is
expensive.

5 PEe I A L 5 E C T ION

PERSONNEL
Employee Surveys

Progress will come quickly to the
organization that has a clear and broad­
ly understood concept of its particular
needs, and where and how employee rela­
tionships fit into those needs. Determin­
ing goals, marshaling resources, and eval­
uating results are initiatives that manage­
ment must take. This is more difficult but
more rewarding than simply adopting
some "sure-fire" new program.

Employee-relations efforts that are not
bound by rigid, traditional approaches
can do much toward improving organi­
zational performance. Some modern busi­
ness observers contend that management
in most companies has already lost the
battle for employee support, because it
has not dealt with changing attitudes and
expectations. Critics point to high turn­

over, absenteeism and lack of interest in
work. But evidence suggests that employ­
ees do respond to positive efforts in which
management articulates its goals and then
sets a strategic course which is understood
and supported by all-particularly when
employees are made to feel involved.

Conducting an employee survey pro­
vides an excellent avenue to understand­
ing strengths and weaknesses and their
essential relationship to corporate plan­
ning and management strategy. It is a ven­

ture that must be handled with a consid­
erable amount of forethought, for a mis­
calculation in survey interpretation stem­

ming from a poorly worded question can

produce unnecessary confusions. For ex­

ample, suppose 75% of the group tested
indicate that they bring their lunch to
work on a daily basis. A company facing
the decision of whether or not to build a

company cafeteria might misinterpret
these findings to mean the employees
THE APROACH/JANUARY 21
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based Rent-To-Own Corporation. He
takes pride in maintaining exceptionally
neat and,well-organized stores. The pic­
tures below depict the various logo styles
used for his RTO locations. The overall
well-kept appearance leaves a positive
message with his customers-they'll be
back.

STORE DESIGNS
RENT·TO·OWN CORPORATION
BARRY GAM BINI, CEO

Store
Designs is a new section of THE

APROACH which will regularly
feature the storefronts and floor­

plans of dealers interested in sending
photographs of their store operations,
whether single or multi-store, to THE
APROACH.

Barry Gambini, current President of
APRO, is also the CEO of the California-
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COMING

CLASSIFIED

DISCLOSURE DOESN'T HURT! What does disclosure mean to

you? To the rent-to-own industry? It could mean your business.

A detailed treatment of the current state of rental contract law

and proposals for the future.

THE HAWKES CASE IN MAINE. A report on Al and Barbara

Hawkes of Hawkes T.V. Rental and their ongoing battle with

the state of Maine. Rounds One and Two went to the state, but

the Hawkes continue to fight.
EFFECTIVE FLOOR SALES. A positive approach to securing more

sales by involving the customer and adding a personal touch to

your sales presentation.
NEW APPLIANCE CREDIT PROGRAMS give rental dealers a

jump on an increased share of the retail consumer appliance
credit market.

Classified rates for THE APROACH are $45 per column inch

(minimum) 38 characters or spaces per line 17 lines per inch.

Ads placed for two or more issues receive a rate of $30 per

column inch (minimum) per issue. To earn the two-time rate,

your ad must be placed and prepaid for 2 or more issues at

the same time. Closing date is the first day of the month prior
to the month in which the ad will appear. Send all classified

advertising copy and payments to: THE APROACH, 1866

Austin National Bank Tower, Austin, TX 78701. Telephone:
(512) 478-6521.

BUSINESSES FOR SALE

BUSINESSES WANTED

W'ANTED: Multi-store owner wants ro purchase rent-to-own

srore in major metropolitan area. Prefer Northeast, Southeast,
or Southwest, bur will consider other locations. Address in­

quiries to Boxholder 8310. Replies confidential.

INVENTORY/

EQUIPMENT WANTED

SERVICES OFFERED

CATALOGS

MISCELLANEOUS
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This is the agitator
built with the 210 degree power stroke.

No other washer
goes farther to get clothes clean.

Really clean.

Speed Queen's
transmission warranty lasts 10 years.

Most others stop after five years.
Some even stop after one.

Call Rich Raczynski at (414) 748-3121 for

the na,Ple of your nearest Speed Queen
distributor.
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A Speed Queen washer ,

has one feature that will probably'
take a long time to be appreciated.

But if you need it it s there.
100% front service from the installed position.

Speed Queen washers are built tough.
That's been proven in coin laundries.

And you get that same

built-in toughness here.
But for the complete story

see your Speed Queen distributor.

� Speed Queen®
Ripon. WI 54971 ( A Rayth.onComp.ny )


