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PILOT HAS ITALL!
PilotAudio Systems)check
out all the way with Rental
Dealers for profitability .

1 Unitize Horizontal JPiece System r/

r/

r/
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r/

r/

r/
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r/

r/

r/

r/

Space Saver Wall Unit System

Auto Record Changer / tvlagnetic Crtdg.

Automatic Record Changer

Semi-Automatic Record Player

Digital ClOCK/Timer

AM / FM Digital Freq�ncy Display

From start (switch on any Pilot System) to fi nish (Wain ut,
Palasander, etc.) and with dozens of features in between Pilot is

first rate with savvy rental dealers. Pilot is
first with eye-appeal audio systems
designed to blend and enhance any
decor. A Pilot Audio System is quality built
to withstand the special day-to-day use of
the rental market. Pilot performance will

please the most

discriminating ear

for sound - and
that pleases rental
dealers the most.

Feature by feature,
Pilot checks out with
rental dealers as a

profit-maker that's
care-free and worry­
free - that's why
Pilot has it all.

LED Audio Level Meter Display

Twin Audio Level Meter Display

Sliderule Volume Control

LED Record Level Meter Display

Sliderule Balance Control Indicator

5 Slide Graphic Equalizer

10 Slide Graphic Equalizer (5 x 2)

Spectrum Analyzer

Pilot Noise Reduction System

DNR Noise Reduction System

Cassette Player / Recorder - Metal Tape r/

Pseudo "Solt Touch" Indicator Control r/

ViscoUS "Damped" Cassette Door

Tempered Glass Door

High compliance Wooler

Standard Wooler

Passive Radiator r/

Hard BacK Tweeter r/

Mid-Ran�
r/

Dellector Port v"

Tuned Port r/

Opaque BlaCK Grill Cloth r/

SERVICE STATIONS �S�pe�aKe:_,rw�ith�R�oll_:_::Ar-=;iYJ:-nd-=ca�ste_rs\-;�::;;1
COAST-TO-COAST * 81racK Stereo Player

FLOOR
PLANNING
PROGRAM

PREPAID
FREIGHT

PROGRAM

* 8 Track Optional

"IN-STORE"
SALES
AIDS

CREDIT
TERMS

AVAILABLE

(PILOT) SHIPPING POINTS
• ATLANTA • DALLAS

• CHICAGO • LOS ANGELES
• NEW YORK•• AUDIO SYSTEMS ••

NATIONAL TOLL-FREE NO. 1-800-527-6422 • TEXAS TOLL-FREE NO. 1-800-492-4180

NEW YORK HIGH POINT FACTORY DALLAS FACTORY ATLANTA FACTORY WESTERN MERCHANDISE

FACTORY SHOWROOM SHOWROOM • Space 310 SHOWROOM • Space 425 SHOWROOM • Space 20A6 MART • Space 310

101-10 Foster Avenue· Furniture Plaza Building World Trade Center Atlanta Merchandise Mart Mart - 2 Building

Brooklyn, Nw York 11236 210 Main Street or 3444 Morse Drive 240 Peachtree Street, N W 1355 Market Street

212-257-7000 High Point, N. Carolina 27260 Dallas, Texas 75211 Atlanta, Georgia 30303 San Francisco, Calif. 94103
919-887-1080 214-337-4711 404-256-3301 (Friday) 415-864-4305 *
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A UNIQUE, NEW RENT-TO-OWN OPPORTUNITY

ARCADE SYSTEM
THE ONLY SELF-CONTAINED VIDEO GAME SYSTEM

THAT BRINGS REAL ARCADE PLAY HOME.

• Exclusive built-in screen-NO TV
HOOK-UP!

• Real arcade graphics, sounds and
challenge

• Real arcade controls-360° self­
centering joystick and 4 action
buttons

• Exciting Mine Storm ™

game built in

General Consumer Electronics, Inc.
233 Wilshire Boulevard, Santa Monica, CA 90401

A Milton Bradley Company
Call Paul Newman at (213) 458-1730 for

the Vectrex distributor nearest you.

• Real arcade games like Scramble™

Berzerk™ and Armor Attack™
• 18 cartridges, each with incredibly

real arcade game play
• Plus, watch for the Vectrex light

pen, touch screen and keyboard
coming soon!



MESSAGE by Barry Gambini
APRO President/Chairman of the Board

r write as the newly elected president of your trade association, and I want to thank
the APRO Board for the confidence it has shown in me. As most of you know, this will
be my second term as president of our association.

e t

Many ,times in mar industry we talk about d'jStore's reaclfil1g maturi ad by 1ttt\'lwe
mean that its placements each month have peaked and reached a plateau. I am happyto

announce to APRO members that our association has not yet reached its maturity. It con­

tinues to grow in a healthy manner. Last year about 550 people attended our convention
in New Orleans; this y;ear in Las Vegas we had nearly 900. This past year and the one

to follow are critical years. The future of the renta1 business'literally hanis in the bal�ce.
We have the momentum started and we must keep it going. Things are starting to happen
in Washington and we must follow through.

Bad things do happen to nice people. We represent nice people, ourselves and our

employees. The court battle has 'j\1st been WOll in Maine, lmt the victery has a h@l�ow
ring. A family business was destroyed. Financially, they were drained and virtually bankrupt
by the time their case was won. Their integrity was reaffirmed; their reputation was restored.'
But the business they had built during their lives was gone. Other similar cases are cropp­
ing up across the United States today.

APRO is a prime example of l10w professional our industry has become. Our e�hics
and standards speak for themselves. We must proceed in the manner in which we have

begun. The fact that we were able to meet together recently in Las Vegas with such unanimi­
ty emphasizes our sincerity. My philosophy as president of APRO was and is to dedicate
the association to keeping the channels of communication ()pen, emphasizing the sha,�ing
of information and experience. Thus each member will benefit from the mistakes that otilers
have made and will not have to repeat them. This trade association is not a country club.
Each individual member is a part of the whole - "all for one and one for all." And as long
as we are quoting cliches, I could particularly use, "united we stand; divided we fall,"
insofar as our Washington effort is concerned.

My first year as president has been a rewarding and educational experience for me,
one which I look forward to continuing. It is my promise to you as APRO members that
as long as I remain a part of APRO, I will continue to be available to the membership
and willing to share my knowledge with each and everyone of you.
Sincerely,

.

LEnERS

Dear Friends:

APRO does it again, what a wonderful convention! What with gala receptions, fine product displays,
educational seminars and the fellowship, it was certainly a convention I will remember. I brought
home not only hilarious tales about the woes of the wig rental business and a tipsy banquet come­

dian, but also many valuable tips to make this year more exciting and profitable than ever.

In addition, it was a chance to see old friends and meet new ones. Being relatively new in the rental
business I found the folks at this year's convention refreshing. The spirit of camaraderie and a will­
ingness to improve and grow was everywhere. Also, the opportunity to serve on this year's board
of directors was both unexpected and thrilling! I hope to be able to make some worthwhile contribu­
tions and look forward to working hard with the other board members this year to reach our com­

mon goals. It is such an honor and I thank you all for allowing me this privilege.
Once again, thanks APRO for a great convention! I'm back in Albuquerque full of new ideas and
renewed enthusiasm, and I warmly invite all of you to call or come visit us this year at Colorworld.
The sunsets in Albuquerque are beautiful. See you soon.

Sincere Appreciation,

Pat Flowers
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Now You Can Rent the Most
Respected Name in Television

Zenith's dedication to quality
without com prom ise has
made Zenith the first choice
of millions who want and
demand the finest in tele­
vision. Now this famous
Zenith quality can be
available to your rental
customers.

For information, contact
your Zenith Distributor, or

write orcall Mr. Norm Smith,
Zenith Radio Corporation,
1000 Milwaukee Avenue,
Glenview, I L 60025,
(312) 391-8231.

Check the Zenith Difference
i/Local Availability and Support
i/ Broad Selection
i/Fast Inventory Turn
.> Nationally Advertised Brand
i/Famous Quality and Dependability
i/ Most Respected Name in Television

W,H The quality goes in before the name goes on"



Good Service is never having to say
"We're waiting on a part"

Remco's Parts & Accessories Distribution Center was designed to ship
parts to Hernco's 26 service facilities, located coast to coast, within 24

hours of the order. And it works. It can work for you, too.

Now, this fast turnaround is available to all APRO members. Remco offers you

wholesale prices and quick response time on all common parts for
__�1I!!o..

RCA, GE, FISHER HITACHI, SANSUI and SOUNDESIGN.
And our inventory is extensive ... we stock everything

from knobs to VCR record heads.

Plus, the same next-day service and wholesale

pricing is available on accessories like antennas,

blank tape, stereo cartridges and head cleaners.

If you're tired of long downtime because of back­

ordered parts call MIKE SMITH for prices and more

information. Call (713) 530-4900 Ext. 212 or 219. Or
write for a catalog: 10703 Stancliff, Houston,

Texas 77099.

National
Parts Center
,oJ 1983 REMCO Enterprises, Inc

MARSHALL-WILLIAMS & ASSOCIATES, INC.

The nation's leading
•

Insurance agency
for rent-to-own dealers.

MARSHALL-WILLIAMS
P.O. BOX 337

HILLSBORO, TEXAS 76645

SID STEVENS
RONNIE WILLIAMS

ROBERT CURRY

TOLL FREE:
1-800-433-30 11 Nationwide

1-800-792-3111 Texas



HERENYA
ON

• Ease of serviceability. Easily accessible
unitized chassis. And over 1200 authorized
Teknika service agencies nationwide.

• 72-hour parts shipment. Plus an "800"
Hot Line number.

• Full line rental vendor. Teknika offers a large
choice of color and component televisions,
in a variety of screen sizes and cabinet

designs.

• Fast turnaround time from receipt of order
to delivery of available merchandise.

• Proven reliability. A defective rate consist­

enty lower than the industry average. And a

30 year record of building televisions to the

highest standards.
• Most competitive warranty in the industry.

Two-years parts, labor and picture tube on

most portables. In-home service on all 19"
and 25" sets.

MODEL 3379M 19" REMOTE CONTROL COLOR TV
MID-BAND CABLE COMPATIBLE. FOUR-FUNCTION AUTO COLOR
DIRECT ACCESS/SCAN ELECTRONIC TUNING. PICTURE
ADJUSTMENT CONTROLS. WARRANTY TWO YEARS IN-HOME PARTS, LABOR AND PICTURE TUBE.

MODEL 3429 19" PORTABLE COLOR TV
THREE-FUNCTION AUTO COLOR PICTURE
ADJUSTMENT CONTROLS. WARRANTY:
ONE YEAR IN-HOME PARTS, LABOR TWO YEARS PICTURE TUBE.

We both know that a down set isn't

making money. That's why we build and
back Teknika televisions with pride and ser­

vice. And make sure they're designed with
the rental features you want -hardwood
cabinets and casters on most consoles and

carry-handles on most portables.
Today a variety of Teknika television

sets are working for satisfied rental dealers
across the country. Put Teknika to work for
you. For all the facts, call your local rep­
resentative listed below. Or write Teknika
Electronics Corporation, 1633 Broadway,
New York, NY 10019. (212) 977-8640.
Toll free: 1-(800)-223-2078. NY State:
1-(800)-522-5257.

TEKNIKA REPRESENTATIVES NORTH CENTRAL KY (Campbell, Boone SOUTHERN DE, MD (Excl. AZ., WESTERN CO, EASTERN NV

NORTHERN IL, IN (Lake, Porter
Counties), OH Cumberland City), VA, (Excl. Clark County),

NORTHEAST Marketdynamics, Inc. WASHINGTON D.C. UT,WYCounties), Eastern WI (513) 791-7773 Lienau Associates John Axtell & Associates
CT. ME, MA, NH, RI, VT Shardon Marketing MN, ND, SD, WESTERN WI (301) 654-8444 (303) 779-1731
Electronics Markeling (312) 725-1900

TL Elwood & Associates (800) 638-8033 NORTHERN CA, WESTERN NV(617) 527-7753 SOUTHERN IL, lA, KS, MO, NE (612) 545-5438 FL Consumer Electronic Sales
NORTHERN DE, SOUTHERN NJ, Neal Spencer & Associates

���)S��l�l9�7 (415) 839-3040
EASTERN PA (314) 991-3700 SOUTH

SOUTHERN CA, NVMDS C0Er,ration IN (Excl. Lake, Porter Counties), AL,GA,MS,NC,SC,TN MD (Cumberland City), (Clark County)(215) 57 -1010 KY (Excl. Campbell, Boone DMS Sales, Inc. WESTERN PA, WV Roman MarketingNORTHERN NJ, METRO. NY Counties) (404) 998-1397 J.S. Sound (213) 944-7931
Lawrence Marketing Green-Wissler Sales Company

AR, EASTERN CO, LA, (412) 372-2993 HI(201) 272-3111 (317) 291-2232

UPSTATE NY (502) 589-6200 NM, OK, TX WEST Omega U.S
Sunbelt Sales (714) 861-1064

Colin Baird Associates MI (405) 524-5113 AK, ID, MT, OR, WA
(518) 399-1218 J.1. F Associates

(214) 696·6329 Weeks & Associates
(313) 569-6219 (206) 943-1079
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H THE BENEFITS
N'TB

DEL 7498 25" CITEK BY TEKNIKA REMOTE CONTROL COLOR
NSOLE TV 105-CHANNEL CABLE COMPATIBLE. CASTERS. SOLID WOOD
BINET DIRECT ACCESS/SCAN ELECTRONIC TUNING. AUDIO OUTPUT SPECIAL CABLE AFT
UR-FUNCTION AUTO COLOR. WARRANTY: ONE YEAR IN-HOME PARTS, LABOR. TWO YEARS PICTURE TUBE, LIFETIME ELECTRONIC TUNER.

7TEI<N II<A
FOR QUALITY THAT'S UNHEARD OE
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A naif-day session addressing the unique problems of "Personnel Recruiting and Management" in the Rent rp O�n industry
will answer many of your questions and doubts about where to find the best management people and how to keep them

once you do. You'll learn you needn't pay exorbitant employment fees when some of the best people are right under your

nose.

Plan now to make your winter vacation one of the best ever in beautiful Acapulco ... join APRO November 17-20 for a fully
tax-deductible holiday and seminar retreat at the Hyatt Regency Acapulco. What better way to combine business and

pleasure than to join other APRO members for education, information, and that famous Acapulco nightlife and tropical fun!

This will be the most affordable and productive holiday vacation ever for tooov's professional refital dealer.

***SPECIAL ATTRACTION ***

Your registration entitles you to join the big
beach party and cookout on the final evening
of your stay ... warm ocean breezes, white

sands, music, cocktails, and delicious Mexican
barbecue under the tropical moon that made

Acapulco Bay famous around the world ...

don't miss it!

10

Seminar Schedule
Thursday evening, 11/17: Room check-in and hospitality cocktails.

CAPRO Table set up in lobby with info on seminars. parties, and
local activities available)

Friday morning/afternoon: Seminars I & II

Seminar I "Taxes and Rental Industry."
a. Rental Accounting Basics
b. ACRS vs. Traditional Inventory Write Off
c. Personal Estate Planning
d. Getting Your Money Out of the Company
e. Outside Investments: How to Choose

Seminar II "Women in the Rental Industry"
a. Your Husband, the Owner
b. Your Wife, the Partner
c. Women as Business Principals
d. The Challenge to Females in Business
e. Overcoming Outdated Attitudes

Friday evening - open

Saturday: Seminar III

Seminar III "Personnel Recruiting & Management"
a. The "Right Stuff"
b. Planning for Hiring
c. The Search
d. Managing the Newly-Hired
e. When Competition Calls

Seminar IV "Rental Law"

q WasbiAgton Report
_.....__ ..., ,,..,_

b. uegal Agreements - State of the Art

0.\Credit- Reporting' and Rental
d. Discrimination: Customers and Employees

Saturday Afternoon - Acapulco Shopping Tour

Saturday Evening - Moonlight Cruise
and Dinner

Sunday Morning - Early Morning Deep Sea

Fishing Excursion

SeptemberffHE APROACH



ACAPULCO
MEXICO

ACAPULCO SEMINAR
November 17.�,Q··�, 1983

YOUR TOUR PACKAGE INCLUSIONS ...

• 3 nights deluxe hotel accom­

modations at the beautiful Hyatt
faegency Acapulco and' hotel tax

• Fa0und trip traFlsfers airports
hotel/airport

• Baggage handling at the airport
and hotel

• Chambermaid gratuities at the
hotel

.. Welcome poolslde Cocktail Party
• Gala Farewell Dinner and Show

• Full program of optional sight­
seeing

• Services of a GEl escort while in

1\tapulco
• Mexican tourist card and depar­

ture tax

Acapulc:o t1as been called �lle finest seacoast"
resort in tfie world. With good reason. Almost

everything you could conceivably want in a

resort can be found here. No wonder people
who can afford to go anywhere in the world
so often choose Acapulco.
Acapulco lies along one of the most beautiful

seacoasts in the world. In'!e getting is incom­

parably lovely-a seven-mile crescent of

hills ablaze with tropical flowers, <dropping
down to the golden-sand beach and the blue,
blue Pacific. The climate is balmy (80.5° aver­

age) with cooling breezes the year-round.
You can dine in restaurants that rival the

eleganc� and cuisine of dRy,thing to be found
in Mexico City or New York. Night life in

Acapulco is what you make it-smoothly
sophisticated, bright and gay, casual and in­

formal-delightfully different with clubs and

lounges that offer a wide variety of entertain­

ment. For those who want to see rnorf> of

Mexico while in Acapulco, one day air excur­

sions to Oaxaca and Puerto Vallarta and auto

trips to primitive coastal villages are easily
arranged.

YOUR TOUR PACKAGE PRICE (Per Person).

Apro Member

Apro Member
'\

Non-Member
Non-Member

$345- % Twin
$439 - Single

$445 - 1f2 Twi n

$539 - Single

11

SAMPLE AIRFARES:

San Antonio $202.5@

Dallas/Ft. Worth $244.00

Houston $218.00
Plaza trnemecioret

HYATI
REGENCY

ACAPULCO <

ALL AIRFARES ARE SUBJECT TO CHANGE AT

THE DISCRETION OF THE CARRIERS. ANY IN­

CREASE LN AIRFARES, PRIOR TO TICKETING,
WILL BE BILLED TO THE PASSENGER.

Global Enterprises, Inc.
POST OFFICE BOX 1907
AUSTIN. TEXAS 78767
(512) 327-8210
OUTSIDE TEXAS: (800)531-5139

Airline Tickets can be charged to your credit
card-American Express, MasterCharge or Visa.

Tickets will be issued as soon as paid for (by check
or credit card information) to protect you from
future increases.

MAKE YOUR RESERVATIONS EARLY!

THE APROACH/September



P.O. Box or Street City State Zip

ACAPULCO SEMINAR
November 17 -20, 1983

+338· RESERVATION APPLICATION

HYATT
REGENCY

ACAPULCO .:

Please use one application per family. Please type or print carefully.
This is International Travel - full and proper names must be listed.

Name: Spouse'sName: _

Names and ages of

accompanying children:
_

Com pa ny N am e :
_

Mailing Address:

HOTEL ACCOMMODATIONS REQUEST:

__ Single Occupancy __ Double Occupancy
1 Per Room 2 Per Room

______ Triple Occupancy __ One Bedroom Suite
3 Per Room 2 Per Suite

Airline departure city: Smoking ___ Non-Smoking

Date of departure: Date of return:

Type of airfare requested: First-class
____

Best (i.e. excursion/advance-purchase)

ONLY airline tickets can be paid for by credit card. All hotel/land arrangements have to be paid for by
check. If you wish to have the airline tickets charged to your credit card, complete the following:

Type of card Complete card number Expiration date Name as shown on card

$150.00 per person deposit must accompany this reservation to
confirm your hotel/land arrangements.

A $25.00 per person cancellation fee will be charged by G.E.I. for any cancellations received after a confirmation
has been mailed. Any cancellations received on/after September 2, 1983, will also be subject to a $100.00 per
room cancellation fee by the hotel. Cancellations received after November 3, 1983, will also be subject to a

$200.00 per room cancellation fee by the hotel unless the room is resold for the entire stay.

I/we enclose our check in the amount of $ for reservations.

Signed: ___________________________________ D ate:

Make check payable to
and return early to .. �

GEl
Global Enterprises, Inc,
POST OFFICE BOX 1907
AUSTIN, TEXAS 78767



Color Console
at Lower Prices.

We have a significant
advantage over the
competition: cabinet style,
price and profits.
A Full Line of
Home Entertainment
Products.

With our complete line of
Color and B&W TVs, VCRs
and Stereos, we give you-and
your customers-more ways
to rent.

Over 90 Years
of Experience.

We know how to build
American products that people
will enjoy-year after year.

All of this makes Philco the
right brand for you. Call Ken
Gay today at (615) 521-4711 for
more details.

Traditional Home Entertainment Center
Simulated TV picture. VCR not included.

PHILCD
What a picture! What a price!



A GOOD BET FOR THE FUTURE:
1983 LAS VEGAS CONVENTION A

WINNER

APRO enjoyed the largest turnout ever

for a convention and trade show at

Caesar's Palace in Las Vegas recently. A
total of 872 people registered for the

four-day event. Early arrivals played in
the APRO golf or tennis tournaments on

Sunday. Monday saw nine different
seminars offered at staggered times dur­

ing the day. Topics ranged from law to

merchandising, from finance to "how to

get into the furniture rental business." All
of the seminars were well-attended and
a few hardy dealers reported attending
everyone. Monday evening saw dealers
and wives all decked out for the grand­
opening cocktail party. Caesar's put out

memorable tables of hors d'oeuvres and
the bars stayed busy as dealers renewed
old friendships and made new ones.

The next two days were devoted

primarily to the trade show. Suppliers
took over the 20,000 square-foot exhibit
hall in Caesar's, with 116 booths show­

ing new models of televisions, stereos,
computers, and furniture. The exhibit
hall was full of dealers most of the time
and the suppliers' only complaint was that
the show did not last longer. Throughout
the convention there was talk of stores

being bought and sold and of other deals

being struck behind closed doors and in
. hospitality suites that stayed open late into
the night. At the business meeting on

Wednesday morning, a plea for funds to

support the lobbying effort in Washington
met with resounding approval from

dealers, as all those present readily
volunteered $200 per store to insure the
survival of the industry.

Wednesday night saw the annual gala
banquet, with rental dealers and wives

again dressed to the nines. Greg Lewis
entertained the group with humor from
Southern California. Bud Holladay was

given the President's Award for his
tireless efforts on behalf of the Associa­
tion. Most particularly, Holladay was

recognized for his efforts in organizing
the President's Panel Seminars which
were presented to some 200 dealers last

spring. Glen Davis won the Recruiting

Award for the second year in a row for
his efforts in getting the most new

members to join the association. Also
awarded at the banquet were some of the

largest trophies for golf and tennis ever

seen.

A few dealers, of course, never found
the exhibit hall or the seminar rooms',
lured as they were by the clink of chips
and the seductive green of the gaming
tables. Most weren't talking about how
much they had won or lost, but one dealer
in front of witnesses pocketed over

$30,000 after a successful run on the
black jack tables.

Other dealers stayed up late sampling
fine restaurants and the many shows for
which Las Vegas is famous. By and

large, the members reported that Caesar's
Palace was a good place to hold a con­

vention. Some, however, had to be
careful upon waking in the morning not

to be frightened by that haggard face in
the mirror on the ceiling.

One of the reasons trade associations

exist, and one of the reasons they have

conventions, is to allow people in the
same business to get together and share
their common joys and heartaches. Even

though APRO has grown rapidly and

perhaps lost a little of the intimacy it en­

joyed in its early days, Las Vegas saw

clusters of dealers in the halls, in the

restaurants, in the bars and at the tables,
sharing the camaraderie of their industry.
It is that special feeling of sharing suc­

cess and sharing adversity that made the
Las Vegas meeting such a success.

�

Board Happenings
APRO's new Executive Committee

met for its second session on September
18 at the Dallas-Fort Worth Marriott
Hotel. On the agenda that day was a

discussion of the recent Las Vegas con­

vention, including the financial tally, as

well as proposals for next year's conven­

tion, according' to Barry Gambini, APRO

president.
Barry Gambini was elected to his se­

cond term as president of APRO during
a business meeting of the new Board of
Directors held August 3 at Caesar's
Palace in Las Vegas. Others on the Ex-

ecutive Committee and their terms of of­
fice are John H. "Jack" Callender, Jr.,
vice-president, two years; Edward

Mohanna, vice-president, one year;
Glenn Davis, secretary, two years; Den­
nis Palmquist, treasurer, one year. R. C.
"Bud" Holladay, immediate past presi­
dent, will serve a two-year term.

Elected to two-year terms on the Board
of Directors were Charles D. "Chuck"

Sims, Bert McCann, Rozanne

Kowalczyk, and Tom Devlin. Named to

serve one year were Stephen Grauel,
Alan Dobzinski, Haskell Dighton, Frank

Ellsworth, Patricia Flowers, and Robert
White.

In other business, the new Board
established a Legal Defense Fund, and
discussed ways of collecting and disbur­

sing these funds. "It was generally con­

sidered by the Board that this was a mat­

ter of enormous consequences to the
association and that it needed the

association's utmost and diligent atten­

tion," according to Secretary Davis's

report.
Davis was also named by the Board to

chair a newly established Associate's Ad­

visory Council Committee to coordinate
the association's activities with those of

the associate members.
After the Board meeting concluded, the

Executive Committee went into session.
The first order of business was to

establish a fund-raising committee for the
new Legal Defense and Information
Fund. Terry Washburn, of Remco Enter­

prises, was named chairperson of this
committee.

Barry Gambini and Rozanne

Kowalczyk were elected to co-chair the
Government Relations Committee,
whose primary responsibility will be the

management of the Legal Defense and In­
formation Fund. This committee will also

keep an eye on legal issues facing the ren­

tal industry.
Robert White was appointed chairper­

son of the Convention Committee, and
it was voted to hold the 1984 convention

again in Las Vegas at Caesar's Palace.

A Government Relations Committee

meeting was held September 19

at the Marriott under the guidance of co­

chairpersons Barry Gambini and
Rozanne Kowalczyk.



Noted political consultant Kenneth L.

Khachigan opened the 1983 APRO
Members Annual Business Meeting with
the keynote theme, Washington Affects
You! Do You Affect Washington?

Mr. Khachigan alerted listeners to the

growing threat posed by the increasingly
affluent Legal Services Corporation, He

explained that the group, which is fund­
ed by tax dollars and was established 18

years ago, is bent on social engineering
and philosophically opposed to the profit
system. They are strongly opposed to us,
he said.

The Corporation, as well as other
similar consumer advocate groups, is
well arrayed in Washington, Khachigan
declared, noting such organizations lob­

by incessantly and zealously for their
beliefs. They are well versed in the com­

plexities of the legislative process and use

it skillfully in their favor, to the detriment
of rental dealers.

Khachigan drove his point home force­

fully, quoting Douglas MacArthur's

words, "The two worst words mark­

ing failure are 'too late'!" He stress­

ed that all dealers have the very survival
of their business at stake, no matter what
their size. Small dealers particularly, are

the mostvulnerable, he said.

Khachigan urged rental dealers to unite
and work together to contest the Legal
Services Corporation's growing Wash­

ington influence. Outlining the impor­
tance of dealers seeking favorable legisla­
tion, he used the analogy of preventive
medicine and recommended APRO
members each make a modest investment
in saving the business now to avoid costly
litigation and possible loss of business
in the future.

Khachigan, 38, is a public affairs and

political consultant with offices in San

Clemente, California. He served as staff
assistant to the President from 1970 to

1974. He traveled with President Ronald

Reagan as chief speechwriter during the
1979 presidential campaign, staying on

in that capacity after the election and also

serving as special consultant. Since 1982,
Khachigan has served as a Presidential

appointee to the National Institute of
Justice Advisory board.

Ed Winn, APRO's Executive director
and legal counsel, has been working on

the Washington scene for APRO to the

very limited extent possible with existing
funds. He recommended to the member-

ship that $250,000 would see to legisla­
tive needs for 1984 if matters move re­

latively smoothly. These funds are need­
ed for on-the-scene Washington lobbyists
to represent APRO. Winn suggested a

contribution of $200 per store, a small

price to pay for an average store invest­
ment of $300,000; less than most mem­

bers pay for other forms of insurance.
After several motions and considerable

discussion, the membership registered a

virtually unanimous preference for vol­

untary contributions rather than levies.

Immediately following the meeting,
pledge cards began rolling in to the
APRO booth, a gratifying response and
testimonial to the belief members have in
the power of concerted action through the
APRO trade association which is grow­
ing monthly in its membership, dedica­

tion, strength and sophistication.
At APRO, we are confident that those

who were too busy to get to the APRO
booth before the convention ended will

get those pledges and checks in as soon

as possible. We urge those unable to at­

tend to join with us in this endeavor. It
is probably the most critical issue we will
ever face as an association. APRO needs
dealer support.

Terry Washburn was appointed by the
new Board of Directors as chairperson
of the Legal Defense and Information
Fund Committee. Anyone with questions
please call Terry at Remco in Houston
or Ed Winn at the APRO office in Austin.

The Executive Committee of the Board
has appointed Barry Gambini and
Rozanne Kowalczyk to co-chair the Gov­
ernment Relations Committee. Members
will hear from them regularly with prog­
ress reports, requests for local support
and contacts, as well as input on local and
state developments. Barry and Rozanne

say they will be pleased to hear from
members, either directly or via Ed
Winn.

Editor's Note: At press time, contribu­
tions toward the fight to save rental
businesses totaled $27,550. Please direct

pledge contributions and inquiries to

APRO Legal Defense Fund, 1866 Inter­
First Tower, Austin,_TX 78701.

FYI
�

Whirlpool Corporation director, spe­
cial markets, John G. Steeb, has an­

nounced the appointment of Thomas F.

Kitchens III to the position of manager,

premium and rental sales. In his new

position, Kitchens will be responsible for

product sales to national rental accounts

and the premiumlincentive industry.
Kitchens, who holds a B.S. degree in

Business Administration from the Uni­

versity of Arkansas, joined Whirlpool in
1968 at the Ft. Smith, Arkansas manufac­

turing division. He subsequently moved

through several positions in the consumer

affairs and sales divisions and was, most

recently, a retail sales territory manager
at the Whirlpool Midwest Sales Division.

WHIRLPOOL ANNOUNCES
CORPORATE PERSONNEL
STAFF APPOINTS

- -

BENTON HARBOR, MICH. - Jay
Van Den Berg has been named to the
new position of general �anager, cor­

porate personnel services, and Ed
Dunn has been named to the new posi­
tion of general manager, corporate per­
sonnel, for Whirlpool Corporation.
Van Den Berg and Dunn will report to

Charles Putnam, vice president of per­
sonnel. Both promotions are effective
October 1, 1983.

In his new position, Van Den Berg
will be responsible for Corporate Per­
sonnel Services in labor relations, corn­

pensation and benefits, occupational
safety and health, management re­

sources, and employee comrnunica­
.tioris. Dunn will assume personnel re­

sponsibilities' foe the Corporate Ad­
ministrative and Marketing Groups.

Van Den Berg joined Whirlpool in

1967 as an industrial engineer at the St.

Joseph (Mich.) Division, and was pro�
moted to salaried personnel admini­
strator there in 1968. From 1970 to

1974 he was manager of hourly and
salaried personnel at the Findlay
(Ohio) Division. In 1974 Van Den Berg
was promoted to director, industrial
relations at the St. Joseph Division.
Five years later he assumed the addi­
tional responsibilities of director, in­

dustrial relations for the Laundry Resi­
dent Group in St. Joseph. Van Den

Berg was promoted to his current posi­
tion of director of manufacturing at the
St. Joseph Division in 1981.

A native of Grand Rapids, Michigan,
Van Den Berg holds a Bachelor of
Science degree from Western Michigan
University. He is a member of the Twin
Cities Area Chamber of Commerce,
President of the Twin Cities Svrn­
phonic Society, and a board member of
the St. joseph-Benton Harbor Rotary
Club. He is chairman, Major Firms B,



Blossomland United Way, and a

steering committee member of the
Twin cities Industrial Management
Training Program. He and his wife,
Joanne, have three daughters and
reside in St. Joseph.

Dunn joined Whirlpool's St. Joseph
Division as a personnel trainee in 1969.
From 1970 to 1974 he worked at the

Findlay Division with assignments in

hourly personnel, salaried personnel,
and communications. In 1974 Dunn
was promoted to salaried personnel
manager at the Clyde (Ohio) Division,
a position he held until 1978 when he
was named personnel manager for the

company's Consumer Affairs Division.
A year later, Dunn returned to the

Findlay Division as director, industrial
relations. He was promoted to his cur­

rent position of director, industrial rela­
tions for the Laundry Resident Group
and St. Joseph Division in 1981

Dunn is a Salem, Indiana, native and
a graduate of the University of
Evansville in Indiana. He is a member
of Blossomland United Way, the Twin
Cities Area Chamber of Commerce,
and the Southwestern Michigan In­
dustrial Relations Association. He and
his wife, Jeanne, have one son and
reside in St. Joseph.

�
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Technics
Z45

Win A Free Trip
To

ACAPULCO

RK 11/00
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•

We're

DYNAmIC
Jlslt Us I

SHARP
• MICROWAVES
• VIDEO RECORDERS
• 13" AND 19" PORTABLE TV'S

Panasonic
just sligh�y ahead of our time
• 25" CONSOLES
• REMOTE CONTROL OPTIONAL

• WASHERS
• DRYERS
• MINI-LAUNDRIES
• REFRIGERATORS
• FREEZERS

Yes, we carry · LlVINGROOM SUITES

FURNITURE I : �::�;s
featuring

groupings by
SINGER and STYLE CRAF1

1-800-543-0111
1-800-527 -1718
1-800-442-6226

_1-51�-772-7900

TOLL FREE CALLING

CALL OHIO
CALL TEXAS

IN TEXAS CALL
IN OHIO CALL COLLECT

OFFICES AND WAREHOUSES LOCATED IN
CALIFORNIA * FLORIDA * OHIO * TEXAS
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1. Bud Holladay makes an appeal
for contributions to the APRO Legal
Defense and Information Fund.
Pledges received at the Convention
exceeded $115,000.

2. The newly elected APRO Board of
,

Directors: top row, I. to. r: Ed Mohan­

! 00, Steve Grauel, Dennis Polmquet.
rt�'lrJd Holladay, i�,rt:r¥ Gambini, Fr
i Ellsworth, Bob W�ite, Haskell DigntG)n,
t Chuck Sims; bottom row, I. to r.: Glehn

Davis, Burt McCann, Rozanne
Kowalczyk, Patricia Flowers, Jack
Callender, Allen Dobzinski.

I

3. APRO Golf Tournament winners
displaying the fruits of their victory.
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UPDATE
New Dealers
( ) Number of Stores

Ayres, Patrick (1)
Super TV & Appliance Rental
100 North University Drive
Fort Worth, TX 76107
817/335-6535
Bearden, P. A. (2)
Lion Rental Company, Inc.
6175 Van Buren Boulevard
Riverside, CA 92503
714/354-2030

Lion Rentals
802 Navajo, Suite E
Perris, CA 92370
714/657-0714

Boehm, John E., III (3)
Rent To Own
908 Collins Boulevard

" Covington, LA 70433
504/892-7368

Rent To Own
2716 Thomes Street
Hammond, LA 70401

'" 504/542-7368
Rent To Own
Highway 16 West
Amite, LA 70433
504/748-7368

" Cate, William P. (3)
Cate-McLaurin Company, Inc.
P.O. Box 5448
Columbia, SC 29250
803/256-2424

C&M Appliance & TV Rental
1742 Taylor Street
Columbia, SC 29201
803/256-4503
C&M Appliance & TV Rental
7313 Garners Ferry Road
Columbia, SC 29209
803/776-0141
C&M Appliance & TV Rental
1105 12th Street
Cayce, SC 29033
803/791-7166

Chadband, J. F. (2)
Chad's Furniture & Appliance, Inc.
460 East Anderson
Idaho Falls, ID 83401
208/524-0550

Chad's Rentals
701 Wilson
Pocatello, ID 83201
208/232-3222

Chiuchiolo, Alfred J. (2)
National Rent To Buy, Inc.
179 South Ocean Avenue
Patchogue, NV 11772
516/654-2366

National Rent To Buy, Inc.
132 West Main Street
Riverhead, New York 11901
51.6/727-9429

Collins, Willie G. (4)
C&C TV Center, Inc.
P.O. Box 1141
Minden, LA 71055
318/377-7664

COLORTVME
640 Shreveport Road
Minden, LA 71055
501/377-7664
COLORTVME
University Plaza
Magnolia, AR 71753
501/234-8920

COLORTVME
705 North West Avenue
EI Dorado, AR 71730
501/863-3419
COLORTVME
Garden Oaks Shopping Center
Camden, AR 71701
501/836-3100

Gill, Warren H. (1)
Vann-Gill Electronics
Gill's Electronics
#20 Midtown Shopping Center
Albany, GA 31707
912/432-5349

Gleaves, Mark (1)
Allen & Bean Rentals, Inc.
5010 Charlotte Avenue
Nashville, TN 37209
615/297 -8555

Grimes, Richard (1)
Amco Services, Inc.
4946 Jefferson Northeast
Albuquerque, NM 87109
505/266-5653

Higgins, Larry (1)
Color City Rentals
13398 McKinley Highway
Mishawaka, IN 46545-7496
219/259-7661

Jorgensen, C. K. (2)
Daddi Dixon's Rentals
3536 Higuera
San Luis Obispo, CA 93401
805/544-5341

Daddi Dixon's
1523A South Broadway
Santa Maria, CA 93445
805/925-4436

Kempler; Nathan (2)
NK Rentals, Inc.
3212 West Park Row, Suite K
Arlington, TX 76013
817/461-2671

Express Rentals
1001 Kansas Avenue
Topeka, KS 66612
913/233-1104
Express Rentals
915 French Market
Arlington, TX 76010
817/277-7300

Koenig, Charles (4)
San Antonio Product Leasing, Inc.
4017 Fredericksburg Road, Suite C
San Antonio, TX 78201
512/7 36-465 7

COLORTVME of San Antonio
1331 Southwest Military Drive
San Antonio, TX 78221
512/924-4217
COLORTVME of San Antonio
513 Saint James
San Antonio, TX 78202
512/271-9898
COLORTVME of San Antonio
5514-1 Walzem Road
San Antonio, TX 78218
512/657-5944

Little, Leroy T. (1)
Bailey's TV & Appliances
416 Broad Street
Lake Charles, LA 70601
318/436-7575
Maifeld, Don (1)
Mr. "D" Rental/Maifeld Electronics
212 Main Street
Cedar Falls, IA 50613
319/266-2914
McMurry, Fred D. (2)
MPS Remco
1726 Augusta, Suite 126
Houston, TX 77057
713/782-4447

Remco
3357 North Academy Boulevard
Colorado Springs, CO 80907
303/596-6900
Remco
4020 South Maryland Parkway, Suite 3
Las Vegas, NV 89109
702/737-0066

McQueen, Arthur H. (2)
Prime Time TV Rentals
175 Alabama Street
Spartanburg, SC 29302
803/585-5020

Prime Time TV Rentals
11 Middleton Place
Greer, SC 29651
803/879-4261
Prime Time TV Rentals
1924 Taylor Street
Columbia, SC 29201
803/765-1398

Messervy, Lou R. (1)
Rent-A-Wash of America, Inc.
R.R. 1, Box 57
Sherman, IL 62684
217/629-7204 ,-

Middleton, Bruce (1)
North American TV & Appliance Rental
405 George Street South
Peterborough, Ontario Canada K9J 3E1
705/748-9460
Ormsby, John I. (1)
Ormsby's TV & Appliance Company, Inc.
61 North Main Street
Barre, VT 05641
802/476-6644
Pardue, William (3)
Bill's Discount Furniture, Inc.
P.O. Box 1549
Leesville, LA 71446
318/239-6246

Bill's Discount Furniture, Inc.
1103 North Fifth Street
Leesville, LA 71446
318/239-6246
Bill's TV Sales
1500 East First Street
DeRidder, LA 70634
318/462-0833

Semon, Lindsey (1)
Piedmont TV Rental, Inc.
Piedmont Furniture Rental
5939 South Boulevard
Charlotte, NC 28210
704/552-7368

Springs, Ron (1)
Ren Tex Rentals
5441 Alpha Road
Dallas, TX 75240
214/991-1804
Taylor, Roberta (1)
Nationwide Television & Appliances, Inc.
400 Penn Center Boulevard
Pittsburgh, PA 15235
412/823-6021
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Lerner, Lenny (1)
AA TV Rental, Inc.
341 Southland Drive
Lexington, KV 40503
606/276-5428

Little, Dwayne (1)
F.A.s.T. Rental Corp.
2301 South Congress Avenue, #21
Austin, TX 78704
512/448-2555



Tibor, W. F. (6)
Consumers Warehouse, Inc.
8842 Expressway
Jacksonville, FL 32211
904/724-4400

Consumers Warehouse
4551 Roosevelt
Jacksonville, FL 32210
904/388-1428
Consumers Warehouse
8118 Lem Turner
Jacksonville, FL 32208
904/764-6128
Consumers Warehouse
5805 Ramona
Jacksonville, FL 32205
904/781-8802
Consumers Warehouse
6 Blanding
Orange Park, FL 32073
904/272-6344
Consumers Warehouse
215 6th Avenue North
Jax Beach, FL 32250
904/241-8803

Viehweg, Fred (1)
Actiontime Rentals, Inc.
805 East 6th Street
Austin, TX 78702
512/482-0888
Whitis, Bruce (1)
Action Affiliates, Inc.
121 North 2nd Street
Killeen, TX 76541
817/628-2121

Young, Wayne, (1)
Furniture Rentals, Inc.
508 South Tejon
Colorado Springs, CO 80903
303/634-0540

�
New Associates
(industry suppliers)
FIVE DIMENSIONS SOFTWARE, INC.
Michael L. Sheriff
4843 Keller Springs Road
Dallas, TX 75248
214/380-0621
HAMMOND ELECTRONICS
Tim Zimmerman
4334 Scottsdale
Dallas, TX 75227
214/388-0523
H. H. SCOTT, INC.
Edward R. Barbagallo
20 Commerce Way
Woburn, MA 01888
617/933-8800
INTER/NATIONAL RENTAL
INSURANCE SERVICES, INC.
Robert M. Bell
P.O. Box 5090
San Clemente, CA 92672
714/661-6111
J. P. SMITHERMAN & COMPANY, P.C.
Warren Williams
1404 Dunlavy
Houston, TX 77019

� 713/522-2783
LEADING EDGE VIDEO
Patrick Riley
P.O. Box 526
Albuquerque, NM 87103
505/345-4193
RENTAL REFERRAL SERVICE
Jerry Landers
P.O. Box 29315
Dallas, TX 75229
214/263-0766

TEKNIKA ELECTRONICS CORPORATION
Jeff Mullarkey
1633 Broadway
New York, NY 10019
212/977 -8640
ULTRA CARE PRODUCTS, LTD.
Leo Knight
P.O. Box 428
Ajax, Ontario Canada L 1 S 3C5
WOOD SPECIALTY PRODUCTS, INC.
Roy Johnson
P.O. Box 344
Harrisonville, MO 64701
816/884-5113

@)
ADDRESS CHANGES
Kent, Mike
COLORTYME
P.O. Box 37575
Jacksonville, FL 32205
904/786-7056

Krause, Harry
Options III, Limited
3216 South East Street
Indianapolis, IN 46227
317/784-2824
Leonard, Marden
COLORTYME
689 East Moono Lane
Reno, NV 89502
702/826-9000

Manthei, David
Canyon Television & Appliance Rental
1856 Beesley Drive
Las Vegas, NV 89110
702/459-0474

Payne, Ronald
HomeWay, Inc.
7076 Peachtree Industrial Boulevard,

Suite 100
Atlanta, GA 30071
404/447-5592

As We Go To Press
Ballard, Dan (1)
Dan's Rent To Own, Inc.
1223 West Main, Suite B

Tupelo, MS 38801
601/842-8033

Brar, G. S. (2)
Rainbow T.V. Rental, Inc.
920 East Tidwell
Houston, TX 77022
713/699-0722

Quality T.V. Rental
6121 Telephone Road
Houston, TX 77087
713/644-0505

Burke, Richard (1)
The Rent Factory
800 F Davis Street
Vacaville, CA 95688
707/447 -5464

Hammond, Jim (4)
Full-O-Pep Appliances, Inc.
908 North Walnut

Bloomington, IN 47401
812/332-6554

Full-O-Pep Rental
2119 West 16th Street
Bedford, IN 47421

24

812/275-4466
American Rental
2330 National Road
Columbus, IN 47201
812/372-6287
American Rental
908 East Tipton :

Seymour, IN 47274
812/522-9737 ,.

Short, Jordan (1) "

Appliance Rental (1::0.
P.O. Box 148
Tifton, GA 31793
912/382-2314

Spruill, Jimmie Dan (1)
Rent America of Plainview
1209 West 24th
Plainview, TX 79072
806/296-5663

Townsend, Dennis (8)
Crowley Leasing, Inc.
4315 Shilling Way
Dallas, TX 75237
214/339-6345

COLORTYME
4552 JFK Boulevard
North Little Rock, AR 72116
501/771-1020
COLORTYME
8414 Geyer Springs Road
Little Rock, AR 72209
501/562-5442
COLORTYME
1425 Main Street
Little Rock, AR 72202
501/375-5020
COLORTYME
2202 Military Road
Benton, AR 72015
501/778-2572
Crown TV And Appliance
2113 West Colonial
Orlando, FL 32804
305/843-1700
Crown TV And Appliance
634 South Dilliard
Winter Garden, FL 32787
305/656-3699
Crown TV And Appliance
420 S.w. Pine Street
Ocala, FL 32670
904/622-1255
Crown TV And Appliance
539 Bezille Road
South Daytona Beach, FL 32019
904/788-3352

Member Stats Sept.'83

# Dealers
# Stores
# Assoc i ates

350
1323

83
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During the past twelve months, APRO has been heavily involved in lobby­
ing on behalf of TV and appliance rental dealers in various states and at the
federal level. To date, legislative attempts to characterize rental agreements
as credit sales have occurred in Pennsylvania, Michigan, Connecticut, North
Carolina, and Wisconsin. APRO representatives have been there every time.

In an effort to avoid further attempts to regulate the industry state by
state, APRO has taken the initiative at the federal level to have legislation
passed which would define the industry and regulate it once and for all. You
have read about activity in Washington in recent issues of THE APROACH.
It is hoped that meaningful federal regulation will end the legal difficulties

, that have plagued the industry in recent years and allow dealers to get on with
developing their businesses.

All of these efforts by the trade association on behalf of rental dealers cost
money. For example, legal and other expenses in North Carolina will exceed
$50,000.

When APRO was started, the dues structure reflected that of a traditional
trade association, with allocations for a national headquarters, a newsletter,
and the like. There was no provision for the creation of a reserve to finance
major legislative efforts. In each instance, so far, rental dealers in the af­
fected states have come forward to help defray expenses. Fund raising has
been, of necessity, piecemeal.

Today, however, there is a major effort underway in Washington to get
protective legislation passed that the industry needs. The proposed legislation
will require certain disclosures in rental agreements and in 'advertising, but

Make a pledge
toward the insured

success of YOUR business

Association of Progressive Rental Organizations
will prevent rental agreements from being characterized as credit sales. It will
take anywhere from 6 to 12 months to get the law enacted. There is opposi­
tion to the proposed legislation from consumer groups.

To be assured of success, APRO needs the help of its members to finance
the project. It is estimated that the cost of the Washington effort will be
$150,000. That comes to approximately $100 per store for every APRO
member. This is the amount that the membership voted to assess itself at the
convention last year in New Orleans.

This sum will not be sufficient to be used in any state legislative develop­
ment that might occur in 1984.

In early 1983, RTO Corp., Mid-America Leasing, Remco, and Color­
Tyme, contributed $5,000 each to create the APRO Legal Defense and Infor­
mation Fund. This money was contributed to make sure the trade association
would be adequately represented before various governmental bodies which
were studying the industry.

Since that time, the Federal Reserve Board has sent a proposal to Congress
and Senator Hawkins has introduced the proposal as S. 1152. Senator
Hawkins held the subcommittee hearings on the bill in July. APRO was

there. So far, APRO has spent roughly twice what the original four com­

panies contributed.
APRO needs all the financial assistance of all members. A contribution of

$200 per store would defray the Washington expenses as well as carry the ef­
fort in states where the need might arise. The issue is still alive in Connec­
ticut, Wisconsin, and Michigan. Other states are expected to introduce bills
in 1984.

Without sufficient funding, we may not get what we need in Washington.
Without federal legislation, it is certain that consumer advocates will push to
have the industry regulated or even outlawed in various state legislatures. No
rental dealer can effectively fight legislative battles alone. United, the rental
industry can and will survive and prosper. Please take a moment today and
fill out the enclosed pledge card for your contribution to the APRO Legal
Defense and Information Fund. These funds will be controlled by the APRO
government relations committee and monthly reports will be made available
to all contributors.

Please note that the APRO Legal Defense and Information Fund is not a

political action committee. No money contributed will go to the campaign
funds of any political candidate or party. Contributions to this fund can be
made from corporate accounts and are fully tax deductible.

TODAY! by filling out and returning
this pledge card

with your contribution.

LEGAL DEFENSE AND INFORMATION FUND PLEDGE CARD
Please fill out and return this card

NAME
_

COMPANY
�----------

- - - - - -

Q Check enclosed

- - - - - - -

o Bill me

NO. OF STORES
_

ADDRESS
__

S 200 PER STOREPLEDGE AMOUNT
_

OTHER

S 100 PER STORE

Please make checks payable to: APRO Legal Defense and Information Fund
1866 InterFirst Tower
Austin, TX 78701 (512) 478-6521
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GOVERNMENT RELATIONS

I CONVENTION UPDATE I
Most rental dealers who made the trip

to Las'!egas found time to attend one of
the three legal seminars put on by Sam
Choate and Ed' Winn, III. Many dealers
were already familiar with the work

these two attorneys have been doing on

behalf of rental dealers all across the

country .. Choate and Winn explained to

the dealers what was going on in each

state, highlighting the recent Supreme
Court opinion in Maine. They went on

to give a progress report on the pro­
posed federal legislation and explained
that at the subcommittee hearings in

July the industry had been very well

received.
Both attorneys expressed the opinion

that few lawsuits are being brought
against rental dealers in federal court

since the current federal law clearly
does not cover rental-purchase agree­
ments. Rather, the attack seems to have
shifted to state court, as there are law­

suits currently pending in about five

states around the country. Several of

these are class-action lawsuits with mul­

tiple plaintiffs and potential liability in

the millions. Winn and Choate also gave

dealers an update on the status of state

legislative efforts around the country.
Connecticut, North Carolina, Michi­

gan, and Wisconsin all saw legislative
action in their respective State Houses.

A bill was passed in one. (See details in

section on North Carolina). Both law­

yers predicted that unless considerable

progress is made in Washington, rental

dealers can expect renewed efforts to

enact laws at the state level that would
-

recharacterize rental agreements as

credit sales.
Winn discussed the APRO Legal De­

fense and Information Fund, newly
created to help fund the lobbying effort

in Washington. He urged every dealer

to become aware of the political forces

that are shaping the industry and to

reach deep into his pocket to make a

substantial contribution to the fund.

Jimmy Walker, a law partner of Sam

Choate who specializes in bankruptcy.
gave dealers a brief explanation of the

bankruptcy court system. He also gave
dealers some suggestions about how to

proceed when a customer declares

bankruptcy before returning rental

property.
(Editor's note: APRO has available on file in

the APRO office a printed handout concerning
bankruptcy entitled "Bankruptcy Wild Card."

This publication is available free of charge. Send

one dollar to cover postage and handling.)
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I TENNESSEE I
The Office of the Attorney General in

Tennessee has re-opened an investi­

gation into the rental industry in that
state. The investigation was initiated
over a year ago against two rental com­

panies in Nashville, but was apparently
dropped. Recently, rental dealers across

the state received a letter from Doug
Berry, an assistant attorney general, re­

questing a copy of each company's rent­

al agreement. The letter states:

[We have] reason to believe that per­
sons who enter into agreements to

rent stereos, televisions, and appli­
ances on either a weekly or a month­

ly basis, with ownership options at

the end of the rental period, do so

without adequate information as to

many of the material aspects of the

transaction, i. e., total of payments,
existence of other charges, etc.

The letter also indicates that the attor­

ney general's office thinks some of the

prices charged by rental dealers might
be "unconscionable," i. e., excessive,
depending on the circumstances.

Most rental dealers contacted are vol­

untarily sending a copy of their rental

agreements to the attorney general's
office. If a dealer refuses to comply with
the request, the next step is for the

attorney general's office to issue a Civil

Investigative Demand and use court

procedures to compel disclosure of the
information desired. During a telephone
conversation with APRO general coun­

sel Ed Winn, Mr. Berry indicated that
his office was primarily interested in

getting some sort of uniform cost disclo­
sures in the state. Mr. Berry was par­
ticularly interested in the progress of the

proposed federal legislation. Winn indi­
cated that while the industry was gener­

ally supportive of uniform disclosures,
it was prepared to fight the issue of un­

conscionability. Winn pointed out that
most allegations of excessive pricing
involved comparisons between rental­

ownership prices and installment-sale

prices, without taking into account the

value of the additional services that a

rental agreements provides or the value
of no obligation. Mr. Berry agreed to

meet with APRO representatives as the

investigation progressed.
Rental dealers who have received

letters from the Tennessee Attorney
General's Office are requested to contact

the APRO office in Austin, Texas at (512)
478-6521.

COLORADO

A federal bankruptcy court in Col­
orado has ruled that a rental purchase
agreement was not a credit sale and
allowed the company to recover its mer­

chandise from a customer declaring
Chapter 13 bankruptcy. The bankrupt
testified in court that she had been told
in the store that she was buying goods
on an installment sale basis. The cus­

tomer admitted, however, that she
never read the written agreement.

In deciding the true nature of the

agreement, the judge noted that the
federal bankruptcy statute required him
to follow state c6ntract law. He deter­

mined that under Colorado law, the
1 bi b'agreement was � unam 19UOUS y Its

terms and was a lease. The court looked

at the language of the lease as well as

the method of depreciation used by the
rental company, and noted that the ren­

tal company treated the account as a

lease on its books. The court then went

on to employ a widely recognized rule
of contract law to the effect that when

there is a clear and unambiguous written

contract, contradictory oral testimony
may not be considered.

Since the contract was determined to

be a lease, the court allowed the bank­

rupt 15 days/to make all payments due
or forfeit the merchandise.

This decision is well-reasoned and

may be of assistance to other dealers
confronted with a customer in bank­

ruptcy. Of particular importance is the

judge's reference to the bookkeeping
methods of the rental company. This
case represents the first judicial opinion
to refer to such a factor to determine
contractual intent. Arguably, the judge
erred when he referred to a company's
internal bookkeeping procedures to

determine the company's contractual

intent with a customer. Nonetheless, the

judge's decision stands. If there are

dealers who are treating their accounts

as installment sales on their books, they
should consider the ramifications of this

opinion. Copies are available upon re­

quest from the APRO office in Austin.

)
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GOVERNMENT RELATIONS

The court went on to note:

It is apparent that a Hawkes rent-to­

own customer pays dearly tor the
privilege of renting his television
set. In that respect his condition
resembles the plight of a victim of
usury . Nevertheless, the Code
definition of "consumer credit sale"
cannot possibly bear the meaning the
Superintendent has assigned to it to

bring the Hawkes rent-to-own agree­
ments within the reach of the Code.
It is true that the Code must be liber­

ally construed and applied to pro­
mote its underlying purposes and

policies, 9-A M.R.S.A. § 1-102 (1).
Yet, if the Hawkes agreements can­

not come within the scope of the
definitional language- by any rational
interpretation, the fact that the Code
must be given a liberal construction
does not avail. If the definitional
provisions of the Code even left
some doubt about the applicability of
the Code, the Superintendent's inter­

pretation would be entitled to due
deference. Here section 1-301
leaves no room for doubt. This was

not a credit sale under the Code. The
mandate for liberal construction
does not give the Superintendent or

the coui ts authority to enlarge the

coverage of the statute.
The Hawkes case received consider­

able attention in the Maine press and the

Supreme Court decision was seen as a

vindication of the free enterprise system
by some. Predictably, the assistant at­

torney general who had been involved
in the case lamented the court's ruling
and vowed to introduce legislation in
the state to correct the opinion and to

prevent the rental industry from preying
on the poor.

NORTH CAROLINA
LEGISLATURE MOVES TO

REGULATE RENTAL
AGREEMENTS

The North Carolina General Assem­

bly enacted H.B. 545, to become effec­
tive September 1, 1983. The bill repre­
sents a compromise between rental deal­
ers and consumer advocates who intro­
duced the bill. The sponsors had origi­
nally introduced legislation to include
all rental agreements with purchase op­
tions under the North Carolina Retail
Installment Act. That statute requires
disclosure of cash price, amount fi­
nanced' and an annual percentage rate

in all transactions. The statute also in­
cludes substantive limits on reposses­
sion and credit reporting.

H.B. 545 as enacted will include
some rental purchase agreements under
the Retail Installment Act, but not all.

Coverage will depend on how a dealer
structures purchase options at the end of
the lease period.

Most of the debate in North Carolina
focused on the definition of "nominal
consideration," since that term is crucial
to the definition of "credit sale." H.B.
545 defines "nominal consideration" as

10 % of the cash selling price of the

property at the time a lease is initially
entered into. If a North Carolina con­

sumer can obtain ownership of the prop­
erty at the end of the lease period for
nominal consideration, the entire trans­

action is covered by the Retail Install­
ment Act. If, on the other hand, a cus­

tomer must actually purchase the prod­
uct for a price in excess of "nominal
consideration," the entire transaction
falls outside the coverage of the act and
remains unregulated. For example, if a

North Carolina dealer rents a product
with a cash price of $600, he will have
to sell the product to his customer for
more than $60 in order to avoid having
the transaction called a "credit sale"
under state law.

When similar legislation was passed
in Pennsylvania, most rental dealers
there restructured their rental agreements
to include a "balloon" purchase option at

the end of the lease period. Early reports
from North Carolina indicated that
dealers there are planning on revising their
rental agreements in the same fashion.

Copies of the bill as enacted are avail­
able from the APRO office in Austin.
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MAINE
In a unanimous decision, the Maine

Supreme Judicial Court overturned both
the Superintendent of Consumer Credit
Protection and the lower superior court

judge and validated Al and Barbara
Hawkes' rental-purchase program in
that state. As reported in earlier editions
of THE APROACH, the Superintendent,
Ms. Barbara Alexander, had ruled in
1982 in an administrative hearing that
the rental program in question was in

reality a disguised credit sale program
and was in violation of state disclosure,
usury, and pricing laws. The

Superintendent got an injunction against
Mr. and Mrs. Hawkes which prevented
them from doing business further and
seized the company's bank accounts.

Mr. and Mrs. Hawkes lost the first
round of appeal when a Portland Supe­
rior Court judge affirmed the Superin­
tendent's opinion in all respects. They
appealed the case to the Maine Supreme
Court in October 1982, and had to wait
nine months for the decision. For the
Hawkes, it was worth the wait.

In the first instance, the court dis­
solved the injunction previously granted
ordering Hawkes to cease using the
rental agreement he had been using and
to reimburse all customers the differ­
ence between the fair market value of
the property plus interest and the
amount actually collected. Hawkes had
maintained that the injuction was invalid
and continued to collect rental payments
and repossess merchandise held by cus­

tomers pursuant to the agreements. This
portion of the decision will allow the

company to "unfreeze" its bank accounts

and get its money back.
In discussing the issue of whether Al

and Barbara Hawkes's rental agree­
ments were disguised credit sales, the
court focused on the definition of credit.
The court noted that under the statute,
credit means "the right granted by a

creditor to a debtor to defer payment of
debt or to incur debt and defer its pay­
ment." The court then held that by the
terms of the written rental agreement,
Hawkes never extended credit to his
customers and they never went .into
debt. Accordingly, the court ruled that
the statutory framework of the Con­
sumer Credit Code could not properly
be applied to these rental transactions.

�� ))� «.
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__ .lndustrv Rating In Markel

o Induslry new 10 communily
1 accepled bul not widespread
2 accepled and widespread
3 good Irack record In markel

FINANCE
Calculating the market value of your

rental store(s) can be a tricky proposi­
tion. Consider the makeup of a typical
TV -appliance rental outlet: the principal
assets are largely a mix of new and us­

ed products being "warehoused" in
customers' homes, and any likelihood
of continued rental income hinges on

the current contracts in force not com­

ing back tomorrow. There are no ac­

counts receivable, no heavy machinery
or other long-life assets and fixtures"
and most owners lease their buildings.

The real value of any business is what
a willing buyer offers to pay for it. But
there is a simple formula for attaching
a market price to your rental store, and
the form reprinted here makes it easy.

Notice that "Earnings" considers
those ongoing business expenses that
would be continued after the sale, but
deletes those expenses that might "wash
out" - such as owner's salary, deprecia­
tion, interest, etc. A new buyer will in­
stall different management and any in­
terest expense will be determined by the

price of the business and whether the
sale is leveraged by the buyer.

Be sure that your figure listed in
"Future Earnings" closely reflects the
recent history of the business. If you've
averaged $20,000 a month cash

operating expenses, the likelihood of
that figure dropping to $15,000 a month
within the next year is nil.

All "Assets" on the form should be
listed at current market value- not

depreciated value or current book
value. For example, 100 TV sets that
cost $450 each at original purchase
might today be worth $250 or $150
each, depending on their condition. Just
assume that each set in your inventory
has a price point below which you
wouldn't sell it for cash right now. That

perhaps is the best indicator of market
value. Valuing all assets at their current

market value and developing a figure
for "projected future earnings" gives
you a true picture not only of the value
of goods and equipment in your store,
but of what they should generate in pro­
fits for the potential buyer. Remember:'
no one is buying your store to pick up
used TV sets. They're buying it to

generate rental revenues and profits.

BUSINESS VALUATION
Asof _

[Monlh) ['(ear)

[1) Renlal Income

(2) Unll wrlle-oil

(3) Operounq wages/salaries
(4) folal direcl costs (line 2 plus line 3)
(5) Gross prolrl (line 1 minus line 4)
(6) Operating expenses (exclude owner's salary,

depreclalion and Inleresl)
(7) Managemenl salary (assume passive owner shlpl _

(8) Earnings flam ooerotions LI �

(line 5 minus line 6 and line 7)

(9) Land
(10) Buildings
[11) Equip/Furn/Flxl
(12) Vehicles
(13) Olher (describe)
(14) Iotol properly cssets (lines 9 Ihru 13)
(15) Income producing assels (unlls)
(16) Value 01 assels [lrne 14 plus line 15)

Working Capital Needs

(17) Operotino expenses' 2 wks C 4 wks C 6 wks rJ (check one) C=::==:=J

Value 01 Assell

Business Rating
__ Income Risk

o unll gains 0 over last 12 mas
1 B 0 R dropping over last 6 mas
2 growlh slagnanl lasl 6 mas

3 Income Increasing sleadily

_� Compelilive Roling
o lnventorv. roles uncompelltlve
1 cornpetuive In average markel
2 fi,ghly·conrpelrlrve In growlh morket
3 markel·share leader

__ Company Image
o 100 new 10 delermlne
1 eslablrshed compelenl
2 long record. oulslandlng
3 communily leader. respecled

__ DestrqbllifvCompcilibttrtv Roling
o many Immediale changes required
1 long range "frne·lunlng" needed
2 operallons-slruclure very SImilar
3 lurnkey opera lion. no changes 01 all

__ lnventorvAssets Roling
o Invenlory old ono bodly kepi
1 Invenlory aging bul well kepi
2 Invenlory age overages under 18 mas
3 Invenlory & ossets excellenl

Business Valuation

(18) Business rating mulliple (10101 above rating polnls divided by 6)

(19) Earnings from operation (line 8)

�
(20) Replacemenl lund. (lin.

e 10. x 6·2/3% plus lines 11 and 12 x 20%)
(21) Cosl of money [line 16 plus line 17 x pnrne Inleresl role) _

(22) Excess earnings [frne 19 mrnus lines 20 and 21) _

(23) Value 01 excess Boenlngs (line 22 x line 18)
124J votre 01 0"01, (III'" 16) _

(25) B1JSlne!;s voluollun (11fH3 23 plus line 2t.1) _

The "Business Rating" is the "gray
area" on the business valuation. Here,
the seller has to be objective and honest
about the position and image of his
business within the community or

market area. But nobody could be ex­

pected to state that the business is

terrible, so this portion of the form has
been weighted and divided into areas of

greatest concern to the potential buyer.
A business with valuable assets and low
overhead which is hampered by poor
market conditions and a bad track
record has less chance of being suc­

cessful under new ownership than a

dynamic business with older assets and

high overhead. Those negatives can

easily be corrected, while an eroding
market and a bad image can be deadly.

The time requirements of conversion
to another system plus the recent track
record of the company in the market
combine either to enhance or detract

from the potential for future earnings,
and thus the real market value, of the
assets which would generate those earn­

ings. So those considerations have to be

weighed in any sale.

Simply using some multiple of

monthly rental income to arrive at the

selling price for your business ignores
all the risks and opportunities which

you carefully considered before you
opened: cost of money, desirability of
the business, the track record of rental
in that market. Why forget these impor­
tant considerations at selling
favor of a magic number?

Author: Raymond C. "Bud" Holladay is the
immediate past-president of the Association

of Progressive Rental Organizations and
Vice President/General Manager of ABC
Rentals, lnc., based in Dallas, Texas.
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Consumer/Dealer

Appliance

hen potential customers walk into a dealer's
store, they know what they want in the way of an

Appliance or entertainment medium, but they are not

so knowledgeable about which product meets their
needs.

And sometimes they don't know how to ask the

right questions.
As a result, salespeople have to be fully informed

about each item in the store. and able to query
customers to be sure they are selecting merchandise
that fits their requirements.

According to Ben Shellnut, area operations
manager of Action TV and Appliance Rental, Inc.
in Mesquite, TX. consumers know toha: they want

but usually have to be told which features apply to

which products.
For instance. he explained, a customer with a

stereo in mind wants to know about watts, power

out-put, whether it records without microphones.
volume. etc.

A person selecting a microwave will want to know
such things as whether a lO-pound turkey will fit
into it. or whether it has � browning element or a

rotisserie,

Nowadays. though. customers don't often concern

themselves with energy-saving features, Shellnut
said.

Practical questions. such as size and operating
capabilities, are the types of questions most asked'
at Best-Way TV and Appliance Rental in Ports­
mouth. VA. reported Becky Cahoo.n. store account

manager.
Specific answers to other frequently asked ques­

tions appliance dealers encounter have been re­

searched by the Association of Home Appliance
Manufacturers. some of which follow.

.::;;

j Q: What is the best way to check
;:,}a microwave oven for microwave

leakage?
A: It will cost a service call, but all

- manufacturers' service technicians
_

are trained to perform a leakage
test. Some local public health orga­
nizatipns will also perform the test
if requested by a consumer in their
area. The health organization gener­
ally borrows a very sensitive and
sophisticated instrument costing
several thousand dollars from the
Bureau of Radiological Health.

The BRH has found a variety cf
cheap $15 to $50 detectors now on

the market extremely unreliable.
Therefore, manufacturers do not
recommend these instruments for
testing microwave leakage.

Actually, it is not necessary to have
a microwave oven checked on a

regular basis. Ovens are equipped
with two safety interlock switches,
and if either fails, a monitor switch
causes a fuse to blow, which
prevents the oven from operating.

It should be checked, AHAM says,
when the oven door or latch has been
damaged, if hinges are loose, or if
the oven was dropped or moved over

a long distance.

Q: How are pacemakers affected by
mlcrowalle ovens?

k thei'fact Is, mlcrowalle ollens do not
affect today! pacemakers. The dlWices
are shielded against Interference caus­

ed by radio-frequency electromagnetic
energy which Is emitted by mlcrowan
ovens and hundreds of other sources. At­
tually, automobile Ignition systems and
small ele�trlc motors emit electromag­
netic energy more often than mlcrowalle
ovens.

Q: How can tr.elted
plastic be removed from an

appliance? (The results of a

plastic bag accidently
touching a hot stove, for
instance).

A: Rub nail polish re­

mover on the surface, then
wash with a mild soap and
water solution.

Q: How do you remove the odors of
spoiled food from a refrigerator or

freezer?
A: Minor odors can be eliminated by

cleaning the defrost water disposal pan
and placing containers of freshly ground
coffee or baking soda in several parts of
the refrigerator,

Persistent odors require more time and
work. First empty the refrigerator and
thoroughly wash all removable parts and
the door seal gasket in warm sudsy water
or a solution of baking soda and water,
then rinse, Leave doors open and allow
the unit to air out. Then place three to
four activated charcoal filters or a tray
of loose activated carbon on the shelves
and leave the unit empty for a few days.
(Service companies or hardware stores
sell these filter iterns.) Larger servicing
organizations can recommend more ef­
fective deodorizers that absorb odors, last
several months and are safe to use in the
refrigerator with covered food.

Problem odors which can't be remov­

ed by the above methods are probably the
result of drippings that have reached the
insulation. A servicing organization
should be contacted.

30 SeptemberffHE APROACH



necessary to have.
Problems with rental losses are up

somewhat, as consumers now prefer
smaller versions of appliances which, un­

fortunately, can easily disappear.
As for color preferences, almond,

white and off-white are the most popular
appliance shades; avocado is one of the
least favorite color choices. Some dealers
also reported frequent customer requests
for appliances having smoke-colored

glass or stainless steel (microwaves,
ranges, and smaller items - mixers,
toaster ovens).

Most dealers said they are happy with
business so far this year and report that

they are looking forward to fall and the

holiday season. Along with falling leaves
and somewhat lower rental rates, a

general rental bonfire seems in order for

appliance merchandising.

Is your applianee rental business
cooking, or going up in smoke?

There are few smoke signals currently
going up at rent-to-own dealerships.
From coast to coast, a majority of the
dealers The APROACH checked in late

August indicated business was doing just
fine-yes, even 'cooking'!

Most successful were dealers offering
a wide range of rental appliances:
refrigerators, ranges, dishwashers,
freezers, microwaves, washers, dryers,
TVs, stereos, air conditioners, and even

smaller appliances - blenders, toaster

ovens, clock radios, etc. Usually, the
most popular appliances could be found
in several different models and styles.
Lesser requested units were generally
represented by one brand.

Color TV s were most popular, with

strong rental rates for portables and con­

soles. Close behind were refrigerators,
perhaps because of the hot weather,
and the perennial summer favorite, air
conditioners.

In Monterey, California, TV Mart
General Manager Steven Agnew also
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reported lots of interest in video
recorders. His experience was reflected
in rent-to-own businesses throughout the

country,
Whirlpool and May tag washing

machines are two of the more frequently
requested units.

As for microwaves, more dealers seem

to be experimenting with styles and
models to find the best unit for their
business. Salesman Jim Raines at EDRO
Rentals & Sales, Inc. in Bloomington, il­

linois, said their store had also tried out

some new models. "Initially all of them
were with crank-type timers; we had a

lot of service problems with those. We
went to the touch-tone and they've been
out of stock." (The store presently car­

ries dark brown Panasonics.)
Freezers are not necessarily 'hot' items

right now, but as Steven Agnew puts it,
"We wouldn't want to be without them,
either."

Ranges were another item several
dealers described as "just there" but

Betsy MCLellan
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Microwave mythology persists,
paradoxically, despite an ever-booming
sales popularity. Rental dealers face one

of two extremes. Ask "How's the
microwave business?" and you'll hear
either "They're out of stock - can't keep
up with it," or a wry, "What microwave
business?"

So what's behind this customer reluc­
tance? Austin dealer Dennis Palmquist
notes microwaves are his shortest-term

rental item, next to video equipment.
"Customers use it for two weeks to a

month before they bring it back in. I think
it's because most people either don't use

it that often or aren't that familiar with
how to use one properly."

Shelley Carnes at Dynamic Distribu­
tors observes, "It's a seasonal item­
Mother's Day and Christmas and very lit­
tie in between. They're items generally
thought of as a gift; something customers

can live without, not one of the first

things they run out to rent."
Another factor dealers cite is customer

intimidation, particularly, says Califor­
nia store owner Thelma Pressman,
among women. Many women raised and

taught in the traditional manner, she ex­

plains, are afraid of technology; men

aren't. "They see the touch panel and they
back off and buy a timer. I think it's
unfortunate. "

However, customer perceptions are

changing toward microwaves. With the

high-tech, electronic wizardry of videos
and personal computers pervading the
American lifestyle, the microwave myth
may well be on its way out, dispelled by
increasing consumer awareness regar­
ding the ease and convenience micro­
waves offer. The wide variety of models
available as well as lower prices point
toward an encouraging future for rent-to­

own businesses.
"It's really grown over the last few

years," Steve Sherman at Sanyo says.

32

"The demographics are broadening . . .

with four million sold in 1982, they're
projecting between 4.3 and 4.5 million,
although I'd say closer to five."

He continues, "Rental dealers are

beginning to desire microwave rentals,
and trends are intensifying."

Sherman explains, "Stereos and TV s

are considered by most to be essential in

the home and the profile on microwaves
has changed, is changing. It's becoming
a necessity with current lifestyles, both

wives and husbands working - it's

tremendously timesaving."
Thelma Pressman agrees. "There's

more sales this year than last year. I think

people who were purchasing in the past
were the affluent. Now their children,
who have grown up with one in the

home, are going off and that generation
is going to want a microwave because

they're accustomed to it."
Gerald Hawk, National Sales Manager

of Microwaves at Admiral Home Ap­
pliances, believes rental dealers, with ef­

fort, can capitalize on the microwave

market. But, he stresses, proper pro­
moting and a positive dealer attitude are

essential if it's going to work for them.

"Don't make it look like an also-ran. Pro­

per display is very important. Have a

designated part of the floor and make it

an obvious microwave selling center, in

a high-traffic area. The customers should

have to go through it to get to anything
else."

Trends during the past year indicate

customer interest is increasing toward

smaller, more compact units, especially
appealing to apartment and condo

dwellers.
Interest in special features like touch

control, memory cooking, rotating units,
temperature probes, digital clocks, and

timers is high and growing. Or, as Biil
Anderson, vice-president of marketing
for REMCO, says, "Basically, the more

features, the better."
Rental dealers may try experimenting

with the increasingly popular combina­
tion units - convection and microwave
ovens. These units provide microwave

cooking speed as well as browning.
Color can also be a factor. Many

customers prefer light or neutral shades.
Thelma Pressman says her white units
from Sanyo have been extremely well­

accepted because, she explains, "It's

friendly looking."
Interestingly enough, many dealers say

they've observed a slight decline in cus­

tomer desire for energy efficient models.
More people are picking units they like

first, then considering the efficiency
ratings.

Above all, dealers, manufacturers and
distributors agree that an enthusiastic and
know ledgeable sales staff is the most

crucial element of successful microwave

marketing. Second to that is dealer sup­
port and ongoing education of customers

after the rental.
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"Their expectations are often not met,"
teve Sherman relates. "It's the same with

omputers; they get it home and say,
What do I do with it now?" Successful
usinesses are those that have taken it

riously. You have to be totally commit­
ed . . . show that this is a category of
msiness that you want to be in. The sales
orce has to be totally knowledgeable, as

hey do with TV and video products."
After the sale, teaching the buyer what

o do with the unit and ensuring customer

atisfaction are big factors in the rental
ealer's microwave marketing gains.
One example of continuing customers'

ducation includes microwave cooking
lasses, held at the place of business on

monthly or weekly basis. Demonstra­
rs conduct an hour-long class; cus­

omers who've rented may attend free of

harge.
Gerald Hawk asserts, "We've found

. . of the businesses that offer cooking
lasses, 43 % of their customers will
ttend. "
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Seasonal sales doldrums can be com­

batted by targeting certain customer

groups and making it their season for
microwaves. Keep in mind returning col­

lege students in late summer and early
fall. Their on-the-go lifestyle can benefit
from the convenience microwave meais
can offer.

Military bases can be considered a

year-round market, thanks to frequent
rotations of personnel. Keep single
enlisted men and officers in mind, as well
as families in base housing, base clubs,
etc.

Dealer attitude in microwave merchan­

dising is important, for when a dealer is
sure of his or her product, the microwave

myth is just as surely bound to give up
the ghost.

BetSY
McLellan

These vegetable kabobs are colorful,
low-calorie (24), and, because they're _

microwaved, fewer vitamins and miner­
als are lost in the cooking process. The
marinade is easily prepared ahead of

time, too. You'll need: For every 8
kabobs
1 medium yellow zucchini squash
8 cherry tomatoes

8 medium sized mushrooms
1 small green zucchini squash
% cup dry white wine
% cup Italian reduced calorie salad

dressing
bamboo skewers
Slice zucchini into 1,4" pieces. Combine

vegetables in a large, shallow container

(can be done ahead of time for demo

purposes). Add salad dressing, wine
and marinate at least four hours. Thread
onto skewers. Each kabob will have one

tomatoe, mushroom and one or two

slices of zucchini. Reserve the
marinade. Place kabobs in baking dish,
drizzle with half of reserved marinade
and cover with heavy duty plastic wrap.
Microwave at HIGH for five minutes,
until squash is crisp-tender. Let stand,
covered, two minutes.

I.tm)
.1::1
DCI
01::1
Ct.

Microwave fudge will satisfy
customer sweet tooths and prove a real
favorite with its creamy consistency and
fast cooking time. Each batch makes
about two pounds.
1 cup peanut butter chips
2 cups semi-sweet or milk chocolate

chips
1 cup (14 oz.) sweetened condensed

milk
% cup margarine or butter
1 cup chopped walnuts
Place all ingredients except the walnuts
in a large bowl. Microwave until chips
melt - three to five minutes - stirring
once or twice during cooking. Stir in
walnuts. Pour into a greased 8x8 pan
and refrigerate til set. For store demos,
a batch can be made ahead for sampling
after customers watch the candy making
process.
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hriving year-round rentals are every
dealer's dream. Translating those into

everyday business reality, however, re­

quires dealer commitment and patience,
as well as lots of legwork researching
consumer appliance profiles and targeting
advertising dollars to meet pre­
established marketing goals.

For example, reams of research

preceded Admiral's successful ad cam­

paign last fall. The "Entertainer"

refrigerator was paired with Admiral's

Micro-Ranges in a "Double Feature" pro­
motion aimed at style-conscious, social­

ly active consumers between the ages of
25 and 45. This group was targeted after
market research revealed that 88 percent
of Americans were entertaining at home
at least once a month. Similar planning
and homework by rental dealers can re­

sult in gratifying appliance rental figures.
Keep tabs on popular local radio and

TV personalities. Arrange personal ap­
pearances to boost customer interest in

all your appliances, from VCRs through
exercise videotapes and video games, to

washing machines.

Innovative
Ap

·

"nee

Ma eting'
Methods

"Infomerci
Ga15[e'"-TV a

spots without
commercials. iges are presented 0

a person-to-person basis which em­

phasizes credibility. The more detailed
selling information of print ads is cOIV­
bined with TV's visual impact. Gost

o, ... and $5,000
ple..,TVa

"rising. Loca :veT,' the spots/G
be shot on-site arlh� dealership for a 11
hundred dollars. No muppets: no gim­
micks are necessary.

The idea is to ge,� people started walk-
ing through the ors of your rental
business. Take a d look at the store's

nyighborboo�l
;

tlP'Yll and s�
out a few itlea if?ly to your ..�
Or if you just e doing something
your instincts ten you will be a hit - try
it! Be an innovator. Your appliance rent­

al figures will reflect it.
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DYNAmiC

DISTRIBUTORS

A ')
II

DISTRIBUTORS OF CONSUMER ELECTRONICS

AND FURNITURE COAST TO COAST

DYNAmiC
�t14 I

•

TOLL FREE CALLING

CALL OHIO 1-800-543-01

CALL TEXAS
IN TEXAS CALL

IN OHtO CALL COLLECT



Who's Who in 'ent-'PQ-Own;�publis:n.ed an"�,

nually in Febru8l;'y, is a daily reference guide
and valuable networking tool for the 250
mt.:mbers 'Of the "F...ssociation of Progressive
Rental Organizations who represent over

1600 home entertainment, appliance, and
Mbiture 6utlets'tation.:Jride.··

..... "

Who's Who is the most complete listing
available 9f deal�rs w]+o market W}.th the
rent-to-own concept.

Don't miss the opportunity to receive year­
long exposure at these-eates. jg

o

CONTRACTS FOR WHO'S WHO 1984
AVAILABLE NOW

Contact: E. T. Johnston, 1866 InterFirst.
Tower, Austin, TX 78701 (512) 478-6521

�

1984 RATES
BLACK .A1ND WHITE ONLY

Ad/Copy Payment Deadline

REGULAR RATES
FULL PAGE (5% X 8lf2)
2-J?AGE SPREA1> (11 X 8112)
HALF PAGE (51/2 X 4%)
THIRD PAGE (5Ye X 21{2)
QUARTERPAGE (2%X4%)

/ � §

) 0

$750
1500
500
425
aM

350

PBEJI4IUlVI SPACE

Ad/Copy Payment Deadline

November 15,1983

$1000
875
'�"5

1300
850
850

BACK COVER (5% X 8%)
INSIDE FRONT (5lf2 X 81/2)
I]\F�rr;DE BACK (5lfl1l X 8%)
CENTER SPREAD (11 X 8%)
PAGES 1-5 (5lf2 X 8lf2)
LAST PAGE (51/2 X 8lf2)
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Our Insurance Program is the Answer for
Rent-to-Own-Dealers

Designed Especially for

I
I I

800-338-5513 MS
800-233-7075
6045 Ridgewood Road, Jackson, MS 39211

TIM tern bly sorry ...

bvt-I spec\-\\co\\'{ told yo\J'r wrte
no! to use her- \lew mlcrowa\Je,

a s a 'no\rdr�er...
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AMERICA'S EXCLUSIVE
RENTAL DISTRIBUTOR

Houston • Phoenix • Atlarltd • Chicago • Los Angeles

CALL (713) 270-6464 COLLECT TO PLACE YOUR ORDER

9896 BISSONNET-TWO . SUITE 460 . HOUSTON, TEXAS 77036 . 7131270-6464

. HITACHI QUALITY
18 Months Parts/Labor

- 4 Units Freight Prepaid
� Borg Warner Acceptance Corporation
Open Account

• 25 25 Watt Vector tune receiver
• Soft touch cassette
• Mounted Diamond Cartridge/
• Semi-Auto Belt-Driven turntable
• Glass Rack/Chrome and Casters
• 3 way 10/1 speakers/fused
• 24/1 x 14-1/2/1 X 10-3/4/1
• 30, 40, 60 watt systems available
• Check our prices with a collect call
• Corky Hahn, Carl Hoffman
• Same Day Shipment



Another part The complete
of the story story
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Just part
of the story

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 name of your nearest Speed Queen

distributor.

Another part
of the story

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.

Speeq Queen washers ar� built to�gh.That s been proven m com 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 Raytheon company)


