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PI' 0 I AUDIO SYSTEMS
TOP RATED BY DEALERS
NATIONWIDE FOR...

CARE·FREE RENTALS
....and Pilot Audio Systems
are Top Rated by Rental
Dealers for...
o Problem-Free Profits
o Superior Sound
o Decorator Cabinetry
o Consumer Appeal
o Hassle-Free Construction

in Palasander Finish with AM/FM Stereo Tuner, Cassette Tape
Recorder/Player with Metal Tape Capability, 5 Band Graphic Equalizer,
LED Audio, Power Meter, LED Record Level Meter, Automatic Record
Changer, Matching Pair of 29/1 Concert Speakers _---------_
with Black Opaque Grill Cloth and Large Roll

[ P I L[]T ]Around Casters.

, •

PILOT 3 PIECE STUDIO MODULE

NATIONAL TOLL FREE NO.
1-800-527-6422

TEXAS TOLL-FREE NO.

1-800-492-4180
•• AUDIO SYSTEMS ••

Deluxe Studio Module Pilot Audio/
Video Entertainment Center in

Palasander Finish with 19 inch Diagonal Color
Picture, 100% Solid State Circuitry, AM/FM

Multi-plex Tuning, Stereo Cassette Player/Recorder
with Metal Tape Capability, 5 Band Graphic Equalizer

Display, LED Audio Power Meter, Semi-Automatic Record Player, LED
Record Level Meter, Matching Pair of 33/1 Concert Speakers, with Large

Roll Around Casters.

SERVICE STATIONS COAST-TO-COAST

FREIGHT PROGRAM AVAILABLE

FLOOR PL ANNING PROGRAM

CREDIT TERMS AVAILABLE

"IN-STORE" SALES ADS

SHIPPING POINTS • ATLANTA • DALLAS
• CHICAGO • LOS ANGELES • NEW YORK

MANUFACTURERS OF • VERTICAL RACK SYSTEMS
• HORIZONTAL 3-PC. MODULES • SPACE SAVERS
• MATCHING HI-FIDELITY SPEAKERS

NEWYORK HIGHPOINT DALLAS ATLANTA SAN FRANCISCO
FACTORY FACTORY SHOWROOM FACTORY SHOWROOM FACTORY SHOWROOM FACTORY SHOWROOM

SHOWROOM Space310 Space425 Space20A6 Space310
101-10 Foster Avenue Furniture Plaza Building World Trade Center Atlanta Merchandise Mart Mart - 2 Building
Brooklyn, New York High Point, North Carolina Dallas, Texas Atlanta, Georgia San Francisco, California



FOR
RENT:

·'PHILeO

N.A.P. Consumer Electronics Corp.

At Philco, we have exactly what
Rental customers and store owners

are looking for.
Quality at attractive prices.
We offer ultra-sharp Color and

. B&W Tvs from small AC/DC models

1 to the large 40" VividScreen,
portable and tabletop VCRs, and

great-sounding Stereos. Plus
something extra: a name that's
been known for years.

If you'd like to know more, talk
to Ken Gay at (615) 521-4711.

PHILCD
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SALES

What is a customer base? Quite simp­
ly, it is that mass of people who make

up most of your business. By checking
early delivery sheets, dealers may find
that they pick up and deliver the same

accounts much of the time. This group
could make up as much as eighty per­
cent of a store's total business.

As the rental store ages, these longtime
customers will likely come to own almost

every product the dealer offers. How

many people rent a new washer after the
color TV is paid out? How many
customers take a new stereo when the

refrigerator is paid in full? Quite a few.
If your store does not have a program
to update your product line, you must

build a new customer base. After all,
when all your "good' customers already
own nearly everything you rent, what
else can you give them? The extended
life oftoday's major appliances and elec­
tronics makes early replacement
unlikely.

Two things to consider when examin­

ing the customer base include the cost

of developing new customers who have
few or none of the products you're ren­

ting and the risk of introducing a new

product to the old customers. The most

costly process is to introduce new pro­
ducts to new customers. The chances of

by Bud Holladay

failure are greater. Check local mer­

chants' advertising and promotions to get
some idea of the most popular new con­

sumer goods. It may be home computers
or dishwashers, but knowing the
customer base is essential in making right
buying decisions. Simply adding one

product that a few employees says' 'we

can really rent" is not smart. They are

likely reacting to that one good customer

who asked for it yesterday.
A dealer can determine whether he has

a stagnant customer base by pulling in­
voices and checking the number of

customers who have "paid-in-full" three
or more products from one store over a

thirty-six to forty-two month period. If

the number is somewhere around half the
total paidouts, the dealer probably does

have an aging store with a stagnant
customer base. Further proof is in the

number of customers who rent the same

product for only two to three weeks and

return it. They are either renting it for
someone else to use, or their own pro-

duct is in disrepair and they know the
dealer won't repair it now that they own

it. Or, they simply may be "shopping"
across product lines to find something
else they want to add to their homes.

Few of the potential rental customers

can walk into a major department store

and charge a new range, dishwasher, or

living room set when they feel the urge
to upgrade their lifestyle and possessions.
If a rental store has the new products they
are ready for, rather than simply trying
to rent them the same thing they rented
last year, you'll get their business more

quickly.
If a dealer finds he is still picking up

about as many as he delivers (or only
breaking even after the paid-in-fulls), he

should begin thinking about developing
either new customers or new products.
New product development can be less

expensive, but dealers must know what

they are doing. Today's fad can be very
costly if it's sitting on the shelf in the
back room fifteen months from now.

"
. . . when all your "good"

customers already own nearly
everything you rent, what
else can you give them? "

March/THE APROACH



• A continuing problem with every rental dealer in the country is that of personnel. How can we attract good people to our industry? �
How do we keep them? How do we motivate them to do the painful parts of the business? How can you as owner or manager get the ..monkey off of your back and get your people to get the job done? ,\\\\\1•
• The format for the Personnel Seminars is a familiar one to APRO members, The first day of the two-day seminar will be run by Chuck
Sims, founder and former CEO of Remco Enterprises, Inc" and is aimed at store owners, Chuck likes to get the group involved when he

speaks and dealers should look forward to plenty of questions from him and from the floor. There is not a rental dealer in the country who
would not benefit from Chuck sharing his long experience and obvious expertise in the areas of managing store managers,
• Day Two is devoted to store managers but owners are welcome to attend. Barry Gambini, of RTO Corporation, and Bud Holladay, of

ABC Rentals, Inc" have become a dynamic duo for APRO Last year they shared the podium to discuss the operational aspects of the

rental business, Their sessions provoked lively discussions and candid comments about the business, This year they will talk to store managers
about maximizing the use of employees in the store, Both Holladay and Gambini have managed stores and now both manage complex
home offices with remote sites, Their session should prove instructional and motivational to managers and owners alike,

DAY ONE

--PROGRAM OUTLINE--
DAY TWO

8 a.m.
Coffee, snacks, and refreshments

9 a.m.·4 p.m.
ORGANIZING FOR RESULTS
Chuck Sims, Speaker
ORGANIZING THE COMPANY
Climate

PhiiosophV- Values-Structure­

Culture

The Organizational Chart

-

FINDING THE RIGHT PEOPLE
The Job Specifications

Skill Requirements
The Recruiting Program

Emplovment Agencies vs. Do It Yourself
The Screening Program
The Interview

Getting the Right Information

Pre-Hire Testing and Profiling
The Job Offer

Make It Pretty
The Emplovment Contract

12·1 p.m.
Lunch Provided

DEVELOPING HUMAN RESOURCES
Job Introduction

The Position Description
Standards of Performance

The First Dav
The Pvqmalion Effect

Training
How To Do the Job Todov
Preparing For the Future

�
THE FINAL TOUCH

Progress Reviews

Appraisals
Human Resource Utilization

Skills Inventorv
Acknowledgment-A Managers Most Powerful Tool,

March 7 & 8
Wed & Thurs

ST.LOUIS
Clarion Hotel
200 South 4th Street
St. Louis, MO 63102

(314) 241-9500

(800) 321-6888

SAN DIEGO
Hotel Del Coronado
1500 Orange Avenue
San Diego, CA 92118

(Coronado Island)
(619) 435-6611

HILTON HEAD ISLAND
Sea Pines Plantation
Hilton Head I., SC 29928
(803) 785-3333

April 7 & 8
Tues & Wed

May 23 & 24
Wed & Thurs

THE APROACHI March

8 a.m.

Coffee, snacks, and refreshments

9·11:45 a.m.
LEGAL ISSUES FOR STORE MANAGERS
Ed Winn, Speaker
• Discrimination laws and hiring store emplovees
• Workman's Compensation laws-an overview
• How to handle emplovee complaints about

discrimination. sexual harassment, employee
benefits, sotarv

• Letting emplovees go legallv
• Pavtoll problems: wage and hour laws
• Handling customer complaints
• Telephone calls or letters from Legal Aid tawvets­

What do I do next?
• Recovering property legally. Collection do's and

don't's

12·1
Lunch Provided

t-s om.
GEITING THE MOST OUT OF STORE EMPLOYEES

Barry Gambini, Bud Holladay, Speakers
• Setting goals in the store to help emplovees know

where they are going
• Tricks of the trade to increase employee

motivation
• Doing it all vourselt? How to make the move from

doing to supervision
• How to make changes for the better, instead of

for the worse

• Using action plans to get top results
• Supervisor attitudes that make or break emplovee

morale
• The functions of management
• Guidelines for measuring performance
• Opening the channels of communication
• How rental stores develop and change over time;

and how those changes affect store emplovees
• How to find out what empiovees expect from their

work; how to meet those expectations
• How to discipline emplovees; analvzing common

discipline problems
• Learning how to listen
• Using and understanding body language

HERE'S WHAT THEY SAY ABOUT
APRO SEMINARS" ,

"I have been to many such seminars in the past.
Quite frankly, I thought this would be just another dull.
unimaginative, uninformative experience-was I

wrong."
"I enrolled as a nonmember, withholding my enroll­
ment until after completing the seminar to determine
whether joining APRO would be beneficial. I'm sen­

ding my application today."
"Very good ... makes one want to regroup and get
back to basics."

"Every rental dealer should know this ... it scared the
hell out of me."

Made me realize that tightening account collections
in my company is necessary ... woke me up."

REGISTRATION FORM
Use one registration form per attendee,
Copies of this form will be accepted. Enroll­
ment is limited A waiting list will be available
in the event of cancellations. Check must ac-

�::��n�;��:ir;�i���O;:�:i�� pr,o,c,e,ssed.seminar(s):
o March 7 (owners only) St. Louis ,o March 8 (owners/managers) St, Louis �\\\\,
o April 17 (owners only) San Diego
o April 18 (owners/managers) San Diego
o May 23 (owners only) Hilton Head
o May 24 (owners/managers) Hilton Head

Name

Company Name

Address

City

State Zip

FEE:
APRO members
Non-Members

Phone

1 DAY
$175
$225

2 DAYS
$300
$400

o My check is enclosed
Make checks payable to APRO.

o Charge my:
Visa Exp. Date

MC Exp. Date__

Signature

APRO
1866 InterFirst Tower
Austin, TX 78701
(512) 478-6521
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WE JUST SOLVED
THE # I PROBLEM IN
FURNITURE RENTAL:

FURNITURE
Now you can get all the furniture you need without the hassle of

sales reps, distributors, freight forwarders, back orders and poor
quality.

Furniture Rental Systems coordinates entire room groupings of
furniture and ships them to you, ready-to-rent.

That means: your customer rents an entire room of furniture for one

price. You have one serial number, one unit to inventory, fewer problems.

If that sounds a lot easier than the furniture programs you've
heard about so far, call FRS and get details on how you can rent
furniture simply and profitably.

We provide in-store training, advertising materials, point-of­
purchase materials, and complete forms and documents that allow
you to buy, receive, rent, and inventory furniture just like you do TV
sets. It's that simple. Our 15 years experience in rent-to-own will keep
it that way.

Call Furniture Rental Systems today. You'll be surprised at how
easy furniture rental can be. FRS is a tested and proved program that
can increase your profits and show you how to improve your return
on furniture ... without increasing your returned furniture.

CALL (214) 788-0884

I_.T�
I III • r-J
FURNITURE RENTAL SYSTEMS

13500 Midway Rd. Suite 333
Dallas, Texas 75234

Now available in the following states only: Texas, Oklahoma, Louisiana,
Mississippi, Arkansas, Kansas, Missouri.

Principals Active in FRS: Bud Holladay, David Gradick
and Curtis Beavers.
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Spending thousands of dollars on ex­

pensive radio or TV advertising to drive

new customers through the door may not

be the most effective or efficient way to

add new business to the rental store.

Take a tip from the country's giant mail­

order and credit card companies and

"use the user." That customer who

already knows your program and has ex­

perience paying his bill at your store

should be constantly encouraged to add

other rental products and to refer new

customers to the store.

Here are some ways you can begin to

"use the user" in your store:

1. Add a coupon to every delivery­
attached to the rental agreement­
offering money-off or free rent on

another product after a specified period
of time;

2. Make sure every customer paying
at the counter receives a "referral

coupon" that allows him free rent for

sending in a new customer (make the of­

fer substantial but affordable);
3. Compile a mailing list of all ac­

counts and periodically send a flyer on

a color TV special to all stereo accounts

and send a stereo flyer to the color TV

accounts, etc.;

THE APROACHI March

4. As pickups are processed daily, add

each customer's name to a mailing list

for re-renting and get the mailer out the

same week so that it arrives on what

would have been the customer's payday;
5. Be sure those who mail in payments

receive something in their receipt
envelopes-they are good customers a

dealer never sees;

6. Place a new microwave oven or

small-screen color portable on the pay­
ment counter and encourage "good ac­

counts" to take the product home with

them for a week on a special trial rate;
7. Make photocopies of newspaper ads

or handbill flyers and mail them to good

by Bud Holladay

customers who have only one rental con­

tract on file and include a note asking,
"Did you see this? You qualify NOW!"

Of course, one of the most effective
means of developing more rental con­

tracts from present customers is simply
to make the rental store an attractive and
well-merchandised place to shop. The
store can be a dealer's single-most im­

portant advertising medium because the

people who come there to rent will come

back to pay. And that saves everyone
money.

Bud Holladay currently serves as im­
mediate past president of APRO.

"Make sure every customer paying
at the counter receives a "referral

coupon" that allows him free rent for

sending in a new customer . . .
"
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The JULY issue of THE

APROACH is offering a star­

studded line up of exhibitors

and Convention '84 events

... product previews, great
new seminars and a pull-out
directory of convention ex­

hibitors, Caesars Palace and

the fabu lous city of LAS

VEGAS!

Advertiser's won't want to

miss the BIGGEST issue of

the year. In addition to

regular magazine ad space, a

limited number of spaces are

available in the pull-out Con­

vention Show Guide '84.

So ... get YOUR act on

stage in the JULY issue of

THE APROACH.

After all, its SHOWTIME!!

��������������
�}:::=============================

1866 InterFirst Tower, Austin, Texas 78701 (512) 478-6521
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Get
•

In on

the act in

Las

Vegas!

Contact:
Elizabeth 1 Johnston

Advertising Director



1.984 COMPUTER,�NFERENCE
wk.\.lP�xhibits���

"May 1-2, 1984
Atlanta Airport Marriott Atlanta, Georgia

1-800-228-9290

COMPUTER USES FOR RENTAL OPERATIONS

Join These Exhibitors: AmRent, Comp-Unique, CompuRent, Computer Logistics,
Data Design & Development, First National Computer Corp., High Touch

Purpose
The impact of the computer in the

business world and in all of American

society is potentially staggering. The

impact on the operation of small
business has already been far reaching.
TV and appliance rental dealers who

ignore this phenomenon will fall
behind in the marketplace. Ultimate­

Iy, rental dealers without computer
know-how and workable functioning
computer availability will fail.

APRO wants to help rental dealers
make the right computer decisions.
When and if to buy a computer. What
to look for. What a computer can and
cannot do for a rental company. How
much to pay.

APRO recognizes that every
dealer's situation is unique.
Nonethless, the computer conference
has been designed to give dealers a

solid foundation in computer
technology to help them ask the right
questions and ultimately to make the

right decisions.

Approach
This computer conference will pro­

vide dealers with the fundamentals

necessary to approach the often
misunderstood array of goods in the

computer marketplace. The approach
is not theoretical. Rather, conference
attendees will have a real world pro­
blem concerning a rental company and

computers to aid in solving the pro­
blem. Explanations will be given in

plain English, not "computerese",
and there will be ample opportunity for
hands-on experience with the equip­
ment furnished by exhibitors.

Several exhibitors have equipment
designed especially for TV and ap­
pliance rental store accounting. These

packages will be on display and can

save dealers time and money.

THE APROACHI March

Special Feature
APRO and its computer consultants

will present a hypothetical problem
concerning a rental company and com­

puter systems to all attendees upon ar­

rival. Attendees will be divided into
small discussion groups for the two­

day conference. Each group will eat

lunch together as well as visit suppliers
together. Group members are en­

couraged to question suppliers as well
as the computer consultants for infor­
mation and approaches concerning a

"solution" to the "problem". At the

luncheon on the 2nd day, each group
will have 10 minutes to offer its

suggestions.
Rental dealers are reminded that in

such an exercise there are no "cor­

rect" or "incorrect" answers since the

problem is hypothetical. The exercise
is useful for getting dealers to think

through different aspects of the pro­
blem of computerizing a rental store

in a structured way.

Fees
APRO Members $100
Non-Members $160
Fee includes handout materials,
refreshment breaks and lunch on both

days. All fees must be paid in advance
and must accompany the registration
fonn.

Hotel
Enrollees are responsible for making their

own hotel reservations. Please make sure

to designate affiliation with the APRO pro­
gram. A special room rate and block of
rooms has been arranged for APRO pro­

gram participants. Please make room reser­

vations as soon as possible. The APRO staff
wants attendees to be happy with their ac­

commodations. For reservations, call

1-800-228-9290.

Single room rates .

Double room rates ..

... $79
.. $94

Program Outline
Tuesday, May 1
8:00-8:30 Welcome Coffee and Donuts

8:30-9:00
9:00-12:00

12:00-1:00
1:00-6:00

Distribution and Explanation of the Computer Problem

General Session

-Computer Fundamentals
- Types of Computers
-The Jargon
-Computer Needs: Defining What a Computer Can Do

For a Rental Dealer

-Computer Purchases and Alternatives

-Selecting a System
-Analyzing Total Cost

-Converting a Manual System To a Computer System
-Hiring, Training and Managing Data Processing Staff

-Security and Legal Issues

-Computer Problem Issues
-Review the System
-Question and Answer Session

Luncheon

Group Sessions with Vendors

(list of room assignments will be distributed during
General Session)

Wednesday, May 2
8:00-8:30 Coffee and Donuts, General Q & A Break-Out for

Group Sessions with Vendors

8:30-12:30 Group Sessions with Vendors-locations to be
announced

12:30-2:00 Luncheon

2:00-5:00 Open Visits with Vendors

Thursday, May 3
Several vendors will keep their exhibits set up all day
for those attendees who wish additional time to work
with the computers. Dealers should schedule appoint­
ments ahead of time with vendors to discuss specific
needs as they pertain to their own operation.

Registration
Enrollment in the APRO Computer Conference is LIMITED. Enrollment is

offered on a first-come first-serve basis and guaranteed only upon receipt of registra­
tion form and payment. For additional information and registration materials

contact:

APRO, 1866 InterFirst Tower, Austin TX 78701 512-478-6521
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SMALL BUSINESS

NATI,ONAL WHOLES

FURRITURE

Organized usder the auspices of the Na­
tional Association of Furniture Manufac­
turers, The National Wholesale Furniture
Association has represented wholes

'

nitnre distri'bUtoJ.;s since 1925. The
tion cUfFent1)C has about 60
distributors and 35 associate mem'1l'e£
manufacturers. Distributor members must

adhere to a written code of ethics and must
be in the practice of buying from the manufac­
turer to sell to retailers and/or iatesior
designers.

Associate members (manufacturers) jeJiIil'
special invitati@D.'I' Membership dues ar�
on the applicant's annual sales volttme.

Among other benefits, the association of­
fers a freight auditing service, educational and

promotional materials concerning furniture
distribution, one annual educational seminar,
two marketing banquets per year, and one

general business meeting for members.
NWFA publishes an annual membership
directory, an jn.:litotlse newsletter fOT memh>1ts

FURNITURE

and The Furniture Wholesaje Distributor
Newspaper (affiliated with NAW,
tional Assoliation of Wholesaler!

tors).
��-",-.

Poc'lil
ship with
High Point!:

"

... MEMBERS MUST BE IN THE

PRACTICE OF BUYING

FROM THE MANUFACTURER

TO SElL TO RETAILERS

AND/OR INTERIOR

DESIGNERS.

"

ASSOCIATION OF BEDDING &:

The Association of Bedding and Furniture
Law Officials is a consortium of officers frem
various state departments and representing
each state in an effort to organize and secure

the adoption of uniform bedding and

upholstery laws. On the Federal 1
operate out D'epartment of �o
Protection. r, a particular
representative '*may come from a di
department. Fur example, in Texas the orr­
ficer's affiliation is with the State Deparuaent
of Health.

The Association is located at 165 CaJtitol
Avenue, Harjtord, CT 06115, �Z03)
566-7457. MeU1l!V>ers o{ the association

>

ly bedding ita information
>

ting spec},· governing ('fie
renting otbedj� and will put deale
tact with our Tes�ctive state offici(i .

12 March/THE APROACH
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Dealers are invited (0 furnish the associ-a­
tion with input about their feelings, concerns,
and desires about and for bedding laws.

"

STATE OFFICIALS WORK

TOGETHER TO ORGANIZE

AND SECURE THE

ADOPTION OF UNIFORM

BEDDING LAWS.

"

Association of

Progressive Rental Organizations

Please make a note."

The newly rE?vised APRO dues
schedule offers the following

new rates:

Regular Membership
Up to $500,000 annually $ 300

$500,000· $1 million annually $ 600

$1 muuen- $2.5 million annually $ 900

$2.5 milllon- $5 million annually $1200
$5 mlftlon- $10 million annually $1800
$10 mllllon- $20 million annually $2400
Over $20 million annually $3000

Associate Membership
All Suppliers $ 300

For more information contact the

APRO office at 512·478-6521

Berry can

make you money.

Berry has the answers

to your questions about

renting furniture and,
more important, how to

make money doing it!

Isn't that what it's
all about?

1·800·633·33621Anne B. or Debra



GOVERNMENT RELATIONS

by J. Samuel Choate, Jr.

ApRO representatives continue making pro­
gress with the Wisconsin Ad Hoc Negotiating
Committee drafting rental-purchase modifica­
tions to the Wisconsin Consumer Act. In the

meantime, a circuit court in Milwaukee ruled
in favor of the local dealer denying a request
for a temporary injunction and holding that
it was unlikely that the customer would prevail
in his effort to have the rental contract

recharacterized as a credit sale.
The lower court holding was significant.

Within this last year, another division of the

Milwaukee Circuit Court had held that a

rental-purchase contract was a credit sale re­

quiring compliance with the credit sale pro­
visions of the Wisconsin Consumer Act. With

a split in authority at the trial level, the issue
is positioned in a much more balanced posture
for the appeal that is being pursued by the

dealer who lost at the trial level. Lawyers
representing the rental dealers feel that the se­

cond holding is the better-reasoned conclusion
and is consistent with the pro-industry opi­
nions handed down by the Supreme Judicial

Court of Maine in the Hawkes case and in the
Court of Appeals of Maryland last November

in State of Maryland vs. Action Tv. Both of

these courts point out that definitional

language in these statutes clearly require a debt

to exist before credit is extended. As most of
the statutes in the country regulating credit

sales were patterned after the Federal Truth­

in-Lending model, these two opinions have

great precedential value to the rental industry
in all states. Although one should never

speculate upon the outcome of an appeal
before the opinion is announced, rental in­

dustry lawyers in Wisconsin feel encouraged
by the Maine and Maryland rulings. They
point out, however, that a quirk in the
Wisconsin statutory language makes the con­

tinuing legislative effort by APRO a necessary

back-up to their appeal.
The Legislative Committee is currently

negotiating the issues of default, the right to

cure, and limitations on customer contact after
failure to renew. Industry representatives
responded to consumer demands that there be
no personal contact after default by pointing
out the advantage to many renting consumers

of in-home collection which requires customer

contact during this period. It was pointed out

that this customer service should not be
eliminated in an overreaction to fear of
customer abuse and harassment. Unfortunate­

ly, there is enough truth to substantiate their()
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fears that a compromise position is needed.

The current proposal to be discussed at the
next meeting involves allowing the rental com­

pany one personal contact with the customer

after default with a limitation on the actions
that can take place. Specifically, the industry
has suggested that the company representative
be allowed to inform the customer that,
although they are under no obligation, they
may renew their rental agreement by paying
then. If they do not wish to renew, they may
surrender the rental property and thereby ter­

minate all obligations. They are further in­

formed that they have a certain period of time,
(15 days is one suggestion), within which to

decide before legal action may be pursued by
the company to recover the property.

Allowing rental companies to contact con­

sumers during this period and suggest a volun­

tary surrender of the rental property would be
a priviledge not allowed credit sellers in

Wisconsin. However, the consumer represen­
tatives, including a representative of the At­

torney General's office, recognize that suffi­
cient differences exist between the two tran­

sactions to justify different treatment. But this

privilege will not be extended without the­
limitation discussed.

Industry representatives have worked closely
with Wisconsin dealers to insure that any com­

promise will not restrict them from carrying
on their businesses. During the negotiating
sessions the practical needs and problems of

the rental dealer are uppermost in the minds
of the industry representatives who understand
that their primary objective is to keep the ren­

tal dealer in business. For this reason, any
reaction, pro or con, to any of the suggestions
mentioned in these reports is solicited by
APRO for the help and guidance of our

spokesmen.
While the industry is advancing on all fronts

in Wisconsin, we must not relax our efforts,
for only by diligence, work, and sacrifice on

the part of the Wisconsin rental dealers have
we been able to feel like we are beginning to

turn around the situation that existed a year

ago-a situation which threatened the very
existence of the industry in that state.

"The current proposal to be
discussed at the next

meeting involves allowing
the rental company one

personal contact with the
customer after default with
a limitation on the actions
that can take place.'

': .. the problem in Ten­
nessee was compound­
ed by the innocent yet
misinformed actions of
a local attorney who

sought, on behalf of the
rental company to sue

defaulting consumers for
'balances dUQ .:

by J. Samuel Choate, Jr.

After the memorandum opinions from the

Chancery Court in Nashville holding, at least

preliminarily, that the rental-purchase contract

at issue violated that state's Retail Installment

Sale Act, an order was issued modifying, in

part, the import of this preliminary finding.
In the Order the Chancellor limited his holding
to the rental contract used, one that provided
no consumer disclosures or similar informa­

tion, now given as standard practice in many

rental-purchase contracts. Though not an

outright approval of the contract, his exemp­
tion certainly provides a safe harbour for rental

dealers in Tennessee that has been at last in­

formally approved by the Attorney General's

office. (For information concerning this con­

tract contact the APRO office.)
After the entering of this Order the attorneys

representing the rental companies petitioned
the Chancery court to grant them the right to

take an immediate appeal. This petition was

granted and unless a settlement is reached an

appeal will be pursued in the Tennessee Court

of Appeals.
Negotiations are currently under way bet­

ween the Attorney General's office and the

attorneys for the rental companies to settle this

matter but, as of this date, no agreement has

been reported.
As

-

reported earlier, the problem in Ten­

nessee was compounded by the innocent yet
misinformed actions of a local attorney who

sought, on behalf of the rental company, to sue

defaulting consumers for "balances due" as

if he were dealing with retail credit sales. In

this regard, all dealers are urged to review col­

lection practices and procedures utilized by
their local lawyers to assure that they unders­

tand the nature of the rental business and the

limited remedies available upon default. If

you or your attorney are in doubt call APRO

for guidance.
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by Ed Winn, III

With the help of APRO, South Carolina

rental dealers have recently organized with an

eye toward getting a rental-purchase bill

through the state legislature there. It was

learned in early February that the South

Carolina Department of Consumer Affairs had

been working on a bill to regulate the industry .

Steve Hamm, director of the South Carolina

Department of Consumer Affairs, reported
that he had been getting pressure from con­

sumer groups "to do something about the

industry.
' ,

As soon as it was learned that Consumer Af­

fairs had actually written a bill, APRO at­

torney, Ed Winn III, met with Hamm and

several staff attorneys in Columbia who had

worked on the draft.

South Carolina has its own version of the

Uniform Consumer Credit Code. While not

as onerous as some, the South Carolina statute

regulates all types of consumer credit transac­

tions. The Department of Consumer Affairs'

bill, as originally drafted, included rental­

purchase agreements in the definition of credit

sale under the Act. In addition, the bill also

required the contract and advertising
disclosures contained in the federal bill S.l152.
In other words, if the Consumer Affairs bill
had passed, rental dealers would have had to

make two sets of disclosures in South
Carolina-credit sale disclosures, just like

retailers, and rental-purchase disclosures. Such
dual disclosures would have caused much con­

fusion among consumers and added substan­

tially to the cost of doing business there.

Fortunately, during a day of meetings with

Consumer Affairs representatives, Winn and
several rental dealers were able to explain the

many differences between the retail business
and the rental business. Much of the meeting
was spent discussing how rental dealers ac­

tually do business. They also pointed out all
of the problems they had with the Consumer

Affairs bill. At the conclusion of the meeting,
Hamm agreed to withhold his bill from the

legislature pending a draft of a bill from the

industry.
As with all versions of the UCCC, the South

Carolina version is full of substantive controls
on creditors-limits on the timing and amounts

of late charges, notice of default requirements,
consumer rights to cure and the like. Since the
South Carolina Act was written with credit

sales in mind, many of the substantive rules
contained in the Act either do not apply to the
rental industry at all or would cause con­

siderable hardship.
The UCCC was drafted with the assump­

tion that the consumer would assume debt and
make payments on that debt every month.

Many of the provisionsof the UCCC were

designed to protect a consumer's equity in the
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SINCE THE SOUTH CAROLINA

ACT WAS WRITTEN WITH

CREDIT SALES IN MIND, MANY

OF THE SUBSTANTIVE RULES

CONTAINED IN THE ACT

EITHER DO NOT APPLY TO THE

RENTAL INDUSTRY AT ALL, OR

WOULD CAUSE CONSIDER­

ABLE HARDSHIP.

"

products being purchased. An example is the

right to cure. In many states, before a retailer

can repossess merchandise after default on a

payment due, he must give the consumer

notice that there has been a default and then

give the consumer an additional period of time
to make up any past due payments. This "cure

period" was designed to make certain that

there had been no error, either on the retailer's

part or the consumer's part which resulted in

the default. In South Carolina, the total amount

of waiting time before a retailer can seek legal
action to recover merchandise is 30 days after

a missed payment. (In Wisconsin, the waiting
period can be as long as 70 days.) Obviously,
if a rental dealer had to wait 30 days to pick
up an item rented by a weekly customer, the
cost of doing business would soar.

The South Carolina Consumer Affairs at­

torneys seemed to understand these and other

problems and agreed to allow rental-purchase
agreements to be treated differently under the
Act. They did insist, however, that if a bill

passed in South Carolina, it would have to

deal with all aspects of the transaction, and
not just with disclosure, as in the case with
the federal bill. They also insisted that rental­

purchase transactions be made a part of the
South Carolina Consumer Protection Code

(UCCC), rather than be covered under a

separate statute altogether.
Accordingly, APRO attorney Winn, with the

assistance of attorney Sam Choate, drafted a

bill including rental-purchase transactions in
the South Carolina Act, while making
numerous special provisions to protect the uni­

que features of rental-purchase transactions.

In the APRO bill for South Carolina, for ex­

ample, rental dealers remain free to contact

customers the day after a customer fails to
renew a rental agreement. There are no limits

on the number of contacts or what a dealer

"
can say other than the limits already in ex­

istence under the Fair Debt Collection Prac­
tices Act. Under this bill, however, before a

dealer can charge a customer a delinquency
charge (late fee) for not renewing on time, he

must wait two business days. If the customer

pays within those two days, no delinquency
charge may be assessed. In addition, there is

a cap of $7 for anyone payment not made on

time.

Also under this bill, rental dealers must give
notice of right to cure, as retailers must

do. They need only give it once during the life
of the rental agreement, presumably the first

time a customer fails to renew on time.

After the first failure to renew, however, a

rental dealer must inform the customer in

writing that the rental agreement has expired.
He must then wait four days for weekly
customers and eight days for monthly
customers before he has the right to file a

lawsuit to recover the property. None of these

waiting periods prevent a customer from

voluntarily returning the merchandise or the
dealer from requesting that the customer

return it. The waiting period only applies to

taking legal action.
As of this writing, it is unknown how South

Carolina Consumer Affairs attorneys will res­

pond to the industry proposal, although the
initial reaction was positive. It is expected that
neither industry nor consumer groups could

get a bill passed in South Carolina this year
without the approval of the other. Negotia­
tions between industry representatives and
consumer affairs attorneys are expected to

continue into the spring.
If there are dealers interested in a copy of

the industry's proposal in South Carolina,
please contact the APRO office.



by Ed Winn, III

A c;�ss action lawsuit was filed in

December, 1983, against a rental dealer in

West Virginia. Suit was filed on behalf of a

rental customer and "on behalf of all others

similarly situated" by an attorney for the Ap-
palachian Regional Defense Foundation, a

publicly funded lawyer group.
West Virginia has adopted its version of the

Uniform Consumer Credit Code (UCCC) and

the suit alleges several violations of the state

code. No violations of federal law were

claimed.
The complaint alleges that the plaintiff

entered into a pair of bi-weekly rental-purchase
agreements with the defendant company, one

for a TV and one for a stereo. When the plain­
tiff quit making rental payments the company

picked up both items.

The plaintiffs primary argument is that the

rental-purchase agreement is a consumer lease

under state law and that the company failed

to make the proper lease disclosures. This is

a departure from the "disguised credit sale"

argument that is usually made. The definition

of "consumer lease" under West Virginia law

is identical to the federal definition in the Con­

sumer Leasing Act. A rental agreement only
becomes a "consumer lease" if the minimum

rental term is for longer than four months. The

intent of the four month rule when it was

originally written in 1976 was to exclude short­
term rentals from the burdens of regulated
disclosures.

Because of the clear language in the federal

statute and several pronouncements from the

Federal Reserve Board, no court has ever ruled

that the definition of "consumer lease" applies
to the week-to-week or month-to-month ter­

minable rental agreements typically used by
TV and appliance rental dealers.

The West Virginia Supreme Court is

reported to lean heavily toward consumers.

Some observors in West Virginia think the suit

may have been filed with an eye toward get­
ting to the Supreme Court and having it in

terpret the state law in favor of consumers.

Rental dealers should note that, occasional­

ly, activist courts take it upon themselves to

rewrite laws judicially despite the constitu­

tional questions that such conduct raises.
The West Virginia lawsuit also alleges that

the company employees intentionally insulted

the plaintiff and caused her to suffer "extreme

emotional and psychological distress." While

these kinds of claims are unsettling, especial­
ly if proven, they have little bearing on the

more dangerous class action aspects of the

suit. A class action is only valid if all con­

sumers in the class were treated in exactly the

same manner. While rental customers might
sign similar rental agreements, it is impossi­
ble that a company would abuse all of its

customers when repossessing merchandise.

Defending lawsuits, especially class action

lawsuits, is expensive and time-consuming.
Rental dealers with stores in West Virginia
will want to follow this lawsuit as it develops
in order to measure the climate in that state

for the rental-purchase business.

Our Insurance Program is the Answer for
Rent-to-Own-Dealers

Designed Especially for

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

MEET THE

AVERAGE

RENTAL

CUSTOMER
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Q Who is the average
• renter?

A. A recent survey revealed
that the typical TV and ap­

pliance renters were morried
couples between the ages of 23
and 38 with two or more

children. Seventy percent were

men, and 60 percent of all
renters were blue-collar
workers. Most owned or rented
a home which was worth ap­

proximately 2.5 times their an­

nual income, and had lived
there for more than a year. Most
had been in the same location
for more than three years. They
drove cars 7 to 10 years old. They
had held their present jobs for
over five years, and about 75

percent were paid weekly.



�--------------------

Q. Who will be the
average renter in the
future?

A. This same survey
revealed a growing cate­
gory of renters who were

one-adult families or two
adults living together to
share expenses. The poll­
sters claim these groups will
increase in numbers and
affect the market accord­

-t ingly.
+-

Q. Why is the rental cus­

tomer renting instead of

buying?

A. Because of higher interest
rates for installment loans, about
half the recent applicants for install­
ment credit have been turned
down-some who wou Id have been

accepted immediately in past years.
• Thirty-five to 38 percent of

Americans now have poor or no

credit ratings. Aside from difficulty
in getting credit to buy, renters don't
want to commit themselves to long­
term debts they may not be able to

repay. Others who have had bad ex­

periences with servicemen like the
idea that service is the responsibli­
ty of the rental dealer.
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Q. Is the "typical renter" the

segment to whom I should direct

my marketing programs?

A. Not necessarily. You must make
a market study of your own trade area to
determine who your renters are likely to
be. Generally, they will be similar to buy­
ing customers. Renters will tend to be at the
lower to middle ends of the economic scale
(with the exception of VCR renters who
tend to have high incomes). Sometimes,
however, your rental market will be entire­
ly different from your buying market ... a

segment of your area that would not or­

dinarily buy for one reason or another. For
example, one dealer located in a universi­
ty town and established a successful washer
and dryer rental business catering to
students.

Q. If a dealer identifies
an average rental customer,
is this customer market like­
Iy to change?

A. Sometimes a rental
market can change, becom­
ing less profitable. One
dealer in a town dominated
by one industry, had a thriv­
ing rental-purchase TV
business for years. When
economic recession hit, the
town's primary industry suf­
fered greatly and many rent­
ers were unemployed. How­
ever, the dealer continued
his income by arranging for
renters to pay what they
could, with deferral of the
rent until re-employment.

Q •How do I find out what kind of buy­
ing public is in my area?

A. The loeal Chamber of Commerce
general� has area consumer profiles such
as grocery store, department store and shop­
ping center shopping statistics. These types
of statistical reports can provide you with
income and shopping frequency information
about your market. It can also provide con­

sumer traMc pattems and aid in the deci­
sion of where to locate your rental store.
The local newspaper is another good resource

for determining local consumer spending
habits. Newspapers make it their business
to zone areas of the city by population den­
sity, income level, age and race distribu­
tions, and housing values. These zoned area

reports are also very useful in targeting
advertising efforts once your store is
established.

L
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Rental financing.

No mistake about
it. Rental financing
demands professionals
who really understand
how the business
works.

We do. We know
that responsive

cing programs
al dealer's

professionals at

BWAC. We've been
providing innovative
finanical services to
business for 30 years
now - ranging from
traditional inventory
financing, or floor
planning, to
commercial leasing,
insurance services,
floor check programs
nd much more.

d our network
ch offices in

d States

in rental finance. You
won't need to teach
him - or her - the
business.

To put an

experienced
BWAC rental
finance specialist
to work for you,
give us a call.

After all, wouldn't
you rather see

a specialist?

"t c t·cep ance orpora Jon

orner Corporation
or write: Joe Eason

Borg-Warner
Acceptance Corporation
5151 Beltline Road
Suite 340
Prestonwood Tower
Dallas, Texas 75240
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Attitudes
Toward
Trade
Associations

A recent Gallup survey on cor­

porate views and attitudes toward
trade associations indicated that
some 24 % of companies polled
believe their company benefits

greatly from its memberships in

trade associations, while 52 %
feel the benefits are moderate,
and 23 % feel the benefits are

very small or nonexistent.

Almost three quarters (73 % )
of the company executives feel
that trade associations provide at

least a fair amount of guidance
and leadership for their industry.

Management performance of

the staff executives of trade
associations receives high marks:

30% rate management perfor­
mance excellent; 46 % rate it

good; and only 19 % rate it fair
or poor. Moreover, 51 % feel

management performance has

improved in the last ten years;
only 4 % feel it has deteriorated.

The majority (55 %) of ex­

ecutives expect trade associations
to become more important to

their corporate operations in the
next five years. In contrast, on­

ly one in six (17 %) feels their

importance will decline. Even

among executives who feel their

company receives little or no

benefits from its present
memberships, a larger propor­
tion feels associations will

become more important (36 % )
than feels their importance will
decline (29 %) over the next five

years.
In the view of most corporate

executives, the single most im­

portant trade association function
is presenting the industry's posi­
tion to government. This was

selected as a highly important

function of trade associations by
roughly 55 % of Fortune and

medium-sized company
executives.

On the whole, businessmen

appear pleased with association

effectiveness in this key area.

Nine out of ten executives rate

the trade associations as being at

least somewhat effective in

presenting industry'S position to

government, including 41 % of

Fortune and 53 % of medium­

sized company executives who

consider associations very effec­

tive in this area.

Providing a forum in which

businessmen can meet vendors or

competitors is the service ex­

ecutives mention next most often

as an important trade association

function. Roughly 70% feel

associations are at least some­

what effective in this area.

Video
Sales
Figures

Remote control television sales

will total up to 45 % of sets sold,
and color TV sales in 1984 ex-

pect a gain of 5 % from 1983.
Remote control on TV is no

longer considered a luxury
... The bulk of VCR Sales

will remain with low-end models
for 1984. Consumers need to be
better educated about the benefits
of the features that appear on

high-end, more sophisticated

The Telephone Market:

Is There Room
For Rental?

With the divestiture of AT&T a reality, telephone manufacturers and

retailers will be scrambling for their share of the consumer telephone
market. Consumers can still purchase low-end one-piece corded phones
for under $10. As publicity concerning options increases, it is expected
that consumers will start shelling out more per unit. Estimates for 1984

range from 20 million to 40 million units sold, with an additional eight
to 12 million units sold in cordless phones.

Rental dealers should remember that until recently everyone leased

telephones, whether they were aware of it or not. The concept of

telephone leasing will not be a difficult one to get across. Retail prices
for corded phones are expected to run between $50 and $200 for two

piece units. With those kinds of retail prices, rental dealers can rent

out items for a shorter period than the traditional 18 to 24 month terms.

Six to 12 months might work well for telephones with some gadgetry-a
radio/alarm-clock combination, for example.

APRO has no information regarding dealers who are currently car­

rying telephones as a rental item. Dealers who are having success in
the phone market are encouraged to contact the APRO office. Watch

for updates in this new market in future issues of THE APROACH.

models. That will be the job of

each store's sales force. If

salespeople don't understand the

product, they can't explain it to

the customer and won't make the

sale ... RCA V.P., Jack Sau­

ter, predicts factory sales of

500,000 videodisc units during
1984. That's roughly 1 million

units in homes by the end of

'84 ... Beta boasts 25-30% of

the VCR market and, despite
Zenith's recent switch from Beta

to VHS format, is expected to

maintain its market share. Beta

continues to focus on the low

end, and estimates that most con­

sumers want to pay less than

$500 for a machine. Meanwhile,
VHS manufacturers continue to

focus their attention on the

$500-$800 range and offer a

wider variety of features.

THE APROACHI March 19



Advertising
Readership
Findings

In a recent CAHNER'S

Advertising Research Report
findings concluded that the

readership of specialized business

magazines is very high with the

number one specialized business

magazine in each industry being
read on the average by 78 % of

industry decision makers. The

readership of the number one

general business magazine is

only 38%.
The study goes on to report

that the number one specialized
business magazine in each in­

dustry group is read regularly on

the average by 69 % of industry
decision makers. The number

one general business magazine is

read regularly by 26 % .

Cost effectiveness was another
consideration cited when choos­

ing the proper magazine in which

to advertise. The average cost of

a full page black and white ad in

100 specialized business

magazines, such as THE

APROACH, is $3,148 while the

average cost for the same ad in

five general business magazines
is $22,461.

20

EffiCient
Management
A Must

Clearly, a well-run rental

operation can make money.
However, the key to success or

failure-dealers agree-is that it

be run with all the know-how and

expert management needed in a

sales operation, plus additional

knowledge of rental market

peculiarities.
The successful rental dealer:

• knows his market and gears­

advertising and sales appeals
to that market

• keeps his rental inventory at­

tractively displayed in an area

separate from his retail

merchandise
• trains rental salespeople well

so they are knowledgeable,
dedicated and successful

• keeps a careful watch on in­

ventory and costs

• screens rental customers

carefully to minimize loss of

equipment and rental income
• makes sure rents are collected

promptly
• provides good service, quick

delivery, and immediate

attention to customer

complaints.

/

Retail
Phone
Stats

In the retail market, standard

telephones accounted for 40 % of

market sales. Another 30% went

to cordless phones with the rest

going to specialty items,
decorator and multi-feature

phones.

CONSUMER CHECK: t/
WHERE COMPUTERS WERE PURCHASED

Retail Men Women

Outlet Total Buyers Buyers

Dept. Store 17% 67% 33%

Discount 8% 43% 57%

Computer Store 25% 55% 45%

Electronics 18% 50% 50%

Source: The Stinson Report, 1,250 households, Nov., 1983.

"Where did you buy your personal computer?"

CONSUMER CHECK: v"
PLANNED SOFTWARE USES FOR RETAILERS

Inventory Control 61. 5 %

Accounts Receivable 36.5 %

Accounts Payable. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 33.7 %

General Ledger 17.3 %

Billing & Invoicing 14.4%

Payroll Processing 12.2%

Source: Focus Research Systems.
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LEGAL by Edward L. Winn, III

of each employee's diminished capacity
when he left the job. If an employee is
on the job and gets drunk, takes drugs,
or otherwise becomes incapacitated, the

manager is going to have to make sure

that the employee does not do harm to

himself or to others. The Texas Court did
not say how it would have ruled if the

supervisor had fired the drunk employee
on the spot. Presumably, the company
might still be liable if the supervisor did
not follow up the firing with reasonable
and prudent behavior, for example, call­

ing a taxi.
The Texas Court has changed the law

relating to employer liability for

employee misconduct. Employers should
take note of the new law and supervise
accordingly.

Q: As an employer, am I liable for drunk employees?

A: Traditionally, an employer was

not held liable for an employees's con­

duct when it was' 'beyond the course and

scope of employment." That is, when an

employee committed wrongs on his or

her own time as opposed to the com­

pany's time, the company was not held

responsible. An entirely appropriate rule.
The Texas Supreme Court has recently
handed down an opinion that seriously
erodes that rule. In Otis Engineering
Corp. v. Clark, an employee went into
the parking lot during a break and got
very drunk with a blood alcohol level of
.268 %. When he was unable to perform
his work upon returning, his supervisor
suggested that he go home and escorted
him to the parking lot. On his way home
the employee caused an auto accident.

In ruling that the company had to pay
for the victims' damages, the Texas
Court admitted that it was breaking new

legal ground. The Court said it was

necessary to do so because of "chang­
ing social standards." The new rule in

Texas, and perhaps elsewhere, states

that:

"When, because of an employee's
incapacity, an employer exercises
control over the employee, the

employer has a duty to take such
actions as a reasonably prudent
employer under the same or similar
circumstance would take to prevent
the employee from causing an

unreasonable risk of harm to

others. "

The plaintiffs argued successfully that
the defendant company failed to perform
its' duty, since the supervisor could have
taken the employee to the nurse's station,
driven the worker home, called a taxi, the

police, or the employee's wife.
In a related case in West Virginia, a

company was held liable when an

employee caused an accident on the way
home after working 27 hours straight.

Rental owners and managers should
take note of these new cases. They may
mean employees will have to be more

closely supervised than before. Note that
the employees were in their own cars go­
ing home when the accidents occurred.
The companies paid because someone in
the company knew or should have known

MARSHALL-WILLIAMS & ASSOCIATES, INC.

Editor's note: LEGAL is a regularly featured
question-answer column written by APRO
Executive Director and General Counsel Ed­
ward L. Winn, III for rental dealers with legal
questions. Please address questions to Edward
L. Winn, III, APRO, 1866 InterFirst Tower,
Austin, Tx 78701.
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Editor's note: The following editorial was written by ABC new employee,
Mike Ellsberry. THE APROACH welcomes the viewpoint of industry
participants.

While most semi-scholarly, expository
articles take an impersonal or objective tone,
the lack of pretentiousness here enables this
article to be biased and conversational.

Two weeks ago today marked the com­

mencement of my employment with ABC
Rentals of Wichita, Kansas. As this is my first

exposure to the rental business, it occured to

me that there might be some early impressions
which could be shared with people more ex­

perienced in the business. These views are un­

tainted by long exposure and, like the rest of

my opinions, unrestrained by facts.
The retail business is somewhat similar in

that we offer both products and services. Not

only does rental have multiple brands of 19"
color portable televisions (and other pro­
ducts), we also offer same day delivery even

if the customer walks into the store at five

o'clock. Further, as you all know, we service
that TV and deliver a loaner if necessary.
Now, the fact that we offer both products and
services presents both opportunities and pro­
blems. There are a lot of firms that market

products but good service is a scarce com­

modity these days .. As my Dad, a retailer,
once said, "If you can sell service you' can

make it in this world."

Good service seems to me to be the

mainstay of the rental business. If there are

rental companies that can ignore superior ser­

vice, I suspect their days in business are

numbered. Of course, even if we can assem­

ble that necessary service organization and

orientation, we still have to make the right
product decisions by putting that correct TV

set on the shelf for the customer to come in

and choose it.

How does our industry succeed in supply­
ing good service and products that customers
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want to rent? I suppose if I knew all these
answers I wouldn't be a manager trainee, but
let me ramble on.

I think something has changed the way we

do business in America in recent years. No

longer do we have long established trading
relationships with local merchants we know
from the community. Chain or franchise

operations have made considerable inroads in­
to the economy. They have many advantages
but service and personality are not their

strengths.
If you've experienced anything like my re­

cent trip to the hardware store to buy the right
paint for a cedar fence you will know what
I mean.

1. In the paint department, 27 different pro­
ducts are neatly stacked with prices
displayed prominently. There is, however,
no sales clerk to be found.

2. I go to the checkout stands (the only area

populated by humans) and ask for sales

assistance in the paint department.
3. The checker pages a sales clerk.
4. After returning to the paint department and

waiting fifteen minutes, a clerk shows up.
5. Not only does the clerk not know what

kind of paint I need, he has never painted,
started at the company last week, and is

being paged to go to the garden
department.

6. Do I decide for myself or leave?

Some American businesses believe they can

succeed without selling. More specifically,
many companies have tried to de-skill selling.
These companies think they can succeed with

ill-trained, underskilled, cheap, non­

professional labor.
I think the retail business succeeds with

good retailing. Good retailing means that you

sell what the customer wants, when the
customer wants it, for a fair price, with ser­

vice before and after the sale. Information

flows throughout the organization. The

employees are sales and service oriented and
know what the company policies are.

Now consider the rental business. With the
tremendous growth of the industry, it's ap­

parent that the market as a whole is supply­
ing a needed product at a fair price. In one

of our markets, South Dallas, at least ten dif­

ferent rental firms share a half mile strip of

Jefferson Street with us.

In the rental stores I have seen I've noticed
the following signs of good retailing-good
retailing that means sure success.

Everyone knows how to tell the customer

what products rent for and how to fill out the
rental application. Everyone in the store, in­

cluding the serviceman, shows a willingness
to step behind the counter and take a rental

payment without exhibiting the attitude that
it's not his responsibility. And our area

managers are really super. These guys deliver
the goods, explain the contracts, come back
to collect payments, and pick up the goods
when necessary. Of course, there are occas­

sions, when doors are slammed and voices
raised. Nonetheless, I have never seen another
business wherein there is such intimacy with

the customer and where such a great percen­

tage of the employees know all the company
procedures.

My overall impression of the rental

business is that it is a dynamic industry. The

combination of good customer relations with

good product service tells me that good retail­

ing still exists in the 80's. Which is, I think,
the reason our customers enjoy doing business
with us.

Berry solves

freight problems.
Berry mixes styles and

stops to eliminate high
freight costs.

Saves money!
}·800·633·3362/Anne B. or Debra



 



 



 



CONVENTION '84 PROGRAM

A
PRO wants to invite rental dealers back to

Caesar's Palace in Las Vegas for its 4th Annual

Convention, July 19-23. Last year, rental dealers

from all over the country, some 900 strong,
spent 4 days attending seminars, visiting with ex

hibitors, and enjoying the sights and activities of Las Vegas.
This year's show promises to be even bigger and better.

THURSDAY, July 19

Registration
Exhibitor Set-up
APRO Board Meeting
Newcomer's Night-drinks and dancing to a live
band with special welcome to first-time APRO
conventioneers

9 am-7 pm
12 noon-8 pm
5:30 pm
7 pm-10 pm

This is going to be a landmark year for the rental industry.
This year's convention is going to showcase the progress
that has been made a nd focus on what the industry is

already doing ... \\Winning in the 80s."

FRIDAY, July 20

Registration
Keynote Address
Exhibits Open
Color-Me-Beautiful (complimentary spouse

program)
Color-Me Beautiful (repeat session)
APRO Seminars:

Computerizing Rental Stores

Insuring Rental Property
Legal Developments
Furniture Rentals
The Rent-To-Rent Market

Buying or Selling a Rental Store

Inventory Financing Alternatives
Elements of Personnel Training
Grand Opening Cocktail Party

9 am-5 pm
10 am-12 noon

12 noon-6 pm
1 pm-3 pmThere will be two days of APRO programs and seminars,

which have historically been professionally run and well­

attended. Programs this year will focus on cornputerlzlnq
rental operations and reports from dealers and others who

have had successes with state legislators. We are hoping for

good news from Washington, and, in any case, APRO at­

torneys will be on hand to give the latest update. Dealers

can also learn about financing alternatives, valuing a rental

store for sale or purchase, leased property insurance, and

other timely topics. All in all, dealers can get in up to eight
solid hours of information-packed programs designed
specifically for the rental-purchase industry.

4 pm-6 pm
1 pm-5 pm

7 pm-9 pm

SATURDAY, July 21
It's not all school. however. There is, of course, the exhibi­

tion. This year with over 150 booth spaces showcasing sup­

pliers to our growing industry. The number of suppliers look­

ing carefully at our industry is growing weekly. Many sup­

pliers who have made a substantial commitment to getting
a piece of the rental market will be there for the first time.

Long-time friends of APRO and the industry will be showing
new models and product lines.

9 am-6 pm
9 am-12 noon

Exhibits open
Neiman-Marcus Brunch & Fashion Show (com­
plimentary spouse program)
Keg Party & Ice Cream Bar in Exhibit Hall

(complimentary)
APRO Dinner Show at MGM Grand (ticket pur­
chse; limited space available)

Afternoon

6 pm

SUNDAY, July 22
It would not be an APRO convention without a number of

memorable social events. This year's highlight is a gala din­

ner and formal dance with full orchestra. You won't be kick­

ed out if you don't have a tuxedo, but for those of you who

like to dress up, here's your chance. (Incidentally, you will be

able to rent formal wear at the hotel.) We also have a

newcomer's party for new APRO members, first-time conven­

tioneers, and anyone else who wants to drop by and say
hello. We also have golf, tennis, and racquetball tour-

<

naments for the sports enthusiasts.

9 am-6 pm
10 am-12 noon

10 am-2 pm

Exhibits Open
APRO Business Meeting and Elections
Hoover Dam Tour

(ticket purchase)
Gr.and Canyon Tour

(ticket purchase)
Back Stage Tour of the Follies (ticket purchase)
(bus transportation from hotel provided for all

tours)
Golf, Tennis and Racquetball Tournaments.

(court and green fees not included in

registration)
Microwave Cooking & Marketing Seminar
APRO Gala Dinner
APRO Awards and New APRO Board
Presentation
Black-Tie Formal Dance with Orchestra (tuxedo
fittings available at hotel)

10 am-4 pm

10 am-1 pm

All Day

We want dealers to bring their families if they are able as

we have set up a host of activities to keep them entertain­

ed while they are there. Ladies' highlights include an APRO

Brunch and Fashion Show at Neiman-Marcus. We also have

backstage tours of a major Las Vegas Follies Revue, side

trips to the Grand Canyon, and Hoover Dam, and a repeat
of the "Color-Me-Becutltul" seminar, which was so successful

last year.

2 pm-5 pm
8 pm-9:30 pm
9:30 pm-10 pm

10 prn-l am

MONDAY, July 23

8 am-12 noon

8 am-12 noon

Exhibit Break-Down

Seminars-Repeat sessions

Insuring Rental Property
Legal Developments
Furniture Rental

Buying or Selling a Rental Store
New APRO Board Meeting
Sponsor IExhibitor Wind-Down Thank You Party
and 1985 Sign-Up

We are expecting a crowd, so you will want to make

reservations early. We want you all to make plans to meet in

Las Vegas in July. Find out what's happening in your industry
and enjoy a fun-filled four days at the same time. Please

come and join us for our best convention ever. 10 am-12 noon

12 noon-2 pm
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RACQUETBALL
A Racquetball tournament will be
held for APRO members ,on Sun­

day, July 22 at the Caesar's
Palace. Entry fee is $10 and will
cover court use, balls, trophies,
towels and refreshments. Partners
will be selected on a round-robin
basis.

[PIli

TENNIS
The Tennis Tournament for the 4th
Annual APRO Convention will be
held on Sunday, July 22 at
Caesar's Palace Tennis Center.
The entry fee is $10 per person
and there will be two brackets of
doubles competition for attend­
ees. Partners will be selected on a

round-robin basis. Entry fee covers

cost of court use, balls, trophies,
towels and refreshments.

CONVENTION fjB4
RENT�TO�OWNoooooo

I IN IN THE Ba�.
TOURNAMENT INFORMATION

You must register for the convention to participate in sports events,
Please attach this form to the Convention Registration Form,

SPORTS REGISTRATION FORM
FOR GOLF, TENNIS • RACQUETBALL

Sex _

...

GOLF
The Golf Tournament for the 4th
Annual APRO Convention will be
held on Sunday, July 22, at the
Dunes Country Club. The entry fee
is $48 per person and includes

green fees, cart rental, trophies,
towels and refreshments. Bus

transportation will be provided
Sunday morning and will depart
from Caesar's Palace.

(Please print)

Name __ Company Name
_

Address
_ Phone Number

___

City State Zip _ Age _

Please check the event or events you wish to enter.

o Tennis
o Doubles A 0 Doubles B

Partners selected by round-robin method of play.
o Golf Tournament Handicap _

Preferred Starting Time
_

o 1st Flight D2nd Flight
o Racquetball Tournament

(Open to all convention registrants)

Complete and return with Convention Registration & Housing Form to:
GEl

BOX 1907
Austin, TX 78767

Attn: Sherri Glosson
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SPOUSE PROGRAM & OPTIONAL TOUR
INFORMATION

SATURDAY, July 21SPOUSE PROGRAM SCHEDULE

Headquarters-Caesar's Palace Hotel, Spouse and Tour In­

formation Center, Vespesian Room.

All tours depart from Caesar's Palace. Departure location in­
formation available in the Spouse and Tour Information Center
located in the Vespesian Room. Spouse and Optional Tours
must be reserved in advance by returning the attached reser­

vation form and by claiming tour tickets in the Spouse and

Optional Tours Center by 3 pm on Friday, July 19.

Time Function
9am·12n Neiman-Marcus

& Fashion Show

Price Location
Complimentary Neiman-Marcus '(

SUNDAY, July 22

Time
100m
100m
100m

Function Price
$35
$185
$20

Location

(all tours
will depart

from
Caesar's

Palace) .,.

Majestium :t

Hoover Dam Tour
Grand Canyon Tour
Back Stage Tour of
the Follies

2pm·4pm Microwave Cooking & Complimentary
Marketing Seminar

FRIDAY, July 20

Time Function Price Location

lpm·3pm Color-Me-Beautiful Complimentary Bachanal

4pm·6pm Color-Me-Beautiful Complimentary Bachanal
Personal appointments available on an individual basis

.---�----------------------------�
REGISTRATION FORM FOR SPOUSE PROGRAMS

AND OPTIONAL TOURS
Forms must be received at the APRO office no later than Monday, July 2 to have tour space con­

firmed. Space not confirmed on tours by July 2 is not guaranteed by APRO. You must register for
the convention to participate in complimentary programs. Please attach this form to the Conven­
tion Registration Form.

(Name)

(Company)

Please check programs for which you wish space reserved:

Friday, July 20
1:00-3:00 pm
4:00-6:00 pm

Program AColor-Me-Beautiful
Color-Me-Beautiful (repeat)

Saturday, July 21
9:00 am-12 noon Neiman-Marcus Brunch & Fashion Show Program B

Sunday, July 22
10:00 am-2:00 pm
10:00 am-4:00 pm
10:00 am-l:OO pm
2:00-4:00 pm

Program C

Program D

Program E

Program F

Hoover Dam Tour
Grand Canyon Tour
Back Stage Tour of the Follies
Microwave Cooking & Marketing
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Association of Progress:ive Rental Organizations
1984 AnnuSitI C?onvention

Las VeSJas, Nevada; . ;July 19-23, 1984

APRO CONVENTION REGISTRATION AND HOUSING FORM
Return this completed form with convention regisration fees to: APRO c/o GLOBAL Box 1907, Austin, TX 78767, Make check payable to APRo.
Please print all information requested. Room confirmations will be forwarded by hotels directly, See reverse side for registration policies,

CONVENTION REGISTRATION. POLICY

Only individuals registered and badged may attend convention events, Children or spouse of registrant need not register to share hotel accom­

modations, but must if they wish access to any convention event, Replacement of lost badges is available at $35,00 each,

Payment MUST accompany registration form to receive early registration discount,
Cancellations received before July 2 entitle registrant to full refund. Cancellations received after that date will be subject to discount, No refunds

will be made unless request is received by August 10. All requests must be in writing,

Name _

Title Company _

Business Address Telephone _

City State Zip _

Nickname for badge _

SPOUSE AND CHILD REGISTRATION.

Spouse's Name Nickname for badge _

Children's Names _

FEES (check appropriate box)
Before July 19 After July 19

o APRO Member Registration $150 $175
o APRO Spouse Registration 100 125
o Non-Member Registration 225 250
o Children (age 6-16 only) 65 90
If unable to attend for the duration of the convention, there is daily registration available as an alternative,

Dally Convention Registration Fees Please check days affendlng
Thursday, July 19""",,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,",,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,$65,00
Friday, July 20""""",,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,""'''''''''''''''''''''''''''''''''''' 65,00

Saturday, July 21",,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,""""'''''''''''''''';'''''''''' 65,00

Sunday, July 22"",,,,.,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,"'",,''''''''''''''''''''',,''''',''''' 65,00

HOUSING AND REGISTRATION POLICY

Please read carefullv: Caesar's Palace has set the deadline for room reservations at June 1. After this date, reservations will be taken on a space­
available basis, Cancellations must be made by June 1. One night's deposit is required to confirm your room reservations, Rates listed are single
and double, Please fill out completely, Be sure to include dates of arrival and departure,

Reserve space for (Name) _

Confirm to (Your Company) _

Street Address _

City State Zip _

CAESAR/S PALACE HOTEL RATES PER NIGHT
__ Single Occupancy (1 person)
__ Double Occupancy (2 persons)
__ Petite Suite (2 persons)
__ Deluxe 1 Bedroom Suite
__ Royall Bedroom Suite
__ Deluxe 2 Bedroom Suite
__ Children or 3rd Person Adult in Same Room

$ 60.00
60.00
105,00
220.00
275.00
365,00
$10,00

Arrival _

Date Hour

Departure _

Please check your method of deposit, 0 Check Enclosed 0 MC # 0 VISA #
_

DEADLINE FOR RESERVATIONS WILL BE JUNE 1, 1984

Global Enterprises, Inc.
POST OFFICE BOX 1907

AUSTIN, TEXAS 78767

(512) 327-8210



Association of Progressive Rental Organizations
198� �nnual Convention

Las Vegas, Neva�a • �,uly 1�-23, 1984

#413-AIRLINE RESERVATION APPLICATION

Name:

Mailing Address:
Street or P, 0, Box City State Zip

Business Phone: (
FLIGHT TO LAS VEGAS:

_______ Home Phone: (

DepartureCity:������������� Date: _

I prefer: Morning Flight �__ Afternoon � __ Evening �__ Smoking _

Non-Smoking Window Seat Aisle Seat �__

RETURN FLIGHT:'

Date:��_����_ Morning flight---- Afternoon Evening--______,._

If your spouse and/orchildren will accompany you, Global Enterprises will also issue these tickets.

Spouse's Name:��� Names and ages of accompanying

Children: --------

I will pay for the tickets by: Check _

�CreditCard, complete: Type of Card _

or Credit Card _

Card Number Expiration Date Name as shown on card

---r--------------------------------------------------------

,�Advantage Number or other Remarks:� �

Signed: Date: _

COMPLETE AND MAIL IMMEDIATELY TO: Global Enterprises, Inc.
POST OFFICE BOX 1907
AUSTIN, TEXAS 78767
(512) 327-8210

Changes in airline reservations may be directed to:
Global Enterprises, Inc.

Association of Progressive Rental Organizations
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Shown above

Model #GW 188-2 Imperial 18 lb. Washer specially priced at $289.
Model #GDE 188-2 Imperial 18 lb. Dryer specially priced at $209.



I. We carry a complete line of quality furniture warehoused

at all times.

2. Fast delivery with multi-stops per truck on our own fleet

of trucks.

TEN REASONS WHY

Des
YOUR COMPLETE

FURNITURE SUPPLIER

3. Delivery service available coast to coast.

4. Complete room groupings of bedroom, living room, and

dining room for easy inventory control.

S. One invoice for easy processing, less paperwork.

6. Line-up catalogs available for every store location.

7. Sales and service staff has over 30 years experience in the

furniture rental industry.
8. Sales seminars, in-store training, showroom set-up, and

advertising material available.

9. Counseling advice on any or all aspects of furniture rental

available (free of charge).
I o. Toll free watts lines make it easy and economical to reach

our sales and service departments.

Des
Call (800) 523-4661

Dixieland Consolidation Service



SPECIAL SECTION

FURNITURE ON THE
RENTAl:PURCHASE PLAN

.--

-----+-----+----+----1------------+------+-------1--------+---1-----

�

Y -+----+----+----+---------+-------+--_____,____________.____

'"

�

-+------+----+-------+----______+____+__
Adding Furn itu re

--+---------+-­

To Your
Rental Operation

Monutccturers
-----+--------+___,___.__+_____+________ ----+-----+--I--------+-----_+______+___

Tips on

Furniture Rentals

Bedding Rentals:
'" �

----+---1--------+-- Prob lems 0r --+----------t-_+______+______+________+_

:f -+-------+-----+-------+--------+----+------+--' Profits?--+----+-------+-----+---�--I---------l--

'T"
---+--+---+-----+------------+----------+----+----+---------+-----+------+---+------+----i-----------i-�



SPECIAL SECTION

Addin� Furniture To
Your Rental Operation

by Marlene Winsier �

The "rent-to-rent" furniture rental business t

as a separate industry has been around for a

long time. A Mississippi company, McGregor
Enterprises, reports that it has been renting
furniture for 64 years. Among the big names

in the rent-to-rent business are Aaron Rents,
GranTree Rentals, Cort Furniture Rental,
Budget, Breuners, and Modern Furniture

Rentals. Typically, these companies have

large showrooms that rival furniture retailers.

RENT - TO-RENT
VS.

RENTAL-PURCHASE

A threshold marketing decision concerns

whether to try to break into the more upscale
"rent-to-rent" market or to rent furniture to

TV & appliance rental customers. Based on

a 1983 survey of leasing practices of 49 fur­

niture "rent-to-rent" companies, results in­

dicate that the average rental term for their

customers is nine months. This compares with

a 3 to 4 month average rental for TV and ap­

pliance customers. All the major furniture ren­

tal companies report that they offer purchase
options in their rental agreements. The keep
rate for furniture rental is about 10%. This

compares with an estimated 22 % keep rate for

the TV and appliance rental industry. Despite
the fact that furniture rental companies do not

promote the purchase option as heavily as TV

rental dealers (and because the fact that

relatively few furniture rental customers

"rent-to-term") contracts in the furniture ren­

tal business and the TV rental business are

legally indistinguishable. That means that any
legislation affecting the TV and appliance ren­

tal industry wouldmost certainly impact the

furniture rental industry.
A problem common to all rental concerns

is what to do with merchandise that can no

longer be put out on rent. The average useful

life for upholstered rental furniture is 2 to 3

years. Case goods-coffee tables, dining
tables, wooden chairs, and the like-last 4 to

5 years. The furniture rental companies have

solved their problem by opening rental return

sales centers. These stores are typically in a
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separate location from the furniture rental

showroom, although they will carry the same

company name. The merchandise is marketed

as rental return and is sold at substantially dis­

counted prices.
Rent-to-rent furniture rental companies are

concentrated in large metropolitan areas and

rent to an upscale market. This kind of fur­

niture rental is most successful in areas with

highly mobile populations. These companies
market to newly single, newly married, and

to people on temporary assignment in connec-

tion with employment. They rent to students

and professional athletes, for example, and

most renters, predictably, live in apartments
or rent houses.

At subcommittee hearings last summer,

rent-to-rent furniture rental companies
reported that their typical customer is a pro­
fessional with at least a college degree. They
reported that the average income of furniture

renters is over $25,000, and one company

reported an average customer income of

$50,000. Furniture customers reportedly rent
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furniture because they like the flexibility rental

affords, and not because they intend to use

rental to obtain ownership, However, the ap­
pliance and TV rental dealers who currently
rent furniture serve traditional rental-purchase
customers such as young families short on

cash and credit who want the use and owner­

ship of nice things for the home. The two

groups overlap but the distinction is impor­
tant as it has a strong impact on the way the

business is advertised and promoted.
Many rent-to-rent furniture rental com­

panies offer TVs, stereos, and appliances, but

most often these items are rented as part of
an apartment package. Several dealers report
that when they added furniture to a TV and

appliance rental operation, rentals of brown

and white goods rose noticeably. They at­

tribute this to increased floor traffic.

/ MARKET

AND
INVENTORY SELECTION

If a business is considering furniture ren­

tal, it must be marketed properly. In order to

do this, the dealer first needs to identify the

targeted consumer. There may be a big dif­

ference in marketing techniques between

"rent-to-rent" customers and "rental­

purchase" customers. A dealer can go after

both kinds of customers, but he will have to

approach the markets differently. The same

ad campaign is unlikely to attract all kinds of

rental customers. Rental-purchase advertising
can parallel TV and appliance advertising.
"Rent-to-rent" advertising focuses on con­

venience, selection, and quality products. It

will often ignore ownership options that exists

in the agreement.
Regardless of market strategy, the furniture

rental dealer purchasing objective should be

effective and profitable inventory manage­
ment. To do this, purchase a good, middle­

grade, durable and cleanable upholstery, of­

fering wide appeal in styling. Select high­
pressure laminate (such as Formica) for tops
on dinettes, tables, living and bedroom sur­

faces. Avoid elaborate ticking on bedding
which only serves to drive up the price without

adding real value.

Historically,. rental-purchase furniture

dealers have had more success with middle­

of-the-road, non-faddish merchandise that of­

fers customer appeal on a year-to-year basis.

Avoiding trendy styles is generally advisable.

Sticking with traditional styles, with variations

in color and fabric, will generally lead to less

idle inventory.
Durable construction and variety in style,

fabric, and color are the essential ingredients

THE APROACHI March

for having satisfied customers and re-rentable

merchandise. Beware of furniture offering on­

ly eye surface appeal and low price. The low

price is often coupled with a lack of structural

integrity. This can create serious problems in

the rental business where product life plays
a major role in profitability.

Most manufacturers will offer fabric treat­

alent to rental dealers but not to retailers.

Check with the factory rep to insure this is

a benefit you receive.

you are confined to a limited amount of set­

tings by showroom floorspace and you are

buying through a distributor, have a brochure

of other available settings.
It is important to accessorize the display

with paintings, plants, knick-knacks, etc. to

make it look as much like home as possible.
Accessory items need not be rented, however.

One dealer displays settings two ways: fur­

niture by itself in room groupings and then

furniture by audio visual displays. This later

INVENTORY DISPLAYS

Berry saves

you money.

Perhaps the most influential factor in mer­

chandising furniture rentals is the display. The

rent-to-rent furniture companies typically rent

a complete one or two bedroom apartment
package to a single customer. They have pre­
selected groupings containing twelve to twenty
separate items offered in differing price
ranges. All companies allow the customer to

"mix and match" with individual items.

These companies will allow customers to walk

through a showroom and select items for as

large a house as the customer desires. Selec­

tions can include pictures on the wall, lamps
and rugs on the floor-everything but kitchen

utensils. It is not unusual for well-heeled

customers to select groupings renting for over

$500 a month.
A survey of several rent-to-own furniture

dealers revealed that it was a "must" to show

in room-type settings. Integrate the whole

line, but make it easy for the customer to com­

parison shop. While group settings are impor­
tant for renting by the roomful, be prepared
to rent major pieces separately if needed. If

Berry eliminates

distributors, warehouse

charges, extra handling,
and excess paperwork.

How? Because

they're
manufacturers!

1·800·633·33621Anne B. or Debra

29
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display can greatly augment the merchandis­

ing of the dealer's other products.
Inventory should be divided into living

room lines which usually require about 60 per­
cent of the total furniture dollars invested, din­

ing room lines about 15 percent, and bedroom

lines about 25 percent. The model variation

will depend on floor space and volume of

business and on whether or not you are coor­

dinating your efforts with a distributor.

MERCHANDISING

To effectively merchandise rental furniture
dealers must emphasize the increased

economy, convenience, flexibilty, variety,
and mobility over a retail purchase.

Rental furniture is economical because it

allows the consumers to arrange the monthly
fee to fit their budgets while simultaneously
allowing them to live in style. It also carries

no interest charges or maintenance expenses.
Moreover, costly moving expenses are avoid­
ed. Ifthe renter decides to purchase the fur­

niture, he further economizes by turning the

monthly rental fee into a sound investment.
Furniture rental is convenient since a home

can be completely furnished in a matter of

days. Most deliveries are made within 48
hours. Damaged items can be replaced easi­

ly. Pick-ups, substitutions, and additions
should be handled promptly.

The flexibility of furniture rental becomes

apparent in the design of the room. Settings
can be changed inexpensively. A renter can

experiment with mixing styles without a lot
of financial commitment. A renter can select
from a wide range of styles compared to those
offered in retail stores. And finally, renting

furniture is the logical choice for transient
consumers. If a renter is relocating, he will

experience the ease of the return policy.
The furniture rental dealer should stress im­

mediate delivery, immediate replacement of

furnishings that fail wearability standards, and
immediate pick-up when furniture is no longer
needed. These are services the retailer can­

not possibly offer and thus makes your opera­
tion more attractive to the furniture consumer.

THE FURNITURE LEASE:
LENGTH AND TERMS

Lease length enhances the marketability of
rental furniture by virtue of its flexibility. The
lease can be as short or as long as the dealer
deems advantageous. However, dealers
should remember that leases with minimum
terms longer than four months must comply
with the Consumer Leasing Act. Rent-to­

rent furniture dealers report that two-thirds
of their industry write contracts with terms

longer than 4 months. The reason many fur­
niture rental companies opt to write leases for
four months or less is not so much the unwill­

ingness to make disclosures as the severe civil

liability for even the most technical violations
of the Consumer Leasing Act. There are also

regulatory requirements for continued
notification and disclosures regarding exten­

sions of month-to-month leases where the Act

applies.
The terms of rental-purchase furniture

agreements vary. All are written week-to­

week or month-to-month, but some dealers
rent with a one-year term, while others have
as much as a 36-month payout. Dealers ren­

ting for eighteen months or longer are getting

higher margins. Their choice has been to

lower payments and make furniture afford­
able for a wider range of customers.

If you are considering adding furniture rent­

als you will need additional floor and
warehouse space in order to market the items

properly. However, keep showroom settings
to a minimum and stock the warehouse with

enough inventory to support your operation
for about two weeks. Avoid large inventories.
One dealer suggests starting out with a

showroom inventory of at least two, or

preferably three living room groups, two din­

ing suites, and one bedroom suite.

ADVERTISING

Advertising is yet another consideration.
Distribute brochures of room groupings to

apartment complexes, domicile rental agen­
cies, real estate offices, and personnel depart­
ments of companies in the area that are like­

ly to have a high employee transfer level.
Oftentimes a distributor will offer co-op
advertising.

Another effective way to advertise furniture
rentals is to run several 4 x 10 ads in the paper
as opposed to a single, large ad. Repeated ex-
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posure of smaller ads may be cheaper and

more effective,

Dealers should constantly reassess adver­

tising costs versus results while keeping the

target market in mind. Some stores have found

50 percent print, 30 percent radio, 20 percent
direct mail to be an effective media mix.

aid to nourish your relationship with key sup­

pliers to your company. Spreading your
business dollars among many vendors will

make you less important than the next dealer

who routes a substantial amount of business

through one. You will spend less time with

representatives and cut handling costs in your
office and warehouse.

The distributor typically offers consolida­

tion of lines and items and better delivery time

than the manufacturer. The price is usually
higher dealing through a distributor, but the

dealer will not have to choose between

overloading a small store, adding a

warehouse, or paying interest on large, idle

inventories.

The rental-purchase dealers should consider

furniture rental as it offers increased volume

and improved margins. This is sufficient to

offset any additional costs and problems in­

herent in start-up.
Pride of ownership and product utility are

important to the furniture rental customer. The

rental-purchase industry has been quietly
revolutionizing the business of putting major
household items such as TVs, stereos, and ap­

pliances into customers' homes. Rental

ownership has given a large segment of the

PERSONNEL

Yet another consideration is personnel.
Dealers planning to add furniture to an ex-

isting TV and appliance rental operation will

need to hire one delivery person and a helper.
They should be trained in warehouse pro­
cedures and proper handling of furniture. This

will add substantially to the rental life of a pro­
duct as employees can cause as much damage
to merchandise as customers. Employees
should be designated furniture handlers and
not TV installers. The temptation to mix on­

staff appliance employees with furniture

delivery people is great but the possible
resulting negatives are greater.

SUPPLIERS

Remember, your time is money. Reducing
the number of suppliers you work with will
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American consumer population a viable way
to own the things they want. There is develop­
ing today an increased new awareness of the

industry and wide acceptance of rental­

purchase as a strong alternative to retailing.
The industry has a tremendous future. In

fact, it is the belief of some manufacturers that

rental-purchase will eventually overtake retail­

ing, There is an obvious profit in furniture

rental and higher profits rely on effective mer­

chandising methods.

Berry is the choice

of rent-to-own

in furniture.

Berry has been the
furniture resource choosen

by Texas Buyers, Inc.,
ColorTyme, Curtis Mathes,

Crowley Leasing, ....

Why? Because

Berry understands

rent-to-own!
1·800·633·33621Anne B. or Debra
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Manufacturer1s

Tips On

Rentals
- Most manufacturers recommend

that potential furniture rental dealers
decide whether rental purchase will of­
fer the greatest opportunities within
their market area. Once the marketing
method is determined, the target
customer is sought out accordingly.
The rent-to-rent customer is general­
ly mobile and does not anticipate re­

maining in anyone location long
enough to justify moving furniture.
This type of renter is usually. not as

concerned with the price of ownership
as is the rental-purchase customer.

by Marlene Winsier
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After determining the method of rental,
some manufacturers suggest renting by the
roomful instead of by the piece. Dealers find
that single rental pieces are more quickly pick­
ed up, whereas customers renting entire room

settings keep the merchandise longer.
Of course, picking up single items costs the

company more in transportation and employee
time. However, it may be necessary to piece­
rent to accessorize room settings. If this is the

case, it will usually be with an established

customer, who might be adding barstools to

a living room group rented earlier, for

example.
Whether to buy from a manufacturer or a

distributor is perhaps the single-most impor­
tant decision a dealer will make. The benefits
of a distributor include a variety of furniture
lines, consolidated room settings (no waiting
for the coffee tables to catch up with the sofa

deliveries), and rapid delivery to point of pur­
chase, thus minimizing warehouse needs.

Avoiding headaches in shipping and delivery
does have its price-buying direct from the
manufacturer is almost always cheaper. The
size and scope of the rental operation, as well
as proximity to suppliers, largely determines
the decision to work with a distributor or with
the manufacturer.

One manufacturer recommends that the
dealer first locate inexpensive warehouse space
and then locate the rental outlet nearby. The
warehouse space acquired must not only ac­

commodate rental inventory but rental returns

as well. Manufacturers further suggest dealers
sell off all items in poor condition with the
resale outlet operated as a separate location.

One of the largest expenses to the dealer are

freight charges. Most single room settings con­

stitute only about a third of a standard
truckload. Less-than-truckload freight costs

are very high for furniture and there is usual­

ly a considerable lag time. Rental dealers need
to buy and receive merchandise according to

customer demands without having to support
huge, idle inventories. Consolidating freight
from manufacturers in each product category,
those which fit dealer needs and customer

wants, reduces inventory load.
Dealers should consider cooperative pur­

chasing with several stores to buy one

truckload. Freight is a profit drain in many
stores and dealers are generally willing to

coordinate their shipments.
It is very important to be specific in deter-

I
"

Whether to buy from
a manufacturer or a

distributor is perhaps
the single-most im­

portant decision a

dealer will make."
I I

I I
mining those dates. All orders must specify
routing and delivery dates. If a dealer specifies
"best way," it could be the best way for the

factory and cost the dealer extra money. Agree
on a delivery date with the factory rep to coor­

dinate with the cuttings. If the factory accepts
this date and then is late, the dealer has the

right to cancel. Finally, it is a good idea to

have freight bills audited annually.
Securing financing through a manufacturer

is advisable. Most of the big-name furniture
manufacturers welcome the opportunity to

assist the rental dealer.
In summation, the major areas of concern

for the furniture rental dealer, from a manufac­
turer's point of view, include: assessment of

operational needs, determination of showroom
and warehouse space requirements, choosing
between manufacturer direct or distributor

shipping, and coordinating efficient shipments.
Furniture rental profits can be a reality for

those dealers considering furniture rental as

an expansion of existing operations or as a first
venture into rental marketing. As in any
business profits are enhanced by controlling

incidental expenses. Taking a few tips from
the manufacturers who make it their business
to know how to effectively market their pro­
ducts at the customer level can further any
dealers efforts at success in his business.

Berry makes sense

for rent-to-own,

Berry has grown up with
the rent-to-own market. We
have solved the problems
many new factories don't

understand. You can't
afford the learning process.

Now that's why
I want Berry!

}·800-633·3362/Anne B. or Debra
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Rent-To-Own Furniture Specialists With Over 50 Years Experience

CHARLES
SPRADLIN
& ASSOCIATES
�O. Box 5691

EVANSVILLE, IN 47715 "Why pay jobber rates when we offer over $100
million in furniture production for your quick
delivery needs at factory direct prices . . ."

-Charles Spradlin
President

EXCLUSIVE Nationwide Representatives To The RENT-ID-OWN

Furniture Industry For The Following Manufacturers . . .

DOUGLAS DINETTES . . . RELIANT WOOD PRODUCTS
Americas No. 1 Dinette Supplier 6 Pc. Wood Living Rooms Suites, 10 Day Delivery

FUTURISTIC RECLINERS DAVIS LAMPS . . .

11 Styles in 22 Fabrics with Immediate Delivery 18 Styles Warehoused for Immediate Delivery

DAVIS DINETTES. . .
STYLECRAFT UPHOLSTERY.

Solid Wood Dinettes since 1938 Upholstery Built to Last A Lifetime

SINGER FURNITURE. PERMA-FAB ...

Leaders In Bedroom and Dining Room Furniture Doubles The Life of Upholstery Fabrics

ASHLEY TABLES. . .

SMOKEY MOUNTAIN
One Of Americas Fastest Growing Table Companies FURNITURE...

All Wood Rockers and Solid Oak Dinettes

- Just To Name A Few -

No Order Is Too Big Or Too Small For CHARLES SPRADLIN & ASSOCIATES

CALL COLLECf ID PLACE YOUR ORDER IDDAY

(812) 476-5621 or (812) 476-1159



Anumber of rental-purchase dealers con- "tI'"
sider going into furniture rentals but hesitate ,,"
to include bedding in their inventory. They will "

opt to handle only living room and dining
room items as they have a misconception that

bedding rental is too difficult to manage.
This is due, in part, to health laws govern­

ing the re-renting and/or resale of bedding
which vary from state to state. However, bed­

ding rental is not all that difficult. Hotels have

historically made bedding rentals a profitable

SPECIAL SECTION
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venture .

The most common among state laws gover­
• ning bedding state that the bedding must be

,," cleaned and tagged before re-renting, and us-

,," ed bedding cannot be sold. In some states,

,," cleaning is regulated by statute. "",
,," Compliance with state laws does not have //

// to be a difficult undertaking. It might simply'
// involve having a cleaning service see. that

// returned bedding is properly sanitized or pur-
" chasing a cleaning machine for handling the

"',," be done quickly and economically in many

\." ,," areas. The rate of return on investment (about
,," 85 % according to one industry analyst) easi-

,," ly justifies the costs of compliance with state

,," laws.

,," While bedding cannot be resold, head-

,,"

S
· boards, frames and bedroom accessories such

// � /" as chests and nightstands can. These items

//

��
,," should be routed to a furniture resale outlet. /,,'

// ,,/ The showroom floor should have at least one "

// ,," bedroom grouping. The warehouse should �/
/ � ,,/ contain enough bedroom inventory to supply

//

e;
,,/ projected demands for a two-week period.

�/

�
" Brochures exhibiting additional settings should

�",,/ be made available to the customer if the dealer
, offers more selections than he is able to

/// showcase.

" It is absolutely essential to buy sturdy,
// )icc... durable, and cleanable bedding. One

/
/ '\..'\-;) n distributor recommends looking for solid

//
0'"'

.

c... � framework, 131/2 guage mattresses, 252 coils

//�//«� ��
for twin-size and double beds, and 312 coils

, ,,' for queen-size. /
/ /r:>� " Renting bedding offers substantial profit- ",,/ .("� /" making opportunities for the dealer who �/

�

�/// 0" �� �""" knows and understands the special inventory
,

,

0'V ' management and maintenance bedding re-

"

«.(',,/ quires. All furniture types require some

,,/" ,

, ;" maintenance. That bedding requires a different
/ ,," type of care should not imply that it is

necessarily more cumbersome or less prof­
itable a venture.

/,,'
,;/
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FURNITURE RENTALS?
THE AMMUNITION FOR SUCCESSFUL PROFITS
CAN BE FOUND AT

FRAENKEL WHOLESALE FURNI
SPECIALIST IN SERVING

RENT-TO-OWN
DEALERS THROUGHOUT THE SOUTH!

• COMPLETE FURNITURE ASSORTMENT
• DELIVERY ON OUR OWN TRUCKS
• CATALOGS AND ADVERTISING IDEAS

BATON ROUGE ·10600 S. CH
MEMPHIS · 289 WEST OLi

�

ATLANTA ·3150 NIFDA B

o Yes I' .

, m Interested .

Your neXt issue. PI
In advertising in

Specifications ease send me
and rates

Name
.

Company
TYpe of Business

Address -----
________

�----------

-_

----------



15 K too much of a byte?
There is an alternative!
Now available for the
first time, an in store
computer program designed
specifically for all rental or

rent-to-own businesses.
This system was designed by CompuRent of
California, for RTO Rents of California, to sat­
isfy the unique needs of a rent-to-own busi­
ness. This system will give you the control you
need so that profits wi II increase, inventory
won't disappear, and delinquencies won't go
through the roof.

Only this system offers:
o Affordability 0 Extended Warranty
o A track record of success 0 Complete
package includes - hardware, software,
hard disc or floppy disc drives, keyboard and
two Okidata 80 column printers. This system is
now in use in the RTO Rents stores in California.

call collect ... (916) 962-1238.

compu�nt -

:3*(w�=�i�-
"Ai' ,',,_Wim¥:'ll"�";

�"'� �t.<;;; ��N
--

(�> �-�



Most rental customers value the ser­

vice performed by the rental store and
in many cases service can be the primary
reason a customer chooses a rental store

over a retail competitor-or over another
rental company. While some companies
do little to promote their service depart­
ment as a marketing tool, others capitalize
on its functions. Who is more satisfied
than the rental customer who's just had
his television or washer repaired fast and
free?

There are many ways a service depart­
ment can become an effective sales aid
within the rental store:

1. Outside technicians should always
leave the customer with a referral card
or brochure to encourage additional
business either as a second unit or as a

referral for friends and neighbors;
2. The service vehicle should be em­

blazoned with the rental store name,

phone number, and "In-Home Free
Service" .

3. Random checks of service call slips
by management require a phone call to

the customer and a short inquiry about
the technician's performance, courtesy,
and punctuality. High scoring technicians
receive a bonus or special recognition­
those leaving a wake of complaints can

be weeded out and replaced or re-trained
before further harm is done;
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"Who is more satisfied than
the rental customer who's just had

his television or washer repaired
fast and free? "

4. The technician should hold weekly
classes with store employees to go over

the controls, functions, and routine ser­

vice problems of new products. Store

personnel can't sell, rent, or keep on rent

what they don't understand and can't
demonstrate to the customer;

5. Encourage carry-in service on small
items such as portables and VCR units.
The service technician can handle the
customer personally and perhaps solve
the problem of future calls that may be
due to lack of education about the

product.
Probably the single most important

tool of all is a team of qualified repair

by Bud Holladay

people who understand the crucial time
element in the rental business. Many
techs who came from a retail store or a

private shop don't have the same sense

of urgency as rental store employees and

may not understand the basic difference
between retail and rental. The tech who
has that understanding can cut parts costs

by keeping closer watch on warranty
goods, decrease pickups by turning
around repair jobs faster, and get new

customers by talking up the company's
repair capabilities. At least, he certain­

ly won't lose any customers by doing all
this. And the best customer is the one

you still have.



If you're a rental dealer who's not par­
ticularly concerned with competition,
how do you give your operation an ef­
fective boost? Simple, design a

marketing plan. Or, is it that simple?
Corporations and small businesses

alike who collectively spend millions of
dollars on advertising every year, often
wind up wasting many of their dollars
due to mistargeting, incorrect medium

choice, inadequate market area research,
etc. Why? Because advertising is so hard
to measure.

As an advertiser you may never know
whether you are in the wrong market
with potentially effective advertising or

in the right market with ineffective

advertising. And unless you have a large
budget, you may not be able to afford
the advertising luxuries such as a

marketing analysis which pinpoints the
hot market segments and thus determines

your ad campaign.
Creating and implementing a

marketing plan must include a working
philosophy that considers: the competi­
tion, internal resources, customer

response, company position, and the

targeted market. When approached in
this order and translated into an adver­

tising thrust, you will see the benefits of

your efforts returned in profits.
Look at your competitors. What pro­

ducts and benefits do they offer the
customer? Collect competitive ads and

study the points that are stressed. Do they
offer special coupons or discounts? R,ow
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their products relate to their marketing
efforts.

Next, look for strategy gaps. Although
you may be contending with many Com­

petitors with nearly the same product
line, there are usually a few unique
marketing positions that remain to be
claimed.

After sizing up the competition, give
close scrutiny to your own business.
Consider all facets of the operation, from
the manufacturer to distributor to sales
force and all points in between. Each
level of your operation possesses a

distinct value and perspective that plays
an integral part in the overall marketing
plan. Consider each "piece" of your
business very carefully when construc­

ting a marketing plan. It's actually very
much like constructing a puzzle.
Especially be aware of input from your
sales team. They normally have front­
line contact with the customers, so be
sure to integrate their observations into

your strategy.
Next, consult the customer. Who

could be a better measuring gauge for

you than the product consumer? Obtain
the customer's response with inexpensive
but effective surveys. And to be effec­

tive, you must ask the right questions.
Find out what benefits buyers seek from
your product or service. These could be

prestige, economy, convenience, or

special features. Ask the customer if
these requirements are available
elsewhere. You also need to determine
purchasing patterns of the potential
customer. Is there a time or place they
are likely to make a purchase?

by Marlene Winsier

Lastly, ask if there is one manufacturer

preferred to another or if they alternate

among several. From the survey, you
should be able to get a clear profile of
the customer's needs, opinions, and pur­
chasing habits.

Once the hard work is over, it's time
to decide exactly where your product fits
into the market. Define your company's
position based on the analysis of your
competitors, the data derived from inter­
nal observations, and customer research

study. The position will be a statement

of how your product or service should
be perceived. It is important to keep the
statement brief and concise so that
customers will remember it.

Finally, target the market. Unless your
company can devote unlimited resources

to marketing, isolate the one or two

customer categories with the best poten­
tial. You can do this by defining the per­
tinent variables of the group you are try­
ing to reach. What are the age,
geographic location, special interests, in­

come, education, sex, and lifestyle of the

typical rental customer? Knowing as

much as possible about the target au­

diences increases your chances of

reaching them.

Constructing your own marketing plan
certainly can be less expensive than hir­

ing an ad agency and it can be time con­

suming. But if approached carefully the
rewards will justify the effort.

Marlene Winsier, is a production con­

sultant and contributing editor to THE
APROACH.
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DENVER
COMPUTER
CONFERENCE
NOT ENOUGH TIME!" "WE COULD DO

THIS FOR DAYS!" On February 15 and 16, APRO
hosted 60 rental dealers and 7 computer hardware/soft­
ware vendors in Denver, Colorado at the 1984 APRO

Computer Conference for Rental Operations. Due to

limited space availablity and the overwhelming
response of dealers and vendors alike, APRO has
scheduled a second conference to be held in Atlanta
on May 1 and 2.

The two-day program offers dealers a chance to

become acquainted with computer hardware and soft­
ware, purchase alternatives, conversions, staffmg, and
cost factors as they pertain to rental store operations.

Denver attendees were divided into groups and pro­
vided with a hypothetical problem which featured a

rental store operation suffering from a number of prob­
lems. Dealers were then given the opportunity to spend
time discussing the nature of the problems to deter­
mine whether a computer system would help, and if
so, what kind. After orientation and discussion of the

problem, groups of dealers were assigned to the ven­

dors of hardware/software packages designed for

rental-purchase companies.
Each vendor discussed the various applications of

his system to the rental business in general as well as

what size rental operation the system was geared for.
One-on-one discussions with vendors and hands-on ex­

perience with the various systems proved a valuable

learning experience for dealers shopping for com­

puters. So much so that comments made by dealers
in attendance centered around the lack of enough time
with each vendor. Each group Of dealers was given
one hour with each vendor wherein the vendor ex­

plained the systems capabilities and dealers asked

specific questions pertaining directly to their
businesses. With so many questions to be answered,
dealers kept vendors up until the wee hours of the

morning requesting demonstrations and further

explanations.
The Atlanta program promises to be an even greater

success with more time allowed with vendors, a few
new vendors and more personal appointment time
available for one-on-one demonstrations.

Following are profiles of those vendors in attendance
at the Denver Computer Conference along with those
who, at press time, have planned to exhibit in Atlan­
ta. For additional information on the upcoming Atlanta

Computer Conference, contact Alice Bruton in the
APRO office at 512-478-6521. Space is limited to 70

registrants. Therefore, it is advised that those in­
terested register as soon as possible. Hope to see you
in Atlanta.

Editor's note: For additional program information, see

page 11 of this issue.
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Hardware: Not selling hardware
Software: Single user or multi-user

Philosophy: Software package is a full rental operation management package offering
inventory, revenue and customer control.

History of Company: Originally American TV and Appliance Rental beginning in

1981; in 1983 it split into AmRent.
Future Plans for Changes/Expansion: Constant upgrading.
System File Capacity: Determined by hardware selection, system will require a

minimum of 10 megabytes.
Compatibilities: MDOS, IBM with CPM and other operating formats.
Staff Support Required: Menu driven, user friendly, self-prompting, operator­

oriented system requiring minimal staff assistance at the dealer level. At the ven­

dor level, staff assistance via hotline and on-site installation and tracking.
Salient System Features: A multi-file, on-line, highly interactive system providing

for single entry of customer data, inventory data and rental agreement data

(payments), immediate updating, with control features such as work/job orders,
service ticket, payment commitment and other unique routines. It produces daily
and monthly reports of revenue, inventory status, customer status, agreement
status (aging on a daily basis) and other statistical analyses.

Method of Distribution/Acquisition: Vendor direct/purchase.
Training and Technology Updates: Upgrading of system's software made available

to each purchaser at no charge.
Pricing Structure and Terms: To be announced.
What Do You Feel Is Your Competitive Edge? Control vs. data compilation with

unique features such as: Payment commitment tracking; automatic customer-find
feature and numerous other features requiring demonstration.

Hardware: Store System-Ontel 1505 display terminal. Micro Winchester hard disk
drive. Panasonic KXP-1160 two speed dot matrix printer with inserter. Home Of­
fice System-Ontel 1507 display terminal with dual mini diskette drive. Ninety-six
meg Phoenix hard disk drive.

Software: Provides efficient control of customers and inventory, financial projec­
tions, performance analysis, loss due to delinquent accounts, transfers, and

chargeoffs.
Philosophy: To offer a menu-driven system designed to make the rental business a

profit center.

History of Company: Established in 1980 and based upon 17 years experience in
the rental business and 10 years programming expertise.

Future Plans for Changes/Expansion: To offer CP/M on store level to perform ex­

panded financial functions.

System File Capacity: 10,000 customers, 10,000 inventory units

Compatibilities: Our system is compatible with the full line of Ontel hard and soft­
ware and by adding CP/M, any CP/M software can be utilized.

Staff Support Required: None. System is totally user oriented.
Salient System Features: 15" non-glare display screen for maximum visibility.

Detached typewriter-like keyboard. Generates reports without performing sort

functions. 64K bytes of RAM memory. 10 megabytes of disc space.
Method of Distribution/Acquisition: Leasing available through Borg-Warner or

directly through Comp-Unique, Inc.

Training and Technology Updates: Hardware maintenance through Standard

Register. Free software updates for first year, $250 per year thereafter. Training
done at dealer location at time of installation. Computerized Rental System
manual provided.

Pricing Structure and Terms: Price is determined by size of BOR in store. Initial

deposit required upon signing of contract-balance due upon installation.
What Do You Feel Is Your Competitive Edge? Comp-Unique will build your data

base at our offices prior to installation. We will then bring the system to you,
regardless of location, install it and train your employees. We will also help with
store problems including furnishing our forms during installation, and we will be
available to answer your questions after the installation is completed and your
employees begin actual hands-on use of the system.
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11638 Fair Oaks BhJ<:!l.,
Fair Oaks, CA 956�8

Happe, (916) 962-:1

Hardware: Morrow and NCR-OK data printers
Software: CompuRent In-Store Rental System
Philosophy: Total rental store management
History of Company: Incorporated May 5, 1983.
Future Plans for Changes/Expansion: Internal receipt number

generation so that daily transactions can be tracked in; lost
revenue reports; work order generations for pick-up, ser­

vice and delivery pending. Immediate generation of daily
reports at the close of a business day and dates showing
when the customer is going to term. Also, return check

analysis and product service cost history.
System File Capacity: 11 megabyte hard disk drive system
Compatibilities: All CPM/80, CPM/86 hardware"
Staff Support Required: No data processing personnel re-

quired by the dealer to support system.
Salient System Features: In-store focus and emphasis.
Method of Distribution/Acquisition: Direct sales.

Training and Technology Updates: Available for one year at

no charge.
Pricing Structure and Terms: From $6,995.00
What Do You Feel Is Your Competitive Edge? Support for

the rental dealer after purchase. "User Friendly." Price.

COMPUTER
LOGISTICS

*&;'"

1000 Howard Avenue, Suite 101,
New Orleans, LA 70113

Contac ay Grantz, (316) 26�-p�"66
Hardware: Alpha Micro 68000 Processor

Software: Multi-user operating system-rentals, general
accounting.

Philosophy: Software package is a full rental operation
management package offering inventory, revenue and

customer control.

History of Company: Originally American TV and Appliance
Rental beginning in 1981; in 1983 it split into AmRent.

Future Plans for Changes/Expansion: Demographics,
manufacturer analysis.

System File Capacity: 10, 30, 70, 140 megabyte disk; 1-60
users.

Compatibilities: IBM Mainframe Communication, Alpha
Networks.

Staff Support Required: Training included.
Salient System Features: Payments, committments, security,

cash flow, speed, and integrated accounting.
Method of Distribution/Acquisition: Complete testing, in­

stallation, training and support.
Training and Technology Updates: In New Orleans, updates

by video.

Pricing Structure and Terms: Favorable terms-up to 5 year
lease; financing.

What Do You Feel Is Your Competitive Edge? Developed
program in conjunction with Ray Grantz, pioneer in rental
business. Expandable, efficient, and "User Friendly."

STAR DEALERT.M.
SYSTEM FOR TV & APPLIANCE RENTAL

THERE'S MORE
iN STORE FOR YOU
AT ONE LOW PRICE
• IBM hardware- unsurpassed for support

and service
• Customer delinquency control
• Inventory control
• Internal cash control
• Complete on-line payment history
• Fully integrated general accounting
• Multi-store capability complete with

communications
• Two levels of security
• Customer profile analysis
• Rental agreement/sales invoice/payment

receipt automatically printed.
• Up to 9,999 active customer and 9,999

inventory records per store
• Extensive management information

reported daily
• Built in auto-back up procedure

An AFFORDABLE Turn-Key
Applicance Rental System Designed

for the Rental Industry BY an

Appliance Rental Company.
(602) 231-9298

IBM is a registered trademark of
International Business Machines Corporation
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Hardware: NEC, ASTRA Business System with 200 CPS
Printer

Software: P .E.A.R.

Philosophy: Dedication to providing the highest expertise in

design programming and sales of both custom and packaged
systems of all types and sizes. P.E.A.R. means increased

profits and total control of your rental business.

History of Company: Established in 1972 as a service­
oriented firm and has been marketing the ASTRA system
for the past four years.

Future Plans for Changes/Expansion: Continued enhance­
ment of the P.E.A.R. system as the industry requires offers
the rental industry the finest computerized system available.

System File Capacity: Minimum configuration of 19

megabytes fixed Winchester disk. Ability to maintain up to

4,000 BORS.

Compatibilities: Supports IBM Protocol 3780/3740
Staff Support Required: Existing store personnel.
Salient System Features: True multi-tasking system (can run

more than one job simultaneously); daily report, transaction

listing, custom report, payment history report, BOR by­
product report and inventory report.

Method of Distribution/Acquisition: Direct sales/direct support
Training and Technology Updates: Five days on site by Data

Design personnel, as well as prior data conversion by Data

Design; technological updates and software maintenance
contracts available.

Pricing Structure and Terms: Leasing assistance program,
deposit required, net 10 days after installation.

What Do You Feel Is Your Competitive Edge? Over 135
ASTRA systems installed in rental companies. It is a com­

mercially built mini computer system with on-site hardware
maintenance contracts available. Printer custom designed
and manufactured for the P.E.A.R. system with single or

dual front inserters. Reliability. Unsurpassed hardware.

Hardware: IBM PC-XT
Software: The Rental Industry Manager (TRIM)
Philosophy: State of the art hardware and software for rental

industry management control.

History of Company: 15 years professional computer ex­

perience with 8 years rental industry experience.
Future Plans for Changes/Expansion: Local and wide area

networks.

System File Capacity: 10-20 million characters per store

Compatibilities: IBM for IBM compatible
Staff Support Required: Turnkey
Salient System Features: Color, realtime "HELP" key, screen

windows, basis, price, and rental management package.
Method of Distribution/Acquisition: Direct sales, purchase or

lease.

Training and Technology Updates: Provided quarterly
Pricing Structure and Terms: 20% deposit, 70% on delivery,

10% net 30; Discount for multiple store, software only and
source available.

What Do You Feel Is Your Competitive Edge? 1) ex­

perience; 2) IBM hardware and support; 3) flexibility of the
software package (table driven); 4) nationwide access; 5)
communications, batch, on-line, network; 6) color/graphics.
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Hardware: Multi-Terminal Supermicro
Software: PROMS (Progressive Rent-To-Own Management

System)
Philosophy: We do not want to change the way you do

business, we want to change what you know about your
business.

History of Company: 55 years combined experience in rent­

to-own, rent-to-own accounting and all aspects of the com­

puter system life cycle.
Future Plans for Changes/Expansion: Changes come from

our users telling us how we can improve our systems to

better meet their needs.

System File Capacity: 20 megabytes hard disk expandable to

80 megabytes.
Compatibilities: UNIX compatible
Staff Support Required: None from dealer, support is our

business.
Salient System Features: Single source for a wide variety of

required goods and services.
Method of Distribution/Acquisition: Several options-please

call.

Training and Technology Updates: Initial and on-going train­

ing at all levels through a variety of options.
Pricing Structure and Terms: Various options-rent, rent-to­

own, or ownership-for hardware. Monthly maintenance
and support for software (no initial fees). Call for details.

What Do You Feel Is Your Competitive Edge? We offer a

comprehensive solution to both store and home office.
The strength of the system today is based on a long,
distinguished history and solid practitioners.

CONFUSED ABOUT COMPUTERIZING
YOUR RENTAL STORES?

Let the professionals at COMP-UNIQUE, INC. demon­

strate the fastest most powerful control tool ever

available to the rental industry.

Our computerized
rental system was

developed by and
for Mr. Dennis

Palmquist a leader
in the rental

industry for over

17 years.

Please contact us at (512) 441-5516 for further information.

P.S. Hope to see you at the APRO Computer Seminar,
May 1-3, in Atlanta!

512 E. Riverside Dr., Austin, TX 78704



� RTO SURVEY
Who Are You?

If you could compare your own rental operation 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 confidentiality. The

following questionnaire requires no identification or signature. Just fill
in the blanks, tear out the page, and return to APRO headquarters.

We are working hard to compile the statistics that have been sent in

but need everyone's input for a complete and accurate profile of the rental

industry.
Suppliers and vendors to the rental industry are vitally interested in

,

the needs of the individual 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 govern­
ment regulations to your advantage, the information it works with must

be accurate and current. And when you begin comparing your own opera­
tion to others, you 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; financial data; daily store operations, and product infor­
mation. 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 InterFirst

Tower, Austin, Texas 78701. When the results are tabulated and
distributed to APRO membership you'll know more than ever about your

industry and your business.

Numbe,r of rental stores operated "'-,,- _

Total number of units on rent today � _

Average monthly revenues (last 3 months) from total locations $__-----

Ptplected total revenues (rental income, etc.) from all locations next 12 months S '---.";�� ...".=.�",,,",,","=-,__ �_�__���

NY'�ber of employees OTHER 'fNAN home office location personnel _----�_

Mixed

L {please
,m:i�, p.er m

ACCOUNts
t (total income less -inw,e-qtory cost) as a percent of income

3. T
.

y;;:ol1 expense, includieg benefits & taxes, as a percent of income __ ���__

4. A,:dvertisiag expenses (other than yellow page advertising) as a percent of income_���-"--'� --f-"'_'_ ��Ofo
5. Expense of write-offs due to skips! stolens as a percent of income %
6. Total operating expenses, inclrrding administrative allocations, as a percent of income __�� %
7. Net! profit before taxes as a percent of income

.

%
8. Average return on invested capjtal over last 12 months Or last fiscal year �.,.....,_+__

Accounts

#Picktt
en rear as a percent 0

A,ppJiances % VCR %
3. Average number of delinquencies Saturday night as a percent of total on rent

4. Average number of units listed "skip/stolen" as a percent of total on rent ��%
5. Average number of rental accounts managed PER route emp]oy<?e ,-"-� _

Other (incl. furniture) _'_'7'0
.

%

PRODUCT INFORMATION
25" Color TV most often
Color TV Portable ni

�teieo· most Qken
Laundry most otte

Average eost of 25" Color TV purchased during last 3 nl0ri�s $ �--'-""�_�

Average cost Stereo purchased during last 3 months $ ��,_,.....-'=-,,� ��--,-,,-,.,..-'-�� __.... _

A�eIage cost Laundry purchased during last 3 months WASHlill} $,� ������ DRYER $__�.".,.,,_� ��_

Brand Color TV most often mentioned by rental customers .....,-"�� __".�_�� �_��� _

Brand Stereo most often mentioned by rental customers �"-,;-,-�� _"__ ��,._,_,,,,,- �-=;;.-.

Videorecorders are (Circle One): DECREASING
HQLDING as a percentage e£ all products rented

11. Mestsrequesred product THAT ll'OU DON'T CARRY NOW '¥+�-. '--"-..-'-" �-'='"'__ ___" �'

12. P ct most-often kept to fUll rm (gwnership) by rent

13. LEAST-ofrea kert "
1 (ownership) by, F

14. tisuany buy Coler' 60r warranty?
15. :;tt service or product not �€'red by product su

16. Total dollar volume of product �l!lJichases you expect to ro
17. What percent of that figure is replacement inventory? ���"__",.,,..___

18. Do you rent furniture? YES _

INCREASING

(OPTIONAL)
Number of years in rental business -..� _

Numb 9i years as a principal ow

Corp? l!
Ny.mp new locations openeCi
Number ofnew locations plannea peaing next 12 mont s

About how much larger are you today than 3 years ago?

Sole Pro'pliieto

25% 75%



Good Service is never having to say

"We're waiting on a part"
Remcos Parts & Accessories Distribution Center was designed to ship
parts to Hemco'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

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
© 1983 REMCO Enterprises, Inc.

RENT
FACTORY

800 E. Davis St., Vacaville, CA 95688
Contact: Richard Burke (707) 447-54p4

Hardware: Northstar 8/16 Turbo DOS
Software: Com-Rent-Complete Rental Video and Retail

Software.

Philosophy: Low Cost, High Quality, and Service.

History of Company: Merger of Rent Factory Rentals with
established (4 year) computer vendor Fall 198;1-

Future Plans for Changes/Expansion: Plan to offer packaged
software as well as existing system..

System File Capacity: 15-60 megabyte capable of storing
15,000 to 45,000 contracts

Compatibilities: Multi-plex user-up to eight per systeml
Staff Support Required: Offered by over 700 North Star

dealers,
Salient System Features: Multiple processor-each user has

his own dedicated central processing unit-cash register
with interface,

Method of Distribution/Acquisition: Direct from vendor­

Training and Technology Updates: Training with installation.

Upgrades provided quarterly with a subscription fee.

Pricing Structure and Terms: Basic system with two users,

printer and cash register-$14,950.00.
What Do You Feel Is Your Competitive Edge? We offer a

per user upgrade at under $2,000 per additional terminal.
This coupled with a basic 2-user price of $14,950 is most

cost effective. Our direct register computer tie-in gives the

owner excellent information access at the sales counter­

where it matters.

44

P.o. Box 24127,
Phoenix, AZ 85034

Contact:
Ken King, (602) 245-6731

RMK
MANAGEMENT
SYSTEMS

- Hard�;���:"'iBM=&PC-xr
Software: Star Dealer

Philosophy: Star Dealer is a tool to enhance your personal
operation and give a framework in order to better implement
those techniques.

History of Company: The company is a spin-off from a tele­
vision and appliance rental company, and is three years old.

Future Plans for Changes/Expansion: To make provisions
for search of customer payment history by number, name or

co-owner;

System File Capacity: 10,000 active accounts-beyond that,
enough disk capacity to handle many more software

packages.
Compatibilities: IBM

Staff Support Required: One
Salient System Features: Operations report showing office and

productivity factors; customer profile analysis which denotes
trend of customer types for customer population search;
operating report summary and customer profile analysis.

Method of Distribution/Acquisition: Contact vendor.

Training and Technology Updates: Purchasers become
members of our maintenance group and receive all system
enhancements as long as they own software.

Pricing Structure and Terms: $13,100 for home-site and/or
first store and $12,500 for each additional store. Terms:

10% down at agreement. Balance on shipment of hardware
and software.

What Do You Feel Is Your Competitive Edge? The system
is devised and written by people who are already in the ren­

tal business.

March/THE APROACH



Whysettle fOrjustany
cotnputer systemwhenyou

can haveTRIM?

-----

�

.-- - -:: .:-:-- =:=-:: -��-
--_. --- -- ...._-_-

TRIM, The Rental Industry Manager, is the most complete
and hard-working computer system you can buy. Designed
exclusively for the needs of the rental industry, TRIM can

efficiently manage every aspect of your business from

deliveries, agreements and customer files to inventory,
expenses, receipts and accounting. Here are just a few of
the TRIM advantages:

requirements. Data may be searched by any number of variables.
And TRIM adapts to single- Or multiple-store operation.

Fully Integrated Effective communication between home
office and individual stores means you have fast, accurate

information for management decisions.

Easy to Use Menus, function keys and help key provide on­

the-spot assistance. Exclusive color CRT and windowing
display make it easy to read more data at once.

Advanced Technology TRIM is based on the highly reliable
IBM PC-XT and uses fixed, hard disk storage. Its dual

printer operation provides flexibility, control arid backup.

Fast and Accurate TRI M provides automatic daily reports,
error-free agreements, inventory records
and point-of-sale data collection as well as

the convenience of one-entry updates for
all related records.

TRIM is a product of First National Computer Centers, a

computer company with the most extensive experience in
the rent-to-own industry. In fact, we use

the TRIM system in our own computer
rental operations. To learn how we can

put TRIM to work for you, quickly and

economically, contact Mike Sheriff at the
address and phone number below.

fl
Highly Flexible Customer-specified parameter
tables allow the system to be tailored to your

FirstNational
Computer Centers

4843 Keller Springs Road Dallas, Texas 75248 (214) 380-8700



RENTS

COMPUTER LOGI�TICS, INC.

presents

Rental Equipment Network Tracking System

WHAT DOES R E N T S DO???

This revolutionary rental tracking system allows you to know your MERCHANDISE, �

YOUR CUSTOMERS AND YOUR CASH

WHY WOULD I BUY R E N T S ???

DO I NEED TO KNOW

* Where is my merchandise *

* How to eliminate merchandise theft *

* What percentage of my merchandise is idle *

* How long does a unit remain on my active list *

* Who are my customers and where do they live *

'* What merchandise does Mrs. Doe rent·*
* How much MONEY does Mrs. Doe pay each day, week or month *

* What has Mrs. Doe rented from me in the last three years
*

* 'Has Mrs. Doe committed to pay $50.00 next Tuesday *

* Does Mrs. Doe know anyone needing my rental service *

* How much MONEY did each of my stores make yesterday *

* Do my employees always collect and report all my MONEY *

* Do my managers track rents due and keep delinquencies down *

* Can I. operate more than one store using R E N T S *

YES YES YES

C[]mpUTEA
lO[3�ST�CS
.nL[]fpDfaleO

1000 Howard Ave., Suite 101
New Orleans, Louisiana 70113

[504] 522-7266



WE'D LIKE TO HAVE
A WORD WITH YOU.
To tell you about all the exciting ways Thoma-S' Stereo can increase

your profit dollars.

• Proven reliability
• Expeditious shipping
• Unmatched values
• Superior warranty service

• People who care for your success

• Superior styling & cosmetics

The Stereo. The Program • Nobody does it better

ameRIca's souno OF musu:

5 Joanna Court, East Brunswick, N.J. 08816



Justpart
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.

Another part
of the story

A very important part.
Speed Queen is the only top loading washer with
a stainless steel tub backed by a lifetime warranty.

It Will never chip, rust or corrode.
See your Speed Queen dealer for warranty details.

Another part The complete
of the story 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.

Call Rich Raczynski at (414) 748-3121 for
the name of your nearest Speed Queen

distributor.

Here it is. The washing machine we've built for you.
Equipped with the finest features

and backed by the longest warranties around.
We admit it's expensive. But when a machine is

built as well as a Speed Queen, it's worth every penny.

Speed Queerr
Built for all its' worth

(ARaVCheoncompanv)


