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Pilpt.g�$.anout for Rental Dealers with extra-enort to support dearer sales
e,fforts. Extra-profit margins and floor planning ar-e jyst a few of. the many
"exfr�s'" :available. Pilot wants your business and its product line" and
pack�ges are extraordinary buys for the rental market. Shown above are
just two'of t.fle many new popu ar Pilot models, _

'Mod¢lNO. STV862135-15 Deluxe PiJbt�dioNideG Home Entertainment Center in Palasander
FtnishWitl1 19" Color Television wJth Wireless Random Access Remote Traosmitter, 105 Cha'h�
oetC apr,ibility, Activated External Jack for Bi-Oirectibnal @liannel Sound Through Each
firdivt

-

'�'fidelity C,oncert Stereo Speake" AM/Ff''tfMulti-PlexTuning,. Stereo Cassette
�r Wi," Metal Tape Capability, 5 Band .Graphic !;ql:la1jzer Display, LED Audio'. �.

s. '
emi�utpmaticReoordPlayer. LED Record teveIMet�r, and Matching Pair o�

� M,j.,fldellty Concert SpeakerS with 8" Woofers for 100 Watts 6f Speaker Power Ou •
,

put �OJ,lanWireless Hand'Remote� .14 Day Plogram14 Event VHS Video Cassette Record r

with'1OliI Cnannel Cable Capat)iIlty.
.

iodet'Jllo. srv227i36-25 Ultra DeluxePiJot Auct'iolVideo Home Entertainment System with
El�ct1'ql1ic SyntUesized liming with Qigital Readout. (12) Preset Stations, 25 Watts RMS per
Chann,el'<ltl�than 0.9% Total Harmollic Distortion from 35Hz to 20KHz into 8 OHMS Both
'(3JlanneJ� Driven. Stereo Cas ette Player/Recorder, Metal Tape Capabifity. 5 Band Graphic
t;4't.laJi�r. �ectnjm Analyzer, Semi�Automatic Record Player. 1$" Color TelevisiOn with

'

..

'

.

Aocess Hand Remote'ifl¥lsmiter, 105 Channel CableCapability, Activated

forai�DiteCtional.SQundt"rough Each lndividu(j.l Hi.Fir,;jeUty QpncertStereo _

,

mnd with if-emM{.ed Glass Oo,o� andRo.llcArQUnd q,asters and Matching
.

ert'rjj�Fidelity 36" S�a:kEjlrs �th 13" Woofer§ fOr ?OOWatts·bf Speaker�r
�O,. '.' ...

'

.... ..... .

a1) Wifeless Hand Rembte, 14 Day Programl4 Eyent vRS VideQ Oassette
Re:eorptJ'f,·,with 10$ Channel CaI::)le .Capabftity.

.



Rental financing.

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?

No mistake about professionals at

it. Rental financing BWAC. We've been
demands professionals providing innovative
who really understand finanical services to

how the business business for 30 years
works. now - ranging from

We do. We know traditional inventory
that responsive financing, or floor

�ancing programs planning, to

"� dealer's �ommercialle�sing,
. '�e insurance services,

.

c'@lR the� floor check programs
,-. nd much more.

d our network
O,r2l11ch offices in

,if �'i>-.
.t, e Un'tsd States
enable .

.

to serve

��r 0\; et.�n
a tJ.me�y basIS;

Andwe're \

, �Sf>�cihlists, iQJ. "the
BWAC Rental'Einance
pro wh6��kS with
you �'Ks exclusively

.� {

�® Borg-Wa�neJlccePfance Corporation
subsidiary 0fJ'{rg-Warner Corporation
call: Joe �on

.

or write: Joe Eason

N�arSales Borg-Warner
".,.Manag�r Acceptance Corporation
-

21496{)-8351 5151 Beltline Road
Suite 340
Prestonwood Tower
Dallas, Texas 75240
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ON THE COVER: Audio in

rental-purchase has an exciting
future as hi-tech products, such
as the compact disc player, are

introduced. Dealers are upping
the wattages on the rack systems
they offer to customers, and

suppliers are tuning in to the

rental-purchase market. The story
on page 8 gives the dealers'

perspective on audio, and the

story on page 28 gives an

overview of audio by several

suppliers.

COVER PHOTO BY:

Gary Russ

Stereo equipment furnished by
the following: ABC Rentals,
Advantage Rentals, Best
Products, Dyer Electronics,
Frisco Electronics, Oscar
Snowden's, Quality Rentals,
and Remco, from Austin, Texas
locations.
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8 TRENDS IN
AUDIO RENTAL

Growth of the industry
coupled with economic

happenings in the

general marketplace
influence rental-purchase.
The impact of these
trends is examined here.

Dealers discuss the

importance of audio in
their product mix and
detail the items their
customers are looking for
when renting stereos.

16 PROMOTING
COMPACT DISCS

DEPARTMENTS
6 EDITOR'S DESK

10 MESSAGE
14 LEGAL
18 CUSTOMER

RELATIONS
20 NUTS & BOLTS
22 FINANCIAL

PLANNING
26 COLLECTIONS
38 GOVERNMENT

RELATIONS
40 WASHINGTON

REPORT
46 GUEST EDITORIAL

The machine that is

revolutionizing the audio
world is on the horizon
of rental-purchase, too.

Dealers who are renting
compact disc players
advise on ways to

promote the new

technology to customers.

28 AUDIO
SUPPLIERS TALK

The list of audio
companies eager to

supply rental-purchase
continues to increase.
Several major suppliers
detail their involvement
with the industry and

give predictions for
the future, as these

companies tune in and
turn up the volume on

rental-purchase.

32 WHO'S WHO IN
AUDIO
SUPPLIERS
A listing of companies
supplying the rental­
purchase industry.



THE EDITOR'S DESK

Among other things, APRO monitors the size of the rent-to-own industry beyond
the scope of the APRO membership. APRO represents just over half of the total in­

dustry which is presently estimated at about 5,000 stores. A year ago, there were

roughly 4,000 stores. The industry has been growing at a steady rate of 30 percent
annually for the last three years, and APRO predicts this growth to continue for the
next three to five years.

In addition to stores whose only business is renting, there are currently another
3,000 stores where renting is a sideline. Members of the rental yard industry as well
as the traditional furniture rental industry have incorporated lease-purchase elec­
tronics into their inventories with reported success.

Rent-to-own industry revenue breakdowns suggest that color TV sets represent
45 percent of total revenues. With the 1985 estimated industry revenues of $1.7 bil­
lion, TV rentals will ring up approximately $765 million in revenues this year.

The TV market is split about equally between 19-inch portables and 25-inch con­

soles, with an insignificant number of 13-inch portables rented. Five years ago, TVs
represented closer to 65 percent of the rent-to-own business. Reflecting a gradual
shrinkage, three years ago TVs rang in at about 50 percent of the market.

Appliance rentals maintain a tight grip on 30 percent of total rental revenues. Un­
like TVs, appliance's percentage of revenues gradually increased as dealers recog­
nized the stable revenue white goods afforded them. However, future annual per­
centage of industry revenues is not expected to creep much beyond 35 percent.

Audio rental has captured the attentions of suppliers to the industry and has kept
the attention of the dealers. With the growing consumer interest in the evolution
of hi-tech sound, dealers have kept audio rentals at 18 percent of their business,
representing $306 million in 1985 revenues.

VCR rentals used to be a relatively insignificant market,but the growing perva­
sion of home video as a primary source of entertainment has changed all that in the
last eighteen to twenty-four months. Presently, VCRs represent a healthy and grow­
ing 10 percent of industry revenues. That crunches out to $170 million annually.
However, some stores now report as much as 20 percent of their revenues come from
VCRs and tape rentals.

Furniture is stocked by 20 to 30 percent of rent-to-own stores and represents 10
to 20 percent of their revenues. Thus, furniture is skewed to about 3 percent of total
industry revenues at $51 million in 1985. Look for that figure to increase significantly
since the trend in rental is toward product diversification. Adding furniture accom­

plishes that purpose with the added appeal of attractive profit margins and prod­
uct stability. The number of furniture suppliers in attendance at APRO shows has
increased dramatically from one supplier three years ago to twenty-two in 1985.

Rent-to-own is a force to be reckoned with in the marketplace. The numbers and
prognostications of the players clearly indicate as much. With one highly success­
ful publicly-held company and others on the way, the industry collectively makes
a statement of solid commitment to its marketplace that minor detractors and
aggressive competitors alike will find increasingly difficult to chip away at.

-Editor
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O�C With our new consumer

_..._ [.10. electronics division, our

sales force is stronger
than ever. With six strategically located
shipping locations,we are in a position to
serve you even better.

We are dedicated to the success of your
business. We know your business. We serve

your business. And we offer a broad prod­
uct line that is known industry-wide for per­
formance and reliability.

Go with a proven leader in the rental
industry. Go with GE the new power in con­

sumer electronics.
For more information, contact your local

General Electric Consumer Hecfronies Busi­
ness Representative. Call or write: J.P. Poto,
Manager of Sales and Marketing, 1 College
Blvd., Portsmouth,VA 23705, (201) 894-5875.
Go with GE ...The new power in consumer electronics.

We know the rental
business and the rental
business knows us.

As one of the most trusted names in con­

sumer electronics, GE has served the rental
industry for

A fewof the right reasons almost thirty
� Fast Delivery � Reliability years. We
� � have been
Q Quality [2] National important in
� Distribution the growth of

the rental
industry be­
cause we

Q Small Ship h t k� Quantities ave a en

Ul Broad the time, com-
� Product Lines [2] Consumer bined with our

Appeal experience
U Local in consumer
� Consulting electronics,

to understand
your business and your needs.

But now, GE has gone further. As valuable
as we have been to the rental industry, con­
sumer interest in electronics has risen to un­

precedented heights. And GE has kept up.

[2j Features

� Performance

� Serviceability

rJl Warranty
r Options

Ul Custom
� Rental

Programs

�

GENERAL. ELECTRIC



FEATURE BY CARLA MATHEWS '

Trends in Audio Rental
Dealers report how audio affects the bottom line

Speakers with more watts and the higher performance output that customers demand are

now reflected in dealer inventory.

Thanks to a glut of retail prod­
uct diversification in the 1970s,
audio is probably the most eclectic

segment of the rental-purchase
industry. Dealers have several
major brands from which to

choose, with a myriad of styles,
components, and wattages avail­
able. After TVs and white goods,
audio products are a rental-pur-
8

chase mainstay. According to
statistics supplied by the Associa­
tion of Progressive Rental

Organizations (APRO), 1985
revenues from audio will top $306
million.

In a random sampling of rent­
to-own dealers across the country
conducted by APRO, audio now

comprises an average of 18 per-

cent of the business.
For most dealers contacted, the

number of customers renting audio
products to term has not changed
appreciably over the last two

years. Most reported a full-term /

percentage between 20 and 30

percent, with customers renting
for an average of four to eight
months.

October I PROGRESSIVE RENTALS



Only one dealer reported audio

representing over 20 percent of BaR.

Betty Coolidge, owner of three Mrs. T's
Rental stores in Connecticut, says she
has augmented audio purchases by 10

percent in the last year to accommodate
increased demand. She says it's too

early to tell why audio has boomed to 41

percent of her business, which also in­
cludes televisions, appliances, and fur­
niture. "I don't know why, unless I've
saturated the area in TVs. (Audio) has
just been going strong all year."

A full 70 percent of Rentown's cus­

tomers in Cedar Falls, Iowa, and Cedar

Rapids, Iowa, usually go full-term, says
Mike Kerley, assistant manager.

"We'll hold the unit for thirty days if

they can't make a payment for some rea­

son, then give it back to them," Kerley
says. "Once they get in the groove, it's

simple."
Most dealers surveyed see no differ­

ence in rural and urban audio cus­

tomers' inclination to rent to term.

However, Kerley says his clientele is

definitely more ownership-oriented. _

"The farm people out here are a little
more conservative. They're very pos­
sessive. They want to keep it once they
have it, whereas urban customers are

more likely to trade something in after
six months or fall behind in rent and go
someplace else."

Warehousing-holding units until
customers are able to resume

�
'contracts-and deferrals-leaving the
unit in a home while allowing the cus­

tomer to catch up on payments-are be­

coming more common in the industry,
believes Lowry Shrader, owner of nine
Rent*1t stores based in Clarks­
ville,Tennessee.

"I think we're becoming more lenient
and that most people either warehouse
or defer payments;' Shrader notes. "It

provides an incentive for someone to

complete a contract. Of course, I want to
know that the guy is not just trying to
use a unit and not pay for it. We may do
it once in a contract."

In spite of improved business and a

shorter contract length, Coolidge has
not noticed a greater number of audio
customers renting to term. "We used to
have a 104-week contract, but have

dropped back to 78 weeks because of

competition," she notes.
Audio customers, like other rent-to­

own clientele, have improved in job sta­

bility but still remain in the lower to
middle classes, dealers agree. Typical
customers are blue-collar couples rang­
ing in age from 18 to 35, with a house­
hold income of about $22,000.

continued page 42
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BREAKDOWN BLUES
What go@s�rong with audio piIf@ciucts? Most often it's needles gone askew and

unbalanced tonearms, say dealers. Less frequently, blown fuses and damaged cir­

cuitry are the problems.
Most damage is caused by customer abuse, either intentionally or through igno­

rance of how to operate a system.
"People messing with needles are our biggest problem:' says Betty Coolidge of

Mrs. T's. "T:key like to play with tftem and bend them.,)'leedles aren't C0V@� qy
our warraiflit anufacturers ca responsible .fot" 11

Youn eifs who like � ic hut can't
times :rent 1 attage systems ow them out, . David Shaper
Rental Fbr ""$ reason many dealers such as Shapero try tIl,) keep tabs on what ttmts
will be used'for'

"We don't let it go out for a party if we can help it. If a customer asks if a unitwill
be loud enough for 600 people, our alarm lights go on:' he says.

Sixty to seventy percent of Rent*lt's repair calls from customers are the resttlt of

something _. ple as an unpl d unit or detached aker wire, says
low:F.}' 5k1;� : Id�al1y, store m frY to diagnos em ever the t
before s�n®g a repairman or 1?' P a unit.but always work

"The empl�yees are eager to fix the problem and pte fhe customer, so tH say,
'Oh sure, we'll send someone right out. He'll be there this morning; when all they
may need to do is tell the customer to reconnect a speaker wire;' says Shrader. "If
we can teach the renter how to make a simple repair himself, and have him come

into the store to get the part and take it back, that's another alternative:' All of the
dealers say they try to show customers how to use equipment, either at the �tore
or in the home.

_

"I insist tha"t mypeople demonst:r;a15e the products to tustenners becausewe �ant
to eliminate damage and ensure the renter's satisfaction:' says Rozanne Flatt, owner

of three Color'Iyme stores in Illinois.
Demonstrations are more necessary to sell a stereo than prevent equipment abuse

at his stores, says Mike Kerley of Rentown. ''We have a broken tonearm every three
months;' says Kerley. "Abuse is not really a problem:'

Simpler units with fewer parts would keep repairs down, notes Joel Allen of TV
Rental in Asheville, North Carolina. "I would like to see more manufacturers put
out units designed for rental, something with fewer plac�s for peanut butter to get
stuck in. But if they don't have lots of bells and whistles, customer don't like them
as much. Lower-end units don't require as many adjustments, for instance. That's
good for the store, but a customer who knows about the extra audio features may
miss them:'

The small parts inherent in audio are also difficult to order, points out Allen. Since

part numbers usually are not stamped on the smallest pieces, such as knobs and
buttons, repairs can be frustrating.

"If part numbers were stamped on every small part, we wouldn't have so much
trouble ordering them. Usually We have to do it by description, and we wind up get­
ting the wrong part the first couple of times we order:' he says.

David Shapero simplifies parts replacement by stocking only one brand. Having
600 units with interchangeable parts makes it easier for both the store and the cus­

tomer, he says.
"If I have a piece go out, all the replacements are the same. It's easier to switch off

with another set to give the customer what he needs. That way I don't have a lot of
different components:' Shapero states.

Service is a big determining factor in what dealers buisays Bud Holladay, ow:ner
of ten ABC Rerttals and ColorWorld stores in Texas an.a'New Mexico.

"Service is a very important consideration in buying stereo units. The typical
rental store service technician is not as well-versed in the current audio technology
as he might be, due largely to the insulation he has from the trends of the retail mar­

ket;' says Holladay. "So the dealer typically tries to find a stereo system he can re­

pair quickly and easily. As the units become more sophisticated, price must include
turnaroun rvice from the facto or the dealer has to Q0me up with a better serv-

ice shop t dle the new tech , 59 they use'iipfi(i(e as an excuse for f:l!@t,�uy-
ing higher:.. a goods, when usutil it is service. II A

_
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MESSAGE BY EDWARD L. WINN III

REGULATING ADVERTISING

Several items of interest have crossed

my desk since the convention. Some
concern advertising. Dealers in the
states with new statutes are complain­
ing that their competitors are not adver­

tising in accordance with the new stat­
utes. They feel such liberties are giving
the competitors an edge, and they do
not like it.

The advertising regulations in Michi­

gan, Texas, Georgia, and South Caro­
lina are similar. Certain language in ad­

vertising will "trigger" disclosures that
must also appear in the ad. For exam­

ple, if a dealer advertises a monthly or

weekly rate, he must also disclose cer­

tain additional information about the
cost and duration of the transactions.

A few dealers already in the habit of

advertising "trigger" terms have not yet
reviewed their ads to bring them into

compliance with the new laws. These
dealers are at risk. All of the new state

statutes contain minimum statutory
penalties-in Michigan it is $250 plus
attorney's fees. Dealers not in compli­
ance with the advertising sections of the
new statutes are wide open for suits

brought by hungry young lawyers. And
there really are no good defenses once

the statute is in effect.
Dealers who are playing by the rules

have every right to be chagrined, but

they should remember the risk their

competitors are running. There is really
no need to report violations as they are

in the media and open to view by all.
There are enough adversaries looking
over the industry's shoulder to bring
these few slow-reacting dealers into
line. It will not do the industry any good
in the long run for dealers to start taking
cheap shots at one another over these
new statutes.

The National Consumer Law Center

(NCLC) has already come out with an

attack on the new laws. Since the state

legislators inthe four states did not call
us installment sellers and put us out of
business, the NCLC condemns them.

10

The new statutes are all basically good
statutes, regulating the industry fairly
and practically.

As an industry, we need to stand firm
behind these statutes and the legisla­
tures that passed them. It means play­
ing by new rules and helping all dealers

get acclimated to the new controls on

the business. Most violations stem from
a lack of awareness of how the new stat­
utes work. Dealers can do a service to

the industry by spreading the word
about the laws to other dealers and

being patient as we all struggle to bring
our businesses into compliance with
the new rules.

Another advertising issue concerns

retailers who have begun taking shots at
our industry by mounting "anti-rental"
ad campaigns.

In Radio Shack the other day, I saw

tent signs on all their high-end stereos
with the legend "Why Rent7" The signs
explained Radio Shack's easy credit

plan with approval in only two days.
Such anti-renting advertising has not

yet risen to the level of the Cola Wars,
but in a certain sense, it does show we

have truly arrived as a market force.

Opinions vary as to the effectiveness
or advisability of negative advertising.
Most companies refuse to do it at all. In
industries where competitors have at­
tacked one another in their advertising,
rarely have the attacks endured for

long. Indirectly, the very acknowledge­
ment of the rental alternative in Radio
Shack stores may well send customers
our way. It may be momentarily un­

pleasant to suffer attacks from people
who ought to be our colleagues, but it is
not all bad, and it demonstrates to the

consuming public just how far we have
come.

On a personal note, I have recently
stepped down as executive director of
APRO. As most of you know, Elizabeth
Johnston has effectively run the trade
association, its publications, and pro­
grams now for several years and has ac-

cepted the position of executive direc­
tor. We are proud of her achievements
and have full faith and confidence that
Elizabeth will continue to administrate
in the professional manner to which we

have grown accustomed.
Lest you become concerned that I will

not be involved with the rental industry,
please note that I am still general coun­

sel to APRO and have the new title of
executive vice-president to use in my
role as spokesman for the industry. I am

still vitally involved with this ente�­
prise, and hope to continue my rela­

tionship with the organization and the
dealers for a long time yet to come.

The long and short of it is that it
ceased making good economic sense to
have an attorney as the executive direc­
tor of APRO-both for the attorney and
for the organization. I am presently
working "of counsel" to the Austin law
firm of Kammerman, Overstreet and
Hurren, at 1020 MBank Plaza, Austin,
TX 78701, (512) 474-6436. I am two blocks
from the APRO office and talk to them

every day. I am still available to talk to

you-the dealers-about whatever is
on your minds, and I would miss not

doing that. The only difference is that

you can reach me at the law firm
number.

I am also available now to dealers for

legal work as needs may require. I do
look forward to staying in touch with

many of you. I am still on the APRO
seminar circuit and am prepared to do

anything necessary to help APRO con­

tinue the tradition of excellence that it
has known during its first five years of
existence.

.

Here's hoping that the fall is a busy
and prosperous time for everyone.

EDWARD L. WINN III
General Counsel
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Model C4920WWA

Now it's more profitable than ever for you
to carry the Philco Trim Sets. Because now

these two popular sets are available at new,
low prices designed to give your balance

sheet a healthy glow. Philco Trim Sets deliver

big screen performance
in a slim, trim, compact

cabinet ... the furniture
format more and more

people are turning to when
they want a 25" diagonal

picture that's easy to
find a home for.

Model R4930TWA comes with Infrared
Remote Control, the feature your customers
want most. Model C4920WWA utilizes a

manual electronic tuner. Here are two color
table models that are made to order for the

rental business. . . big pic­
ture excitement combined
with easy transportability
and dependability. And con­

sumers know and trust the
Philco brand. Contact
·Ken Gay for details at

(615) 521-4711.

PH I LCD ...Your Profit Line

PROGRESSIVE RENTALS/October 11



INTRODUCING
ADMIRAl: RENTALS.
OUR NEW LINE OF

QUALITYAPPLIANCES,
BUILT ro PERFORM

FOR YOU.

Freezers, refrigerators, laundry
appliances, all designed to accom­

modate your profit needs with con­

venience features you've come to

expect from Admiral.
Rentals include a space-saving

10 cu. ft. upright freezer, or energy­
conserving chest models in 10 or

15 cu. ft. sizes. Frost-free top-mount
refrigerators measuring 15, 17 or

19 cu. ft., plus a 20 cu. ft. side by side
model. Or choose our heavy-duty
washer and dryer pair in big 18 or

20-pound capacities.
Our appliances are backed by a

I-year parts and labor warranty, or a

7-month extension option for a fu II
19-month package.

And, like all Admiral products, you
have our assurance of excellent parts
and service support through our

Master Care Centers.
Put Admiral Rentals to work for

you. For more information on rental
profits, contact your local Admiral
distributor.



ADMIRAL
DISTRIBUTORS

ALBUQUERQUE, NM
Cunningham Distributing, Inc.
(505) 247-8838

AMARillO, TX
Price Supply Company
(806) 372-6738

ANCHORAGE, AK
Mastercraft Kitchens &
Fixtures
(907) 561-2124

BALTIMORE, MD
The Zamoiski Company
(301) 644-2900
BilLINGS, MT
American Appliance Co.
(406) 252-0188

BIRMINGHAM, Al
Sunbelt Appliance
Sales Corp
(205) 956-9701

BLUEFIELD, WV
Mason Dixon Distributors
(304) 325-6131

BOSTON, MA
Tanol Distributors, Inc
(617) 828-7454

BUFFALO, NY
K-Builders Appliance Supply
(716) 591-0525

BURLINGTON, VT
Vermont Appliance Company
(802) 864-9831

CHARLOTTE, NC
Allison Erwin Company
(704) 334-8621

CHICAGO,ll
Chicago Sales Office
1701 E. Woodfield Road
Schaumburg, IL 60196
(312) 884-2669

CINCINNATI, OH
Bimel-Walroth Company
(606) 283-2900

COLUMBIA, SC
Associated Distributors
(803) 771-0390

DAllAS,TX
T & W Distributors, Inc.
(214) 637 -3160
DES MOINES, IA
Larsen Olson Company of
Iowa, Inc.
(515) 282-2824

DETROIT, MI
Radio Distributing Co
(313) 295-4500
EL PASO, TX
Cunningham Distributing, Inc.
(915) 533-6993

FARGO, ND
Bristol Distributing Co
(701) 232-2211
FORT WAYNE, IN
Wayne Hardware
Company, Inc.
(317) 875-5024

HARRISBURG, PA
Peirce Phelps
(717) 761-0240

HONOLULU, HI
Admor Distributors Corp
(808) 537 -4501

HOUSTON, TX
Earl McMillian Company
(713) 467 -1751

INDIANAPOLIS, IN
See Fort Wayne, IN

JACKSONVillE, FL
Cain & Bultman, Inc.
(904) 356-4812
KANSAS CITY, KS
A. L. Johnson Associates, Inc.
(913) 888-5225

KNOXVillE, TN
J MD, Inc
(615) 522-1985
LITTLE ROCK, AR
Mapco Gas Products
(501) 835-2252
lOS ANGELES, CA
Bercor Distributing Corp
(714) 670-7644

lOUISVillE, KY
Hart Distributing Company
(502) 491-0910

MEMPHIS, TN
See Birmingham, AL

MIAMI, FL
Cain & Bultman, Inc.
(305) 625-0461

MilWAUKEE, WI
Merco Corporation
(414) 961-3200

MINNEAPOLIS, MN
Northland Wholesale Dist.
(612) 941-9240

NASHVillE, TN
T & T Distributors
(615) 320-7200
NEW ORLEANS, lA
United Distributors, Inc
(504) 733-7920
NEW YORK, NY
S L G. Corporation
(201) 654-7000
OKLAHOMA CITY, OK
Modern Distributors, Inc.
(405) 528-4537

OMAHA, NB
See Kansas City, KS

ORLANDO, FL
Cain & Bultman, Inc.
(305) 859-4040

PENSACOlA,Fl
The Lewis Bear Company, Inc.
(904) 438-9651

PEORIA,ll
Appliance Distributors Inc
(309) 692-2430

,.

PHilADELPHIA, PA
Peirce Phelps
(215) 879-7000

PHOENIX, AZ
Cunningham Distributing, Inc.
(602) 233-1301

PITTSBURGH, PA
See Youngstown, OH

PORTLAND,OR
G & C Distributing Co.
(503) 288-0221

RICHMOND, VA
International Products
(804) 545-1795

ROANOKE, VA
Mason Dixon Distributors
(703) 342-4219

SALT lAKE CITY, UT
S. R. Distributing
(801) 973-2300
SAN ANTONIO, TX
Central Distributing Company
(512) 225-1541
SAN FRANCISCO, CA
Bercor, Inc.
(415) 588-7581
SEATTLE, WA
Amfac Electric Supply Co.
(206) 251-9090

SHREVEPORT, lA
See New Orleans, LA
SIOUX FAllS, SD
Burghardt Supply Company
(605) 886-5754
S1 lOUIS, MO
MC Distributors
(314) 231-6350

SYRACUSE,NY
Lee Distributing Co.
(315) 455-5503

TAMPA, Fl
Cain & Bultman, Inc.
(813) 229-6571

TOlEDO,OH
See Detroit, MI

TUCSON,AZ
See Phoenix, AZ

WICHITA,KS
Hennigh's Inc.
(316) 267-3273
YOUNGSTOWN, OH
Dorrance Supply Co.
(216) 746-6533

Admirar _JI
�ome Appliances ,JI
Anotheri1'MAGIC CHEFR Company
©1985 Admiral Division, Magic Chet.Jnc.



LEGAL BY JAMES D WALKER JR,

Employee Misconduct

In the course of the day, there are

many things employees can do to cause

harm to the general public. The dealer's
concern centers on his protection from
the answer to this question: Does my
business liability insurance protect me

against claims of employee mis­
conduct?

The answer lies in how the miscon­
duct is characterized. It must be de­
cided if the employee's conduct was

negligent and/or intentional.

Everyday activities are filled with pos­
sible mishaps. We might fail to clean up
a spill of some kind and a customer

could slip and fall. We might injure a

customer during some maintenance

procedure, such as cleaning or re­

arranging inventory. The possibilities
are numerous. And outside the store,
driving a delivery truck and entering a

customer's home to deliver and set up
a television poses obvious hazards.

Although these risks are difficult to

predict, they share a common ele­
ment-the unintentional injury to a

member of the general public. Insur­
ance companies are willing to take the
risk, based on statistical probability,
that certain injuries will not occur

enough times to create a serious loss

problem. The insurance company re­

ceives premiums for agreeing to share
the risk with the client, a profitable un­

dertaking.
Consequently, any claim filed with

the insurance company is examined

carefully to see if it falls within the scope
of the assumed risk. It is usually most
difficult to state categorically that a par­
ticular claim is a consequence of an in­
tentional act by an employee. Because
our employees work with the general
public in anticipation of certain conduct
from the public, we understand that
conduct is not always what it should be.
From time to time, an otherwise con­

scientious employee may lose patience
with a customer. This is an intentional

14

IT IS USUALLY MOST
DIFFICULT TO STATE
CATEGORICALLY THAT A
PARTICULAR CLAIM IS A
CONSEQUENCE OF AN
INTENTIONAL ACT BY AN
EMPLOYEE,

act that is a consequence of the ordinary
course of business.

Types of claims in this gray area in­
clude altercations between employees
and customers, repossession disputes
where employees are alleged to have
acted without authority in entering a

customer's dwelling, and threats to cus­

tomers that exceed the bounds of legiti­
mate collection practices.

Under these circumstances, the in­
surance company usually questions the

liability of such conduct. The dealer in­
volved should always urge that the in­
cident arose during the ordinary course

of business. Even though the act may
have been intentional, it was foresee­
able within the general day-to-day cir­
cumstances of the business.

When an insurance company seri­

ously disputes a claim, it is likely it will
defend the claim until its final conclu­
sion. By asserting its I/;eservation of

rights" to defend against liability of the
claim, the insurance company provides
a lawyer to help avoid a liability judg­
ment against the dealer. However, at the
same time, the insurance company
reserves the right to refuse to pay the
claim if it is ultimately decided against
the dealer.

But within the reservation of rights
clause, there is an important benefit to
the business owner. There are two pos­
sible parties to responsibility in any
claim situation. One possibility for the
claim is against the business, the other

possibility is against the employee only.

An example of the latter situation is
this: an employee might be involved in
a bar fight with a customer after work­

ing hours over a matter unrelated to his
employer'S business.

This is an extreme, hypothetical situ- 't
ation, but the customer could never as­

sert a claim against the business over

the conduct of this employee. The cus­

tomer certainly does have a claim

against the individual employee,
however.

The insurance company does analyze 1-

a claim to determine if the injury was

caused by an agent of the company act-

ing within the scope of his employ­
ment. It is true that employers are

generally responsible for anything the

employee does, but there is a point
when the employee begins to act for
himself and not his employer.

The difficulty in these cases is where
to draw the dividing line between com­

pany responsibility and employee re­

sponsibility. Here, the insurance com­

pany must decide how to handle the
claim. The reservation of rights system
gives the insurance company a chance
to beat the claim before deciding the
claim requires coverage under the

policy.
It is also important to note that the

cost of defense provided by the insurer,
in many cases, is as much or substan­

tially more than the claim itself. For this
reason, the dealer should be very care­

ful to notify the insurance company of

any claim where it appears liability may
result. The failure to notify may later

operate as a waiver to cover any claim

resulting from the incident. J!R

Editor's note: LEGAL is a regularly featured
column written by James D. Walker, Jr., of
Surrett, Walker, Creson & Colley, for rental
dealers with legal questions. Please address

questions for this column to James D.
Walker, Jr., Surrett, Walker, Creson & Col­

ley, Box 1497, Augusta, GA 30903.
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Security Labels

��

SETUPYOUROWNPROFESSIONAL
VIDEOSTOREINJUST A FEW HOURS
FOR$400-$600(1.000 TITLES)

VIDEODISPLAY TRACKS
Labels Read: WARNING - Full Retail
of this Product will be Collected if Seal
is Altered or Removed

OUT OF SPACE?
DOUBLE YOUR INVENTORY

BUI LD T-SHAPE WALLS

T T T
Exrstmq Wall Wrth T's :1;:."'f

�,

..

TYPE A - MYLAR
1/2" xl" - Clear with Gold Print
$30.00 per roll of 1.000
Theft Deterrent�

�flJ
Easy to install - just Staple. Nail.
Glue. or Screw into Any Surface.
Each Track (Single or Double) is Four
Feet Long and Custs Easily to Fit Any
Space • Each Single Track Holds
approx 12 pieces (Doubles hold

approx 24) • Red. Ivory. Blue. Black
or Brown • Pre-packed 20

Upcs per
- Carton, Singles or

Doubles • Special Tilt of
-

Track Prevents Box Fall Out
t

$5.00.....".. ,.. $8.00
SINGLEWIDTH DOUBLE WIDTH

$100.00/CASE $ 160.00/CASE

TYPE B - FOIL - VOID TYPE
5/S"xl·l/4" - Silver Foil w/Black Print
$45.00/Roll of 1.000,'-

Promotional Labels

��
��)

'·lll" Round - $ 25.00/roll 500
TYPE A - TOP 20

Fluorescent Yet"low
TYPE B. - TOP 50

Fluorescent Green

Di.playTracks for Slat Walls
ForVideoCassettes.Computer Software. Audio Discs. Each Track is
4S"Long.Packed20Tracks per case. Red. Ivory. Blue. Black. Brown.

USingle
Width i1I1 Triple Width
$7.00each $12.00 each
$140.00per case $240.00 per case

1-5/8" Sunburst - Removeable
$20.00/Roll of 250
TYPE A - NEW RELEASE

Gold Foil w/Black Letters
or Fluorescent Yellow

TYPE B - NEW ARRIVALS
Gold Foil w/Black Letters
or Fluorescent Orange

RevolvingMovie-Go-Round $ 289.95
Depending on How It Is Assembled.

Holds from 72 to 216 Movies
ALL FACE FRONT

�+J=1�
144 to 96 to lOS to 72 to

216 pcs 144 pcs 162 pcs lOS pcs

.Ships UPS in only 3 Cartons
• Easy to assemble. requires no tools
·Consumes only 36" of floor space
·Special design accornrno-

G'
dates both smallest ........

BETA or largest ,

X-rated box to fit in the ,-:',
same space without '

flopping around in rack �
• Comes with One Movie .�

Marquee Category Sign (Movie
Rentals) Header

• Black Base and Center Pole with
Gold Wire Cassette Racks

.Optional Accessories: "Snap-on
Sign Kit" and "Hook and Pull Tag
System" for multiple copies Iii

1 - 1/2" Square - Removeable
$30.00/Roll of 500
$50.00 Two Rolls
RED OR BLACK (Use one color for
VHS,and the other for BETA)

Category Divider/Seam Cover

II
A Matching Seam Cover in between Tracks
will add strength at the point where two
Tracks meet. A contrasting color also serves

as a Category Divider. $5.00/Pack of 20 -

Red. Black. Blue. Ivory. Brown

1 - 1/4" Explosion
$20.00/Roll of 500
TYPE A - WORTH SEEING

Fluorescent Red
TYPES - DON'T MISS

Fluorescent Orange
� ¥M.iJlJL_ ��� 1-1/2" Square

$30.00/Roll of 500
TYPE A - USED MOVIE SALE

Fluorescent Yellow
TYPE B - THIS MOVIE FOR

SALE/RENT
Fluorescent Pink

THISUSED

MOVIE
SALE FOR

Without Seam Cover MOVIEWith Snap-on Seam COVP.f

Transparent Movie Box REG
PAICE$__ RentS _

Protectors Clear. Semi-Hard Plastic Boxes
Protect Valuable Movie Display

Boxes. Tapes always look as good as the first day you
put them up. Put Labels and Stickers on the Protectors
and Never Damage the actual Display Box. Packed 100
pieces per size (lids and trays packed separately).

[1- I
Size 1 - BETA Sleeve Type

'L' , Size 2 - VHS Sleeve Type

I ;1
S;"3-Fo',PI"bo,,MGM

/ .

Old Type
/ Size 4 - Thorne. Vestron,

Amary Type
fe:." Size 5 - Family Home, USA

-

Video Gems. Moxt X's
.60 each Size 6 - Warner. MGM, CBS

$60.00 per case UA, Disney Book Type

NOW' $ _ SaleS _

Type ABetaNHS Labels
TYPE A - 1" SQUARE
Available in BETA (Pink)
Available in VHS (Green)
TYPE B - 3/4"x 1"
BETA (Pink) - VHS (Green) Roll of 500 - $20.00

On Rental Labels

NewPull Tag System

n k,

urD
HOOKS
Packof100
$35.00

PLASTIC TAG
Packof100
$25,00
YelloworWhite

� ...... " ....

�'�:�:;":I':�t'-;' ··'1 j
�===�- �O"''''9,

ADAPTER
STRIP
Pack of 20
$40,00
Black or Brown

LABELS
Roll of 500
$50,00
VHS or BETA

1,Hookssimply snap on to Video Display Tracks
2.EachHookholds up to ten Tags
3.TAGS(onefor each copy) hang on Hook
4,BETAorVHS labels available
5,AdapterStrips easily attach to existing shelving
Thissystemeliminatesthe need to show multiple copies of a Title and
increasesthenumberofTitles which may be displayed. The customer

pullstheTAGinsteadofthe Video Box which. consequently. remains
onpermanentdisplay.When all the Tags have been pulled. the Title is
"outonrental."

Movie Marquee Category Signs
Special Rental Labels
1 - 1 /2" Round - Removeable - $ 25.00/Roll of 500

4·1/2x17-1/4"
Laminated on both
Sides in a Heavy
Guage, Hard Clear
Plastic

1- DRAMA -I
WORTH SEEING

MUSICALS OSCAR WINNERS
CONCERTS SALE TITLES
MUSIC VIDEOS ADVENTURE
ADUL T SPORTS
FOREIGN MYSTERY
SELF-HELP "VIDEO GAMES
RELIGIOUS "MOVIE RENTALS
WESTERN/WAR "BUDGET RENTALS
DOCUMENTARY "VCR RENTALS
VHS "EDUCATIONAL
BETA "BUSINESS
NEW RELEASES "MISCELLANEOUS

"ACCESSORIES
"CHECK·IN
"CHECK-OUT
"COMING SOON
"NEW ARRIVALS
"ROMANCE
"GENERAL
"SPANISH
"TOP 20
"TOP 50

ACTIDN
DRAMA
MARTIAL
ARTS

SCI-FI
HORROR
COMEDY
CHILDREN
FAMILY
FILMS

CARTDDNS
CLASSICS

YELLOW ORANGE RED GREEN PINK

Rating Labels

(IDS
1" Round - White w/Blue Print

"NOT IN SNAP
ON SIGN KIT (G) General

(PG) Parental Guidance
(PG·13) Parental Guidance over Age 13
(R) Restricted
(X) X·Rated
(XXX) Hard XXX
(NR) No Rating

Side 1 - Black Letters. White

Background I
1 - 11 , $6.00 each

Side 2 - Black Letters on Dav-Glo 12 - 24
:

$5.00 each
(4 assorted colors) 25 or more , $4.00 each

$ 10.00 - Roll of 250
$ 55.00 - 6 Rolls. Assrtd
$100.00 - 12 Rolls. Assrtd

75-pc Snap on Sign Kit $59.95
Kit contains 25 black plastic sign holders
and 50 slide in signs (two each
of 25 different categories. as

shown under "Movie Marquee" _

signs). Side 1 - Black with "'---..::

fluorescent letters (four assrtd colors);
Side 2 - Black with White letters. Sign Holders
easily snap on to Video Display Tracks or may be
affixed to existing display with tape. staples. or tacks.

Rewind Labels 3/4" Round
$20.00/Roll of 1.000

YELLOW ORANGE RED

Type B

PINK

-*_

Miscellaneous Labels
PLAYBACK PROBLEMS? - 2x3" - Black on White

$60.00/Roll 1000
PLA YBACK PROBLEMS?

.Tocorr.-ctg.,iny or blurry PlClu",disI0rtionOf
burnout .crQupictur.: Adjun mltr.ckin'ilcontrol
on your Vid.o R.cord,.

e To corr�t rollin'jl PIC!UfI, diUorl.d toPs, or

. �:'�����7£�;:c�udr�:r :'0 ::�::���:kV;:�:::
�:�: ��n I�crl�: �no�o:�:c�:'t t�.� :;'I�n:�.S��:�
NIIIXI, chIck to see if 75-300 OHM Ad8pl.r is
connected .to VHF Termin.ls on TV, Also. chIck
to see if TV IS tuned to Chinn.) 3 �4)

• ��.�� �����;.I.cto, S .... nch on VCR is in thl

WARNING
Hut and Sunlight dlm-,e

Tapes. Replacement IS

Customer's Responsibility

Sunlight Warning!
5/Sxl·l/4"
Black Print on White
$30.00/Roll of 1,000

EZ-ID Inventory Control System
(500 Titles): $159.95
THE SYSTEM INCLUDES
THE ITEMS BELOW
which may be purchased
individually:
$40.00 - 1.000 Classifies-

tion Labels
$40.00 - 1.000 Title Labels
$60.00 - 500 Rental

History Cards
$10.00 - 50 Customer

Reservation Cards
$50.00 - Instructions

RIGID, Heavyweight Plastic with Deep Leather
Grain Finish reduces Marking and Scuffing!
Positive Locking System will not pop open when
dropped. Made in the USA of 100% Virgin Vinyl.
Available with or without Wrap-around Sleeve.
Black. Brown or Semi -Clear (see through). Order
by the Case only (4S pieces).

4S+
With Pocket (price each) SO¢
Without Pocket (price each) 75¢

Giant Outdoor Banner.
3'x 10' - With-Re-enforced Ties - $49.95 each

WEATHER RESISTANT POLYESTER VINYL

MOVIEIVCR RENTALS
Fluorescent Orange with Black Letters

Style A - Grand Opening Style C - Movie/VCR Rentals
Style B - Movie Rentals Style D - Movie/VCR

Sales & Rentals

Giant 36" Long Window Signs
READABLE UP TO A

HALF MILE I:§�]
[limVIEIRENTALYi31I�]

• Giant 36 x 12" Sign sticks directly to glass with static cling
• No Glue - No Residue. Remove and Reuse
• Florescent Red & White. or Fluorescent Red & Yellow
• $19,95 each or. two for $35.00. three for $50.00

Title
Boards
18"x24"
White Board
Black & Yellow

Border
Pre-Drilled
w/Suction Cups
Includes Dry

Erase Pen

$29.95 each - Two for $55.00

14x20"
High Impact Styrene
Sliding Panel
630 Changeable

Letters/Numerals
Mounts Inside on

Glass w/Suction
Includes Counter

Easel Marquee



FEATURE BY SHIRLEY GREENLY

Promoting Compact Discs

As audio technology advances, rental
dealers must determine whether they
will offer the sometimes complex new

products it creates. Helping the cus­

tomer make sense of newfangled but­

tons, knobs, and lights requires promo­
tion and knowledge of new equipment.

For instance, the compact disc player,
a new addition to the audio equipment
family, is quite different from the stand­
ard stereo components many cus­

tomers expect. While some customers

already are requesting the CD player,
many still do not know it exists.

Lowry Shrader, owner of nine Rent*It
stores in Tennessee and Kentucky, has
been renting CD players for the past
year.

"We want to bring a new image to

rental:' he says. "Rental customers

should be able to go to the rental store

and learn as much about new products
as they would at a retail store. We want

to show our customers that we know
what we're talking about where new ap­
pliances are concerned:'

Shrader offers Fisher and Technics
CD players and notes that, although
they are a high-priced option, they are

moving fairly well.
"I decided to rent CD players because

they are new, exciting, and have su­

perior technology behind them,"
Shrader says. "I would absolutely
recommend that other dealers carry
them as well. Just as the cassette deck

replaced eight-tracks a few years back,
the CD will replace record albums:'

Shrader also is dabbling in high tech­

nology by renting stereo televisions.
"We are offering the dbx stereo televi­

sion:' he says. 'Although they will not

really start moving until more stereo TV
is broadcast, we know they eventually
will be popular. This is a part of our

progressive philosophy. We are renting
top-of-the-line, modern products in all
areas, even furniture:'

Mike Kerley, assistant manager of two

Rentown stores in Cedar Falls, Iowa,
and Cedar Rapids, Iowa, rents Fisher
CD players as a part of a 100-watt stereo

package.
"The CD players make high-wattage

stereo systems more attractive:' he says.
"Right now most of our CD players are
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being rented to audiophiles who are al­

ready knowledgeable of the player's
operation. We point them out to cus­

tomers who have never heard of a CD

before, and although some have not

been too impressed, customer demand
and awareness is building:'

Guidelines
Sales personnel can use several basic

but effective techniques to rent new

products to customers. The following
guidelines are suggested by Shrader to

rent CD players, but can be modified for

promotion of any new product:
• Draw attention to the unit. Put the

item on a pedestal, attach an eye­
catching sign, and focus a spotlight on

it.
•Lead customers to the merchandise.

When a customer enters the store and
asks about stereos, sales personnel
should query, "Have you seen the new

CDs and CD players? Let's take a look at

them:'
• Demonstrate and explain. Demon­

strate the unit's hi-tech features, then

explain what they will do for the cus­

tomer. For example, tell him that the
disc is played by a laser instead of a nee­

dle; therefore, the disc cannot be
scratched during play. Then turn the
sound up so he can hear for himself
how the laser produces very clear

sound, even at high volume.
• Show the customer a disc. Describe its

differences from a record album. Discs,
with normal upkeep, have an almost in­
definite problem-free playing life. Note
that discs will not need as much storage
space as albums, and comment on the

availability of digitally recorded discs
that provide even clearer sound. Men­
tion that because recording is only on

one side of the disc, there is no need to

get up and turn it over.

• Th row in a shocking statement.

Shrader's sales personnel follow their
demonstration pitch with the state­

ment, "But the best thing about a CD

player is the silence:' Having grabbed
the customer's attention, the salesper­
son then demonstrates the lack of static
and other extraneous noise between

songs on the disc.

Making the Sale

Shrader notes that by this point the
sale is often made. But even if a player
has not been rented, the dealer may still
benefit from time spent with a

customer.

"Demonstrating items with high-end
technology will not necessarily bring an

immediate sale:' says Shrader. "How­

ever, store traffic can definitely be

generated this way. These customers

will tell their friends about the great
new item over at the rental store, and
their friends may very well come in and
rent one:'

Shrader has used several methods of

advertising CD players, but feels the in­
store demonstration is the best way to

win customers.

"I have advertised CD players in

newspapers as part of the overall store

ad:' he says, "but in-store demonstra­
tion is the key. You can advertise CD

players all day long, but the demonstra­
tion is what gets customers:'

Mike Kerley promotes CD players
through newspaper and flyer advertis­

ing, but mainly depends on word of
mouth among customers.

When renting new items, be certain
that sales personnel are thoroughly
knowledgeable about how the products
work. Salespeople are the key to the
customer's desire to rent the new item.

continued page 41
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COLOR TV - WHAT'S THE BIG PICTURE FOR RENTALS? Video cassette recorders,
games, movies, discs and lasers have generated new attitudes and interest in indoor
entertainment. Read what soaring sales figures have meant for the rental industry.

II's Convention Time Again! And have we got a show for you! Every year APRO strives
to outdo its past performances and this year is no exception. The June issue of PROGRES­
SIVE RENTALS is packed with the details of the upcoming APRO Convention. A com­
plete guide to making the most of your time at the show is featured, complete with show
schedules, area entertainment information, and a sneak preview of exhibits.

or this ...

Building A Powerful Ad Campaign. It means knowing your market inside and out and

understanding the types of media available. Learn how to create a recognizable
image that will work for you.

or this ...

Rental Customer Relations. PROGRESSIVE RENTALS examines the major problems in

dealing with uncooperative customers and suggests ways to solve and even prevent
them.

or this ...

How's Your Appliance Rental Business? PROGRESSIVE RENTALS surveys what's hot
and what's not. Successful merchandising methods and top rental models are listed

along with customer targeting advice.

FIND OUT WHAT'S GOING ON ... SUBSCRIBE TO PROGRESSIVE RENTALS.

Rental Store Franchising - Who's doing it and how it is done successfully. Read what
Remco, COLORTYME, Curtis Mathes and others have encountered along the way.

Is Rental Easier Than Retail? Dealers who run both types of operations, separately or

in combination, tell about the rewards and the pitfalls.

or this ...

IF YOU RENT HOME ENTERTAINMENT,
APPLIANCES, OR FURNITURE, WE BET YOU'LL
WANT TO READ ABOUT THIS ...

Family Owned And Operated For Rental Success. Many rental operations are run by
husbands and wives or brother-sister teams. These dealers tell their stories and offer

'0"

advice for those who are contemplating a family business.

or this ...

Women In The Rental Business. A number of women entrepreneurs have met success

in the rental business.

APRO members receive PROGRESSIVE RENTALS and need not subscribe.



5800 E. Thomas, Suite 108 • Scottsdale, AZ 85251

(602) 941-0933

STAR DEALER@)
SYSTEM FOR TV & APPLIANCE RENTAL

• 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
automatically reported daily to your home
office

• Built in auto-backup procedure
• STAR DEALER is composed of compiled

programs NOT written in a data base

language. Therefore, the system will NOT
"slow down" as you add customers

IBM is a registered trademark of
International Business Machines Corporation

17

An AFFORDABLE Turn-Key Appliance Rental System Designed
for the Rental Industry BY an Appliance Rental Company.
THERE'S MORE IN STORE FOR YOU AT ONE LOW PRICE.

• IBM hardware - unsurpassed for support
and service

• Rent to Rent and Rent to Own Contracts
• Dai Iy, weekly, sem i-month Iy and month Iy

pay periods
• Multi-unit capability - up to 14 pieces of

inventory may be rented on a single
agreement

• Product categories include appliances,
electronics, furniture and recreational
equipment

• compatible to Borg-Warner audit
procedures.

• Customer delinquency control

• Inventory control
• I nternal cash control
• Complete on-line payment history plus

backup ledger card for each customer

PROGRESSIVE RENTALS/October



BY GLENN ZWEIBANCUSTOMER RELATIONS

Handling Customer Complaints
Certain important laws of business

conduct, if obeyed, bring many satis­
fied customers through repeat busi­
ness, as well as referral business. The
moment the staff breaks these laws, we

invite trouble.
One cardinal law of business conduct

is: Always make the customer feel important
and maintain the customer's self-esteem.
The desire and need to feel important is
the deepest urge in human nature.

Most people want the approval of
those with whom they come in contact.

They want recognition of value, not

cheap or insincere flattery. Once a per­
son perceives that his self-esteem is
threatened or challenged, then natural
instinct takes over and the behavior that
results is not always lo�ical or

reasonable.

Trouble Costs

Wherever people live or work to­

gether, complaints are inevitable. Com­

plaints can be channeled into construc­
tive results, or complaints can destroy
customer relationships and business

reputations. Destructive conflict not

only can cause a business to lose profits
and miss opportunities, but it eventu­

ally can destroy the business.
, Traditions, past practices, prejudices,

insensitivity, and ignorance on the part
of business people usually are the cause

of poor policies and practices. Poor em­

ployee selection, improper training or

no training, insensitivity, and insecu­

rity often mean businesses incorrectly
apply their policies. From these condi­
tions, complaints arise.

Guidelines

The way complaints are resolved in

your store has great impact on your
business. Here are several guidelines to
follow in establishing an effective, and

protective, complaints procedure.
1. Make it easy for customers to come to

you. You don't have to be overly
18

chummy, but you shouldn't be cold and
distant with your customers. You must
make the customer feel that bringing a

complaint to your attention does not in­
sult or antagonize you.

2. Get rid of red tape. Don't clutter up
your complaint procedure with cum­

bersome rules and regulations. Keep it

simple. Your goal is to get to the prob­
lem and its solution in the least possible
time.

3. Explain your complaint procedure to

everyone. An open-door policy for your
customers is worthless unless they
know it's open. Pass the word along;
keep them informed. State clearly how
a customer should present his griev­
ance and what will happen when he
does.

4. Help the customer voice his own com­

plaint. Sometimes a customer may be
unskilled in expressing his grievance. If
a customer feels the successful correc­

tion of his complaint depends on his
verbal ability, he may give up and hide
his discontent.

5. Always grant a hearing. No matter
how trivial the complaint might seem,

always grant the customer a hearing to
air his gripe.

6. Practice patience. Yes, you are busy
and you have many things to do, but be

patient. Hear the customer out. If you
don't, chances are he will go straight to
the competition.

7. Ask the customer what he wants you to
do. Here, you can turn a complaint into
a profitable meeting for you. This one

tactic can do much to oil a rusty relation­

ship between your business and the
customer.

8. Don't make a hasty or biased judg­
ment. Even though you're a dealer or

store manager, make your decisions
with the wisdom of Solomon, not with
a biased viewpoint as an entrepreneur
or manager. Never make hasty or snap
judgments. If more time is needed to

get additional facts, take the time. A
wise decision is more important than a

rapid one.

October / PROGRESSIVE RENTALS

9. Get all the facts. Remember, more

than one side of a story may need to be
considered before making a decision. If

necessary, do it, no matter how much
time it takes.

10. Explain the decision to the customer.
Tell the customer yourself. If a subor­
dinate reports the decision, the cus­

tomer will know you weren't very in­
terested after all.

11. Double-check your results. After
time, check back with the customer to
make sure the complaint has been
taken care of to his complete satisfac­
tion. This publicly expresses your in­
terest in customer satisfaction.

12. Be concerned. There's not much use

in listening to complaints unless you
honestly do care about resolving them.

People are not as easily fooled as you
may think.

.

Be Alert

These guidelines cannot solve all of
the personal problems of your cus­

tomers. Merely listening to the com­

plaint is not a solution either. You must

pay close attention to the customer to

improve his attitude toward you and
your store.

When you give casual attention to

your customers, you reject them. Rejec­
tion does damage; attention repairs.

Experience has shown that when lit­
tle or no information can be secured
about the customer or complaint, the
sound basis for action is to assume that
the customer is sincere, honest, truth­
ful, and anxious to resolve the com­

plaint.
The exceptions to this rule are com­

paratively few. Even the individual who
is inclined to cheat will in most cases

react favorably if you make him feel you
consider him honest and fair. PR

Glenn Zweiban is a trainer in the Training
Department ofColorTyme, headquartered in
Athens, Texas.



Your laundry customers want convenience.
You want atfordability with no supply or service
hassles. The Whirlpool LAS 500XP washer and
LE5700XP dryer give you both.

Rentability
They give your customers what they're
looking for. The famous Whirlpool
name on the front. Five automatic

cycles on the washer. Four on the dryer.
A host of other convenience features
as well.

They're sold by 41
distributors across the
country, so you can get
them when you want

them, where you want them.

And they're competitively priced so you
can rent them at reasonable rates and help
maintain the margins you need.

Factory Protection
We back them both with a full 12-month

_ warranty covering parts and labor. (See your
distributor for details. ) We offer prompt

service guaranteed through our nationwide
network of authorized TECH-CARE®
service companies. Plus, our toll-free
COOL-UNE® telephone service puts

help just a free phone call away.

D-I-YHelp
When you choose to do-it­

yourself, you'll find we've
made servicing a snap. The

tilt-back console and
removable cabinet on the

washer give you quick access to all
mechanical and electrical parts.

To put this laundry pair to work for you,
write or call Tom Kitchens, Manager

Rental Sales, Whirlpool Corp., 2000 U.S.
33 North, Benton Harbor, MI

49022 ... (616/926-5143).

Making your
world a

little easier.
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Nuts&Bolts
rose to $3.6 billion from
$2.2 billion in 1983. Over­

all, U. S. factory sales of
consumer electronics prod­
ucts topped $17.8 billion,
climbing 22 percent over

last year. These trends are

expected to remain in force
for 1985.

to explain the home appli­
ance industry, its products
and markets. Statistics on

industry equipment, pro­
ductivity, import and ex­

port markets, appliance
ownership, and appliance
value are included also.

To order, send $15 to:

AHAM, 20 North Wacker
Drive, Chicago, IL 60606.

A LOVELY
DAY FOR
A SALE

PARTNERS
IN HEALTHNUMBERS

TELL THE
STORY

The Bureau of Labor Sta­
tistics' 1984 survey of em­

ployee benefits in private
firms reveals a growing
trend for employees to
share the cost of health in­
surance with their

employers.
The extensive survey

covered approximately 21
million full-time workers.
Of these, 21 percent hav­

ing major medical coverage
paid the initial $150 or

more of medical expenses,
before being reimbursed

by the insurance company.
In 1983, 12 percent of

employees paid this
amount, while in 1982,
only 7 percent paid.
Nearly half of all workers
covered by a health plan in
1984 paid deductibles of
$100.

Untapped sources of

salesmanship are abun­

dantly available to rental­

purchase dealers. For ex­

ample, there is a holiday,
special event, or festival
for nearly every day, week,
and month of the year.
Dealers can choose among
these celebration days ac­

cording to location and
then offer specials appro­
priate to the day. A Fath­
er's Day Special might be a

combination of a TV and
an easy chair, such as the
one a southeastern dealer
offered recently to great
advantage.

Compiled by William D.
Chase and Helen M.

Chase, Chase's Annual
Events: Special Days, Weeks,

and Months can pinpoint
other unique celebrations.
Order from: Contemporary
Books, 180 North Michigan
Avenue, Chicago, IL 60601.
The book lists the details
of over 450 special events,
and currently retails for
$14.95, plus $2.50 shipping
and handling.

Electronics industry
highlights for 1984 are now

available from the Elec­
tronic Industries Associa­
tion (EIA). The final tally
shows total U. S. sales of
electronics reached $172.5
billion last year, increasing
17 percent over 1983. Ex­

ports of U. S. electronic

products rose 19 percent to

$31.8 billion in 1984, and
U.S. imports increased 46

percent between 1983 and
1984, to a total of $40.3
billion.

Color televisions contin­
ued to be the biggest sell­

ing consumer electronics

product in 1984, with fac­

tory sales of just over $5.5
billion. VCR factory sales

APPLIANCE
FACTS AND
FIGURES

The Association of Home

Appliance Manufacturers
'

(AHAM) has published its
first annual Major Appliance
Industry Facts Book.

This 52-page book uses

tables, charts, and graphs

TO LISTEN
IS TO KNOW

Do you or your employ­
ees ever have trouble effec­

tively communicating with
others? Do you sometimes
come away from a conver­

sation not really under­

standing what was just
said? If so, perhaps a little

training in the art of listen­

ing would be helpful.
The Dunhill Searcher, a

newsletter for executives
and managers, published
guidelines recently for be­

coming a good listener.
• Listen to what is said

rather than how it is said.
• Ask thoughtful ques­

tions to show interest and

support and to eliminate

misunderstandings.
• Make use of extra time

in a speech or conversation
to mentally summarize its

nopolize a conversation.

Pay close attention to the
contributions of others.

• Understand body lan­

guage. Much about a per­
son's attitude can be
realized by observing facial
and body signals.

main points.
• Remain open to new

ideas.
• Maintain eye contact.
• Listen for ideas, rather

than being unduly con­

cerned with data.
• Don't interrupt or mo-
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• COMPLETE RENT TO OWN SYSTEM
• SALES & INVENTORY CONTROL
• COMPLETE MOVIE CLUB CONTROL

ALL IN ONE
When it comes to software rent-to-own, movie clubs,
sales & inventory, We've got it & we've got it good .

• When it comes to software some rental companies
have a nose for proven software.

• From the West Coast to the East Coast, from the
Northwest to the Southwest, Rental Dealers Use our

Rental Software, Movie Club Software, Sale & Inven­

tory Software.
• Curtis Mathes franchise dealers have Exclusive

Rights to Sales and Inventory Software in their cities
of responsibility.

• The RSSS package includes hardware, software

license, initial training, continuing support and up­
dates. This package has been in use since 1979.

• Over 100 store locations in operation using Rental
Sales Software Systems.
Some since 1979.

• Rental & Sales Software Systems with on line mul­

tiple location software is available for All Rental,
Lease, and Movie Club Dealers.

• There is one thing about RSSS Software Systems. It
solves business problems in an innovative way to

make Smarter and More Profitable business
decisions .

• Curthis Mathes Dealers; Colortyme and Independ­
ent Rental Dealers use RSSS Software.

• The RSSS Software will be available to see at the July
APRO Convention in Ft. Lauderdale at booths 802
and 803.

• For information and availability in your area, Call
collect to Rental Sales

Software Systems.

Les Feldser, President
512-851-8709

457 Robert Drive • Corpus Christi, Texas 784i2 • 512-851-8709
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BY CHRIS JOHNFINANCIAL PLANNING

Investment Flexibility
Did you ever get the feeling that life

is getting just a little complicated? It
used to be that working hard, taking
care of your customers, and watching
the bottom line was all that you need­
ed to do in order to be successful. But

today working harder is not enough,
you have to work smarter!

Working smarter means having a

financial plan of action, diversifying
your wealth, and taking advantage of

every legal break to which you are

entitled.
For example, cash flow is vitally

important in the rent-to-own business.
The question for many is, How do I
make my money work as hard as I do,
and still have the liquidity I need to run

my business? This month's topic,
mutual funds, is an excellent answer to
that question, especially within the
context of a financial plan.

Goals

Developing a financial plan can sim­

plify your life and give you a framework
for making financial decisions. Finan­
cial planning should be done in stages.

First, successful financial planning means

goal setting. Divide your goals into busi­
ness and personal objectives. For exam­

ple, a business goal might be to develop
an energetic, committed management
team to run your business, giving you
more leisure time. That, in turn, could
allow you to pursue important personal
goals (i.e., traveling, building a vacation

home, etc.).
The second step is to evaluate the tools that

will help you accomplish yourgoals. These
tools include various tax, investment,
and insurance plans. The idea is to max­

imize the return on your money with
a reasonable degree of risk.

Thirdly, implement-and monitor your
strategies. Make sure your financial plan
is doing what you want it to do. Your
financial planner can help you organize
the entire system.
22

Mulual Funds
One effective investment tool is

mutual funds. There is a fund to fit

nearly every investment objective. Bus­

inesses, individuals, or pension plans
can invest in mutual funds.

A mutual fund is a financial service

organization which tries to invest its
shareholders' money for maximum
returns and growth. The fund also

agrees to pay the stockholder cash on

demand for the current value of his or

her investment.
Mutual funds offer flexibility. Specific

fund products may be selected and then

exchanged for other products within a

fund complex. Diversification and

professional management ensure that
the investor's objective is pursued
under the best possible circumstances.

Some companies aim for long-term
growth of capital and income, others
stress current income, and some put
capital and stability first. Individual
investors can choose funds with objec­
tives that best match their needs. The
fund's objectives, and other important
information, can be found in the

prospectus which should be read care­

fully before investing. Some typical
funds and their objectives are discussed
below.

An aggressive growth mutual fund
seeks maximum capital appreciation
through methods that incur greater

. than average risk, such as borrowing
money to provide leverage, short sell­

ing, hedging, options, and warrants. A

regulargrowth fund aims for a long-term
growth of capital by investing prin­
cipally in common stocks with growth
potential. A growth and income fund
combines objectives of income and

long-term growth. The primary aim of
an income fund is current income rather
than growth of capital. It concentrates
on stocks and bonds that usually pay
higher dividends and interest.

The purpose of an option/income fund

is to seek high current return by invest­

ing primarily in dividend-paying com­

mon stock in which call options are

traded on national securities exchanges.
The return typically consists of divi­
dends, premiums from expired call

options, net short-term gains from sales
of portfolio securities on exercises of

options or otherwise, and any profits
from closing purchase transactions.

The portfolio of a corporate bond
mutual fund consists mainly of bonds,
and the fund is directed towards
income rather than growth. Tax-exempt
government bonds enable municipal
bond funds to pay interest which is

passed through to shareholders free of
federal tax. Short-term municipal bond
funds or tax..exempt money market funds
invest in municipal securities with rela­

tively short maturities.
A balanced mutual fund balances its

portfolio by including such investments
as bonds, preferred stocks, and com­

mon stocks. High investment safety
and immediate income are offered in
the money market fund. This is accom­

plished through the purchase of high­
yield money market instruments such
as U.S. Government securities, bank
certificates of deposit, and commercial

paper.
Recent trends show that investors

have become increasingly aware of the

variety of services available to them in
mutual funds and are taking advantage
of this diversity in their financial plan­
ning. Contact your financial planner to
discuss which mutual fund best suits

your financial objectives. fiR

Chris John is vice-president of The Resource
Financial Group of Austin, Texas which

specializes in financial planning for profes­
sionals and executives. Additionally, Mr.

John is a registered investment advisor and
a life insurance counselor.
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We Have it all!
• Pit Groups, Sectionals, • Wood and Metal Dinettes

2 pc. and 3 pc. Living Room Groups • Bedroom Groups
• Wood-arm Den Groups • Bunk Beds / Bedding
• Coffee and End Table Sets • Lamps

(Video tapes of merchandise available for your review)

We do it all!
-

• All items in-stock for immediate delivery • Less than truck-load orders welcome
• Fast delivery on our fleet of trucks • All items ship on same truck
• Guaranteed freight rates • Single invoicing - less paperwork

Miami

Or let our warehouses service

your needs from these metropolitan areas:

Houston San Antonio Salt Lake City Los Angeles

2129 S. 300 West 17031 Green Dr.
(801) 487-2102 (818) 912-8629
Butch Israelsen Richard Funari

Triangle Furniture
Industries, Inc.

Furniture Distributors Wholesale Furniture Wholesale Furniture Triangle Furniture
Df Miami, Inc, Distributors, lnc, L)istributors, Inc. Distributors, Inc.

7255 N.E. 4th Ave. 7015 Grand Ave.

(305) 757-2883 (713) 747-1167
Bob Bruns Richard Dickson

723 S. Flores

(512) 225-3222
David Smith
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COLLECTIONS BY BUD HOLLADAY

The aOO-Unit Route Manager
Constant debate and argument cen­

ters on how many units (or customers)
the good route manager can handle: is
it 250, or is it 750, even 800? The answer

impacts on the profits and the overall ef­

ficiency of your rental store.

The typical route manager should be
seen as a manager in the field. He takes

payments, counsels customers, installs
the product, and explains the contract

to virtually all your customers. And­
if you include the cost of his vehicle and
the value of inventory he controls-his

job easily can be worth $250,000 to your
store. The number of customers he has
and the geographical area he must

cover are of vital importance in plan­
ning store operations.

Assessing Areas

Several factors must be considered
when distributing units or assigning
areas to your route managers. If all
these factors are properly assessed, the

particular skill-level of anyone man be­
comes less important.

First, locate each customer on a

"mapscd' or other device that plots
your city or market into equal grids. Use
colored stick-on dots to represent the
number of customers within each grid.
The number of units is not important­
when he's collecting, your route man­

ager talks to people, not TV sets. The
dots give you a clear picture of where in
the city your business is.

Now examine your customer map for
such natural and man-made obstacles
as rivers, industrial parks, limited-ac­
cess freeways, rail yards, etc. These ob­
stacles prevent the easy flow of traffic,
so consider them when assigning
routes. If your man can't travel easily
into and within his area, then he can't
handle many customers there. Much of
his time (your payroll dollars) will be

spent behind the wheel as unproduc­
tive hours.

Now determine the major traffic ar­

teries into and out of the area. There

26

THE DAYS OF THE 250-UNIT
ROUTE MANAGER
SHOULD BE OVER;
TODAY'S RENTAL STORE
JUST CAN'T AFFORD
THEM.
should be two that intersect near the
middle of the area, and at least one ar­

tery should run directly from your store
location. Now that you've located the
customers, drawn the lines of easiest ac­

cess to each cluster of customers, and
identified the possible traffic obstacles,
it's time to figure out just how many
customers each route manager should
handle.

Route Analysis
If you know that your store has about

an equal mix of weekly and monthly
customers, then assume an equal distri­
bution throughout each route. Al­

though higher-income areas are likely
to have more monthly accounts, these
areas also may cross over into other in­
come groups within one route.

In lower-income areas, assume that
more people can be found at home dur­

ing the day, due to fewer wage earners

per household. A route manager work­

ing this area can do more work in the af­
ternoon, whereas a manager in a high­
income area finds his customers are

home only after 5 p.m. when he's hin­
dered by rush hour traffic.

These factors must be considered
when planning routes, yet they are

usually ignored. Consequently, route

managers find themselves driving all
over town, waiting for customers to get
home, or trying to get across town in
time to catch other customers. Your
route managers probably pass each
other on their routes more than once a

day.
Of course, the route that has the most

square miles to cover should have the

fewest number of customers to handle.

It's possible your grid may reveal a

small, densely-populated route near

your store that an assistant manager or

a part-time route manager can handle.
That's a more productive use of an assis­
tant manager's time than attempting to
coordinate scattered route managers.

More Units

Unplanned routes burn up company
gas and time, which wastes the com­

pany's profits. Too often, managers de­

sign routes of equal mileage mistak­

ingly believing they have produced fair
workloads. Some use zip codes, believ­

ing that the U.S. Postal Service has al­

ready figured things out. Believe that if

you like your mail service.
With your new grid, an average route

manager working with an even mix of
weeklies and monthlies should be able
to handle at least 500 customers in a

45-hour week. Superior route man­

agers can handle 750 to 900 customers

by encouraging more monthlies, push­
ing mail payments, and making com­

plete deliveries.
The days of the 250-unit route man­

ager should be over; today's rental store

just can't afford them. Consider this:
the average 250-unit route has 25 pick­
ups and about 40 deliveries in 26 work

days. If 10 percent of the route's poten­
tial is collected at the doorstep, then this
route manager is handling about 90 cus-

,

tomer transactions per month. That's
about 4 per day. What's he doing out

there all day?
Store managers who understand that

employee time truly is your money do
more than simply aim a greasemarker
at a wall map when planning routes.
The information for properly distribut­

ing routes is already in their hands and
so is your profit. PR

Bud Holladay, president ofABC Rentals in

Arlington, Texas, is the president ofAPRO's
Board ofDirectors and a frequent contribu­
tor to PROGRESSIVE RENTALS.
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CHAS. S. MARTIN DISTRIBUTING
COMPANY, INC.
Leon Ash
1000 Marietta Street, N.W
Atlanta, Georgia 30318
Phone 404-876-3392

NASHVILLE CHAIR COMPANY, INC.
Robert W (Bob) Leonard
Kenneth R. (Ken) Smiley
Nancy Phillips

7Carol Rives
309 South First Street
POBox 22939
Nashville, Tennessee 37202
Phone 615-255-1165

PALLO & COMPANY
Norman Pallo
Mario Gastro
2204 North Broadway
St. Louis, Missouri 63102
Phone 314-621-4646

PENFIELD MANUFACTURING COMPANY
Myron (Mike) Liberman
1710 North Salina Street
Syracuse, New York 13208
Phone 315-471-7145

RYE WHOLESALE FURNITURE COMPANY
Stanley K. (Sonny) Bradshaw, Jr.
Tom F. Hanshaw
Broadway & Maple Streets
PO. Box 5191
North Little Rock, Arkansas 72119
Phone: 501-375-2425

ASSOCIATED FURNITURE DISTRIBUTORS
Founded in 1925

ARBED COMPANY, INC.
Buyer: Bob Ruchlin
One River Road
Edgewater, New Jersey 07020
Phone: 201-941-9292

J. P. AWALT & COMPANY
Home Office:
Market & Pacific Streets
Dallas, Texas 75202
Phone: 214-742-7751
Roger Snodgrass, Jr.
Scott Millman

BRANCHES
1500 23rd Street
Denver, Colorado 80205
Phone 303-295-7693
Manager: Wayne Mathison
101 E. Sheridan Avenue
Oklahoma City, Oklahoma 73104
Phone: 405-232-8161
Don Carpenter
225 North Common Street
Shreveport, Louisiana 71101
Phone: 318-425-5404
Manager: Harold Jones

THE BAGBY FURNITURE COMPANY
Wm. Hugh Baqby, Jr.
Doug Wright

'

Exeter & Fleet Streets
Baltimore, Maryland 21202
Phone: 301-727-6880

PHILIP M. BElL COMPANY
Philip M. (Phil) Bell
Thomas J. (Tom) Schutte
Jim Geiman
Carotynn Archdeacon
6131 Interstate Circle
Cincinnati, Ohio 45242
Phone: 513-489-7700

BOOKER-PRICE COMPANY
Ned Booker·
Bodley Booker, Jr.
Steve Booker
1318 McHenry Street
Louisville, Kentucky 40217
Phone: 502-637-2531

BRADEN'S WHOLESALE FURNITURE
COMPANY, INC.
McKinley (Mac) Braden
Walter (Walt) Eubanks
Larry Young
Gary Braden
1335 Western Avenue
Knoxville, Tennessee 37921
Phone 615-523-4115

BROWN DISTRIBUTING COMPANY
Keith C Brown
Ronald H. (Ron) Brown
2700 South 600 West
P. O. Box 25727
Salt Lake City, Utah 84125
Phone: 801-972-3277

CV INDUSTRIES, INC.
General Office
1228 Oakland Avenue
PO. Box 5564
Greensboro, North Carolina 27403
Phone 919-272-1141
John R. Grove
William A. (Bill) Richbourg

BRANCHES
200 E. Bland Street
Charlotte, North Carolina 28203
S. John Street
Goldsboro, North Carolina 27530

EADS BROTHERS FURNITURE COMPANY
W M. (Bill) Eads, Jr
Philip R. (Phil) Young
410-16 Garrison Avenue
POBox 1546
Fort Smith, Arkansas 72902
Phone 501-783-6142

ENTERPRISE DISTRIBUTORS
Chet Komarin
Fred Rogers
72 Bridge Street
Westrook, Maine 04092
Phone: 207-854-8455

FOREMOST FURNITURE DISTRIBUTORS
William L. (Bill) Huget
Jeffrey L. Huget
W W (Buzz) Huget
1000 First Avenue South
Seattle, Washington 98134
Phone 206-682-1440

FURNITURE DISTRIBUTORS OF BIRMINGHAM
Herman Dean. Jr.
Larry Dean
Jim Thomas
2120 5th Avenue South
Office and Distributing
Phone 205-322-7413
2410 5th Avenue South
Showroom
Phone 205-322-2458
Birmingham, Alabama 35233

F. A. HULETT & SON
Thomas K. (Tommy) Dobbins
Fred H. Hulett
Sales Office & Warehouse
1107 B Street
Meridian, Mississippi 39301
Phone 601-483-4202

HUNTINGTON WHOLESALE FURNITURE
COMPANY, INC.
Frank E. Hanshaw, Jr.
Charles W (Chuck) Hanshaw
740 -Eighth Avenue
PO. Box 1300
Huntington, West Virginia 25714-1300
Phone 304-523-9415

STAR FURNITURE WAREHOUSE, INC.
Buyer Gene Swick
1411 Metropolitan Street
Pittsburgh, Pennsylvania 15233
Phone 412-231 2800

SWI N DAL-POWE LL COM PANY
Robert P Wainwright, Sr.
Robert P Wainwright, Jr.
Home Office
7750 Phillips Highway
POBox 17895
Jacksonville, Florida 32245
Phone: 904-739-0100

BRANCHES
Michael (Mike) Swindal
4720 Adamo Drive
P.O Box 2561
Tampa, Florida 33601

-

Phone 813-247-5651

J. Frank Swindal, Jr.
J. Frank Swindal, III
Ken Swindal
Rowland Brown
1777 NW 72nd Avenue
Miami, Florida 33126
Phone: 305-592-6810

"28 warehouses to serve you strategically located across U.S."
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FEATURE BY SHIRLEY GREENLY

Audio Suppliers Talk
Suppliers assess their performance in rental-purchase

Take several of the major audio sup­
pliers, ask them about audio's current

and future role in the rental-purchase
industry, and what results is a chorus of

optimistic commentary. Most have en­

tered the rent-to-own marketwithin the

past five years, and all agree that the

years to come look very bright for the
rental industry's audio equipment
segment.

Some of the audio manufacturers fea­
tured herein note that sales to rental or­

ganizations have doubled, even tripled,
in the past three years. Rental's percent­
age of suppliers' total audio sales is in­

creasing, and the suppliers are accom­

modating this boom by assigning sales
staff to the rental market. Special audio
models are being designed for the in­

dustry, and existing models are being
modified for better rental performance.

Data provided by the Association of

Progressive Rental Organizations
(APRO) indicates that stereos com­

prised 15 to 20 percent of all rental in­

dustry revenues at the close of 1985.

Considering the dedication to rental
that suppliers are currently demon­

strating, audio may command an even

higher percentage of industry sales in
the next few years.

Following are the comments of

prominent audio manufacturers on the
current and future status of rental­

purchase audio.

AKAI
Ken Emmer

Manager National Accounts

Akai entered the rental industry by
selling to several local California rental

companies. As the rental industry grew,
Akai's role grew as well.

"We've been supplying rental­

purchase for five years," says Ken

Emmer, manager of national accounts

for Akai. "In that time, we've noticed
that rental dealers are looking for better

quality merchandise because it has to

stay in service so long. We have taken
this need into account."
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Akai's product line includes audio

component systems and portable audio

equipment. Akai makes component
identification in the warehouse simple
by using color-coordinated packing car­

tons. For instance, a dealer putting to­

gether a system will know that all the

components for one unit are in orange
boxes and components for another will
be in yellow boxes.

Two California Akai employees work

strictly with rental accounts. Akai sales

representatives, selling to rental and re­

tail, are situated throughout the coun­

try. The company's products are avail­
able manufacturer-direct and through
distributors. Entertainment Marketing,
an independent sales organization,
promotes Akai products and has three
staff members exclusively pursuing
rental markets.

The audio product most often sold by
Akai to rental dealers is a 100-watt rack

system. Emmer notes a dramatic in­
crease in Akai's sales to rental during
the past three years.

"Our sales from 1983 to 1984 were up
300 percent;' he says. "Of course, when

your sales go from zero to anything in a

couple of years, percentages will be

high. Sales to rental from 1984 to 1985
increased by about 40 percent, and we

expect rental-purchase to continue to

grow:'

FISHER
Dick Hultine
National Sales Manager
Television and Audio

"Our sales volume to rental-purchase
has increased dramatically since we

started selling to the industry;' says
Dick Hultine, national sales manager of
television and audio for Fisher. "Not a

large percentage of our sales are to

rental, but we expect that to increase in
the future:'

"Wear and tear on products seems to

be a major concern of rental dealers;' he
adds. ''Although we have not designed

any particular models for the industry,
we have created a derivative model ste­

reo, using stepped-up speakers with

higher power handling capacity, to

combat the wear and tear problem:'

THE APRO SHOW IN
ORLANDO WAS
OVERWHELMING IN OUR
OPINION, AND WE ARE
VERY EXCITED ABOUT THE
GREAT NEW POTENTIAL
THIS INDUSTRY HAS
PRESENTED US WITH,

Fisher's biggest selling rental item is
the vertical stereo rack system. Second
in popularity (although not an audio

item) is the VCR, and third is the com­

pact integrated audio component sys­
tem. All Fisher sales are factory direct.

Hultine notes that Fisher is interested
in rural rental markets, as well as urban.

•

"Rural areas receive attention in the de­

velopment of our merchandising and
our dealer network;' he says. ''We want

to develop representation in markets
across the country.

"Possibilities for rental-purchase are

excellent;' Hultine comments. "The fu­
ture looks outstanding. However, there
is some concern that too many mer­

chants will go for the same piece of pie,
creating a larger concentration of stores

than an area can support, especially
metropolitan areas across the nation.
We are going to watch as best we can to

make sure our product isn't spread too

thinly. '

"We want to be certain that the con­

sumer is served in his best interest as far
as dealer service is concerned;' he ex­

plains. "Not every dealer will be an

authorized Fisher dealer. Working with
a limited number of stores allows us to

provide better service to dealers and
customers:'

continued page 30
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Kim McCusker, GE

GENERAL ELECTRIC AUDIO
Kim McCusker

Manager of Special Markets

"We began doing business with

rental-purchase dealers years ago;' says
Kim McCusker, manager of special
markets for General Electric Audio.
"We've been involved with rent-to-own

since its inception. We saw the potential
of the industry. We give rental a great
deal of attention, and although we don't
have sales representatives working
strictly with rental, each rental account

always deals with the same repre­
sentative:'

McCusker says GE's rack system is its
most popular item with rental dealers
because it offers all stereo components
in one package. GE sells the same sys­
tem to rental as it does to retail, and has
not created any lines specifically for the
rental market.

GE's audio sales volume to the rental­

purchase industry has grown consider­

ably since the manufacturer entered the
market, and McCusker believes it will
continue to increase. He also notes that
GE provides special marketing services
for rental dealers.

"We provide point-of-purchase
materials for the industry;' he says,
"such as mobiles and hang tags. The

hang tags list all features of a product.
This helps the dealers' sales staff be­
cause customers can read the tag and

begin learning about a product when
the employee cannot reach them as

they enter the store:'
GE's audio products are all sold

directly through. GE sales personnel,
and the company operates a network of
distribution centers that house goods
for rental only.

"We have thirty-four warehouses ex­

clusively for rental;' says McCusker,
"with another opening soon in Boston,
and they are located throughout the

country.
''We will absolutely continue exhibit­

ing audio at APRO shows," he says.
"The industry is growing tremen­

dously. That's why we're so involved in
it:'
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H. H. SCOTT
Bob Bonefant
Eastern Regional Sales Manager

"We have been selling to rental­

purchase dealers for three years," says
Bob Bonefant, eastern regional sales

manager for H. H. Scott. "Sales volume
has increased substantially since we

began ..

"We haven't geared any models spe­
cially for rental-purchase;" he con­

tinues, "however, our products are

rigidly constructed and wear well
under the heavy use rental items
receive."

Scott manufactures a complete line of
audio products, but Bonefant says the
rack stereo system is most popular
among dealers. Bonefant notes that the
bulk of Scott's sales are manufacturer­

direct, although some selections are

available through distributors.
Bonefant notes that an advertising al­

lotment is provided to dealers ordering
Scott equipment. "We give dealers di­
rect ad allotments with their purchase;'
he says. "This funding is to be used for

promoting Scott products and the
dealer's store:' Size of the allotment de­

pends on the number of units ordered.
"We feel absolutely certain that our

business with rent-to-own will grow in
the future;' he concludes, "just as the

industry itself will grow:'

HITACHI
Eric Kamayatsu
National Sales Manager

"We first learned about the rent-to­

own industry through publications,
namely the Wall Street Journal and Con­
sumerRetail News;' says Eric Kamayatsu,
national sales manager of Hitachi's

audio/visual, military, and computer
divisions. "We had been doing a small
amount of rental sales in past years, but
last year marked our first showing at an

APRO convention. Our sales volume to

rental-purchase has substantially in­
creased since we first entered the
market:'

Kamayatsu notes that Hitachi has two

representatives specifically dedicated to

the rental-purchase market and expects
growing emphasis to be placed in the

industry by his firm.
"Our percentage of sales to rent-to­

own is nominal at present;' he com­

ments, ''but we anticipate it to make up
an ever-increasingpercentage of overall
sales. The rental industry is a very seri­
ous part of our business:'

Hitachi manufactures everything
from hydroelectric dam turbines to

household rice cookers, and its offer­

ings to the rent-to-own industry in­

clude audio component systems, tele­
visions, VCRs, microwaves, and

complete audio/video home entertain­
ment centers.

"We have designed a hi-fi system spe­
cifically for rental-purchase and are

now testing a console television for the

industry;' Karnayatsu says.
He also notes that Hitachi sells

directly to dealers in most cases, but
works through secondary distributors
in remote sections of the country.

"We will customize our distribution

system as the rental market grows;' he
comments. "Dealers will dictate what

happens. Lots of small, independent
dealers are franchising and the larger
ones are combining into buying consor­

tiums. This influences us, and our man­

ner of distribution will depend on what
direction the industry takes:'

Rocky Caldwell, MARANTZ

MARANTZ

Rocky Caldwell

Manager of Marketing and Promotions

"We learned about rental-purchase
through some of our distributors;' says
Rocky Caldwell, Marantz manager of

marketing and promotions, "and we are

pleased with the increase in our sales
volume since we entered the rental mar­

ket. We have exhibited at the past three
APRO conventions and have been quite
satisfied with the dealer response:'

"We have not designed a line espe­
cially for rental-purchase;' he notes,
"because we feel our current audio line
is particularly well-suited to rental.
Dealers want the customer to rent until
he owns the product and we think our

audio systems, with their furniture­

quality cabinets and design, fit right in
with that objective:'

Marantz offers a complete line of
audio component systems, many
featuring wood grain, cabinet-style en­

closures. A network of independent
sales representatives devoted to rental
is coordinated by Marantz, and

products are primarily available

through these representatives.
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The supplier has organized purchas­
ing programs with large rent-to-own

groups such as ColorTyme and Remco.
Sales to smaller dealers are solicited
directly by Marantz's sales represen­
tatives.

Caldwell says rental-purchase does
not constitute a major percentage of the
company's sales at present, but expects
their line of audio systems to gain an in­

creasing portion of industry sales.
"Rental-purchase is growing and

we're going to grow with it;' he com­

ments. "So far, it's been a very gratify­
ing experience:'

PHILCO
Ken Gay
Director of National Accounts

"We've been involved with rental­
purchase a long time;' comments Ken
Gay, director of national accounts for
Philco. "We've been at it at least ten

years:'
Philco offers a wide selection of audio

equipment and their vertical stereo rack
systems are the company's most pur­
chased item by rental dealers.

Gay, who works with rental and retail
accounts, notes that sales volume to
rental has been increasing steadily.
"The rental industry is very strong, and
growing stronger all the time;' he says.
"We consider the rental dealer to be just
as important as the retail dealer when it
comes to sales potential:'

Philco's products are sold through
distributors as well as manufacturer­
direct. Philco provided point-of­
purchase materials to rental dealers in
the past, but has discontinued the prac­
tice due to recent cuts in funding.

"Dealers are looking for higher wat­

tage stereo units," comments_ Gay.
"They want at least 20 watts and a dual
cassette player/recorder. We are provid­
ing the industry with both. Many
dealers are looking for 100-watt sys­
tems, but not all audio units suitable for
rental-purchase have that kind of
wattage:'

Philco has high hopes for audio
rental. "Rental is one of the fastest grow­
ing industries in the country;' Gay con­

cludes. "We are definitely focusing on

its possibilities for the future:'

PILOT AUDIO
Gerald Zarin
President

"We first became involved with
rental-purchase in the early seventies,
when we were selling to ABC and Mr.
T's Rentals, and our business has been
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Jerry Zarin,
� PILOT

increasing ever since," says Gerald
Zarin, president of Pilot Audio. "We
were one of the first to work with rental­
purchase and the growth in sales has
been tremendous. It sounds incredible,
but in the last three years our sales to
rental have grown by 200 percent each
year:'

Zarin notes that sales are now begin­
ning to level. "There has been a

reasonable flattening in sales this year,
but it is still increasing;' he says. "We're

looking for a fairly normal increase of 20
to 30 percent each year for the next three
years:'

Pilot's customers include small and
large dealers, and the manufacturer
offers a complete line of audio equip­
ment, including the popular rack sys­
tem containing a receiver, turntable,
cassette player/recorder, and speakers.
They have customized many existing
models to meet the unique demands of

rental-purchase.
"The models we have designed for

rental are too numerous to list;' notes
Zarin. "Of our total sales volume, 30 to
40 percent is sold to rental dealers, so

we have added features to current
models that will appeal to the rental
market. For instance, we were the first
to put casters on our audio systems so

they could be easily moved in and out of
customer's homes. We have also put
mesh over stereo speakers to prevent
punctures and we ship our products
fully assembled, saving dealers time
and money:'

Zarin says Pilot sells merchandise
directly and does not use distributors
because of their increased costs to
dealers. The company provides dealers
with point-of-purchase materials, in­

cluding adhesive backed "Rent Me!"
signs to be placed on merchandise, and
in-store wall banners. Advertising slicks
formulated exclusively for rental­
purchase are also available. The slicks
are designed so dealers can add their
prices and locations, then submit the ad
directly to a newspaper.

Thymiddle to upper-end models of

Pilot's\audio equipment lines are most

popular among rental dealers, notes
Zarin. He adds, "We offer horizontal
and vertical rack systems and both do
well. Our audio/video home entertain­
ment centers are also becoming very
popular with dealers. We began seeing
a big increase in this area last spring.
They are nice for a dealer's sales pitch
because everything the customer wants
is included in one package. They are

less expensive to manufacture than in­
dividual units since less cabinetry is in­
volved, so the dealer gets a better price,
and the customer gets a better price,
too:'
Zarin sees great possibilities ahead for

the audio industry's involvement in
rent-to-own. "So far, sales have been
outstanding, and I see no reason for this
not to continue for at least the next five
or six years:'

PIONEER
Mike Fidler
Brand Manager

"Pioneer began actively pursuing
rental-purchase accounts about four
years ago;' says Mike Fidler, brand man­

ager for Pioneer. "We were developing
rental plans for Remco and ColorTyme
through our Texas sales representatives,
and from that point increasing our

rental business was a natural ex­

tension:'
Fidler says the 100-watt rack system is

requested most often by rental dealers.
The company has modified several of
their existing models to weather rental's
heavy customer usage.

"We have put glass covers on the top
of our rack systems;' Fidler notes. "This
eliminates the need for plastic tops,
which are often scratched, on turnta­
bles. Our speakers for rental have sel£­
restoring circuits, making them more

durable:'
Pioneer has no sales personnel de­

voted strictly to rental-purchase, and Fi­
dler says rental accounts are solicited
no differently than those of retailers.
Pioneer products are distributed
through several channels.

"In our primary market areas, where
dealers purchase consistent volumes,
our products are available through sales
representative organizations;' says Fi­
dler. ''About 50 percent of these organi­
zations are run by Pioneer, and the re­

maining 50 percent are independents:'
Independent distributors also sell Pi­
oneer products to small rental opera­
tions and those dealers in remote or

secondary markets.
"Our sales to rental have increased

continued
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Audio Supplier Who's Who
The status of audio in rental-purchase is underscored by the num­

ber, scope, and reputation of audio suppliers now working with the

industry. The following list of current suppliers details not only com­

pany addresses and phone numbers, but products supplied as well.

Akai JVC Mitsubishi Sansui

800 W. Artesia Blvd. 41 Slater Dr. 5757 Plaza Dr. 1250 Valley Brook Ave.

Compton, CA 90224 Elmwood Park, NJ 07407 P.O. Box 6007 Lyndhurst, NJ 07071

(213) 537-3880 (201) 794-3900 Cypress, CA 90630-6007 (201) 400-9710

Turntables, receivers, CD players, receivers, (714) 220-2500 Amps, equalizers, tuners,

speakers, rack systems, turntables, tape decks, CD players, tuners, amps, headphones, turntables,

tape decks speakers, amps, tuners receivers, turntables, speakers, tape players,
Denon tape decks, speakers receivers

Kenwood
27 Law Dr. 1315 Watson Center Rd. Panasonic Sanyo
Fairfield, NJ 07006 Carson, CA 90745 One Panasonic Way

1200 W. Artesia Blvd.

(201) 575-7810 (213) 518-1700 Secaucus, NJ 07094 Compton, CA 90220

Tape decks, CD players, Complete line of audio (201) 348-7000 (213) 537-5830
Rack systems, CD players,

amps, tuners, receivers equipment Stereo component systems turntables, speakers,
Fisher Pilot tape decks, receivers
21314 Lassen St. Kingspoint
Chatsworth, CA 91311 106 Harbor Dr. 101-10 Foster Ave. Scott

(818) 998-7322 Jersey City, NJ 07305 Brooklyn, NY 11236 20 Commerce Way

Receivers, speakers, turn- (201) 432-7707 (718) 257-7000 Woburn, MA 01888

tables, CD players, tape
Portable AM/PM stereo Rack systems, cassette (617) 933-8800

systems
and cassette players, players, 8-tracks, Turntables, receivers,

compact stereos, rack speakers, turntables, amps, headphones, tape
General Electric Audio systems

receivers players, speakers
Electronics Park
ro. Box 4840 Magnavox/Philco Pioneer Sherwood

Syracuse, NY 13221 PO. Box 14810 5000 Airport Plaza 13845 Artesia

(315) 456-3396 Knoxville, TN 37914-1810 .

P.O. Box 1720 Cerritos, CA 90701

Audio entertainment sys- (615) 521-4316 Long Beach, CA 90815 (213) 926-6337

terns of all types Receivers, CD players, (213) 420-5700 Speakers, turntables,

tape decks, turntables, Tuners, speakers, CD receivers, tape players
Hammond speakers players, turntables, tape Sony
433 Scotsdale decks, amps Sony Drive
Dallas, TX 75227 Marantz

(214) 388-0523 20525 Nordhoff St. RCA Parkridge, NJ 07656

Stereo speakers Chatsworth, CA 91311 600 N. Sherman Dr. (201) 931-6234

(818) 998-9333 P.O. Box 1976 Receivers, turntables, tape
Hitachi

Complete line of stereo Indianapolis, IN 46201 systems, speakers, CD

401 W. Artesia Blvd.
component, cabinet, and (317) 26�-5535 players

Compton, CA 90220
rack systems

Audio/video home enter- Soundesign
(213) 537-8383 tainment systems 34 Exchange Ln.
Rack systems, tuners, Jersey qty, NJ 07302

amps, receivers, CD (201) 434-1050
players, speakers, turn- Stereo component sys-
tables, tape systems terns, portable stereos

tremendously;' Fidler comments, "and
with the nation's current economy, and

employment situations as they are at

present, we feel that rental-purchase
will continue to grow:'

RCA
Duane Stephen
Vice-President, Special Markets

Timothy Shannon

Manager, Rental Accounts

RCA is staging a re-entry into the
audio arena due to the consumer re­

quiring more of a choice in his
audio/video home entertainment pur­
chases. Despite its absence from audio,
RCA has been involved with other

aspects of rental-purchase for more

than ten years, and has three em­

ployees working exclusively with the

industry.
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"The coming changes in television are

why we're getting back into the audio
business;' he notes. "We're not coming
from the same direction as others. We're
back into audio because it's now a part
of television. We will not be producing
a $500 stereo rack unit:'

RCA products are available through a

distribution network of 60 factory
branches and independent distributors
that supply both rental and retail
dealers across the nation.

RCA's approach to rental-purchase
audio carries a video twist, but their at­

titude toward the industry's future is as

optimistic as that of the audio-only sup­
pliers.

"We think the future of rental­

purchase looks very good," comments

Shannon. "It is a progressive industry,
very serious about where it wants to go.
For that reason, we are very pleased to

Teac
7733 Telegraph Rd.
PO. Box 750
Montebello, CA 90640

(213) 726-0303

Receivers, turntables,
speakers, CD players,
tape players

Technics
One Panasonic Way
Seacaucus, NJ 07094

(201) 348-7000
Audio rack systems, audio

component systems

Teknika
353 Rt. 46 W.

Fairfield, NJ 07006

(201) 575-0380
Audio components

Thomas
5-D Joanna Ct.
East Brunswick, NJ 08816

(201) 238-6862
Stereo systems

Toshiba
82 Totowa Rd.

Wayne, NJ 07470

(201) 628-8000

Receivers, turntables, tape
decks, equalizers

Welton
2533 Royal Ln., Bldg. 505
Dallas, TX 75229

(214) 243-5602
Audio entertainment

systems

Yorx
405 Minnisink Rd.
Totowa, NJ 07512

(201) 256-0500

Tape players, turntables,
equalizers, receivers,
speakers, rack systems

be associated with rent-to-own:'

Stephen agrees. "Rent-to-own is a

part of the overall electronics business,
and we are a part of that . It's a business
where its participants are professional,
and it's a growth industry. We want to

be a participant in a business of this
size. We see the potential."

Tim Shannon, RCA
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SANSUI
Mike Smith
General Manager

"We became involved with rent-to­
own five or six years ago," says Mike
Smith, general manager of Sansui's
Dallas office. "We learned about the

industry by working with .Color­
Tyme and Remco.

"We are taking a different posture
toward rental than most suppliers,"
Smith continues. "Sansui deals

mainly with large rental organiza­
tions, and we focus OUT attention on

a limited number of companies so we

can provide quality service and
ensure that orders are delivered on

time:'
Smith notes that Sansui's most

widely requested item among rental
dealers is a 30-to- 50 watt stereo rack

system. "The 30-to-50 watt system is
. very popular," he says, "but we are

� noticing a trend toward higher wat­

tage systems."
Sansui has modified its amplifiers

and speakers to stand up to heavy'
usage by installing protective circuit­

ry in these components. The com­

pany also provides rental dealers
� with a wide range of point-of-pur­

chase advertising materials, including
lighted signs, banners, frisbees, and

shopping bags.
Sansui does not employ' sales per­

sonnel to deal exclusively with rental
accounts. The company's products
may be purchased manufacturer-

ii' direct or through distributors. "Typ­
ically, although not always, distrib­
utors are used in the South rather
than the North," says Smith,
"because rental-purchase and dis­
tributors seem to be strongest in that

_
area of the country."

SANYO
Isaac Levy
National Merchandising Manager
Home Audio

Although Sanyo has sold to rental­

purchase 'on a limited basis since the

early 1970s, it was only this year that the

company began actively pursuing
rental accounts. And they are more

than pleased with the results, according
to Isaac Levy, national merchandising
manager for retail and rental home
audio.

"We were never really quite aware of
the potential of rent-to-own;' says Levy.
"This year, though, we did some re­

search and found a whole new dealer
base out there. It's amazing."
PROGRESSIVE RENTALS/October

Issac Levy, SANYO

Levy says a marketing consultant

working with Sanyo conducted the

company's rental research. "It was not
an official report;' he comments'. "Basi­

cally, we figured how many rental
dealers were in business and just how
much business they were doing. We
then realized that Sanyo could playa
much larger role than it currently was in
the rental market:'

Sanyo produces an extensive line of
home and personal entertainment

equipment. Their products include
horizontal and vertical audio rack com­

ponent systems, audio/video home en­

tertainment centers, televisions (includ­
ing stereo television), compact disc

players, and portable stereos.

Sanyo has not created audio models
geared specifically to the rental indus­

try; however, they have modified exist­

ing lines to make them more suitable for
the wear and tear of repeated rental.

"We have installed circuit breakers
and special ventilation systems in our

rack units over 50 watts," Levy men­

tions. "Heat can build up in the rack
after long-term, constant use, and these
additions alleviate possible system out­

ages and prolong the life of the

product:'
Sanyo products are sold manufac­

turer-direct through a team of 18 sales

representatives working with rental
and retail accounts.

"Rental-purchase is a whole new op­
portunity for us to do business," says
Levy. "The APRO show in Orlando was

overwhelming in our opinion, and we

are very excited about the great new

potential this industry has presented us

with."

SOUNDESIGN
Robert Winer
Executive Vice-President

"We have dealt with rental dealers on

a very limited basis for a number of

years;' comments Robert Winer, execu­

tive vice-president of Soundesign. "We
now want to approach the industry on

a much larger scale:'

Soundesign manufactures a wide

range of products, including complete
audio/video home entertainment

centers and the popular stereo rack sys­
tem. The manufacturer is currently for­

mulating a special purchasing program
for the rental industry, however details
have not yet been finalized. The pro­
gram is expected to be implemented in
1986.

"We will do what the industry re­

quires," says Winer, "and we'll provide
what they are used to. For instance, if

they want point-of-purchase materials,
we will provide them. We will also con­

tinue to exhibit at the APRO shows:'
Winer says Soundesign's audio

equipment is primarily available direct
from the factory, although distributors

represent a small percentage of sales.

Soundesign solicits rental business
through a team of executive sales

managers, each of whom supervise 18
sales representatives. Managers are in­
formed of potential rental accounts and
then instruct sales representatives to ac­

tively pursue the markets .

"Right now our most popular product
among rental dealers is the new

audio/video home entertainment sys­
tem with a receiver, 19-inch color televi­
sion, record player, and cassette deck all
in a nice cabinet;' Winer says. Vertical
rack stereo systems are also popular
among Soundesign customers.

"We have not devoted nearly the em­

pha� to rental-purchase that we

should have;' Winer comments. "The

industry is one of tremendous opportu­
nity and we will be emphasizing it in the
future."

TECHNICS
Mike Aguilar
General Manager

"We discovered the rental-pur­
chase industry through word of
mouth and by visiting rental deal­
ers," says Mike Aguilar, general
manager of Technics. "Technics has
been selling to the industry since
1983."

"The 100-watt system is very big
with rental dealers," reports Agui­
lar. "Systems with lower wattages
are not moving well. We make the
rack systems attractive to dealers by
packaging them in as few boxes as

possible, for easier set-up and com­

ponent identification."
Technics sells its products through

sales representatives working from

regional offices. throughout the

country. The company does not have

personnel assigned only to rental
accounts.

"We have catered to the demands
continued
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of rental by modifying our prod­
ucts," Aguilar notes. "For one rental
customer, we removed the stereo

systems' original speakers and

upgraded them to top of the line.

They hold up longer and produce
great sound. We also provide any
kind of point-of-purchase advertis­

ing a dealer could want."

Aguilar says Technics' sales to

rental-purchase dealers have in­
creased significantly in the past two
and one-half years. He believes com­

pact disc players will playa large role
in increasing future audio sales to
rental.

"With the advent of the compact
disc, rental audio will keep growing.
Compact disc players make systems
substantially more expensive, and the

only way many people will be able
to obtain such a system is through
rent-to-own," he concludes.

WE HAVE DESIGNED A HI-FI
SYSTEM SPECIFICALLY FOR
RENTAl-PURCHASE AND
ARE NOW TESTING A
CONSOLE TELEVISION
FOR THE INDUSTRY.

WELTON SOUND SYSTEMS
Yale Sherman

President

"Welton Sound Systems has been
in operation since November 1984,"
says Yale Sherman, Welton presi­
dent. "However, we have been
associated with rental-purchase for
the past seven years, by manufactur­

ing and supplying audio and video

equipment to the industry, and by
owning and operating rental-pur­
chase stores."

Sherman says Welton's audio line
has been designed with the rental

industry in mind, and notes that 75

percent of the company's sales are to

rental-purchase stores.
Welton offers a complete line of

stereo rack systems with matched

components in fully assembled cabi­
nets, and will customize products to
the specific needs of dealers.

"Our products are sold only direct
from the manufacturer," says Sher­
man. "This ensures fast delivery to

dealers. "

Although the company does not
have sales representatives assigned
exclusively to rental-purchase
accounts, Sherman says that each
Welton sales representative is
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"THANK YOU!"
explosive radio commer­

cials over the phone. He
can paint 40 point of pur­
chase signs an hour. T­
Buff is a full production
staff compressed into one

dynamic human being.
For 25 years T - Buff

has been making positive
things happen for ag­
gressive marketers all
across the nation. His

unique piercing voice and

crazy delivery creates an

instant rapport with televi-

sion and radio audiences.
We can safely say that
one T - Buff commercial
has the impact of 4 nor­

mal ones. Response is in­
stant. He has the creden­
tials to back him with a

proven record of success

stretching coast to coast.

If you're trying to

operate within a budget of
6070 or less, but need
the impact of twice that
much contact T-Buff

today!

He's wild. He's crazy.
He blows markets apart
with his piercing voice,
white-on-white- from -the­

ground-up attire and
famous last East Texas
Shuffle.

If you advertise a little
or a lot you can quadruple
your bang for the buck
when you put the incom­

parable T-Buff on your

marketing team.

He can do 10 TV com­

mercials an hour. He cuts

Call Collect Monday - Friday, 10-5
Colorado: 303-699-0141

Texas: 214-832-5949

Buffington Enterprises
807 Bluebird Lane

Texarkana, Texas 75501

required to possess a basic under­

standing of the rent-to-own industry.
"Our most popular product with

rental dealers is the assembled stereo
rack system," notes Sherman. "By
purchasing factory-assembled equip­
ment, dealers do not have to bother
with putting knock-down systems
together.

"

Welton offers dealers a variety of

point-of-purchase advertising mate­

rials, and the company's products
carry a four-year defective parts
replacement warranty.

"The future of rental-purchase is
viewed by us as an expanding
industry," concludes Sherman. "We
believe continued growth will come

from the middle income segment of
the population."

FOR THE RECORD
The opinions are unanimous: Audio

suppliers who have entered the rental

industry have taken notice of the return

on their investment. Americans are fas­
cinated with electronics. Hi-tech audio
and more powerful audio systems are

centerpieces in many households.
Rental customers are no different in
their desire for the latest and the best.

Motown Records, a company th�{
grew from nothing to a phenomenal
success, used the slogan in the mid- <�

sixties: "The Sound of Young America:'

Today, the slogan for rental-purchase
audio just might be: "Hear the Sound.of
Success:' '1R
Shirley Greenly is Assistant Editor' of
PROGRESSIVE RENTALS. .s.
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CAS S SYSTEMS, INC.

STORE MANAGERnI

Rent-To-Own Store Computer System
• Inventory Control
• Agreement Maintenance
• Payment Processing
• Cash Audit Reports
• Payment Receipts

• I/O Log
• Cash Drawer Audit
• Cash Flow Forecast
• Promotional Mailer
• Store Activity Reports
• Collection Reports

Per Store Software Prices

1st to 3rd Store
Next 3 (4-6) Stores
Next 6 (7-12) Stores
13 thru-

4,000 per Store
3,500 per Store
3,000 per Store
2,500 per Store

Monthly Software Maintenance
1 - 3 Stores
4 - 6 Stores
7 - 12 Stores

13 -

25.00 per Store
20.00 per Store
15.00 per Store
10.00 per Store

Optional Software Modules Available
• Home Office Inventory Control
• Depreciation
• Trust Management

• Multiple Terminal
• Remote Stores Collection Communications
• General Ledger, Payroll, Accounts

Payable

All CAS S Systems computer software runs on IBM· PC/DOS or MSDOS compatible hardware.

For a demonstration or additional information, call or write:

CAS S Systems, Inc.

17000 Dallas Parkway
Suite 126
Dallas, Texas 75248
(214) 931-5522

2827 South Ridgewood Ave.
Suite C
S. Daytona, FL 32019
(904) 756-4874

*IBM is a trademark of International Business Machines Corp.
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FEATURE BY EDWARD L, WINN III

Trends in the Rental Marketplace
N. W. Ayer, Inc., has recently con­

cluded a study of 35 critical trends in the
United States according to the January
1985 issue of Management Review. These
trends are destined to have an enor­

mous impact on the 1980s marketplace.
Some of the trends have broad implica­
tions for the rent-to-own industry.

The first "macro force" noted by Ayers
is pervasive competition in every area of
the marketplace. This is certainly the
case for rent-to-own as APRO predicts
a steady 30 percent growth rate for the
rent-to-own industry for each of the
next five years. This anticipated growth
means a change in the economics of
rent-to-own, which means a change in
our thinking and our business
methods.

Small Markets
Dealers in established markets-major

cities in the Southeast and Southwest,
for example-claim their markets are

saturated with rental stores and can

only grow as the population grows.
Dealers everywhere are racing into
smaller markets once thought to be un­

able to support a rent-to-own store.

Longtime dealers lament the loss of

"cherry markets" -cities and towns
with good rent-to-own demographics,
no rent-to-own stores, and presumabiy
thousands of customers eager to rent

TVs, appliances, and furniture.

THE RENTAl-PURCHASE
CONCEPT SPEAKS TO
MANY OF THE SOCIAL
TRENDS THAT ARE
SHAPING THE SOCIETY
AND THE ECONOMY.

Dealers in major markets are begin­
ning to see price cutting in the rental
business. This same trend was ruinous
to many TV and appliance retailers dur­

ing the 70s and the trend for rent-to­
own may be inevitable.

In any case, it seems evident that
dealers everywhere will be seeing an in­

creasing number of competitors in their
markets and increased competition for
their customers' dollars.
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GoodNews

On the bright side, the Ayers study
also found that the U.S. consumer is

choosing immediate, rather than de­
ferred, gratification by adopting a phi­
losophy of "more is better... now. They
want rich, full lifestyles, and they don't
want to wait to enjoy them. Leisure

spending alone accounts for almost
one-fifth of the United States gross na­

tional product;' according to the Ayers
study.

DEALERS EVERYWHERE
ARE RACING INTO
SMALLER MARKETS ONCE
THOUGHT TO BE UNABLE
TO SUPPORT A RENT-TO­
OWN STORE,

It is exactly this philosophy to which
the rent-to-own concept caters. As
much as anything, rental dealers are

selling convenience and all that the no­

tion implies. If the consuming public
wants immediate gratification, the
chances are that a rental dealer will be
close by to gratify many of those con­

sumer desires the instant they strike.
Part of the impetus behind this phi­

losophy is an insecure future. There is

widespread economic insecurity due to
recent economic fluctuations. As long
as economic insecurity exists in the
minds of consumers, rental- purchase is
a natural and desirable alternative to

long-term obligation. This should mean

that as economic insecurity persists,
rental-purchase dealers, if they are suc­

cessful in marketing their concept, will

capture an ever-increasing slice of the
TV and appliance retail pie.

Ayers also reports that the cost of ac­

quiring basic necessities is rising one­

third faster than income. The result is
that people are having to make qual­
ity/price trade-offs.

To the extent that rental-purchase
offers the use of quality products at a

reasonable price, dealers should be able
to capitalize on this trend and offer

rental-purchase as an alternative to hav­

ing to buy down, the traditional re­

sponse to quality/price trade-offs.

Other Trends

Another trend Ayers recognized is
the increased fractionalization of soci­

ety. Women and minorities are growing
in economic, political, and social power.
The notion of who is a breadwinner is

evolving, and with it radical changes
are coming in the attitudes and spend- .Jt

ing patterns of much of the population.
Far-sighted rental dealers are already
studying these changes and making ef­
forts to market their products to these
diverse groups.

Senior vice-president at Ayers, Fred
Posner, told Management Review,
''America is going through what I term

an affiliation crisis .... Economic disloca­
tion, lack of trust in institutions, and the

instability of personal relationships
have all added to this feeling. To fill the
void, lthink it is important to establish

greater empathy, association, and rap­
port between customers and the prod­
ucts and services we market:'

Posner was giving advice to large,
often impersonal conglomerates, but
the message is equally instructive to
rental dealers. Where can merchants be
more empathetic than in the friendly
neighborhood rental store. Dealers
often see individual customers on a

weekly basis. Rental dealers have an op­
portunity to visit with customers every
time they come in the store. Many
dealers speak of long-term relation­

ships with customers, spanning years �

and several products that customers
have rented to term.

If the times are tough, the opportuni­
ties for advancement have never been

greater for rental-purchase dealers. The

rental-purchase concept speaks to
�

many of the social trends that are shap­
ing the society and the economy. It
takes forethought and insight to plug
into what is happening. Those dealers
who take their business seriously and
work continually to get a clear view of
the big picture can profit as never .�
before. JlR ,

Edward L. Winn III is the general counsel for
;

APRO and is a frequent contributor to ;
PROGRESSIVE RENTALS.
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Association of Progressive Rental Organizations

Headquarters: 1866 InterFirst Tower, Austin, Texas 78701. Telephone:
(512) 478-6521

The Association of Progressive Rental Organizations (APRO), pub­
lisher of PROGRESSIVE RENTALS, was founded in 1980 as a not-for­
profit trade association. Its more than 486 corporate members
representing 2005 stores, and its 77 associate members, are directly
associated with the home entertainment, appliance, and furniture
rental-purchase industry in the United States and Canada. Member­
ship provides opportunities for the exchange of ideas regarding the
state of the industry between industry professionals, as well as op­
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ative publications and other benefits.
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ciently prominent on the page to get the 'f

attention of the reader. The result, how­
ever, has caused Texas dealers to change
the size of their rental agreements with
all the accompanying storage, com­

puter, and printing problems. In addi­
tion, several dealers have discovered
that, when all of the disclosures are

printed in bold type, they are actually
harder to read than if printed in regular
10 point type.

During the legislative battle which
was begun and completed in less than
90 days, there was never the opportu- �

nity to draw up a mock agreement,
meet with printers and see what kinds
of problems the 10 point bold require­
ment might raise. Rather, the 10 point
bold language was enacted as part of
the package and dealers must now live
with it.

Concerning advertising, all four sta­

tutes focus on price as a triggering term

requiring other disclosures. Some items
in an ad are clearly prices, 1/$10 per week

delivered;' for example. Some things
are not so clear. Is 1/50% off second �

month's rent" a price? Is "Two weeks for
the price of one" a statement of the
amount of a payment?

GOVERNMENT RELATIONS
An Issue
of Compliance
BY EDWARD L, WINN III

Since the last issue of PROGRESSIVE
RENTALS, there has been relatively lit­
tle new in the area of government rela­
tions. A couple of lawsuits have sprung
up in different places-a big deal for the
dealers involved-but less so from an

overall industry point of view.
With the exception of lawsuits pend­

ing in Pennsylvania and Connecticut,
there are no recent suits challenging the

very legality of rental-purchase transac­

tions. Likewise, with the summer ad­

journment of most state legislatures,
there is no state legislation pending cur­

rently. There is the possibility of activity
later this fall. For example, legislative
discussions are ongoing in Wisconsin;
however, the legislative outlook for the
rest of 1985 is good.

What the industry does have is four
new statutes to contend with. At first

glance, these statutes all appear simple
enough. The statutes regulate certain
terms in rental-purchase agreements,
as well as certain terms in rental­

purchase advertising. They are all stat­

utes that the industry has supported
through state coalitions. The industry
actively participated in the drafting and

passage of all the new statutes. One

might suppose that with enactment of
the new statutes, the worst is over for
dealers in those states.

.

Whether the worst is indeed over de­

pends upon the issue of compliance.
Compliance is the issue of whether
dealers can and will bring their busi­
ness practices-contracts, advertising,
and the like-into conformity with the
law. Most dealers will make the at­

tempt. The few rebels who intention­

ally ignore the new laws will ultimately
get sued out of business, and, let us

hope for the sake of the industry, the
sooner the better.

If the road to hell is paved with good
intentions, so also may be the road to

statutory compliance. Even the best of
laws raise compliance issues. The fed­
eral Truth-in-Lending Act, for example,
has been in existence since 1968 and has
been modified periodically with input
from all interested parties to iron out the
wrinkles. One might suppose that
banks and savings and loans make

every attempt to comply with the Truth­

in-Lending statute. Nonetheless, the
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THE RENTAL:-PURCHASE
STATUTES WERE ALL
ENACTED QUICKLY AND
SUFFER ALL OF THE
VAGARIES,
INCONSISTENCIES, AND
AMBIGUITIES INHERENT IN
REGULATORY STATUTES,

Federal Reserve Board reported that

during 1984 alone, nearly 400 banks and
S & Ls were found to be in violation of
the statute and were forced to return

over $2.5 million in overcharges and

penalties to nearly 15,000 customers.

The rental-purchase statutes were all
enacted quickly and suffer all of the va­

garies, inconsistencies, and ambiguities
inherent in regulatory statutes. Part of
the problem of statutory compliance
stems from the nature of the legislative
process itself.

Most legislation is the result of com­

promise. Some consumer protection
advocates wanted legislation that
turned rental transactions into credit
sales. Dealers, overall, argued for as lit­
tle government interference into the

ways they do business as possible. Nei­
ther side got exactly what it wanted and
the resulting language occasionally
lacks precision. Nor could industry
representatives call time out in the legis­
latures to poll dealers about the impli­
cations of every single change in the

statutory language. The result may be

language in the statute which causes

difficulties for dealers, even though the

difficulty could not have been foreseen.
For example, in Texas there is a re­

quirement that the disclosures be made
in 10 point bold type on the contract.
The intent of consumer advocates was

to ensure that the disclosures be suffi-

THE FEW REBELS WHO
INTENTIONALLY IGNORE
THE NEW LAWS WILL
ULTIMATELY GET SUED OUT
OF BUSINESS, AND LET US
HOPE FOR THE SAKE OF
THE INDUSTRY THE
SOONER THE BEDER,

THE INDUSTRY WILL BE
BEDER SERVED IF DEALERS
APPROACH THE NEW
STATUTES IN GOOD FAITH
WITH A BIAS FOR
DISCLOSURE,

Advertising strategies are limited ..,

only by the imagination of ad agencies.
There is no way to predict and plan for
the next rental-purchase ad campaign
in the legislative context. The result is
that dealers are immediately con­

fronted with issues of statutory compli­
ance that are in the gray area, neither

clearly permissible, nor clearly imper­
missible by the terms of the statute. The

way that gray issues of statutory com­

pliance get resolved is in court.

Judges use two legal principles when

interpreting statutes: the plain meaning �

rule and legislative intent. The plain
meaning rule maintains that statutes

mean exactly what the words on the

paper mean, no more, no less. Legisla­
tive intent holds that statutes must ulti­

mately mean what the legislators who
voted the bill into law meant, even if the
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intent contradicts the words on the

page.
Legislative intent is often difficult to

discern. Occasionally, legislators will
attach a memorandum of their intent to
a statute to attempt to head off interpre­
tive problems. Most often, judges must
return to testimony at public hearings,
speeches the legislators made during
debate, and whatever written records

surrounding the statute there may be.

Legislative intent is all the more diffi­
cult because legislators vote for bills for
different reasons. Some legislators
voted for rental-purchase legislation to

protect consumers from harmful busi­
ness practices. Others voted for the

III same bill because they realized the new

statutes would protect dealers from the
credit sale argument.

If statutory interpretation sounds

complex, it's because it is complex. One

thing, however, remains clear insofar
as rental-purchase legislation is con­

cerned. Critics of the industry still
abound in those states where the laws
have been passed. The National Con­
sumer Law Center most recently con­

demned all four new statutes essen­

tially because they did not put rental
.. dealers out of business.

A certain number of dealers confront-

ing issues of statutory compliance will
cut it as close to the line as they can.

They will rely exclusively on the plain
meaning of the statutes and, in effect,
remain as unregulated as possible. This
attitude will merely fuel the argument
that the rental industry really does have

something to hide and needs more and
more regulation to keep dealers from

taking unfair advantage of their cus-

tomers.
-

A far more reasonable approach to"
the new legislation is to recognize it as

an attempt to require rental dealers to
disclose important information about
the nature and costs of a rental­

purchase transaction. Rather than call
rental agreements credit sales, which
the states could have done (and which
some may yet do), legislators agreed
with rental industry representatives
that separate legislation was the way to

go. Industry representatives responded
that reasonable legislation passed in

good faith would be complied with in

good faith. Remember, the industry has
been accused of specifically trying to
avoid credit sale laws. If the industry ap­
pears now to be trying to avoid the very
rental-purchase laws it helped pass,
then it gives credibility to the argument
that the industry can only exist by slid-

ing around and evading consumer pro­
tection laws.

If that is the reaction to the new sta­

tutes, then the industry can look for­
ward to more and tougher regulations
in the future. The industry will be bet­
ter served if dealers approach the new

statutes in good faith with a bias for dis­
closure. "When in doubt, disclose:'
That sort of approach will go a long way
toward convincing those who may still
have doubts that ours is a responsible,
law-abiding industry, taking its rightful
place in the mainstream of American
commerce. PR

Edward L. Winn III is the general counsel of
APRO and a frequent contributor to
PROGRESSIVE RENTALS.

FOR SALE
COMPUTERS

Five like-new in-store systems, plus one

Apple II home office computer system
with complete software package that
does it all - Total price $27,875.

Call owner: (504) 892·7000, day;
(504) 892·5300, nite.

You Won't Find a Better Value in
-

,

Promotional Bental Furniture.Or Service.
....

::::::::::::;:::;::}

Call us for
warehouses in

your area.

-�.

Deal with a leader in
promotional furniture. Consider Oak

Land's dollar for dollar value combined with durabil ity.
It's the best value for the long 'haul. Add our contemporary

styling and casual look and you've got the perfect furniture in
rent-to-own.

Call us on our 800 number for a brochure which shows all of our

sofas, love seats, ottomans, and complete line of furniture for the
rental store. And the

soerVice comkesWiLth
it.

d '""'ffIz.
a an _�_F_urn_'lure_Mlg_.� ___,

Oak Land Furniture Manufacturing Company • P.O. Box 86 • Okolona, MS 38860. (800) 321-8247
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In the Senate, the bill's fate is some­

what problematic depending upon the
fate of the Barnard-Morrison com­

promise in the House. Senator Jake
Garn (R-UT) continues to consider the �

industry as he puts together his finan­
cial institution deregulation package.
But passage of a House bill would prob­
ably find APRO seeking Garn's support
to attach that bill to some Senate legis­
lation, other than his own, for quick
passage in that chamber.

The next 30 to 60 days are expected to

involve many negotiating sessions be­
tween all parties. It is vital for APRO
members to write or visit their

representatives either in Washington or

in their home districts when asked to do 14

so. Direct contact at the appropriate
time with your congressmen is one of
the most beneficial contributions APRO
members can make toward our legisla­
tive efforts.

Members wishing to receive a copy of

any legislative proposal that has been :.rC

introduced concerning this vital issue
should contact the APRO office in
Austin. PR

promise package can be worked out.

Although Morrison's bill would re­

quire more disclosures than are pro­
posed in Barnard's bill, most of those
disclosures are currently being made in
those states that have enacted legisla­
tion in the last year. Industry experience
in those states bodes well for our ability
to effect a workable compromise.

The House subcommittee planned to

hold hearings at the end of September
with lease-purchase as an item on the

agenda. APRO's Washington represen­
tatives remain hopeful that an accept­
able compromise position can be
reached with Congressman Morrison,
and that the resulting legislation will
have a speedy passage through the
House of Representatives.

Washington Report
BY J. SAMUEL CHOATE, JR,

The prospects for passage of the

industry-related amendment to the
Consumer Leasing Act, drafted by the
Federal Reserve Board and supported
by APRO, continue to look bright.

Congress began working on this and
other matters after its return from the
Labor Day holiday; however, while

Congress recessed during the month of

August, APRO representatives in

Washington worked with staff mem­

bers of all congressmen seated on the
House Subcommittee on Consumer
Affairs of the Banking Committee.
APRO representatives report favorable
reaction from all who have been con­

tacted concerning APRO's efforts on be­
half of this important industry legis­
lation.

Yet a critical compromise between

Congressman Bruce Morrison's (D-CT)
bill with Congressman Doug Barnard's

(D-GA) bill H.R. 2322, which was

drafted by the Consumer Affairs Staff
of the Federal Reserve Board, must still
be effected. Industry representatives
are carefully analyzing Congressman
Morrison's bill and plan to meet with
members of his staff to see if a com-

APRO REPRESENTATIVES
REPORT FAVORABLE
REACTION FROM ALL
WHO HAVE BEEN
CONTACTED
CONCERNING APRO'S
EFFORTS ON BEHALF OF
THIS IMPORTANT INDUSTRY
LEGISLATION,

J. Samuel Choate, Jr. is associated with the
law firm of Santarelli & Bond in Washing­
ton, D.C.

FAB-U-GARD
A FLUOROCHEMICAL FABRIC PROTECTOR

HELPS INCREASE YOUR CUSTOMER
SATISFACTION BY:

• Keeping furniture looking new

• Protecting against water, alcohol,
and oil base stains

• Providing easy clean ups

INCREASE DEALER BENEFITS BY:
• Faster clean up of rental retu rns

• Keeping fabrics newer longer
• Increasing rental life

FAB-U-GARD
We Protect Everything But Kids

Call collect or write for information and samples.

Phoenix, Arizona 85069P.O. Box 39430FAB-U-GARD (602) 252-3991
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Train your staff the professional, progressive way. Give them !Learning Power.
This system gives you all the materials and expertise you need to have a professional training
program for rental store employees. Developed exclusively for the rental-purchase industry,
Learning Power is a series of pro-active on-the-job sessions that:

• Prepares the owner and/or key managers to conduct training in effective management and control
of customer situations in selling, delivery, and account management.

• Stresses professionalism and provides specific how-to ideas.

• Effectively trains new employees, updates experienced employees.
• Lets the employee progress at' his or her own best pace under the manager's control.

• Improves consistency within the organization.
• Interacts well for one-on-one training or in small groups.

• Contains reusable, long-lasting materials.

• Includes handy flip charts for everyday use on the job.
• Develops eager, responsible employees.

Learning Power is field tested and proven in the rental-purchase industry. Employees benefit
from structured, positive customer interaction that minimizes confrontations and hostility. You
can't afford to be without this program for another day!

Interested? CALL TODAY!

1866 InterFirst Tower
Austin, TX 78701

(512) 478-6521

APRO endorsed/deueloped by Rozanne Flatt. Introduced at the APRO training seminars held throughout the year.



HAPPINESS IS HAVING
A BiG BROTHER

ORBJG SISTER!

Created exclusively for Big Brothers/Big Sisters.of America by Charles M. Schut;
Copyrighted 1950, 1958, 1960 United Features Syndicate, Inc.

VOLUNTEER NOWI
CALLYOUR LOCAL BIG BROTHERSI

BIG SISTERS AGENCY

Contact the APRO office for more details at (512) 478-6521.

,t, AFFILIATED

,e, 2JIG 2JRO'nIERS/2JIG SISTERS OFMMERICA



COMPACT DISC
continued from page 16

This requires taking a day or two to train

employees, but it ensures that new

products do not stagnate on the
showroom floor.

THE HI-TECH BOOM IS HERE
TO STAY AND IF
CUSTOMERS ARE NOT
NOW REQUESTING
SOPHISTICATED
ELECTRONICS THEY

� PROBABLY WILL BE IN THE
FUTURE.

Deciding to Rent
Some dealers are deciding not to enter
the hi-tech rental market. Are they wait­

ing for a better time, or foregoing it al­

together?
"The price of CD players is coming

down so rapidly that many dealers are

afraid to buy them;' says Kerley. ''Those
that were $400 six months ago are $300
now, and they probably will be even

lower in six more months:'
Shrader believes a difference in rental

RENTAL CUSTOMERS
SHOULD BE ABLE TO GO
TO THE RENTAL STORE AND
LEARN AS MUCH ABOUT
NEW PRODUCTS AS THEY
WOULD AT A RETAIL STORE.

philosophies is behind the choice not to
rent hi-tech goods.

"There are two philosophies in
rental;' he says. "The older one believes
rental is a different marketing scheme
from retail, and these dealers feel they
don't need to compete with retail's new,
innovative products. We, however, are

positioning ourselves on the edge of
technology, offering our customers

everything they could find in a retail
store:'

The hi-tech boom is here to stay and
if customers are not now requesting
sophisticated electronics they probably
will be in the future. Dealers incorporat­
ing hi-tech appliances into their inven­
tories can make the transition smoother
by educating sales personnel on the
products' operation and developing
concise promotional guidelines. PR

Shirley Greenly is Assistant Editor of
PROGRESSIVE RENTALS.

Stores For Sale

National chain wishes
to sell its stores in the
South and Midwest.

• Prime locations

• Average BOR of 1100 per
store

• All stores computerized
• 100% monthly contracts

• All stores just 2 years old

For more details, call or write:
Kammerman, Overstreet, Hurren Attorneys
1020 MBank Plaza
Austin, Texas 78701
(512) 474-6436

Gain control of your Rental
Accounts with a Saf-Write system,

tailored to your company's
individual rental needs.

You can gain control,
gain accuracy, and
speed of handling.

Saf-Write will customize

your rental documents from
Cash Receipts to Rental

Agreements. Total control
adds to profits.

CAll rou, FREE
800-824-7888 EXT. M2016

SAF-WRITE FORMS
& SYSTEMS

1209 South Ridgewood Avenue

Daytona Beach, Florida 32014
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AUDIO RENTALS
continued from page 9

Stereo Racks

What most audio customers are look­

ing for today, and what stores are giving
them more than any other product, are

basic rack systems comprised of a turn­

table, AM/FM radio, amplifier,
speakers, and cassette player in a tower

cabinet.

Depending on wattage, brand, and

special features, weekly rental prices for
racks on an average I8-month contract

range from $7 to $27. Brands stocked by
stores contacted included Magnavox,
Pilot, Thomas, Fisher, Quasar, Pana­
sonic, Akai, Sansui, Pioneer, JVC of
America, Technics, Marantz, and

Sanyo.
Dealers indicate that brands consis­

tently popular with customers offer

good looks and affordable wattage. A

particular brand may be carried by a

business for its name recognition alone.
Most stores offer three to four brands of
audio systems, finding that a better
selection helps business and allows
them to pick up on more manufac­
turers' sales and special offers.

Manufacturers usually offer suffi­
cient audio point-of-purchase materials

support, especially if asked to, accord­

ing to most dealers.
"It depends on who your sales rep is;'

says Dennis Palmquist, owner of five

Quality Rental stores in Austin, Texas.
"If they're really good, they'll ask what

you need and see that you get it. If

they're not that good, they won't ask be­
cause they figure POP materials are too

expensive to offer to everyone:'
Shrader's supplier is always short on

the materials he wants, so he often goes
to outside artists, printers, and specialty
companies to get audio shelf talkers.
"We get some materials, but not as

much as we'd like. They seem to always
have a shortage;' he says.

POP supplies aren't important to

Coolidge. "I've never gone in for posters
and banners and that sort of thing. I've
never been offered many anyway. It just
looks like a cluttered mess to me;' she
admits.

Other audio products make a poor
showing behind rack systems. The
home entertainment center (HEC),
usually a large horizontal one-piece
console that houses a stereo with a TV,
has been out of favor for several years
with dealers because of its bulk and low

wattage. However, the new HECs that

suppliers are offering in the form of rack

systems with extra shelving for TVs and

VCRs have not yet carved a significant
niche with the dealers surveyed.

"In my market, I haven't had any luck
with these;' says Stephen Grauel, Sr.,
owner of 36 Mr. sTVe's stores in Okla­
homa, Texas, Louisiana, Indiana and.
Colorado. "I've heard that other compa­
nies are doing just phenomenal busi­
ness with them, but I haven't found the
market for it:'

though Grauel has bought several
new HEC rack systems, which he rents

for $28.95 a week, he prefers to bundle
his own combinations with what he

says are better-quality components. "I

might take an Akai stereo and put it
with a Quasar TV. It's about $700 for one

of the. new upright television/stereo
_..,

combos and that's with a poor-quality
stereo;' he says.

James Burnett, part-owner of ten
South Carolina Ace T.V. Rental stores,
agrees that the new HECs are too ex­

pensive for rental. He has two on retail
display only. ''They were popular when

Magnavox made them;' he says of the
home entertainment centers. 'We were

buying them for $800 to $900, but now

they're too expensive. In retail, they sell
for as much as $6,000:'

Few stores carried compact or

tabletop stereos, citing a lack of requests
for the small portable units, usually

Successor To
Marshall-Williams & Associates, Inc.

The nation's leading
•

Insurance agency
for rent-to-own

dealers.
no. Box 45338
Dallas, Texas 75235
(214) 630-9768

NSURANCE

Ron Rhoads
Sid Stevens

Ronnie Williams

Call
Toll Free:

1-800-433-3011 Nationwide
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MORE DEALERS ARE
STICKING WITH WELL:-

• KNOWN BRAND NAMES,
AND ONCE
UNDISCRIMINATING

. CUSTOMERS ARE NOW
EXPECTING BIGGER
STORES, NICER DISPLAYS,
AND BEDER EQUIPMENT

comprised of two speakers, an AM/FM
radio, cassette deck, and turntable.

"If they have a choice between a low-
� wattage tabletop unit and a more ex­

pensive living room unit, they'll go for
the more expensive if they can afford it
at all;' notes Joel Allen, manager of four
TV Rental stores in Asheville, North
Carolina. "Racks sound better. Cus-
tomers like something that will blow
their socks off:'

Shrader sees a possible turnaround
in tabletops, however. He says that
manufacturers, such as Fisher, are mak­

ing quality compact systems-with
higher wattages and sturdier
components-for the people who oc­

cupy today's shrinking homes, but who
still want a nice stereo. "It seems to be
going the other way, with an increasing
number of people wanting quality
tabletops. That's what's happening in
retail. I haven't found a great trend in

my business yet, but it could trickle
down:'

Even fewer stores carried boom
boxes, mainly because of their skip and
damage potential. Those who did said
they required a more detailed applica­
tion from renters. A few dealers said
they would consider using them as

� giveaways or promotional items only.
Rozanne Flatt, owner of two Color­

Tyme stores based in Bloomington, Il­
linois, says boom boxes are a small per­
centage of her BOR but are not a

high-risk item for her.
"Boom boxes have no worse loss

potential than VCRs;' she maintains.
"The rental-purchase industry
wouldn't exist if most people weren't

fundamentally honest. The boomers
have been a nice extra item for us; kids
ask the folks for them.We put them out

"'-- for a 12-month term to keep the yield
up:'

Watts Noteworthy
Wattage is of primary concern to

audio renters today, with the more the
� better. Although system wattage for

PROGRESSIVE RENTALS/October

RENTPRO
THE COST·EFFECTIVE
COMPUTER SYSTEM

FOR RENTAL COMPANIES

FEATURING:
• Free In-House User Training
• Printed Customized Receipts
• Complete Customer Record Maintenance
• Automated Collection Letters; Daily, Weekly, Monthly, Yearly

Reports; Solicitations; Accounting
• Automatic and Accurate Calculation and Collection of All Fees

and Late Charges
• Management Reports That Enable Better Measurement and

Assessment of Overall Business Performance
• Free Software Updates
e.L.M. SOFfWARE
For More Information or a Demonstration Call
TX ONLY-(800) 441-0097 (214) 742-8003

State
_

1607 Main St., Suite 404 Dallas, Texas 75201

I am interested in the RENTPRO System.
___ Please send me more information.
___ Please call me.

Name Title
_

Company _

Address
_

City _

Phone ( ) _

most of the businesses contacted
ranged from 7-1/2 watts per channel to

100, 50 watts and over are deemed most

popular with clientele. Units with up to
200 watts per channel are in the field
now, but are considered by most stores
as too expensive to offer.

Two-hundred-watt channels "are for
the real stereo fanatics;' says Palmquist.
"Customers' houses wouldn't stand up
to the speakers. They'd blow the win­
dows out,"

Rent*1t has successfully placed
ISO-watt systems for $140 a month, says
Shrader. Most of his customers won't
consider anything under 100 watts.

With the rise in average watts during
the last decade, rent-to-own customers
can get more sound for less money,

Zip __

dealers claim. ''The average wattage has
gone up appreciably. Even low-end
units have more power than high-ends
did ten years ago;' says Grauel. Power
transistors and integrated circuits have
overridden heat problems previously
caused by high wattage, he says.

Customers of the nine Home TV and
Appliance Rental stores in Nevada and
Arizona want high, but affordable,
wattage, says chain president Robert
Palko. "We find the 50- to 100-watt per
channels are the most popular. We don't
rent below or above that;' he says.

The change in wattage expectations in

just the last few years has been a little
surprising, admits Coolidge. ''A couple
of years ago they weren't looking for

continued
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Association of

Progressive Rental Organizations

Have you made

plans to renew your
APRO membership?

Regular Membership
Up to $500,000 annually $ 300

$500,000 - $1 million annually $ 600

$1 million - $2.5 million annually $ 900

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

Associate Membership
All Suppliers $ 300

For more information contact the

APRO otiice at 512 478-6521

audio. Summer is the worst time for
most stores because potential cus­

tomers are too busy enjoying outdoor
activities.

"Summer is the hardest time to rent.

Twenty-five to thirty percent of my ste­

reo inventory winds up sitting in the

shop during the summer;' says David

Shapero, owner of two Sir Rental stores

in Louisville, Kentucky.
It's a different story for Austin-based

Quality Rentals, whose best audio sea­

son is summer. Austin customers also
are outside, but they like to take their
music outdoors with them, explains
Palmquist. "It's a beautiful weekend
and they decide to have a backyard
party. They rent a big system and set the

speakers out in the yard and invite the

neighbors over. You notice the same

thing with your advertising. People
watch less TV in the summer, they're
listening to the radio, so we budget
more advertising for radio in the
summer:'

Hi-tech improvements in the last five

years have affected audio, but some of
the latest gadgets have not yet hit the
rent-to-own industry full-force, say
dealers.

Higher wattage, dual cassettes,
graphic equalizers, quartz-locked tun­

ing, and digital readouts are those fea-

tures that have gone from inclusion in

only the upper-end units to being
standard equipment today.

Compact disc players are being
offered by 20 percent of the rental �
dealers in a recent APRO survey. As de­
mand picks up and prices come down,
many dealers predict that they will in­
clude the players as standard inventory.

Though he jokes that Iowa is "about
a year behind the rest of the world;' Ker­

ley'S Rentown stores are among the ,,:;

most aggressive in pursuing the com­

pact disc player market. They are in­

cluding the players in their top-of-the­
line 100-watt Fisher units, with plans to

soon place them in 50- and 30-watt units
as well. "We've had some requests for,
them; that's why we got them. People
are looking for wattage, speakers, and

special features, especially the compact
disc player;' says Kerley. The CD players
add $30 a month to the IOU-watt sys­
tems' rental. They rent for $38 alone,
but so far no one has rented a CD player �'

by itself, says Kerley.
Shrader has offered CD players for

over a year. He started with one demon­
stration player for every store as a stereo

promotion. "We found it was a good
piece to attract people to stereos. You
could rent almo-st at whim any stereo

you wanted because people could see

more than 50 watts;' she says. "Now

they shy away from anything that
doesn't have at least 50 watts:'

From 'he Audio File
Like most rent-to-own products,

audio favors definite seasons. Fall and

holidays were cited most often by
proprietors as being the best time for

hatle! J Our 30th Year
I.] �iii J I : 11 iii: ttl •

Your Complete Furniture Supplier
We stock merchandise from 20 name-brand manufacturers.

Weekly deliveries made in the North Texas area.

PO Box 1546 • 2701 Ludelle St. • Ft. Worth, TX. 76101 • 817 534�1796 Metro 429�7133
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its potential with a CO:'
CDs remain only five percent of

Shrader's audio business, but he enjoys
being a leader in offering the new

equipment and expects requests to in­
crease this fall. 'We like to be on the cut­

ting edge. It's not a big number for us

yet, but in the next year it may be as

strong as cassettes or turntables:'
Few customers have shown an in­

terest in the audio aspect of hi-fi VCRs,
say dealers, but this, too, may catch on

in the rental-purchase industry.
"It (hi-fi) is starting to come in. It's not

a percentage of the market yet, but it's
there:' predicts Grauel.

"I think it's going to go like crazy this

� winter:' agrees Kerley, who is stocking
up on hi-fi VCRs. "The sound is so

much better. Stereo helps, but it's the
hi-fi that really makes the difference. If

you put hi-fi on even a two-head VCR,
it really sounds good:'

Others aren't so sure. James Burnett
y says, "I don't think that hi-fi is going to

be a big factor in rental. They're buying
and renting VCRs to watch � not for
the sound:'

Audio rent-to-own products have
come down in price because of hi-tech
advances in manufacturing, observe

"'-

dealers. Products also look better, with
attractive cabinetry and more glass fea­
tures. More dealers are sticking with
well-known brand names. And once

undiscriminating customers are now

expecting bigger stores, nicer displays,
and better equipment.

'We started out with 1200-square-foot
., stores. Now most of our stores are 5,000

square feet. We won't even consider
outlets under 3,500 square feet:' says
Burnett. "In my stores, it used to be that
customers didn't care what you had.

They didn't care what they rented.

,. Today the displays are nicer. People are

looking for quality:'

Bells and Whistles

What's in store for audio? Probably
even higher wattage and more bells and

"" whistles, say dealers.
"Lots of bells, lights, and whistles.

That's what I see;' chuckles Mike Ker­

ley. "Lights that blink at them. Cus­
tomers like that. A lot of them may
never learn anything about a unit, but

c;. they like those features:'
Manufacturers concur. "The more

buttons and bells the better:' says
Wayne Lovelace, Southwest sales man­

ager for Pilot Audio Systems.
"You're going to see low-end stereos

with a lot more graphic equalizer
bands, for instance. Right now low-

PROGRESSIVE RENTALS/October
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At BargaIn Basement Pnces
With 1ravelMaster cases, your rental

VCRs get the best possible protection for
the price.

1ravelMaster puts two tough walls
of hard polyethylene and plenty of solid
foam padding between your VCRs and
the threatening realities of the rental
world outside. It's simply hard to beat
1ravelMaster protection.

Especially at the price.
Call toll free for the name of your

nearest TravetMaster distributor.
Then see how little it costs to give
your VCRs the high rent protection
they deserve.

THE HIGH TECH, lOW COST
HARD SIDE CASE

CALL TOLL FREE

1-800-334-0551
in NC, call 919-821-0877

«S�uthern Case, Inc.
� PO Box 28147

Raleigh, NC 27611

ends have three to five bands. In Janu­
ary they will have seven to ten. When

you move the band, more lights will
come on to indicate treble, bass,
woofers, and tweeters," he says.

Even with the improvements, the

price of low-end stereos will remain the
same, says Lovelace. "Prices are coming
down so that a unit having a single cas­

sette now will cost the same with a dou­
ble cassette:'

Because audio products are not

necessity items in the same sense as

refrigerators or washers and dryers,
most customers, particularly families,
would sooner give up a stereo than a

practical appliance if they had to cut
rental budgets, say dealers. Yet there are

die-hard audiophiles out there, at least
one or two to every store.

Says Burnett: "If we put six products
in a customer's house-let's say a TV,
stereo, refrigerator, washer, bedroom
suite, and living room suite, first thing
he'll give up is his bedroom suite, then
washer, then living room furniture, his
TV, and then the refrigerator. The last

thing he'll give up is his stereo:' PR

Carla Mathews is Associate Editor of
PROGRESSIVE RENTALS.
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Audio Still Big News
Rental of packaged audio systems

and audio/video home entertainment

products continues to be a growth cat­

egory for rental dealers.
On the average for APRO member

stores, 40 to 45 percent of dealer rentals
come from renting televisions, while
stereos make up another 15-20 percent
of the average dealer's total rental. Com­

bining audio with video to make one

home entertainment system is a natural
outgrowth of the popularity of audio
and video in rental. The marriage of
audio and video in a home entertain­
ment system could increase the average
rental sale by 30 percent.

Big News
The big news from the Consumer

Electronics Show (CES) last June in

Chicago was the new excitement in
audio. The advent of the compact disc
player and its widening consumer ac­

ceptance of the product is being felt
throughout the industry. New pro­
grammability for turntables and tape
decks, combined with high-powered
speakers, keep the consumer interested
and aware of the bells and whistles now

available to him. Products for rental­
purchase keep pace with this trend, as

do rental-purchase consumers.

Quality products and new innova­
tions keep the customer renting. And
we must note, also from the CES show,
that the development of hi-fi VCRs,
stereo broadcasting for hi-fi television
reception, and digital audio for TVs is
further evidence of the dramatic blend­
ing of audio with video. A growth of 12
to 15 percent over the next few years is
the projection of industry experts for
audio and video products.

Audio Appeal
The appeal for rental of audio and

video products by the consumer con­

tinues to lie in the areas of service and
warranty. A leading consumer publica­
tion cited customers like Jim Bayird
of San Francisco, California,who earns

over $35,000 a year and has a good credit
record. Mr. Bayird has paid out about
$1,500 for a television and stereo

through a rental-purchase plan. :4,

"I pay a little more for the services and

warranty, but it's worth it:' he told the

reporter.
Not only are consumers such as

Bayird becoming aware of the benefits
of renting-to-own audio and video
products, but manufacturers and-sup- -<

pliers are increasingly aware of the
amount of product used by rental
dealers.

"If you call an audio manufacturer
and tell them, 'We need 25 stereos this
afternoon: you'll have them:' observes

..

a leading dealer making a go at the rent­
to-own market. Manufacturers are now

acutely aware of the way product moves

in rent-to-own. Manufacturers are look­
ing for new ways to supply the industry,
and also are developing product exclu­
sively for the industry. This makes elec­
tronic products very attractive to the
rental dealer.

More Growlh
The desire to own the latest state-of

the-art home entertainment is a strong
motivator for the consumer, which en-

�
sures a healthy growth factor for the
rent-to-own industry. Innovative, qual­
ity products now mean, and will con­

tinue to mean, that the consumer elec­
tronics industry is one of the fastest
growing segments of our American

economy. �

Rental figures keep going up well
above all industry projections. Dealers
know that when a good advertisement
-one that shows the best and latest
products and lists the benefits of rental­
purchase-is run, the telephone rings.

Consumers are eager for rental- �

purchase while suppliers solidly sup­
port rental-purchase. The appeal is al­
most irresistible.

Jerry Zarin is president ofPilot Audio/Video
Systems of Brooklyn, New York.



Les Poulson
Sr. vr, Sales

"We know the retail consumer

recognizes SYSCOM™ as 'the name'
in audio rack systems. Certainly, the
rental customer desires the same

quality, reliability, and performance.
We want to be sure you know that
Pioneer's SYSCOM line for '85 is
the strongest Pioneer=has ever

introduced.
"From the standpoint of features,

benefits, cosmetics, and reliability,
SYSCOM is the rack system that,
once it's rented, your customer will
want to own.

"We are extremely optimistic
about '85 because Pioneer SYSCOM
is going to bring more customers
into your store than ever before."

CATCH THE SPIRIT OF THE NEW PIONEER.

Pioneer is a registered trademark of Pioneer Electronics (USA) Inc. ©1985 Pioneer Electronics (USA) Inc.



19 MONTH WARRANTY
A 19 month parts and labor warranty is available on rental,

.

units through Speed Queen distributors,

PORTABILITY
With the Speed Queen Portability • Attach To Sink Faucet

Kit 'I t • Drain Into SinkI , you can easi y conver any new
• Casters Roll Washer To

Speed Queen automatic washer into Any Location
a portable unit.

For more information call Rich Raczynski (414) 748-3121

Speed Queen
Designed To Be Different.

TOTAL FRONT SERVICE
Speed Queen builds the only laundry pair to provide total
front serviceability without moving the washer or dryer from
their installed position,

LOCAL DISTRIBUTION
AND SERVICE Local distribution and an exten­
sive service network provide you with quick, dependable
servicing of your account.

ro1 Speed Queen
�Company

Ripon, WI 54971 ( A Raytheon company)


