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Model 5871MK1
Deluxe AudiolVideo
Home Entertainment
Center with 19" Color
TV Monitor with 105-
Channel Coverage and
Wireless Remote Con­
trol plus Stereo FM/AM
Tuner/Amplifier,5-Band
Graphic Equalizer, Dual
Cassette Decks, Semi­
Automatic Record
Player, Tower Speakers
and Custom-Designed
Rack with Tempered
Safety Glass Doors,
Slide Out Tape Storage
Drawer, Record

Storage plus Wood
Lift Lid

Wireless Remote Con-
CI

trol permits complete
operation of TV and
Stereo from anywhere
in the room.

Model 5991MP3
Deluxe AudiolVideo
Home Entertainment
Center with 19" Color
TV Monitor with 105-
Channel Coverage and
Wireless Remote Con- �

trol plus Stereo FM/AM

Tuner/Amplifier, Clock/
Timer, 5-Band Graphic
Equalizer, Dual Cas- )(

sette Decks, Semi-Auto­
matic Record Player,
Tower Speakers and
Custom-Designed Rack �

with Tempered Safety
Glass Doors, Record
and Tape Storage plus
Wood Lift Lid

Wireless Remote Con­
trol permits complete
operation of TV from
anywhere in the room.



Wood Classics Modular
Furniture
Create Your Own Wall
Unit Using These Five
Stackable Modular Fur­
niture Components
Singularly or In Combi­
nation Open-Face Book
Case; Audio Cabinet
with Glass Doors; lV
Stand; Credenza with
Wood Doors

Model 5005AK6
AM/FM/FM-Stereo
Tuner/Amplifier with
Triple Cassette Decks,
Built-in 5-Band Graphic
Equalizer and Digital/
crock Timer plus Semi­
Automatic Record
Player, Tower Speakers
and Custom-Designed
Rack with Tape Storage
Drawer and Divided
Record Storage Behind
Tempered Safety
Glass Door

For More Information, Contact Jim Rives,
National Rental Sales Manager
Soundesign Corporation
Harborside Financial Center

Jersey City, New Jersey 07302-3948
1-800-333-3092
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they get it in this issue. The appliance
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APRO Special Report covers

the annual convention in New
Orleans. If you weren't there,
you can find out what

happened. If you were there,
you can relive the memories.
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The Rent-To-Own business is unique and RTO stores
have unique problems. When a store is small. simple
manual controls can be effective. The basic paper contract
is easily understood and captures all the information you
need to stay in control of your business. But as you grow,
you begin to lose track of customers,
payments, andjust how profitable or

unprofitable each item has been.
Your simple solution will generate a

complex and time-consuming moun­

tain of paperwork. The question is
how to make life simple again?

The UNIQUf: system makes life simple by comput­
erizing the paperwork. The screen on which all transactions
take place looks just like the age-old invoice (above). And

just like a paper invoice, all RTO payments, merchandise
sales, and even video rentals are done on this one screen.

The Unique system creates RTO con­

tracts just like your manual system.
Furthermore, you get reports on

BaR, cashflow, late payments, col­
lections, inventory status, and other
information that your manual sys­
tem could never provide.

Innovative solutions. That's what
makes us unique.

1·1-1 Unique
Business Systems
Santa Monica, CA
213-396-3929

I · I · I · I · I · I · I · I · I · I · I · I ·

©1987 Unique Business Systems. All rights reserved.



THE DIRECTOR'S DESK

The 1987 APRO Convention in New Orleans was a tremendous success. Rec­
ord attendance, a record number of exhibits, and what surely must have been
a record amount of fun had by the members attending the convention. New
Orleans will be hard to top, but plans are already in progress for the 1988 Con­
vention in Las Vegas.

APRO's industry survey was announced at the convention. The survey is

designed to gather industry statistics for rent-to-own. As Ed Winn pointed out
in the general session at the convention, the importance of this survey cannot
be overemphasized. All APRO members should have received questionnaires
in mid-August. Deadline for returning the completed questionnaire is Sep­
tember 15. If you have not completed the survey, please do so, and mail it

immediately.
The convention theme, ''Advancing To The Future;' seems particularly

appropriate after hearing the various reports given by APRO officers and com­

mittee chairmen at the general session. APRO was born only seven short years
ago when a handful of rental dealers met and formed a trade association to
deal with common problems and to promote the general welfare of the mem­

bers and inspire public esteem of the rental industry. Since that first meeting
in 1980, APRO has grown to a membership of more than 500 companies
representing close to 3,000 rent-to-own stores.

Legislative and legal problems came to the forefront early and continue to
be the major thrust of the Association's programs. Much progress has been
made with the passage of favorable rent-to-own laws in 12 states and favorable
legislation pending at the federal level. Although the groundwork has been
laid and progress has been made, there remains an enormous amount of work
to be done to pass favorable legislation in the other 38 states and at the federal
level. APRO and the rent-to-own industry are on the threshold of a new era:

an era when rent-to-own is recognized as a major force in the U.S. economy.
As would be expected, APRO has experienced some growing pains due to

the rapid growth from a handful of dealers inc 1980 to its current position as

a large nationaltrade association. The Association is now entering a new period
of stability when we can begin to formulate long-range strategic plans for the
development of the Association and the industry. APRO continues to grow,
but at a moderate pace. There is strength in numbers and the Association will
increase its efforts to enlist those rent-to-own dealers who are not members
at this time. APRO represents and benefits all rent-to-own dealers, and renewed
efforts will be made to bring in new members to be a part of the team.

Yes, APRO is ''Advancing To The Future" with renewed optimism and confi­
dence that the future is indeed bright for rent-to-own.

-Executive Director
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FEATURE BY SUSAN K, ELLIOn

Make Appliances Part
Of Your Winnin Team

Dealers call them most reliable rental products

When rent-to-own dealers gather to

talk shop, someone may recall how

Barry Gambini stumbled into appliance
rentals nearly 20 years ago. With a batch
of turquoise, coin-operated washers he

pioneered in a segment of rent-to-own
that most dealers say they wouldn't be
without today.

Gambini, an APRO founder and
former APRO president who was CEO
of RTO Inc. and is now a rental indus­

try consultant, accepted a group of 20
used, coin-operated washers in trade
for some Maytags he had sold through
his retail laundromat supply business.
These antiquated machines-with

glass tops-were in good working
order. His service department set about

cleaning them while Gambini consid­
ered their future. They were too out­

dated to be used further in a laundro­
mat, and their coin boxes limited their
resale value. What to do with them?

The plan he developed was really
more humanitarian in concept than

profit-oriented. Gambini decided to
rent the washers at low prices to

migrant farm workers who were trying
to survive in the San Joaquin Valley.

"We figured;' he explained, "that if
there was anyone who really needed
those washers, it was the farm workers
in their camps. So we put an ad in the

paper advertising an extremely low

weekly rate, and they were rented

immediately. The farmers leased them

8

they plan to do so in the near future.

Appliances have smaller profit mar­

gins than other rental products, but can

still generate a substantial 20 to 35 per­
cent of a store's income. Dealers note

that appliances stay out on rent longer
and go to term more often than other
rental products. The introduction of

longer warranty programs (18 months ;.

and longer) by some companies will
eliminate one of the chief problems
encountered by dealers-repair
expenses during the rental contract

period.
Almond continues to compete with

white for honors as the most popular
color choice, while customers' willing­
ness to accept more sophisticated
products means higher profits for many
dealers.

Tom Kitchens, national rental man­

ager of Whirlpool's Special Markets �

division in Benton Harbor, Michigan,
reports tremendous growth in the past
few years.

"The appliance rental market is very
positive for us;' says Kitchens. "Our
sales to the rental market have gone up
considerably in the last two years, prob­
ably 50 to 60 percent in that period of
time, so we're very pleased:'

Whirlpool has provided appliances to
the rent-to-own market since 1979.
Asked to comment on improvements in
the field, Kitchens pointed to changes
in rental marketing.

Turquoise is not
mentioned as a color
preference today nor
are coin boxes
considered a plus, but
dealers large and small
report that appliance
rentals are a solid port of
thei r profit pictu re.

for their camps and many even put
them in their homes, coin boxes and all.
That's how I got started in the rental

industry;' Gambini says, "with 20 tur­

quoise-colored washing machines:'

Today's Marke.

Turquoise is not often mentioned as

a color preference today, nor are coin
boxes considered a plus, but dealers

large and small report that appliance
rentals are a solid part of their profit pic­
ture. An informal survey of rent-to-own

dealers across the country reveals that

growth in appliance rentals is keeping
pace with that of the entire rent-to-own

industry and is expected to continue in
the coming years. Dealers who have not

built a strong appliance business say

August-September 1987/PROGRESSIVE RENTALS



Training is a critical element in a

store's success with appliance rentals.

Whirlpool offers solid support to its
clients to simplify the store manager's
job.

"We've even gone so far as to furnish
trainers to do videotapes for one of our

customers and then we've had sales

training programs across the United
States for some of the others where they
actually brought their store managers
in and we trained them. So, yes, we do

support that along with a lot of data
from our own education center here;'
says Kitchens.

"For example, we have sales training
tapes on the laundry equipment that we

produce, which is more geared to the Odie Lindsey of Magic Chef in Cleve-
retail side of the business, but it's use- land, Tennessee, sees the appliance
ful to the rental business, too. market "maturing as compared to

"We schedule training as the rental growing two years ago. We're not open-
companies need it. We have ongoing ing as many outlets as two years ago,
sales and service training here at our and I think people are beginning to

education center in Benton Harbor. For organize in terms of groups, if you will,
the first time since last year, we've had like a ColorTyme, like a Rent-A-Center.
rental companies participate in sales There seems to be an attempt to

training seminars and service training organize for the purpose of sharing
seminars, so we're very pleased with information and buying.
that as well:' "In total, we have been selling appli-

Whirlpool customers continue to ances to rental dealers for many, many
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More Nationally
Branded Merchandise

"Dealers are doing a lot more promo­
tion and they're using nationally
branded merchandise, not only in

appliances, of course, but also in the
electronics field;' says Kitchens. "In and
of itself, this technique creates a major
draw for retailers in getting more cus­

tomers into their store. I think retailers
are becoming more sophisticated in
their marketing techniques.

"The future still looks very good to us.

Our growth will be upwards of 10 to 15

percent a year. That's what we're expect­
ing anyway. And we're looking at con­

tinuing to do very good business with
the customers we already have:'

,,"' Appliances have smaller
profit margins than other
rental products, but can

still generate a substantial
20 to 25 percent of a

store's income.
""

Whirlpool Supports
Training

The introduction of longer
warranty programs by
some companies will
eliminate one of the chief
problems encountered
by dealers,

order a mix of colors. "The most popu­
lar appliance colors are still white and
almond;' Kitchens says. "They're get­
ting pretty close in popularity. In laun­

dry equipment it's still about 60 percent
white and 40 percent almond, and
when you get into refrigeration it
reverses and goes 60 percent almond
and 40 percent white, but they're just
very close:'

Whirlpool's standard retail warranty
on all products is one-year parts and

labor, and for refrigeration, an addi­
tional four years on the seal system,
"which is a pretty standard warranty
throughout the industry;' Kitchens

says.
"We seem to be moving middle- to

upper-level quality products. We're cer­

tainly not selling the lower-end,
builder-type products or things of that
nature. We're not heavily into elec­
tronics yet. We're not selling a lot of
those, in laundry or washers. It is the
mid- to upper-end line without elec­
tronics products that dealers are

ordering".
Are microwaves building a following?

"We're doing better than we've ever

done in microwaves, but it's still less
than 10 percent of our volume. Micro­
waves still aren't a priority item for
rental customers. It's pretty much the
necessities of a washer, dryer, refriger­
ator, something like that. We're doing
well with microwaves, but not as well
as we do with our necessities:'

MarketIIMaturing"
Says Magic Chef

years. I've personally been selling them
to rental dealers for 15 years, but we

have only developed a specific rent-to­

own program and pricing for two

years."
Magic Chef's sensitivity to rental

dealers' concerns is reflected in its new

warranty program. "One of the suc­

cessful programs we have used has
been a 19-month, extended warranty;'
says Lindsey. ''A 19-month warranty is
an option for a dealer. What that does
is allow a rental dealer, who generally
rents for 18 months, not to have any con­

cerns over product failure that might
occur after a standard 12-month

warranty.

He has only recently
decided to put more

emphasis on renting
white goods, following a

buildup in furniture.

''As the market does mature, I think
the successful rent-to-own dealers will
offer more deluxe products than they
have in the past. I think there's been a

tendency to offer only lesser-featured

products and I think these deluxe

products are desirable to customers.

The other thing I think would be very
profitable for rent-to-own dealers (and
that they are beginning to do more and

more) would be to offer a choice. Per­

haps one of the choices will be to offer
more deluxe product, so that for only
a few more dollars per week or month

they can increase their margins.

Training is a critical
element in a store's
success with appliance
rentals,

"Many dealers offer only one washer
and one dryer and they rent it for 18
months. The customer pays a given dol­
lar amount per month. In many cases

the dealer can buy a deluxe laundry pair
for $25 more and over the 18-month

period the store could get two or three
hundred dollars more for that addi­
tional $25-cost product, just because of
the features that the rental customer is

prepared to rent. It represents. an out­

standing opportunity for rental
dealers;' says Lindsey.

Magic Chef recognizes the impor-

9



Avanti Products
zo. SOX 52G604

Miami, IlL 33152:
(305) 592-

Compactr
bars, sF,
washerl
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In contrast to some of the others sur­

veyed, Power says microwaves are a

strong item in Americans' Rent-Io-Own
stores. "I see the microwave market

improving all the time. The microwave

Although Gary Trumble's Rent-L- market used to be only 3 or 4 percent
Center Inc. in Reed Center, Michigan, of our business. Now it's 7, 8, maybe 9
has been offering appliances since 1981, percent.
owner Gary Trumble reports that his "Washers and dryers are the number
stores are "light on appliances:' He has one appliance that we rent and they're
only recently decided to put more about 20 percent of our BOR. They rep-
emphasis on renting white goods, fol- resent 60-65 percent of our appliance
lowing a buildup in furniture. rentals. We probably have more calls for

"We will definitely be promoting washers than dryers and purchase
appliances more in the future;' says more washers than dryers.
Trumble. "We've been to some of "We rent a washer for a week at $13,
APRO's seminars saying that appli- $12 for a dryer, and $20 for the pair. We
ances are a necessary evil for a rental try to keep four sets in inventory. We do

PROGRESSIVE RENTALS!August-September 1987

I think there's been a

"'< tendency to offer only
lesser-featured products
and I think these deluxe

� products are desirable to
customers,

tance of training support. "We have a

direct sales force of representatives and

they are responsible for product train­

ing. Magic Chef provides rental
brochures as opposed to simply 'sales
brochures. We also have what we call
rental point-of-purchase advertising as

opposed to retail purchase advertising:'
Lindsey adds, "White is most popu- _

lar with our customers. Again, the more

deluxe a customer goes, the more

almond - they will select, but we sell
- more white than anything.

"The last time I looked we were doing
about 60 percent laundry and probably

--.( 25 percent refrigeration, and another 5

percent freezers, and the last 10 percent
in cooking products, either ranges or

microwaves:'

We're doing well with
microwaves, but not as
well as we do with our
necessities,

Trends in microwave pncmg led

Lindsey to question their future sales
volume. "It's really hard to say whether
microwaves will become a bigger item.
I don't think so. I think it's going to go
the other way. The prices on micro­
waves are falling so low that it really is
difficult to get a consumer to rent and
to get that kind of cost from a

microwave:'

I�es, We Know
We Should •••

"

store, meaning that the margins are not

there as they are for some otheritems,"
Up to now, appliances have accounted
for about 2 percent of his stores'
revenues.

Steady As She Goes

In contrast, Warren Power of Ameri­
cans' Rent-To-Own, a chain of 20 stores

headquartered in St. Louis, has already
discovered the importance of appli­
ances to his stores' bottom line. He
believes they have advantages over

some of the other items in his product
mix.

"We have included appliances in our

inventory since 1984. I think appliances
have been one of the steadiest-and
have seen the least fluctuation-of any
of the commodities that we rent, as

compared to furniture or stereos. Appli­
ances are probably-throughout the

year, month in, month out-the stead­
iest merchandise that we rent. We do
have some increase during the summer

on items like .freezers or refrigerators,
but most of the time washers and dryers
are pretty steady.

'We don't handle air conditioners. We

thought about it hard and this summer

we probably should have, because of
the heat. But we don't think the keep
rate is very good on air conditioners and
we don't have the facilities to store that

many air conditioners over the winter.
So we just did not ever get into the air
conditioner business:'

Washers and dryers are
the number one

appliance that we rent
and they're about 20
percent of our BOR,

Manufacturer
representatives are

eager to come in and
give you a full course on

product knowledge.

a lot of our buying on appliances from
a local distributor, so we pick up as

needed. We may go down and pick up
two one day, three another. We proba­
bly make a couple of runs a week.

"Refrigerators have picked up this
summer. We keep four boxes on the
floor, maybe two different models.

Refrigerators make up about 20 percent
of our total appliance rentals and we

have a few freezers. Refrigerators come

in sizes of 14 cubic feet up to 18 cubic
feet, but an average rental would be
about $15.95 a week:'

Slicking to Basics

As for other types of appliances,
Power says, "We don't handle dish­
washers. We have a few of them that are

on rent, but we haven't had that much
of a demand for them.

"The best movers for us are Kenmore
and Speed Queed for washers, and we

use Kenmore and Admiral for refriger­
ators. Our washers are three-speed.

"Customers generally look for a good,
full-size washer with three speeds, not

a high-end model. I don't think they're
really looking to get into six cycles. I
haven't seen demand for the high end.
Customers want a two-door refrigera­
tor, not a side-by-side. We have more

demand for chest freezers than any­
thing. We don't deal in uprights at all:'

Small Problems,
Easily Fixed

Are there difficulties in renting appli­
ances that do not occur in other rental
products? Power says, "I would think
the biggest problem in renting appli­
ances can be solved if people have a

good knowledge of how to service

appliances, especially washers. A lot of
the servicing the local driver can han­
dle if he has any knowledge at all of the
washer. A sock in the pump or some­

thing like that usually causes the break­
downs we fix.

''Refrigerators very seldomhave prob­
lems. Drivers very seldom have a prob­
lem. Your driver can handle most of that
service. Some appliances may have to

u



ADMIRAl: RENTALS.
QUALITY APPLIANCES

BUILT TO 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 or 15 cu. ft. upright freezer, or

energy-conserving chest models in
6 to 25 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 20-pound capacity or solid
elements range.

Our appliances are backed by a

I-year parts and labor warranty, or a

7-month extension option for a full
19-month package.

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

national service network.
Put Admiral Rentals to work

for you. For more information on

rental profits, contact your local
Admiral distributor:
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ADMIRAL
HOUSTON, TX NASHVILLE, TN ROANOKE, VA
Earl McMillian Sales, Inc. T & T Distributors Mason Dixon Distributors

DISTRIBUTORS (713) 467-1751 (615) 320-7200 (703) 342-6000

INDIANAPOLIS! NEW ORLEANS, LA SALT LAKE CITY, UT-..(
ALBUQUERQUE, NM BURLINGTON, VT FT. WAYNE, IN United Distributors, Inc. S R. Distributing, Inc.
Cunningham Distributing, Inc. Vermont Appliance Company Wayne Distributing, Inc. (504) 733-7920 (801) 973-2300
(505) 247-8838 (802) 864-9831 (317) 875-5024 NEW YORK, NY SAN ANTONIO, TX
AMARILLO, TX CHARLOTTE, NC JACKSON, MS S. L. G. Corporation Central Distributing Company

.._ Price Supply Company Allison Erwin Company See New Orleans, LA (201) 654-7000 (512) 225-1541
(806) 372-6738 (704) 334-8621 JACKSONVILLE, FL NORFOLK, VA SAN FRANCISCO, CA
ATLANTA, GA CINCINNATI, OH Cain & Bultman, Inc. International Products See Los Angeles, CA
Teco Distributors, Inc. Bimel-Walroth Company (904) 356-4812 (804) 545-1795 SEATTLE, WA
(404) 875-0531 (513) 561-3399 KANSAS CITY, MO OKLAHOMA CITY, OK Amfac Electric Supply Co.

BALTIMORE, MD COLUMBIA, SC Universal Supply Inc. Modern Distributors, Inc. (206) 251-9090

� The Zamoiski Company Associated Distributors (816) 474-9400 (405) 528-4537 SHREVEPORT, LA
(301) 539-3000 (803) 771-0390 KNOXVILLE, TN ORLANDO, FL See New Orleans, LA

BILLINGS, MT DALLAS, TX Selex, Inc. See Miami, FL ST. LOUIS, MO
American Appliance Co. T & W Distributors, Inc. (615) 524-5451 PENSACOLA,FL MC Distributors
(406) 252-0188 (214) 637-3160 LITTLE ROCK, AR The Lewis Bear Company, Inc. (314) 231-6350
BIRMINGHAM, AL DES MOINES, IA Mapco Gas Products, Inc. (904) 438-9651 SYRACUSE, NY
Sunbelt Appliance Larsen Olson Company of (501) 835-2252 PEORIA,IL Fayette Dis!. Corp.
Sales Corp. Iowa, Inc. LOS ANGELES, CA Appliance Distributors, Inc. (315) 475-9955
(205) 956-9701 (515) 282-2824 Bercor Distributing Corp. (309) 692-2430 TAMPA, FL
BLUEFIELD, WV EL PASO, TX (714) 739-4600 PHILADELPHIA, PA See Miami, FL
Mason Dixon Distributors Cunningham Distributing, Inc. MEMPHIS, TN Peirce Phelps TAYLOR, MI
(304) 325-5475 (915) 533-6993 Sunbelt Appliance of (215) 879-7000 Radio Distributing Co.
BOSTON, MA FARGO, ND Memphis PHOENIX, AZ (313) 295-4500
Tanol Distributors, Inc. Burghardt, Inc. (901) 398-2358 Cunningham Distributing, Inc. WATERTOWN, SD
(617) 828-7454 (612) 546-8800 MIAMI, FL (602) 233-1301 See Fargo, ND
BUFFALO, NY HARRISBURG, PA Cain & Bultman, Inc. PITTSBURGH, PA WICHITA, KSK-Builders Appliance Supply Peirce Phelps (305) 625-0461 See Youngstown, OH Liberty Distributors
(716) 668-1353 (717) 761-0240 MILWAUKEE, WI PORTLAND, OR (316) 264-7393

Merco Corporation G & C Distributing Co. WILKES BARRE, PA
(414) 961-3200 (503) 288-022l See Philadelphia, PA
MINNEAPOLIS, MN RICHMOND, VA YOUNGSTOWN, OH
Merco Corporation Bluefield Distributing Co. Dorrance Supply Company(612) 941-3550 (804) 649-7521 (216) 746-6533
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In Hawaii, customers
don't really want the
upright because when
they go fishing they want
to be able to put a
whole fish into it,

have parts replaced, but most service
calls the driver should be able to handle.

"Drivers and delivery people install
our washers and dryers. Our managers
of each store ride with another driver
for on-the-job training, plus we have a

program we send them through in
maintenance and installation of
washers and dryers. It is a very simple
procedure to install these appliances:'

Training is simplified with support
from appliance suppliers. "Manufac­
turer representatives are eager to come

in and give you a full course on prod­
uct knowledge;' says Power.

"Our warranties have been very
good. There is a chance to purchase an

extended warranty of up to two years
and I think that's beneficial. We're look­

ing forward to getting that new war­

ranty." He also expects the new

bottom-mount refrigerators to be a big
improvement.

Power has found that renting appli­
ances need not be complicated. "We
don't market appliances any differently
than our furniture or stereos. We don't
have any special promotions for white

goods:'
Power sums up Americans' Rent-To­

Own position: "I do expect the market
to grow. Just like every phase of our

store, I expect appliances to have
increased growth. Appliance rental has

always been a strong part of our pro­
gram and we expect it to continue:'

In the West

Mark Bartholomew, operations man­

ager for Canyon TV & Appliance Rental
in Las Vegas, has a similar assessment
of the market. (Canyon operates 11
stores in Nevada, Arizona, California,
and Hawaii.)

'We've been in appliance rentals since
the stores' inception in 1981. I think

appliance rental is growing only in the
sense that the rent-to-own business is

growing in popularity. I haven't seen

any increase. I think laundry products
seem to be the biggest category.

"Our average price for a washer rental
is $50 a month. We don't have to keep
items in inventory because we are for-

14

"I think 90 percent of all service prob­
lems on appliances are due to improper
installation. Our store personnel don't
do any repairs. We do the initial instal­
lation as far as hooking it up and run­

ning it through a few cycles, which is
not a major thing. But if it's not done

right or all the packing material not
removed properly or the dryer's not

vented, then it just creates service prob­
lems down the road, which just means

more expense to the company.
"We have had no problems with war­

ranty programs:'
What advice would Bartholomew

offer another dealer who does not carry
appliances yet? After breaking into a

long, hearty laugh he said, "Don't carry
them. You wouldn't want them. They're �

too heavy. Too much trouble, Leave
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tunate to have distributors here, so I just
pick them up as I need them. We prob­
ably order four to five a week. It runs

in spurts. One week of the month you
go crazy with them, then another it's

nothing.
"A dryer runs right around $39 a

month. Some markets that we're in,
washers and dryers are synonymous.
Other markets, customers won't even

touch a dryer. If they've got a good cli­
mate where they can hang up laundry,
it seems the dryers are not important to

them.

We've been fortunate
that the companies we
deal with have been
willing to come by our
stores periodically and
do training with
personnel,

''A refrigerator runs around $76 a

month. We carry the standard 17-to
19-cubic foot because manufacturers

change them. We do carry side-by­
sides. We've only been handling them
about 16 months. Refrigerators and
microwaves are probably rented the
least.

"I don't see much growth in micro­
waves. I think the biggest thing our cus­

tomers use them for is heating things
up and they're not really cooking with
them. Over the holiday season they go
a lot because people want to prepare
their Christmas or Thanksgiving meals
with them.

''After washers and dryers, freezers
are our most popular item. Again,
depending on the market, we have both
chests and upright. In Las Vegas,
uprights do best. In Hawaii, customers
don't really want the upright because
when they go fishing they want to be
able to put a whole fish into it. They
don't want to cut it up. But that's really
a market type variance:'

We don't think the keep
rate is very good on air
conditioners and we
don't hove the facilities to
store that many air
conditioners over the
winter,

I think the market's
improved and more

younger people realize
it's a way to eventually
own the product versus

using the landlord's
appliance.

Bartholomew says, "We do no rentals
at all in stoves or air conditioners:'

As far as appliance preferences, he

says, "We've carried Whirlpool, Wes­

tinghouse and Gibson-they're all from
White Industries, so it's really the same

machine with a different name. I don't
know that we've had a real problem
with any of those brands we've carried.

"In washers we have two-speed
models. We normally stick to white or

almond, more almond than ever before.
Almond is our first pick because it's a

more neutral color and goes with any­
thing, then white.

"In our mainland locations, Las Vegas
and Phoenix, store personnel handle
installation of washers and dryers. In
Hawaii, because of insurance rates and
the people who do our appliances, we

have a separate warehouse with a set­

up crew for appliances.
"It is most definitely important to

train personnel in appliance knowl­

edge;' says Bartholomew. "We've been
fortunate that the companies we deal
with have been willing to come by our

stores periodically and do training with

personnel.

Get It Right the First
Time



 



them alone." (More laughter.) "Seri­

ously, I guess the best advice is that as

with anything you ever do, emphasize
product knowledge, knowing what

you're doing and creating a trained
staff:'

WCISees New
Customers and
New Dealers

Richard J. (Dick) Clark speaks for a

major force in appliance sales, WCI in
Columbus Ohio, manufacturer of

Frigidaire, Gibson, Kelvinator, Tappan,
White-Westinghouse. He sees the mar­

ket becoming stronger for several
reasons.

"I think the market's improved, and
more younger people realize it's a way
to eventually own the product versus

using the landlord's appliance. The
mom and pop in the appliance business
have also opened up a portion of their
business to the rental area. By being
established locally and knowing the
area in which they have done business
for years, they can control appliances
that are placed out on a rental. Their

reputation has helped them in the
rental segment of the business.

-

"Their advantage is the combination
of sales and service-having the repu­
tation in their local area, and say, being
an acknowledged appliance person,
where somewhere else the salesperson
might not be that familiar with the

appliance. You always have the owner's

reputation and this person has been in
the appliance business and now he's

selling appliances in the rental busi­
ness. It's more of a natural.

The biggest problem in
renting appliances can
be solved if people have
a good knowledge of
how to service
appliances, especially
washers,

"Our Gibson appliance company has
been around for 110 years. How long
has the rental business been around? In
some areas it's probably started by put­
ting appliances, or used appliances,
into rental properties. It was a combi­
nation. It just led naturally from apart­
ment rentals to appliance rentals. And
now, with the rent-to-own concept
more people are getting into it:'

16

"In some areas of the country we have

stronger brand identification for a par­
ticular line. So, a brand that's doing very
well is also into the rental business in
that area. In some programs the rental
store starts offwith a small requirement
of a washer and dryer every other week
and they cap. go by a distributor and get "There are some very good profes-
one on a will-call basis, probably mak- sional services around to assist retailers,
ing payment when they pick up. This such as the forms that are in the rental
is practical except when you get into a business, and the training that APRO

larger operation where you have a more gives, for example. I think the organi- �

sophisticated system of order entry and zation has taken a lot of the manage-
tie-in. ment skills and investment areas, and

"I think the growth will continue. I if you belong to APRO, I think every-
can't predict any volume, but as each thing's rightthere to make a new rental
rental account adds another location account a success. (It's always good to

you have that growth. It's like any other praise APRO because they do have a

business, the ones that are still around good organization.)"
are the ones that will grow. Most of continued on page 44
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I think the growth will
continue. I can't predict
any volume, but as each
rental account adds
another location you
have that growth,

Clark explains one area of growth that
still has great potential. "Going back to

the younger people, they are asking,
'What if I have my own appliance, how
much can I save on my monthly rent?'
If there is a $20 or $30 difference then

they can go to a side-by-side refrigera­
tor and they know that at the end of two

years that side-by-side refrigerator will
be theirs.

"We have five major appliance
lines-Frigidaire, Gibson, Kelvinator,
Tappan, and White-Westinghouse. We
do not have a uniform program for all
five appliances. Hopefully, someday we

will, but at the present time the war­

ranty that we sell at retail through a

retailer or distributor is the one that is
offered to the rental business. But of
course, when you have a quality prod­
uct, it doesn't matter if it's one year or

five years. And of course, that's what
WCI makes, quality products. _

How long has the rental
business been around? In
some areas it's probably
started by putting
appliances, or used
appliances, into rental
properties,

them (rental dealers) start off with a

very low financial investment so the
credit aspect of it is also restrictive by
good (appliance) companies who are

�

concerned about protecting their
investment, but I think they're around
to stay:'

I think some of the stores
are starting to realize that
the higher quality can
also bring a higher price
and a higher profit,

How does WCI help the retailer? "We
have some display materials on the

White-Westinghouse brand. All brands,
if they franchise a rental account, will
work in supplying literature and sales

training to their personnel as far as

product knowledge and product orien­
tation. They will basically provide any
other assistance requested, depending
on how the rental dealer plans to g<?

We prefer to offer higher­
quality appliances
because they hold up
longer,

"Most stores have their own national

advertising program or a local program,
so sometimes it's not necessary to'
advertise appliances separately because

anything like that affects the price.
Some prefer to do it on their own.

We find that the summer
months are particularly
strong, There is an
increase in white good
rentals from May to
August, so we offpr more

specials then,



 



LEGAL BY JAMES D WALKER JR.

Rental Contracts
UnderAHack

This article is for our advanced stu­

dents. It is especially intended for those
who write or review rent-to-own con­

tracts. It discusses a new theory being
used to attack our contracts in

bankruptcy court. The remedy is easy,
but requires some advance planning.

In the bankruptcy case, our customer,
the debtor in bankruptcy, proposes to

rewrite the contract to pay the remain­

ing lease payments necessary to acquire
ownership over 36 months through the

Chapter 13 trustee. This arrangement,
if accepted by the court, postpones the
realization of income from our property.

There is a worse consequence in some

cases. The debtor may propose to value
the property at its fair market value and

When the court looks at
our used color portable
or sofa and considers the
amount it would bring at
a yard sale or used
furniture store, we can
end up receiving less
than our cost in the item.

pay that amount rather than the pay­
ments remaining on the contract to

acquire ownership. When the court

looks at our used color portable or sofa
and considers the amount it would

bring at a yard sale or used furniture
store, we can end up receiving less than
our cost in the item. Worse still, pay­
ment of this amount might be extended
over 36 months.

These consequences are quite com­

mon to the retail installment sale credi-

18

A NeVI Wrinkle in Chapter 13 Cases

This result can be avoided if the con-

Now for the new angle, take a look at tract provides for the debtor to exercise
the early buy-out provision of your con- the early buy-out option by a tender of
tract. Does it say that the customer can cash in the amount required to exercise
elect to purchase the property by agree- the early buy-out right. The term "ten-

.

ing to pay the fair market value l7sS der" implies payment in full simultane-
credit for previous payments? Or does ous with the exercise of the right. The
it say that the debtor may purchase the following two examples contain termi-

property by electing to pay a percent- nology that illustrates the principle:
age of the amount designated as the "You [the renter] may purchase
unpaid portion of the scheduled pay- the [rental] property at any time
ments? In either case, it is possible that by tendering to us [the rental
the debtor may, in a Chapter 13 case, dealer] full payment in cash in the
convert the rental agreement to a debt amount of the fair market value of

purchase transaction by making that the property specified in the
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Unlike an installment sale
contract an executory
contract cannot be
rewritten by the debtor in
his Chapter 13 plan.

tor. We are beginning now to convince

bankruptcy courts that our mode of

doing business does not lend itself to

these consequences. As a lease, rather
than a sale, the bankruptcy law

prescribes a different treatment for us.

A lease is known in bankruptcy law
as an executory contract. An executory
contract is any contract that is not com­

pleted and requires additional perfor­
mance on both sides.

Unlike an installment sale contract,
an executory contract cannot be rewrit­
tenby the debtor inhis Chapter 13 plan.
It must instead be accepted or rejected
within 60 days following the filing of the
case. If it is accepted, it must be paid
according to its terms and any arrearage
or default in the contract must be cured
at the time of the acceptance of the
contract.

There Is a Way Out

election within the Chapter 13 plan and

simultaneously proposing to pay that
debt through the plan over 36 months.
In other words, the debtor agrees to buy "

the property according to the earlybuy­
out terms of the contract and converts
that obligation to pay for the property

.

at that time to an installment payment
obligation.

In these kinds of contracts, by elect­

ing to purchase the property and advis- A!

ing the rental dealer of that election, in

theory, a debt is created. After the cre­

ation of a debt, the customer/debtor in
the Chapter 13 case can handle that debt

by proposing for its payment over a

period of time. Extending payment of
debts is a common practice in Chapter
13 cases.

This arrangement if
accepted by the court
postpones the realization
of income from our

property.

Sample Provisions



We are beginning now to
la( convince bankruptcy

courts that our mode of
dOing business does not
lend itself to these
consequences,

rental agreement, less 40 percent
of all rental payments paid pur­
suant to this agreement."

"You [the rental customer] may
purchase from us [the rental

dealer] the [rental] property by
tendering to us [the rental dealer]
in cash a sum equal to 55 percent
of the unpaid amount of the total
of scheduled payments as shown
in this agreement:'

There are certainly other ways to

word the provisions of this paragraph.
I believe the general idea should be

apparent from these two samples.
There is one court decision that has

dealt with this issue in a very limited

way. That decision was favorable to a

rental dealer. It held that the rental con­

tract was a true lease agreement.

Ot!s'II�.�
Your Complete Source

for Furniture

The troublesome thing about the
decision was that it found that the
debtor had failed to exercise his rights
under the early buy-out option by not

giving notice to the rental dealer of his
election to buy the property. Presuma­

bly, the decision in the case would have
been different if the debtor's attorney
had produced evidence of notification

by the debtor to the rental dealer of his

There is one court
decision that has dealt
with this issue in a very
limited way.

election to exercise the early buy-out
option. That notice could have come in
several forms including the specifica­
tion of that intention in the debtor's

plan.
If the contract is construed to permit

the debtor to make that election by
doing nothing more than to simply
declare it, the obligation to pay for the

property can become a debt suitable for

adjustment in a Chapter 13 bankruptcy
case. We must be sure that the debtor
is not permitted that option by a mere

declaration but is instead required to

actually tender payment in full of the
amount required by the early buy-out
option. We can do this by plainly
specifying the requirement in the early
buy-out provision of our contracts.

PR

Editor's Note: LEGAL is a regularly fea­
tured 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 &

Colley, Box 1497, Augusta, GA 30903.

VCRS, TVS
STEREO RACK SYSTEMS, ETC.

NATIONAL BRANDS AND

RENTAL PREMIUM INCENTIVES

"INSIDER" PRICES,
LIMITED OUANTITIES

FOR MEMBERS ONLY INFO ANO BROCHURE

1-800-537-5550

U.S. MARKETINC CO.

INSIDERS NETWORK

Name brand quality • Competitive pricing • Daily and weekly delivery
Serving Texas and Oklahoma for 32 years • BWAC Financing

Hatley Dist. Co. • 2701 Ludelle St. • Ft. Worth, TX 76105 • (817) 534-1796

Toll free ordering 800-633-7727 (inside Texas) • Dallas/Ft. Worth Metro 429-7133
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PERSONNEL BY BUD HOLLADAY

Who's Ge"ing All the Best People?

In these days of high unemployment
in one region while workers are being
brought into other areas from afar, it
seems only logical to ask, "Whds get­
ting all the good people?" The chicken­

and-the-egg debate can go on forever:
does the big and successful chain get
big because it has good people, or does
it attract good people as the result of

being big and successful? And where
must the little guy go to find some of
those folks who show up on time and
do reasonably good work?

Consider that if a job applicant has
never made more than $11,500 a year in
his life (or hers, in these days of equal
opportunity to be jobless), what are the
odds of that candidate working tire­

lessly to earn $25,OOO? This guy can't
even imagine what it's like to make
$25,000 a year, much less go for it.

The difference is that one

company lets people get
rich if they make the
company rich, while
another firm tries to go
the cheap route in tnling
those job openings that
always seem to crop up

Of course, the opposite is true as well:
the top-rate manager who's making
$34,800 down the street probably won't
answer your call to fill the $23,750 job.
And if the ownership can't figure out a

way for that $23,750 job ever to become
a $35,000 a year opportunity (through
20

to take another look at your recruiting
methods.)The good people are still

there- they're just not out
of work and reading the
classifieds,

Quality Begets Quality
Those who demand quality and pay �

for it usually get quality. If you're not

happy with BaR and profits, just define

your idea of "happy" and then calcu­
late how much you're willing to pay for

happiness. One dealer decided to sell )--

the company because he "couldn't find

good people:' Funny, the other folks in
town seem to find people who can rent, �

deliver, collect, and control. If not, none

would be able to buy the business he's
selling. �

Most industry veterans would agree
that a reasonably intelligent person can

learn rent-to-own in a very short time.
The ability to build on that knowledge
and create valuable experience can only
be measured by a careful examination
of background, attitude, earnings his­

tory, and growth in career responsibil­
ities. The simple answer? The good
people are still there-they're just not -,

out of workand reading the classifieds.
It is perhaps symptomatic of Ameri-

can retailing'S ills that one can pick up 1"
a newspaper and find several pages of

help wanted ads while millions com­

plain of not being able to find work.
While 6,000,000 line up for benefits, ;..

nobody can get waited on down at the
neighborhood store.

effective bonus plans, imaginative mar­

keting, andbrilliant product placement)
then everybody loses.

Defining the Problem,
Finding a Solution

So the problem becomes quite sim­

ple in light of today's performance by
the high-profit companies right next
door to the ones struggling just to stay
open. The difference is that one com­

pany lets people get rich if they make
the company rich, while another firm
tries to go the cheap route in filling
those job openings that always seem to

crop up.
The answer doesn't lie in simply

increasing everybody's pay. Nor will it
be found in creating a bidding war for
the rights to every out-of-work rental
store manager in town.

You might, however, take a look at
what's happened to those who left your
shop the past few years: are they mak­

ing big bucks in the same industry, or

are they sleeping on grates downtown?
If the people who leave you consistently
turn up down the street, making big
profit for your competitor, then it would Making the Matchserve your interests to re-examine your
management structure, company goals,
and pay plans. (If they all turn out to be Matching the job needs to the skills
the guys on the grates, you might want of the employee is one of the most dif-
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Inventory Financing
Leasing
Electronics!Appliances
Office Products
Lawn & Gorden
Morine
Auto
RVlManufadured Housing

Leasing
Commercial Leasing
Vehicle Fleet Leasing
Municipal/Federal Leasing
Major Commercial Funding

Services
Consulting Services
Capitol Services
Extended Service Programs
Insurance Premium Financing

BorgWarner ™

Financial Services

If we've said it once in the
Rental Industry, we've
said it a million times.

For nearly a decade we've been

uttering this word in the world of
Rental. A way of doing business born
out of a natural bullishness.

That's the commitment of

Borg-Warner Financial Services. That
we get close to our markets and stay
dose. That we get involved wherever
we can learn how to be better. 1hat we

remember inventory financing must

be a more consistent and less straining
source of capital.

A financial service Rental Dealers
can count on being there. Doggedly.
Loyally. Proudly. It's an attitude we

know is catching. Because we've

caught it ourselves. Call Gordon
Crenshaw or Joe Eason of Borg-Warner
Acceptance Corp. at 1-800-527-4049

(Texas 1-800-442-3337) about an

answer to your financing needs.



There is
a difference
where you
buy your
indoor

tanning
equipment.

ficult tasks of store management. So the
rent-to-own dealer must at some point
take this step out of the hands of local

management and develop a workable

plan not only for hiring and training,
but for recruiting as well. It does the
Denver rent-to-own store manager no

good to see 20 people apply for a route

manager's job if half can't read and the
other half have degrees in physics and
can't lift a TV set. They all read the same

ad.

Matching the job needs
to the skms of the
employee is one of the
most difficult tasks of store
management,

One dealer reported he "couldn't
afford to give benefits." Another
claimed he "couldn't hire honest peo­
ple:' Balderdash! What they are really
saying is, "It's not worth the trouble to

improve our people:' It's always easier
to complain about the ever-extant prob­
lem than to implement a corrective
action. The first time the corrective
action doesn't work, everybody wants

to give up. "That won't work:' The real

question is, does your plan for develop­
ing quality personnel work now? If NO,
then one might presume one mightn't
have anything to lose.

Finding the Good OnesSouthern Exposure
Sun Systems

Where to find "good people"? Most
of this sort is not out of work. So you
must do something other than just run

ads in the section of the paper devoted
to the unemployed. Try display ads in
the sports section; intersperse your TV
commercials with recruiting ads; pass
out cards to every person you run across

in stores or shops who appears better

qualified than your current employees
to work in a retail business. You will find
it is easy to get good people. Keeping
good people is a function of pay, work
environment, opportunity, and the atti­
tude of ownership toward those who
rent, deliver, and collect.

makes that
difference.

Bud Holladay is president ofABC Rentals,
past president ofAPRo, and a frequent con­

tributor to PROGRESSIVE RENTALS.

TRIB + YOU PROFI.T$-

-

Yes, PROFIT$
When you Join The Rental Industry Buying group. it's possible for you
to experience a 5 % to 20 % increase in profits. You'll be able to take

advantage of our millions of dollars of buying power. And you'll still
be buying from many of your same suppliers:

But you'll profit in many other ways, too. You'll profit from a valuable
bank of knowledge and information about industry merchandising trends.
legal issues and a sharing of ideas and business suggestions with fellow
rental dealers.

It all adds up! Join the over 260 stores who now profit from TRIB. We
know you'll profit. too!Southern Exposure

Sun Systems �O\JSTRY lJu:\..'\ Jz
��

�
�C'

$" .. �
I.4.J . 0
:r c
I- NATIONWIDE ORGANIZATION -e

For more Information. contact

John Blair
3783 Presidential Parkway
Suite 113

Atlanta. Georgia 30340
(404) 451-4302

2527 Royal Lane,
#140

Dallas, TX 75229
(214) 247-TANN

.

Coveined by the members [or the members"

a non -profil organtza lIOn
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CASS

STORE SYSTEM I CORPORATE SYSTEM I SERVICE DEPARTMENT

For more information, to schedule a customer site visit or system demonstration, call (214)
931-5522, or write:

CAS S S Y S T E M Sf INC.
Park Place, Suite 126

17000 Dallas Parkway
Dallas, Texas 75248

EXPERIENCE

CHOICE OF ENVIRONMENT

MANAGEMENT ASSISTANCE

FOLLOW-ON SUPPORT

MULTIPLE SYSTEMS DISCOUNT

*Agreement Maintenance

*Payment Processing
*Receipt Printing
*Collection Reports
*Route Reports
*Payment Projection
*Pay-off Projection
*Agreement Statistics
*Cash Drawer Audit

*Inventory Audit

*Inventory Status
*Promotional Mailers

*Billing Mailers
*Store Activity

SYSTEMS

- seven years in rent-to-own systems.
- single system, multiple terminals, remote terminal,

central computer.
- conversion planning, management policies and

procedures.
- only a phone call away. We support our customers

from coast to coast border to border, and Canada.

- for those with multiple stores, a special discount

and/or "unlimited use" pricing is available.

*Remote Stores Interface
*Centralized Inventory
*Purchase/Transfer Control
*Store Reports

*Customer Invoice
*SeNice Orders
*Parts Inventory
*Pricing
*Status Reports
*Management Reports



 



 



PRODUcr FOCUS

Abbott St., Salinas, CA 93901, (800)
538-5807; inside California (800)
682-9865.

Soundesign is branching into a new

area by offering furniture to comple­
ment its electrical products. Wood Clas­
sics is a ready-to-assemble furniture line
of five units including a TV/vCR cart,
microwave oven cart, audio cabinet,
four-drawer chest and a three-shelf
bookcase. All are the same width and

depth (30/lxI4% /I) with Scandinavian­

style doors and a light oak finish with

gold and black trim.
Model WCI0lK (TV/vCR cart) stands

25/1 high and retails for $69.95; Model
WCI02K (microwave cart) is 37lf2/1,
$89.95; Model WCI03K (audio cabinet),
37lf2/1, $89.95; Model WCI04K (four­
drawer chest), 36/1, $119.95; and Model
WCI05K (three-shelf bookcase), 36/1,
$69.95.

For more information, contact Jim
Rives, Soundesign Corporation, Har­
borside Financial Center, Jersey City, NJ
07302, (201) 434-1050.

Samsung has added a 13-inch moni­
tor style color TV to its 1987 line. Model
TC3903F features 82-channel capability
with 12 soft-touch presets, a removable
tinted glass filter, an LED channel indi­
cator, automatic fine tuning, and an

auto color system.
Suggested retail price: $229.95. For

more information, contact Samsung
Electronics America, 302 Mayhill St.,
Saddle Brook, NJ 07662, (800) 255-2550.

Fleetwood is a new line of high style
tables from the Rose Hill Company.
The four tables, all with black lacquer
finish, have laminated, double-thick

tops, painted hardwood turnings, and
are trimmed in brass. Model 7205, a

square cocktail table, measures

30/1x30 /I x15 /I; Model 7208, a sofa table,
is 16/1x48/1x27/1; Model 7200, arectangu­
lar cocktail table, measures

22/1x48 /I x27 /I; and Model 7201 is an end
table measuring 22/1x28/1x21/1.

Suggested retail price: $99 each. For
more information, contact Stacey Rich­

burg, The Rose Hill Company, P.O. Box

191, Okolona, MS 38860, (601) 447-5425.
PR

Other features: handy top-to-bottom
layout; five separate LED indicators for

monitoring the learn mode; and four
user-definable keys for optional or

advanced remote control applications.
The control operates on three AAA bat­
teries. Suggested retail price: $99.95. For
more information, contact Chuck
Davis, Sanyo, Consumer Electronics
Division, 1200 W. Artesia Blvd., Com­

pton, CA 90220, (213) 537-5830.
A new electronic security control sys­

tem for protection against fire, theft,
and vandalism is available from Radi­
onics. The Alpha II control center of the

system is housed in a case approxi­
mately 41/2/1h.x8/1w. and has six stan­
dard functions plus four arming
commands that allow selection from
several levels of security. Up to 134
individual points of protection can be

specified, and the system can be linked
to other sensing devices such as smoke
and fire alarms.

Special features include an exit delay
timer, test mode, and duress code that
sends a signal to police without sound­

ing an alarm on the premises. Prices
start at $1,300. For more information,
contact Susan White, Radionics, 1800

Maxell has introduced a starter kit for
new camcorder owners and first-time
users. The kit contains all accessories
needed for an immediate start on home

videotaping, including a nickel cad­
mium rechargeable power pack, bat­

tery, and a VHS-C or MP 8mm

videocassette, plus an instructional
handbook with tips on use of a cam­

corder. The items are assembled in a

lightweight canvas carrying case large
enough to hold any brand of 8mm or

VHS-C camcorder.

Suggested retail price: $79.95. For
more information, contact Ian Irving,
Maxell Corporation, 60 Oxford Dr.,
Moonachie, NJ 07074, (201) 641-8600.

A universal remote control transmit­
ter capable of operating up to three
units, regardless of manufacturer, has
been introducedby Sanyo. Model RBUI
uses an eight-bit microprocessor to

learn and use the codes, letting the user

control 87 different functions from three

components in one command module.
The control is available separately or

with Sanyo audio/video products.
Factory-programmed to work with any
Sanyo remote control system, all con­

trols are color-coded.

Editor's Note: Suppliers should direct all
release information to PROGRESSIVE
RENTALS at 2028 E. Ben White Blvd.
Suite 200, Austin, TX 78741.

Soundesign Models WCIOlK, WCI02K, and WCI03K
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DICKSON

FURNITURE

INDUSTRIES
(713) 747-0341 HOUSTON, TEXAS (713) 747-1167

• 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

(Color catalogs available for your review)

• 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
Or let our warehouses service your needs from these metropolitan areas:

Miami Jasper, AL Houston
Furniture Distributors Star Products Jasper Wholesale Furniture

of Miami, Inc. Distributors, Inc.

7255 N.E. 4th Ave. Tommy Robinson Rd. 7015 Grand Blvd.
(305) 757-2883 (205) 221-7510 (713) 747-1167

Bob Bruns Tom Gilbert Richard Dickson

San Antonio Salt Lake City Phoenix Los Angeles
Wholesale Furniture Triangle Furniture Western Furniture Triangle Furniture

Distributors Inc. Distributors Inc. Center Distributors Inc.

723 S. Flores 2191 S. 300 West 414 S. 59th Ave. Pomona, CA
(512) 225-3222 (801) 487-2102 (602) 272-8123 (714) 622-3079.
David Smith Faye Van Wagoner Mike Tittle Richard Funari



APRO SPECIAL REPORT BY FRANCES KNIGHT

APRO '87: A TraHie Stopper
It was Mardi Gras in August when APRO met in New Orleans

August-September 1987/PROGRESSIVE RENTALS

A resounding success. Skillfully
organized. A smooth operation. All
terms used by attendees to describe
APRO '87 in New Orleans, August 6-10.

From the opening general session Fri­

day morning to the closing of the exhibit
hall at noon Monday, attendees had the
opportunity to influence the future of
their organization and the future of
their businesses.

Ballots were cast for eight new direc­
tors; educational seminars covered a

broad range of topics; and a large con­

tingent of exhibitors demonstrated their

products to eager members from
around the country.

General Session

past year and noted that APRO is,
indeed, advancing to the future as is the
entire rental industry. Speaking of a

successful membership campaign con­

cluded at the end of July, Hennigan
said, '�PRO has never claimed that
every rental dealer in the country
belongs to the association; we do, how­
ever, claim to represent the best
interests of every rent-to-own dealer.
We estimate that our membership roll
includes well over half, and perhaps
even a majority, of the rental-purchase
stores and franchises now operating in
the U.S. That's quite an achievement for
an association that was organized less
than eight years ago:' In a Sunday after­
noon Board meeting, Hennigan was re­

elected president of APRO.

Legislative matters were covered by
APRO General Counsel Ed Winn and
Washington attorney Sam Choate.
Winn noted that he had just returned

In his welcoming address at the
general session, President Mac Henni­

gan reviewed changes and accomplish­
ments of the organization during the

28

from North Carolina where the rent-to­
own industry is under attack in the state

legislature. A bill in that body seeks to

regulate rental rates; ifpassed, its effect
would be devastating, Winn said. He
called the situation in North Carolina
a ''bloodbath'' and urged members to
take preventive measures in their own

states by becoming acquainted with
their state legislators and contributing
to political campaigns.

Choate agreed with Winn's assess­

ment of the North Carolina problem
and suggested that dealers in the state
should get their vendors and suppliers
involved in the effort to defeat the
unfavorable legislation. Choate
updated the ongoing federal legislative
effort, which he says is closer than ever

to some favorable action.
A slate of 13 candidates for the eight

open seats on the Board of Directors
was submitted by the nominating com­

mittee. Ballots were cast during the

general session with announcement of
winners at the awards luncheon, which
followed the session. Nominees were:

William Coleman Coleman Enterprises Inc.
Kalamazoo, Michigan

Robert D. Crane R.D. Crane Rentals
South Dennis, Massachusetts

Glenn Davis RID Inc. of Texas
Richland Hills, Texas

Dick Grauel Grauel Enterprises
Lafayette, Indiana

Peter J. Hayes Hayes TV Rental

Lockport, New York
Daniel W. Hughes Imagination Stores Inc.

Texarkana, Texas
Wendell D. McNeal McNeal Group Inc.

Lawrenceville, Georgia
Lou Messervy RenAppli of USA Inc.

Springfield, Illinois
William Morgenstern Rent-Way Inc.

Erie, Pennsylvania
Ronald G. Payne Shamrock Rentals Inc.

Atlanta, Georgia
Curtis O. Pearsey Pearsey Enterprises Inc.

Long Beach, California
Terry Washburn Remco

Houston, Texas
Ted Wilson Alrenco Inc.

New Albany, Indiana



Mac McCullar, ATM Enterprises of
Lithonia, Georgia, was nominated from
the floor, bringing the full slate of can­

.didates to 14.
Art Holst, former National Football

League official, closed out the general
session with anecdotes about his 15

years as a line judge. His crowd­

pleasing speech mixed humor with
business, as he admonished members
to be ''A Pro" in their operations. Qual­
ities he cited as necessary to be a pro are

Members elected to serve two-year
terms on the Board are: William Cole­
man, Dick Grauel, Wendell McNeal,
William Morgenstern, Ronald G .

Payne, Curtis O. Pearsey, Terry Wash­
burn, and Ted Wilson.

Holdover directors who have one

year remaining in their terms are:

Maribeth Duffy, Alan Dobzinski, Dave
Egan, Steve Grauel, Mac Hennigan,
Larry Tinney, Bill White, and Bob
White.

And the winner is .... President Mac Hennigan draws the second-place winner in the
Add-A-Member Sweepstakes as Secretary Terry Washburn holds the bucket.

persistence, discipline, creative think­

ing, knowledge, integrity, and the abil­

ity to solve problems.
"The only difference between a rut

and a grave is its depth and the length
of time you're in it;' Holst noted. He
advised the audience to find out what
new things people can't live without
and supply those items if they hope to

keep their businesses progressive.
Holst's book, Sunday Zebras, is in its
fourth printing.

An estimated crowd of 500 attended
the general session. Total convention
attendance tallied at close to 1200.

Awarels �uncheon
Awards from advertising to sports

were handed out at the Friday lunch­
eon, climaxed by announcement of suc­

cessful candidates in the Board of
Directors election.

The President's Award of Excellence
went to Dave Egan, member of the
Board and first vice president of APRO.
In making the presentation, President
Hennigan praised Egan for the many
hours he devoted to Association busi­
ness during the past year.

Top winner in the first APRO Add-A­
Member Sweepstakes was none other
than President Mac Hennigan, who
earned a trip for two to Hawaii by gar­
nering the most points in the contest.
A Caribbean cruise for two went to John
W. Means III, G.S.&J. Enterprises,
Huntsville, Alabama, for winning sec­

ond place in the contest.

Plaques were presented to winners in
the 1987 Advertising Contest. They
went to:

Television commercial: Action TV &

Appliances Rental, Mesquite, Texas

Radio spot: Rent-Io-Own Furniture and

Appliances, Sioux Falls, South Dakota

Newspaper ad: U-Rent Inc., Fayetteville,
North Carolina

Flyer: Grauel Enterprises, Lafayette, Indiana

Billboard: Rent-To-Own Furniture and

Appliances, Sioux Falls, South Dakota

First-place trophy in the golf tourna­
ment went to Mike Russell, Chrysler
First Wholesale Credit; second-place
trophy was won by Mike Walts,
Alrenco, New Albany, Indiana; and
third-place went to Joe Eason of Borg­
Warner Acceptance Corp., Dallas. A

PROGRESSIVE RENTALS!August-September 1987

f//�Central Office Control.
Retrieves data from every store
each night for evaluation.

/J!/J NJ� Data Collection
f,(()Ir"'� Without Disruption.

It's all done without remote store
action or participation.

f//� Ease of Recovery.
Central office backup features with

upload/download capabilities

/J!/JNJAJhL, Operator Use
f,(()Ir"'� And Convenience.

You may have multiple terminals in
a store.

/J!� NJAJhL, Responsiveness on

f,(()Ir'''� The Rental Floor.
All inventory is locally filed and

updated for audits and transfers.

/J!/JNJAJhL, Accounting System
f,(()Ir''"tJ Detail.

A full-featured combination of AR,
AP, GL and multi-state payroll

f//� Transportability.
Our Software will operate on many
different computer systems.

RMAXTM
The Rent-to-Own Management
And Control System

1·800·322·2629
Computermax, Inc.
3805 Drake Avenue
Huntsville, AL 35805
(205) 533-4455

-OR-
2033 North Ocoee St.
Cleveland, TN 37320
(615) 476-9148

a88EJ
Applied DIQltal Data Systems Inc
A Subsidiary of NCR Corporation

COMPUTERMAX, Inc. is an authorized marketer

of ADDS Mentor Computer.
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APRO's 1987#88 Board of Directors.
Front, left to right, Wendell McNeal,
Maribeth Duffy, Mac Hennigan, Dave �

Egan, Terry Washburn, Ted Wilson.
Back, Ron Payne, Alan Dobzinski, Cur-
tis Pearsey, Steve Grauel, Dick Grauel,
Bill White, Bill Morgenstern, Bill Cole­
man, and Larry Tinney. Not present
was Bob White. Hennigan was re­

elected president. Dave Egan, first vice �

president; Terry Washburn, secretary;
and Maribeth Duffy, treasurer, were

also returned to iheir offices. Below,
Egan receives the President's Award

of Excellence from Hennigan.

Cajuns say, "Let the good times roll!" And
that is just what APRO members did after
the serious business of the day was over.

Above, at the Mardi Gras gala reception,
and, right, boarding the Creole Queen.
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thunderstorm forced many of the 38

golfers off the course early.
First place in the men's tennis tour­

ney was won by Don Early, Mr. Good
Rents of Kansas City; Greg Cole, Crown
Rentals, Mission Hills, California, took
second place. In the women's division,
Kathy Lefort, Lefort Wholesale Furni­
ture, Smyrna, Georgia, took first; Linda
White, Crown Leasing, Texarkana,
Texas, won second.

Exhibits and Seminars

Convention attendees had nine
hours to increase their knowledge in a

variety of seminars, and many took

advantage of that opportunity. A num­

ber of sessions were standing room

only.
After the seminars, it was off to the

exhibit hall to see what the suppliers
had to offer. With 91 exhibitors in 160
booths and showrooms, there was

plenty to occupy one's time. The usual

standby appliances, video and audio
products, and furniture could be
viewed, plus some more exotic

products. Last year there was one dis­

play of suntanning equipment; this

year there were three such exhibits.
And for the first time, rent-to-own

jewelry was on display.

Spouse Tours

A record number of attendees went

on the Saturday morning spouse tour,
a fascinating visit to Longue Vue House
and Gardens, followed by lunch at
world-famous Commander's Palace.
Part of the group got involved in a gen­
uine police chase, which was not a

scheduled part of the tour.

Sunday's spouse activity, shopping at
the Riverwalk, drew a good response,
also. That tour included an optional
visit to the Jackson Brewery.

Party Time

APRO does know how to party. And
members had the chance to do just that

Thursday, Friday, and Saturday nights.
The early bird cocktail party, spon­

sored by Chrysler First Wholesale
Credit, got the partying started into the
future, so to speak. There were bal­
loons, mylar space men, a rocket,
"space" music, a magician, and fortune
tellers. But the food was down to earth,
as were the drinks.

Friday night was costume night for
the Mardi Gras Gala. Clowns, gang­
sters, "sisters" in black habits, the King
of Siam, and other strange and startling
characters were colorful participants in fiR

the party. Masks and beads were

handed out as favors. Once again, the
food was plentiful and the drinks
flowed. Borg-Warner sponsored the

gala reception, which featured an open
bar, as did all three of the APRO parties.

The really big bash came on Saturday
night, and it was a traffic stopper.
Everyone knew the party was a river­
boat cruise; what they didn't know was

that we would parade from the Fair­
mont Hotel to the Mississippi behind
a marching band complete with police
escort. One side of Canal Street was

blocked off for APRO's private parade.
Thundershowers earlier in the day had
caused some anxiety among the staff,
but no rain fell on our parade.

Once on board the Creole Queen (a
last-minute substitute due to a boiler

problem on the larger Natchez), there
was dancing to the disco downstairs,
singing to the Cajun band on deck, and

drinking and eating on both levels. A
full moon added romance to the eve­

ning. Soundesign and BORIS/Custom
Information Systems sponsored the

party.
What does APRO '88 have in store for

you? Better set aside August 4-8 and
find out for yourself. We'll meet at

Bally's in Las Vegas.

SAVE TIME & MONEY!
BUY welton LIKE THIS.

Customer Protection

(4) FOUR YEAR
LIMITED WARRANTY

AT NO EXTRA CHARGE

2109 LUNA ROAD • SUITE 100 • CARROLLTON, TEXAS 75006
PHONE (214) 243-5602

welton IS COMPLETELY
FACTORY ASSEMBLED

ARE YOU BUYING
K. D. SEPARATES
LIKE THIS?
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l3alance
()n

l2ent
I nfoJ>mation

�yS'tem

GARY THORSON, Ph,D
(President)

1206 J.W, DAVIS DRIVE SUITE 103 • HAMMOND LOUISlL\NA 70401 • (504J 542-9011
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DON'T MISS
THIS ONE!

LBI'S 1 YEAR
PARTS & LABOR

I SHARP I VCR'S

LBI IS AN
AUTHORIZED
SHARR

SERVICE CENTER
*FOR RENTAL DEALERS ONLY

APPLIES ONLY TO
SHARP VCR'S

PURCHASED THROUGH LBI

LBI-----
10829 MILLINGTON CT.
CINCINNATI, OHIO 45242

33



Robert R. Berman {2)
The Golden 'P,ug Limited
1490 Mi
Toronto
(416
The
2580 Yonge
Toronto Ont
(416) 482..6000

Rogel' Kent (1)
Luxury Ren,tal Center
1880 S. Havana
Denver, CO

'"

(303) 369'-

Cuolyn (tJ
BonaR
965 E. 4th ,

Long Beach, @A 90802
(213) 435-5669
Don Burdick (5)
Clubview Holdings Inc.
4426 Forest Hill JUvd.
West Palm Beach, fL 33406

(305) 433--39
Cluhvie
4957
Ft.

(305) 4
Clubview ngs Inc.
2235 Fowler St.
Ft. Myers, Ft. :33901
(813) 337'-730$'
Clubview H�ll'J;i;m�s Inc.
1205 45th St.
West Pal
(305} 8

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:

!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!

• Prepares the owner and/or key managers to conduct training in effective management and control
of customer situations in selling. delivery. and account management.

Videotapes of Programs
now available. Call

for complete details.
• 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.

APRO endorsed/deueloped by Rozanne Flail.

• Improves consistency within the organization. Interested? CALL TODAY!

• 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. 2028 E. Ben White Blvd. Ste. 200

Austin, TX 78741

(512) 447-0333• Develops eager. responsible employees.
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DO IT RIGHT THE FIRST TIME!
MPLETE POINT OF SALE SYSTEMS FOR RENTAL

R FTWARE SOLUTIONS FOR EXISTING SYSTEMS
YSTEMS DESIGNED & PRICED TO SAVE, NOT COST

A
OVER 10 YEARS IN THE RENTAL & COMPUTER BUSINESS

CALL FOR A NO-OBLIGATION QUOTE!

M ®W®lY�[M]®
115 HIGHWAY 12 W. STARKVILLE, MS 39759 601-323-4679

600 FIFTH AVENUE, NEW YORK, N.Y.10020·(212) 757-2800

The Diamond Source tot All Your Jewelry Needs

Prices To Fit Every- Request

Diamond Earrings • Diamond Pendants

Diamond Bracelets • Diamond f1en:S and Ladies' Rings
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ADVERTISING BY TINA IRICK

Direct Mail Uses Ad Dollars Wisely
Targeting your audience reduces costs and increases response

One of the most common complaints
about advertising is that it is difficult to

measure. How many customers came

into your store today because they saw

your TV spot or heard about you on

radio? Asking the customer doesn't

help. He will answer but often forgets
the last message he heard or saw. In

fact, he might have seen your competi­
tor's message.

Direct mail, however, is measurable
and because of this, Seajay Investment

Group, the company I work for, has
found direct mail to be a very cost­

effective and reliable way to advertise.

Benefits

There are many other benefits, but
let's focus on measurability first. When
we use direct mail, there is a noticeable
increase in phone and foot traffic in the
store. When we print the rental­

purchase application on the back of the
direct mail piece and offer an incentive
to bring the completed application into
the store, we can actually count the ren­

tals. Including the application on the
back also speeds up the rental process
and the merchandise tends to stay out.
In other words, the applications usually
have better information. When a cou­

pon is used, the customer also physi­
cally brings it into the store and we have
a measurement of how effective the
effort is.

Another benefit of direct mail is that
it goes into the home. People are curi­
ous and always read the mail. They are

looking for a bargain and will open an

envelope even though they know it con­

tains direct mail. If the piece is clever
and eye catching enough, you will get
their attention.

36 ,

With direct mail, you can target any
area you wish by using ZIP codes. If

your store is servicing a certain area of
town or a certain group of people, direct

mail can pinpoint those customers. It
is not a mass medium like radio or tele­
vision. With these media you hope that

statistically a certain amount of num­

bers in the areas that you want to target
will get your message. With direct mail,
you can choose exactly whom you will As advertising director for Seajay, I
reach. write, design, produce and disperse all

The physical piece is another advan- advertising. Additionally, I buy all the

tage. It is larger than the ads most small media. Functioning as an in-house ad ,�

businesses can afford. We use a piece agency I use direct mail on a regular
August-September 1987!PROGRESSIVE RENTALS

The cost per unit
message IS very
reasonable with direct
mail, In many
metropolitan markets,
radio and TV are

prohibitiv� for smaller
companies,

Once customers read it, the message
is imprinted on their memory. They
may react right away or it may be a

delayed reaction. They may think of it

again if they see your TV spot or hear
the radio and then react. The piece is
in the home and physically in their
hands. They can see it and feel it and
therefore it is very real. It also has a sec­

ond life in that it can be passed on to

another party or lay around a week or

two and then be acted upon.

Target the Audience

that is 5 inches x 10Y2 inches, which

gives enough room for clever art, a
-"

strong headline, body copy with rea­

sons to rent-to-own, the store addresses
and phone numbers, and the logo. <�

Costs

The cost per unit message is very
reasonable with direct mail. In many
metropolitan markets, radio and TV are

prohibitive for smaller companies.
Direct mail is affordable, about 4.3 cents

per home for marriage mail and 12 cents

per home for solo mail.
,

You can choose to send out a large
mailing or a small one. The costs

include art and production of the piece,
printing, mailing service, and postage.
We have sent out many mailings of
25,000 pieces and frequently send out

mailings of 120,000. Final cost per unit
is much less than mass media and, from

my point of view, much more effective.
We use a mailing service and find it

to be the best way to reach our markets
in five states in a timely manner. The
costs are reasonable and the service
does all of the hard work.

When we use direct mail,
there is a noticeable
increase in phone and
foot traffic in the store.



New Rent-To-Own Statutes have Teeth!

Remember, a rental
customer will often rent
one piece of
merchandise and then
come back in two
months and rent
something else.

basis. In several markets, including Bal­
timore, northern California, Florida
and all of Texas, direct mail is used at
least every other month. In parts of
California, it is used monthly.

"I have an extremely high opinion of
direct mail. I have found it to be more

beneficial than any other single form of

advertising;' says Russ Blackford, our

market manager for California. ''Any
time the direct mail goes out, we

experience a 25 percent return. Phone
traffic and walk-in traffic increase. The
order form on the back helps greatly
and when the customer brings it in
filled out, it speeds up the rental proc­
ess. In December we delivered a net of
107 units in one store because of direct
mail:'

Saf-Write
stronglyencour­
ages you to con­

sult your attorney
regarding your
state's legal
requirements.

Al Westfall, market manager for our

four Corpus Christi, Texas, area stores,
reports that in February, which is tradi­
tionally not a great month, "We had a

net growth of 93 units as a result of
direct mail. Direct mail used in an ongo­
ing basis will create solid growth. It is

definitely a stimulant:'
Flexibility of this medium means that

with very little cost you can change your
message and incentives each time it is
used. I try to do a new piece that looks
nothing like the last one each month.
That way the person receiving it feels
that he is getting something new and
may respond to it for the first or even

second time.
Remember, a rental customer will

often rent one piece of merchandise and
then come back in two months and rent

something else. So customers can be

targeted repeatedly, but the message
must be new each time.

Timing
Timing is very important in the use

of direct mail. Since we want to be in
the homes just before the first and fif­
teenth of the month, I schedule direct
mail for the weekday closest to those
dates. Marriage mail often goes out on

Saf-Write will
provide sample
rent-to-own
agreements - and
produce quality,
personalized
forms to your ex­

act specifications!

President

Wednesdays and I try to use the one

closest to our preferred dates. When
mail arrives in-home on these dates it
is much more effective.

ColorTyme Inc. has used direct mail
over the years. Last year the franchisor
sent a 10,OOO-piece mailing to the pri­
mary ZIP code of each store and the
response was outstanding. Another
major direct mail thrust is in the works
for this year. "Direct mail has been

exceptionally successful. This is true of
all our franchisees, large and small. It
is an essential part of our advertising
plan;' said Thom Webb, vice president
of marketing and advertising for Color­
Tyme Inc.

Direct mail is big business all over the
U. S. and you know, just from the mail
you personally receive, that hundreds
of thousands of pieces go out cons­

tantly. The reason is simple. Direct mail
works.

PR

Tina Irick is a member of ColorTyme's
National Advertising Council and advertis­
ing director for Houston-based Seajay
Investment Group Inc., which operates 46

ColorTyme stores in six states. She has 25

years' experience in advertising and ran her
own ad agency for 12 years.

Call now for a

complete catalog
of efficient forms
and systems for
your company.

800-292-FORM
NATIONWIDE

800-521-FORM
Florida Only

�AF.WIITE�FdRMS & SYSTEMS
1209 South Ridgewood Ave.
Daytona Beach, FL 32014

(904) 252-5766
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"they had t
news IS SO e',

time we're 0

our innovativ
renta I ma rket,

These are TVs worth watching.
They offer customers advances like a

flat screen, stereo sound, cable com-

d a lot less
Ft more ti,me'
you won't,

her pay an arms a leg for tneh'l,
because all our TVs are competitively
priced.

. Toshiba gives you something else



,it fot.
alwa s a big inv
you cal7l count on a f turn around
on any'order. You can' a�so count on the
responsiveness of our �aJ'I"es reps.

EverythJng about Toshiba's rental
program is terrific. It'll make your profits
strictly hi-rise.

For more information contact:

Michael Guida 82 Totowa Road
Wayne, NJ 07470'(201) 628-8000

Doug Jones or Michael Shaw 1401 Valwood Pkwy.
Carrollton, TX 75006 (214) 484-5808

Gary Whitney or Steve Spilker 19500 S. Vermont Av.
Torrance, CA 90502 (213) 770-3300

David Prall 1885 Beaver Ridge Circle
Norcross, GA 30071 (404) 263-0369

In Touch with Tomorrow

TOSHIBA
Toshiba America. tnc., 82 totowa Road, Wayne, NJ 07470



MESSAGE BY EDWARD L, WINN III

There has been an astonishing array
of rental news lately, some of which will

certainly influence the future of the

industry.
There is, of course, the annual trade

show and convention, which will just
have happened as you read this issue
of the magazine. I hope you were there.
As I write, the show is imminent with
a record number of suppliers in atten­

dance and APRO's first attempt at a

members only policy for the
convention.

Then there is the news-as I write,
still hot off the presses-of the sale of
Rent-A-Center to Thorn EMI, a United

Kingdom conglomerate, for an esti­
mated $594 million. That kind of price
tag is headline news in any industry and
is further proof not only of the Rent-A­
Center success story, but of the rent-to­

own industry's coming of age.
Those of us who have been around

the business for a while can remember
Tom Devlin as one of several medium­
size company owners struggling to
make good. Now he is preparing to take
his place among the wealthiest

entrepreneurs in the country, and he
did it in the same business the rest of

you are in-TV and appliance rental.
Aside from the marvel and pride we

all take in Devlin and Rent-A-Center's

accomplishments, the sale raises

important issues for the industry. Rent­
A-Center, since its initial public offer­
ing, has never been strapped for cash.
The company has used the enviable

position of having little debt to grow at

startling rates, pushing hard against
established dealers in many markets.
However cash rich Rent-A-Center was,

40

Good News and Nol So Good

now it is richer. The purchase could eas- too early fo tell whether his approach
ily pump more cash into the company will be successful, but his is not the
than before. That raises the question, approach of most rental dealers in the
"Just how big is big in the rent-to-own' country.
industry?" New entrants and new money,

We all might suppose that Thorn EMI attracted by the startling successes of
will not try to fix a company that is not Devlin, of course, and many other
broken. However, Thorn is already dealers on a smaller scale, will impact
heavily in the rental business-English on everyone. The business is already
style-all over the world. Will they \ exponentially more competitive than it
tinker with the Rent-A-Center rent-to- was just a few years ago. New faces in
own concept in the U.S.? Previous the industry will change it in ways as

strictly British efforts in the U.S.-e.g., yet unforeseen. Successful dealers will
Granada and RentaColor-have not be those who can adapt to the changes
been particularly well received. Might and stay in front of the process.
the U.S. rent-to-own concept begin to Finally, lest we be swayed by too
be exported? It should be interesting to much good news about success and
observe how two different rental sys- growth in the industry, there is also the
tems interact with one another. North Carolina story. Headlines in

Then we have news on several fronts Raleigh read "Senate Panel OK's Bill
of power retailers jumping on the rent- Controlling Rent-to-Own Prices:' The
to-own bandwagon. Notably, Bob Palko state's attorney general has called the
of Home America made the cover of Lei- entire industry a "cruel hoax;' and he
sure Time Electronics(May 1987) with just has published statistics of an industry
such an announcement. charging the poorest citizens in the state

Likewise, Steinberg'S, an Ohio interest rates of up to 360 percent.
retailer, has similar plans. When asked, It's all political rhetoric, of course. The
I tell retailers and others that the TV and attorney general is running for gover­
appliance rental business is not merely nor, but such attacks have the North
a matter of putting out product and Carolina dealers and their lobbyists and

waiting for the money to come in. Ours lawyers scrambling to keep the legisla­
is a labor-intensive, collection-oriented ture from regulating rental rates. This
business with tight controls that is the state, incidentally, that has sent

requires a considerable degree of Jesse Helms to Washington and ought
expertise. to know better than to try to legislate the

One of the things we are certain to see price of goods and services in the state.
in the evolution of the industry is a fair The fact is, though, that such an

number of entrants who decide, after attack is not new and could happen
a while, that the business is not for anywhere. But for the continual vigi- )
them. Mr. Palko, for example, does not lance of dealers and their allies at the
rent used product and will not do busi- state legislative level, rent-to-own could )....

ness with people with bad credit. It is continued on page 42
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The
Rental
Manager

THE RENT·TO·OWN INFORMATION SYSTEM
DESIGNED BY RENTAL PROFESSIONALS

'VThen it's time to automate
\IV your rent-to-own busi­

ness, it's time to choose the
information system designed by
professionals who know the
rent-to-own business.
The Rental

THE RENTAL MANAGER FEATURES
• Security system and audit trail • Fast,

accurate customer receipts • Main­
tenance ofall customer payments until

payout or termination • Daily summary
• Income activity breakdowns • BOR

activity reporting • Clerk and collector

analysis> Inventory activity summaries
• Partial payment handling • Optional

reinstatement fees or late renewal fees
• Handling ofdelivery charges; trip
fees, bad check fees, and other mis­

cellaneous charges • Tracking and

reporting of free time • Tracking of rental
unit history • Tracking ofcustomer history

• Past due or expired account reporting • Idle in­

ventory reports • Reporting ofcustomers near payout • Accurate

analysis of categories and brands s Maintenance of separate
new stock inventory (optional) • Instant recall ofdaily income/
BOR information s Prints mailing labels. Provides statistics to

measure past performance • Income projection reporting- Rent­
to-own and/or rent-to-rent capability. Straightline, ACRS, or

revenue projection write-off of rental units. • Rental income

tracking by unit, customer, store • General ledger summary
reports (accounting software available separately).

Manager was

designed by
specialists with

years of experience
in rent-to-own opera­
tions and management. Our
software was developed over the years right in our

own stores.

The Rental Manager is written in clear, easily
understood rental terminology. You don't have to be
a computer expert to process a receipt for a cus­

tomer or transfer a rental unit to another store. There
is no complicated computer language to learn,
and no difficult computer manuals to tackle.

The Rental Manager is written in COBOL for
dependability and speed under single-user DOS or

multi-user Xenix or Novell. It's simple to set up
and flexible to use with good supportive documen­
tation and toll-free telephone assistance when
needed. On-site training can also be obtained.

The Rental Manager offers big system features at

a small system price with multiple store discounts
also available and minimum maintenance fees.
Quality hardware is also available from us as part
of the package. If it's time to automate your business,
it's time you investigated The Rental Manager.

SPECIAL LIMITED OFFER: Try the Rental Manager in your
business during our 30-day trial period offer. If you are

not satisfied that it will meet your management information
needs, we will refund your money.

Rental
Information
Systems, Inc.

P.O. Box 1740
Magnolia, AR 71753
1-800-231-7471
501-234-2471



Indoor suntanning is a booming
business. People of all ages are

spending hundreds of dollars a year at

tanning salons. Now - you can offer
them the opportunity to tan at home!

11 ....�to start and manage a suntanlI""��:1 program. SMI Sontegra
systems are light-weight and completely
portable. They operate on standard
110V household current. Delivery and

set-up are a breeze.

4�Han the sun. The new genera-

<::/. tion of "UV-A" lamps tan people
gently - with no fear of burning. Our

systems have 30-minute safety timers

and comply fully with FDA regulations.
Plus - UL Listing!

is assured with SMI Sontegra's
comprehensive dealer training pro­

gram. We also provide point-of-purchase
displays, brochures and ad slicks ... at no

charge. Full year warranty on parts and
labor. A 24-hour customer service
hotline. Plus the credibility of our ex-

clusive G=>� � celebrity line of
suntan systems. And, it's all backed by
our 20 + years of experience in the com­

mercial and home suntanning industries.

Let us show you how to make money
renting home suntanning systems.
Call today!

Ac_OOlMJrn
¥uontegra

222 Bridge Plaza South
Fort Lee, NJ 07024

In NJ 201-585-8080

1-800-826-7727
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MESSAGE
continued from page 40

be declared illegal anywhere. It is far
from a settled matter in the minds of

Legal Aid lawyers around the country
that rent-to-own is an idea whose time
has come. The concept remains on the

cutting edge of marketing and legal the­
ories in lots of places.

What that means is that rental dealers
cannot just be entrepreneurs, which

they might prefer. They must also be
active politically. Failure to do so for any
reason keeps the entire industry at risk.
Those of you who sit back and let Rent­
A-Center, or now Thorn EMI, support
and fund the legislative effort for you
are taking an awesome chance with

your business, which is probably your
life investment or a large part of it.

None of us likes the political environ­
ment in North Carolina. Responsible
dealers, however, are responding to the

challenge as best they are able and
when the full story is told, they are cer-

tain to end up with satisfactory, rather
than crippling, legislation.

It is then the best of times and the
worst of times for rental dealers. Oppor­
tunities and pitfalls abound. The rental
business requires a steady hand and not

a little courage to withstand the inter­
nal and external pressures that go with
the job. For those who can take the heat,
the rewards have been generous.

Along with the pressure, there is a

certain fascination at watching and

helping to make it all happen. It is that
fascination and wonder at what will
come next that keeps us all in the game.

fl.

Ed Winn, III
General Counsel, APRO
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If you have the demand,
we can help with the supply.

INVENTORY FINANCING.
It's one of the greatest services

we can offer your business. Our
"\ _ ,..(r�_ innovativefinancing programs can

/ / )'�� -

,

.: : =; \ \ \\ \ help make your business more

�__ -V.z,] ��-fA���- profitable.
l..__,/�'-/�� �.::::- _)�-""'l ��"VVL_A.'-

.

Usinq our stote-ot-the-crt
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I S I) sales and cash flow needs. So you
-
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� can stock more inventory, with a
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stock, and make your payments-: I

1 J
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�
I,

\

�
according to plan.

�

1 -�! t U=- 7/,/ 1, I "\ Once your application is op-
I/,_ 1\ \ proved, you simply place your

t..------
/ /' -

\ Co orders with qualified manufac-
,_-

-z 'I \ f[S l
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_
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_ / .. and send the mvoice to us.lnven-
--=-- -/-- \.\: _�Jf,..::::::::::::: i!� \. \

-

Pj\':\ - tory financing allows you to use
-

=- /-l .... {:.:.�..... '�'.' '_:UL;:--_.:::..� .5�Vif�' yourcashforimportantthingslike
� 1� l�'

.

, .'. . �/� { more complete store displays,
I'(t� /..... 'Q,1·1/

--
. advertising and promotion.

v'( IJt-J J Il r And there are a lot of other
� m

<..

.r '\. -; benefits, too. So give us a call, or

(jJ' \ J!,fJ)V?�� 7 \) J come in and tolk.Arter cll, running
jL0,) r:": (t}?J; \ It � s,uccessful busl�ess IS one o�
L[ VA ft7_�/ �_.,., lites most rewarding opportuni-
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Let us help you make it a
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For more information �all �r\\"'� }� <....=. .:: � I \,.,_ l wnte: Mr. Larry Brown, Senior Vice-� r: 1f \ ,j f�{) ���) C \.. President Sales and Marketing,
t.....� t���f), �fSr4 ,J;f,\ (.
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.. '1;- Chrysler FirstWholesale Credit

�_;'\( \j�y;t I_., ) «» rr > (���s � -.(��)} P.O. Box 187, Bridgeville, PA 15017.

l ::: �{,\ \tJ,...� (�O 3�� _//��� '1�?1 l �Zl 1-800-843-2180, (In PA) 1-800-

\ j �-.L� �p·=l.:L I I ( � l�::'}.J ').��s� �
654-9325.
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APPLIANCES
continued from page 16

'he Color Question
WCI sells a high percentage of

almond appliances, says Clark.
''Almond is about 85 percent of the busi­
ness right now and the rest white:' He
also concurs with the trend toward

upgrading appliance offerings to rental
customers. "I think some of the stores

are starting to realize that the higher
quality can also bring a higher price and
a higher profit:'

Customers Come Back
For More

Charles Koenig is executive vice­

president for operations of Seajay
Investment Group Inc., a privately held
Houston company with 46 ColorTyme
stores in six states and 10 operating
subsidiaries.

Koenig describes the appliance mar­

ket as "a consistent market that provides
a more continuous relationship with
customers. These customers want to

rent more than just TVs and stereos:'
"Better warranty programs" are one

improvement of recent years, says Koe­

nig. Seajay stores do 25-35 percent of

their business in white goods, depend­
ing on location. Rental fees are: refriger­
ators, $18 a week or $65 a month;
washer/dryer combination, $20 weekly,
or $75 monthly; washer only, $13
weekly, $45 monthly; dryer, $10 weekly,
$35 monthly; and microwaves, $10-13
weekly, and $35-50 monthly.

"We order goods as needed, with no

specific ordering schedule. We prefer
Whirlpool and Magic Chef, and also
use Speed Queen. We offer almond

only, because it fits into the existing
decor most easily and maintains a good
appearance longer than the standard
white:'

The only real problem Koenig iden­
tifies with appliance rental is, "When
a warranty does expire, repair costs can

be an expense to the dealer. The 18- to

19-month warranties are a major
improvement;' says Koenig.

At Seajay-owned stores, account

managers install washers and dryers.
"It is important to provide comprehen­
sive training in installation, such as the

proper use of the appliance dolly, how
the self-leveling legs work, and how to

attach water hoses properly;' says Koe­

nig. Installation problems have caused

Seajay to eliminate icemakers from their

options on refrigerators.
'We find that the summer months are.

INSURANCE

particularly strong. There is an increase
in white good rentals from May to

August, so we offer more specials then.
We have refrigerators and air condi- 'r­

tioners going out in the summer. In our

three ColorTyme stores in the Lower Rio
Grande Valley, we promote air condi­
tioners heavily:'

Koenig gives a practical reason for

upgrading appliance rental choices.
'We prefer to offer higher-quality appli­
ances because they hold up longer. It
makes better business sense and we

save the additional cost by not having
to pay repair bills:'

'he Formula

Regional differences may affect the
choices that dealers make in certain

products, but retailers seem to agree
that the problems are few and rewards
are great in renting appliances. Empha­
size brand name merchandise, train

your people properly, experiment with

higher-end models, and you should
find the perfect cost-to-profit ratio for

your store.
fl.

Susan K. Elliott is a Texas-based freelance
writer and a regular contributor to

PROGRESSIVE RENTALS.

/

't"Underwritten By: TheTravelerSj'

Call The Insurance Mart, Inc.

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

Endorsed by
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WHEN YOULOOK FOR A COMPUTER FOR YOUR RENTAL BUSINESS,
DONTJUSTLOOKAT COMPUTERS. • •

LOOIlIlTSOLDTIONS!4,

1·800·334·5224
In Te><as Call:

512-851-8709 (Collect)

RSSS PROVIDES ALL HARDWARE,
SOFTWARE AND SUPPORT 457 Robert Drive. Corpus Christi, Texa« 78412

RENTAL & SALES RSSS'"SOFlWARE SYSTEMS �
Les Fe/dser
President

INSTALLATION AND TRAINING
AT YOUR LOCATION



CORPORATE MOVES

Almond Mitchell

Network Rental has made four addi­
tions to its management team, includ­

ing two new vice presidents. Jimmy
Almond has moved up from an opera­
tions capacity to vice president of
human resources. As such, he will be

responsible for recruiting, training, and
all other human resource functions.

Named to the position of vice presi­
dent of store operations is Doug Mitch­
ell, formerly with Radio Shack, where
he was regional manager operating 215
stores. Ira McKee is new general coun­

sel for Network Rental, coming from
Huddle House, where he held a simi­
lar position.

New service manager is Andy
Stephens, previously general manager
of Rental World. He will be in charge of

providing service on all Network Rental

products. Network Rental now has 39

company-owned stores and one fran­
chise store operating in six states.

Corporate moves at Seajay Invest­
ment Group include several personnel
changes and addition of nine stores to

the group. Seven ColorTyme stores in
Florida were purchased by One Stop
Rentals Inc., a Seajay subsidiary, and
another subsidiary, Rex Venture Inc.,
bought two ColorTyme stores in
Phoenix.

Robert Pena, market manager for
another Seajay subsidiary, Prime Ren­
tals Inc. in El Paso, will supervise the
Phoenix stores.

The new Florida franchises are

located in Bradenton, St. Petersburg,
Clearwater, Tampa, Gainesville, and
Jacksonville, where there are two stores.
Tom Pavone will supervise the Gaines­
ville and Jacksonville stores. He joined
the company from another rental

dealership in Massachusetts. John
Alfonso will oversee the stores in

Bradenton, St. Petersburg, Clearwater,
and Tampa. New assistant market man­

ager for One Stop rentals is Bryan High­
smith, who is responsible for stores in

Rent-A-Center has agreed to be bought for $593.9 million, or $27 a share, by
a subsidiary ofThorn EMI PLC of London. The British electronics and entertain­
ment concern has video-rentalbusinesses in the United Kingdom and othercoun­

tries. No changes in the short term are anticipated for the Wichita-based rental

company. A Rent-A-Center spokesman said Thorn will permit the U.S. company
to operate on a fairly autonomous basis. The agreement and plan of merger with
Thorn's ,Subsidiary, Teusa Acquisition Co., expires September 1, unless it is

extended'beyond that date. The offer must be approved by Thorn's shareholders.
General Electric Company played "Let's Make A Deal" with Thomson S.A.

of France and is ending up in the medical equipment business. GE will swap
its electronics business for Thomson's medical equipment business, plus some­

thing under $1 billion in cash. The deal will make Thomson one of the three big­
gest consumer electronics firms in the world and turn GE into one of the two

or three biggest medical equipment companies. Thomson, owned by the French

government, will continue to. sen the consumer electronic products under the
GE and R�A labels. A compaRy spokesman indicated the acquisition win have
no immediate effect on the way GE/RCA business is conducted.

Zenith-now the only surviving large American manufacturer of branded video
consumer electronics-has reported improved second-quarter results. The com­

pany reported earnings of $0.3 million, or 2 cents per share, reflecting improved
results compared with the loss of $9.9 million, or 43,cents per share, in the same

period of 1986. Sales rose 41 percent to $538 million from $381 million for the sec­

ond quarter of 1986. Computer product sales were cited as the key factor in the
increase, 1fising from $142 million in 1986 to $291 million for second quarter 1987.
Consumer electronics sales for the second quarter of 1987 were up to $247 mil­
lion from $239 million for the same period in 1986.

McKee Stephens

Lakeland, Winter Haven, and Sanford,
Florida.

Dean Jenkins has been named
Florida regional manager for the 11
stores Seajay operates in that state. Sea­

jay's operation now includes 46 Color­

Tyme stores in six states operated
through 10 subsidiaries.

Reach for a Star Productions, an in­
store sales promotion and full service
ad agency, has been formed by Lew

Allen, formerly vice president of adver­

tising/merchandising for Pilot
AudiolVideo Systems. The new com­

pany will specialize in providing sales
ideas in conjunction with star and

sports personalities for both the retailer
and manufacturer in the rental

industry.

INDUSTRY NEWS

Shepard Allen

David P. Shepard has been �

appointed treasurer at Aaron Rents,
and Joseph Knesz has been named to

the position of director of information p

systems at the Atlanta-based company.
Shepard was most recently chief finan­
cial officer at Mutual Broadcast System
in Washington, D'C. Knesz has 23 years
experience in computer-related work
and comes to Aaron Rents from Sensi­
ble Solutions Inc., a company he
founded.

Editor's Note: Industry News welcomes �
company news from all dealers, distributors,
and manufacturers involved with rental­

purchase. Send information (with photos for
Corporate Moves) to: PROGRESSIVE
RENTALS, 2028 E. Ben White Blvd. Suite

200, Austin, TX 78741.

J
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oUTIlI

ememces souno OF mus«:

Thomas has put its best foot forward in

creating a product line exclusively for the
rental industry.

The look is new, bold, high tech.
Features include:
• 20, 50, and 100 watt systems
• audio/video compatible systems
• monitor style remote control

TVs and VCRs
But what may be even better than what you
see is what you don't see in these systems: '

• a longer, 36-month warranty
• prepaid freight

Thomas Corporation
122 Tices Lane
E. Brunswick, NJ 08816

Call toll free for information: 800-524-0160

New Double Video

America's sound of music announces its
new 1987 line for all the world to hear. But
be forewarned. Our new models' sights and
sounds are so spectacular that we can't be
liable for what might happen when you see

and hear them for the first time. We're intro­
ducing them in small doses by picturing just
a few of our available models here.

Thomas is happy to announce that
Harley /Davidson Audio and Video prod­
ucts are now a part of the Thomas family.

I••



WHY WOULD YOU GET IT BACK?
Chances are, once your
rental customers have used
Speed Queen's Marathon

side-by-side washer and

dryer, they won't part with it.

And no wonder, because its
trouble free, heavy duty
construction comes straight
from our commercial coin-op
models, where Speed Queen
has been a leader for over

30 years.

Marathon has the features
that make washday a breeze,
including large capacity. In

addition, the washers can be
made portable and the

dryers can be converted to
110 volts.

IT'S IN THE CLOSET!
Speed Queen's Contempo
Mate™ stacked washer and

dryer spends its spare time
in the closet. Out of sight,
out of the way. On laundry

. day, with optional portabi I ity
kits, it rolls to the sink!

With its compact design,
indoor venting, and 110 volt,
operation, it's ideal for
cramped apartment dwellers.

CALL US-

Of course, .it offers great
washabi I ity, too. \ Featu res

include a unique 2.5 turn

agitation stroke, a variety of
cycles, the capacity to wash
and dry an everyday load of
laundry, and sleek, easy
access styling.

Or contact your sales representative, for more information
about Speed Queen's Marathon side-by-side pair and
Contempo Mate stacked washer and dryer. Or write Jay
McDonald at Speed Queen Company, P.O. Box 990, Ripon, WI

54971-0990, (414) 748-3121.

SPEED QUEEN OFFERS YOU:
• Fully featured, durable products

with a proven track record
• Ready product availability

Member of APRO since 1981,

• Easy installation
• Complete front serviceability
• Portability

Installation is easy, and both
washer and dryer are

completely front serviceable.
An optional 24 month
extended warranty is
available.

• Optional 24 month extended

warranty
• An extensive service network

© 1987, Speed Queen, A Raytheon Company

Speed Oueen /�
A Raytheon Company
;


