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BIG LEAGUES

Rent-A-Center's purchase by a

long-established British firm
for megabucks got the atten- -4;

tion of the business world at

large. Here is a look at how the
sale came about and how some

Rent-A-Center executives

expect it to affect the future of
their company and the

¥industry.

42 WHAT IT TAKES TO
BE PROMOTED

For employees only, a rental ,1-,<

company president dishes out

practical advice on getting
ahead in the rental business.

48 APRO SPECIAL
REPORT

APRO's survey results are com-

plete and the 1988 Winter CES
is now history. Both are

reviewed in this special report.
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8 TRAINING:
MANAGEMENT'S
MOST IMPORTANT
RESPONSIBILITY

Well-trained employees are an

essential ingredient in the rec­

ipe for a profitable rental­

purchase company. But where
does a good training program
start, who needs the training,
and how can you determine
the effectiveness of training?
Find out in this step-by-step
study of rental training.

ON THE COVER: Good rental-purchase
employees need to know more than how to

read, write, and use a calculator; they need
intensive rent-to-own training from a to z.

Get a detailed look at rental training in the
cover feature, beginning on page 8. An in­

depth look at the Rent-A-Center sale begins
on page 30,

10 MANAGEMENT
SERVICES WHO'S
WHO

Management services from

accounting and advertising to

property insurance and war­

ranty programs are provided
for the rent-to-own industry by
a number of companies. Here
is a comprehensive listing of

companies that work with

rental-purchase businesses.COVER ART BY:
DESIGN2,
Austin, Texas

22 RENTAL
APPLICATIONS
REVISITED

Getting the right information
on the rental application and

using it to the best advantage
can improve rentals and

profits. APRO's general coun­

sel reviews what constitutes a

good application.
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'VThen it's time to automate

VV 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

Manager was

designed by �J.,,,,,,,t�,·,",,,
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
io: 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
-$I 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.

The
Rental
Manager

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

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

accurate customer receipts • Main­
tenance of all 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 of delivery 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 • Maintenance of separate
new stock inventory (optional) • Instant recall ofdaily income/
BOR information • 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).

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



THE DIRECTOR'S DESK

Sometimes it seems as if the only thing predictable in the business world is change,
and certainly the trade associations that represent the various industries must

change along with the industries if they are to meet the needs of the association
members. Surely no other industry has changed more in the past few years than
the rent-to-own industry. And I am just as sure that no other trade association
has undergone more change than APRO.

We have suffered many growing pains as a young association-and APRO is
still young by most association standards. What started in 1981 with a handful
of rental dealers banding together in the midst of an onslaught of legal attacks,
has grown into a large national association representing over 500 rent-to-own

companies. APRO has grown and changed along with the industry it represents.
Early APRO efforts were focused on legal and legislative protection for the

industry, and this continues to have a high priority. As this issue of PROGRESSIVE
RENTALS goes to press, 19 states have organized state associations of rental dealers

resulting in passage of rent-to-own legislation in 12 states with bills pending in
the other seven states. The APRO board of directors is developing a program to

improve communications and increase assistance to the state associations in 1988.
APRO's legal counsel provides legal advice to a growing number of members.

The need for dissemination of information among rental dealers became
apparent in the early years, and a newsletter called "The Aproach" was first
published in 1981. That publication has grown into a four-color slick format
magazine leading the industry in production quality, editorial content, and

readership. The magazine, PROGRESSIVE RENTALS, will continue to provide
valuable information on legal and legislative issues, product news, and how to
run a profitable rent-to-own business. A newsletter, "RENTIPS;' which was made
available on a subscription basis, has been reformatted and expanded for free
distribution to all APRO members in 1988. A legal newsletter to keep members

up to date on current legal and legislative issues in all 50 states is now being
developed.

As the rent-to-own industry grew, industry statistics became a pressing need,
and a statistical survey of APRO members was completed in 1987. The results
were published in January and are now available to members. Members who
participated in the survey were mailed a copy of the results and others may
purchase a copy by calling the APRO office.

As the industry and APRO continued to grow, the annual APRO convention
and trade show was organized to bring rental dealers together for educational
seminars, and to view the products and services available to the rent-to-own

industry from suppliers. The convention and trade show has grown 174 percent
in the past four years. The 1988 convention will be headquartered at Bally's in
Las Vegas, and the 1989 convention and trade show is scheduled for the Sheraton

Washington Hotel in Washington, D.C.
APRO will continue to remain flexible and responsive to the needs of members

as the industry continues to change.

-Executive Director
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FEATURE BY ROZANNE FLATT

TRAINING:

Managelllent's Most

Illiporiant Responsibili�
Here is detailed information on setting up a training program

REWARD: $100. Payable to every per­
son who writes to me honestly saying
they started on their present job, or any
job, wanting to do badly, to fail, to lose
all chance for raises, promotions and

recognition, to be thrown out on the
street unceremoniously, or even

ceremoniously. I promise not to publish
your name, but I will require you to pass
a polygraph before I send the check.

Research shows that normal people
want to do a good job. Don't you? For
the most part, the people we hire come

to us wanting to do a good job, to be suc­

cessful, to achieve recognition, to get
raises and promotions, and perhaps
someday become president of the com­

pany. They bring self-motivation to the

job.
So if there is a high turnover, either

because they quit or we terminate them,
where is the gap? It is in the knowledge
they need to do the job effectively­
informational knowledge and
behavioral knowledge. It's a gap wait­

ing to be filled by effective training.
Peter Drucker, considered by many

people to be today's foremost philoso­
pher of management, talks about the

importance of effective training and

development of subordinates. Earl G.

Planty, named Mr. Executive Develop­
ment by Fortune, says that the training
and development of subordinates is

management's most important respon­
sibility and task. I absolutely agree with

8

..."

effective management. The opposite of
"reactive;' it means taking steps to make
desired results happen, rather than

reacting to situations after the fact and

hoping for a favorable outcome. This
doesn't mean reacting is bad; certainly
you must learn to react positively to

unexpected situations. Proactive

management simply means anticipat­
ing situations to the greatest extent pos­
sible, then planning, organizing, '-,.;y
controlling, directing, and leading for
the desired result. Proactive manage­
ment produces the minimum need for
reaction.

The training and developement of
subordinates is, in my view, the most

proactive management task.

The people we hire
come to us wanting to
do a good job, to be
successful, to achieve
recognition, to get raises
and promotions, and
perhaps someday
become president of the
company.

these two highly respected profes­
sionals. I also believe that each person
in an organization has certain kinds of

responsibility for his or her own

development.
If you have any responsibility at all for

managing others, your overall task is to
achieve the organization's objectives Effective training does not start the

through those others. This is true first day on the job; it starts long before
whether you are the chief executive offi- we hire or promote a soul. It really starts

�

cer or a first-line supervisor or manager. when we define the job carefully.
You either manage consciously and 1. Exactly what will the person do?

proactively, or you nonmanage uncons- 2. What characteristics, skills, and

ciously by failure to manage actively. knowledge are required for full, effec-
Your job is to be sure there is no gap tive performance of those tasks?
between your subordinates' sel£- 3. What are you not prepared to �
motivation and their ability to perform teach? This defines the minimum skills

effectively. and knowledge that a person must have
The term "proactive management;' coming in. For example, if the job

coined a few years ago, is a convenient requires ability to read and write basic

way to describe what has always been English, or perhaps basic Spanish or

February-March 1988/PROGRESSIVE RENTALS
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some other language, you probably
aren't prepared to start training that far
back.

4. Beyond the minimum, what addi­
tional skills or knowledge are desirable
if available?

5. The difference between 2 and 3
defines what you must be prepared to

teach, or pay to have someone else
teach for you.

Effective training does not
start the first day on the
job; it storts long before
we hire or promote a

soul,

facilities, other qualified trainers, and
materials available.

1. Test prior knowledge. Prepare
questions to let you know exactly where
the new person you hired stands on the
scale of things you want him or her to

know. This will let you plug in modules
as needed. (You can probably deter­
mine some of this information during
the interview and will have it to use if

you make good interview notes.)
2. Start with the fundamentals and

build. Training is like building a house.
You can't start with the roof; you must

start with the foundation, laying one

brick on top of another. You can't oper­
ate a VCR until you know how to turn

on a TV. You can't turn on a TV unless

you understand you must plug it in to

the power, and how to do that. You can't
fill out an agreement unless you know
the price of the item, the tax rate, term.

You can't sell a TV unless you have

product knowledge. Use your list from
the training requirements list, No.5
above. Think of it as a basic outline and
fill in the details. Another way to state

this principle is, teach sequentially.
3. Plan training units as modules.

Think of these modules just as you do
the electronics in a TV. You hook up
units you need for a given task and you
make the parts interchangeable and

replaceable. When you select your new

employee, you hope it will be someone

who provides some of the wants. Your
modular construction will let you tailor

your training to fill that person's gaps
fully, and it will help you avoid boring
the trainee to death.

4. Make the modules brief. Good
intervals are no more than 30 to 45
minutes if possible. If necessary, break

up the subject into sub-modules.
5. Teach some easy things first. This

You have now defined your musts helps the trainee break the ice. It
and wants. The next step is to plan the improves the opportunity for early sue-

sequence for training. There is no exact cess, which lets you praise the

right way. You will need to account for individual, giving him or her confi-

many circumstances, including what dence and motivation to learn more.

additional skills or knowledge the 6. Very early, teach modules that will
individual brings to the job, the time let the person start doing meaningful
available between other tasks you must tasks, both for that person's motivation

personally accomplish during the train- and so you can get the store's work

ing period (such as supervision of done. For example, teaching a new

others, reports, audits, and so forth), rental specialist how to take standard
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• That someone else might be a com­

petitor, and you may pay their
former employee a higher starting
salary for experience. Just be aware

that your competitor may not do a

very good job of training, and that
is why the person is available.

• The someone else may be a school
or training consultant.

• It may be another employee; how­

ever, unless the employee knows
how to train, this can be costly not

only in terms of that person's time,
but also in terms of poor perfor­
mance by the trainee.

• All too often we settle for the most

costly someone else: the poor
trainee who is dumped onto the job
50S-sink or swim-style. Is 50S

costly? You bet. Because of inade­

quate performance, frustration

(remember, the person came want­

ing to do a good job), poor morale,
and high turnover. (If you suspect
you are a victim of 50S, keep read­

ing. All is not lost; you can

influence your <:?wn destiny.)
6. The difference between 4 and 5

defines what you must teach the actual
individual you hire, or promote.

7. Before you start searching for your
prospect, prepare the actual materials

you will need for No.5 above.
As you can see, job definition is a

good thing to do before we start hiring.
We can do a better job of selection if we

know precisely what to select for, and
we will be less likely to settle for the

proverbial warm, breathing body.

Plan a Training
Sequence

renewal payments and prepare receipts
would let that person perform some

useful duties while applying important
training.

7. Recognize the difference between

teaching new information and teach­

ing new behavior. Examples: informa­
tion includes such items as model

number, features and benefits, rental
rates and terms; behavior is making a

sales presentation using that informa­
tion. Be sure the person has the infor­
mation needed to demonstrate effective
behavior before you expect that
behavior. (In this article I use the term

behavior primarily to mean interaction
with another person such as a

customer.)
8. Break up the kinds of activity.

Alternate passive periods such as read­

ing with periods of physical activity,
such as learning to operate the various

products. Alternate information train­

ing with behavior training.
9. Plan assignments to coordinate

with your own tasks. In the small work

groups typical of the rental business,
you must do certain things yourself, like

preparing reports for the corporate
office. Plan to have some things like

reading or watching videotapes for the
trainee to do at your critical time. But
remember No.6. Don't sit the trainee
down to read the whole procedures
book just because you have a month­
end report to do.

10. Avoid thumb in ear syndrome.
Don't let the trainee sit around with

nothing to do. It not only wastes valua­
ble time, but is highly demotivating to

that eager human being. It's not much
better to shoo them off to help with
deliveries just to keep them busy. And

please, don't have them clean returned

refrigerators just to fill a gap.
11. Create opportunities to prove

learning. This is a better term than
"test" because it conveys a more posi­
tive approach.

• Let the learner tell you what they
have learned and praise good per­
formance. Nothing succeeds like
success, especially for building
both confidence and motivation.

• The review is a good learning tech­

nique; reiteration helps memory.
• It gives you a checkpoint on pro­

gress and a chance to correct mis­

understanding quickly before it
becomes fixed knowledge or

behavior.
• Set frequent checkpoints, usually

at the end of each training module.
• Set overall reviewand checkpoints

for groups of related items.

9



Management Services Who's Who
Coordination is the key to opemtirtg a rent-te-ewn outlet. This requires a numbe agemelltsemG1es
from insurance to point-of-purchase signs, to advertising and warranty programs. The following is an

up-to-date listing of the management service companies that work with rental-purchase.

* t- :tAmerican Bankers
Insliirance Groll'p
11222 Quail ReJOs! Dr.
Miami, FI 33157

(305) 253-2244
Financial insurance programs for

products and services

:}ADMINCO
P.O. Box 3010'1

Indianapolis, IN 46230-0107

(317) 257-341Cl
Rentail exhl)t:Iaed watr811ty

programs

:}American Recevery Association
ro. Box 6788
New Orleans, LA 701:74

(504) 367�0711
Finance adjusters and

repossession specialists

*Choate, Filler & Nehf, P.c.
1101 Conneetic Ave. NW Suite

405

*+ fChrysler First Wholesale
Credit

PO. Box 86901
Plano, JX 7

(214) 475-139
InventG,ry fi
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tcustom Animated Productions
5675 St. Joe Rd.
Fort Wayne, IN 46835

USOt)J 351-3366
9�@$ aids

* *" ;j;General Electric Credit Corp.
ro. Box 833872

Richardson, IX 75083

(214) 437-9885
Rental financing service

*K:ey Rental of Florida
2205-F Grant Ave.
Panama City, FL 32405

785-3000

atrick, Sprecker & o .

. Hillside Wjchita, K5 6'7211

,316) 685-1411

ReJ?,tal accounting, auditing, tax,
and general business

consulting

'lrManagement By Achievement
PX:>. Box 62

W'ahicol FL 33594
5-3228

4' :tMorey Djcktet Advertising
COftcepfs of America
P.O. 'Box 6133
Ft. Lauderdale, FL 33310

(800) 521-9935
Rental advertising

*PanneIl, Kerr & Forster
14001 Dallas Parkway Suite 500

Dallas, IX 75240

(214) 661-1843

Accounting

*Surrett, Walker, Creson &

Colley
Box 1497

Allg:usta, GA 30903
:722-33@1

a1 counsel

;t:PhiIlips Group
10701 Corp0rq:te Dr.
Stafford, IX 77077

(713) 240-141�
Insurance

*-+tT-Buff & Son Promotions
1'7727 Junegrass PI.

Parker, CO 80134-8924

(303) 699-0141
TV advertising

*:tRental Insurance Program
P.O. Box 161464
Miami, Fl 33116
(305) 233-1400
Rental Ins

San Diego,
(619) 457-0711
Rental propert¥ insurance

purchased by renter

"'Associate Member
+Advertiser
fConvention Exhibitor:tSouthern Accounting Systems

P.O. Box 3299
Muscle Shoats, AL 35662

(205) 383-2029
Rental record keeping system



All too often we settle for
the most costly someone
else: the poor trainee
who is dumped onto the

i(,
job SOS-sink or

swim-style.

-.
12. Write down your sequence for the

individual. If you have each module on

a file card, you can shuffle cards to make
it easier for you to prepare the sequence
for that particular person. Keep in mind
that this sequence will probably have
to be flexible, but having the list will
remind you to go back to something
that had to be skipped.

Conduct On-Job
Training

w
We have discussed planning and

organizing your training. Now turn to
how to execute a successful training
program. For our model, I will use the

technique developed for the all-time

largest training challenge. Do you hap­
pen to know what that was? It was

teaching housewives who had never

worked to build B-24s and B-2Ss, Lib-
,;

erty ships, Patton tanks and munitions,
to ferry aircraft, handle giant equip­
ment, cover non-combat positions, and
other similar jobs. Historians credit the
Allies' winning of World War II on

superior materiel, mostly built by these
� women and by men who couldn't

qualify for combat and had never per­
formed such tasks either.

The process that evolved was named
Job Instruction Training, or JIT. It uti­
lized four key steps and was called the

four-step method. It's really as easy as
',tA 1-2-3-4. There is preparation and detail

that amplifies these steps, so the entire

process is delineated here, with the

original four steps numbered. In con­

cept, this process is as valid today as it
was 46 years ago. However, when teach­

ing interpersonal behavior instead of
mechanical tasks, there are some vari­
ations on the major theme.

The detail of the process presented
here assumes that most rental company
training is done one-on-one. Susie
starts Monday in a 4 to 6-person store

..._ and has to be trained by the store man­

ager from day one. However, the con­

cept and principles involved are the
same for classroom style training,
which may be done in larger organiza­
tions with professional training staff.

Preliminary: Develop training
materials.

The most important thing to do is to

develop a step-by-step action check list

describing the task. This is usually eas­

ier to do for manual or thought tasks
than for behaviors, such as conducting
a conversation with a customer. This
serves several purposes: it makes you
think through and organize the process
in detail; it provides a secondary or

booster impetus to your personal
instructions; it gives the learner a crutch
for learning and developing confi­
dence; it helps the learner practice
alone; and it provides a basis for check­

ing performance. You will want to have
finished examples, such as forms, and
definitions of performance standards so

the person can know what to aim for
and how to recognize when it is
achieved.

Training is like building a

house. You can't start with
the roof; you must start
with the foundation,
laying one brick on top
of another,

Ideally, you should try to break down
tasks so that you teach no more than
8-10 steps per task; 4-6 steps is better,
but it's important to have logical group­
ings and breaks.

In a large, multi-store system it would
be fruitful to develop programmed
learning materials that would let the
learner proceed much more on their
own. APRO's Learning Power Training
System uses programmed learning
techniques and includes detailed lists
for all typical conversations with cus­

tomers: not canned speeches, but steps
for maintaining control and achieving
desired results. Even with programmed
instruction, there is still the need for

participation by a trainer, so in smaller

operations developing them may not be
cost-effective.

In addition to the action steps for per­
forming tasks, it is also necessary to
have completed examples and blanks of
all forms the person will learn to use,
as well as any tools, materials, dia­

grams, and the like, which are relevant
to the task.

JIT Step 1: Prepare the learner.
Put the person at ease personally;

expressing confidence is usually a good
technique. Make sure the person is
comfortable. On mechanical tasks, find
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out whether the person is left- or right­
handed. Describe what to expect, the

objective of the module, the final use of
the module, and when and where it will
be used.

JIT Step 2: Present and demonstrate the
action steps in order.

Show that you are using the action

steps check list. Think of this as tell and
show: read (tell) the step, then show

exactly how to do it. If you are demon­

strating a physical task, make sure the
learner can see exactly what you are

doing. If you are teaching interpersonal
behavior, such as making a sales

presentation or handling an account

call, a role play (called the positive
model) becomes the demonstration.

In a mechanical task, pause at the end
of each step, both to give the learner
time to absorb, and to leave space for
clarification. Go slowly and patiently.
Watch the learner's expression. You can

often tell when the action is unclear; ask
the learner whether they would like for

you to repeat, review or clarify anything
about the step or the process so far.
Avoid asking, "Do you understand?" or

even "Do you have any questions?" A
new person on the job is frequently
unwilling to give any hint of nonunder­

standing, thinking it will look foolish.
When there is a question or request for
review, make it clear you appreciate the

question by saying so. "I'm glad you
asked" and "Good question" are

teacher techniques for developing the

openness you naturally want.

For a complex operation, you may
need to repeat your tell and show for the

complete task. This is a matter for you
to judge how much the person
understood.

Recognize the difference
between teaching new
information and teaching
new behavior,

JIT Step 3: Have the learner describe
and demonstrate the steps.

Affirm each step that is performed
correctly: "Right;' "Good;' "That's it;'
"Excellent:' Nodding and smiling when
the action is correct is also very effec­
tive if the person is looking at you. If a

step is not done correctly, don't criticize,
just calmly say what to correct: "Don't

forget to .. "; "You'll find it will be better
this way"; "Try it this way"; "Just a lit­
tle more (or less):'

11



In teaching interpersonal behavior,
the only way to have meaningful prac­
tice is to role play situations, with the
learner playing the rental professional's
role.

Return to Step 2 any time during Step
3 if you find the learner is befuddled.

Repeat Step 3 as often as necessary
until you judge that the learner has the
desired level of skill and confidence.
With some tasks, one or two repeats will
be enough. With others, especially
those involving complex behavior such
as a difficult renewal call, it may be

necessary to have several repeats, even

stretching the repeats across more than
one session. This is strictly a matter of

your judgment. An important respon­
sibility you have as trainer is for the con­

trol of quality.

JIT Step 4: Have the learner practice
alone until qualified.

Express confidence that the person
understands the process and ask them
to work alone. Give instructions to con­

tinue using the action steps. Say that

you will return after a short time to see

how things are going.
Here, of course, is the wrinkle

between tasks involving interaction
with the customer and what I have been

calling mechanical tasks. The original
JIT applied to mechanical tasks that the

The best advice I have on behavior is
to train the person on simple interper­
sonal situations first until you see how

they progress. Build to the more diffi­
cult tasks. Role play units until you
believe the learner can perform credita­

bly with a customer. Then this step
becomes practicing with the customer.
Select customers for the first times
where no conflict or problem is

expected.
In either case, you will set a return

time for review. It is important for you
to meet that time. Review the work per­
formed by the learner. For customer

interactions, have the learner tell you
specifics of conversations, how they
went, what was said at each step,
whether the desired outcome was

achieved. Once the learner has become
comfortable with you and your training
process, you may want to use an audi­

otape recording of phone conversations
to help you critique and evaluate per­
formance. I would not suggest this for
in-store customer conversations unless

they can be done totally unobtrusively.
If the learner has difficulty during

Step 4, you may need to return to the
earlier steps for further clarification and

practice.
You complete Step 4 by reviewing

performance until you are fully satisi-
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trainee could do alone. Customer inter­
action training usually means more

practice with the trainer until you are

confident no serious problems will arise
with customers, then sending the
learner to interact with customers.

The essence of this step is that you
decide when the person can proceed
without you hanging over their shoul­
der. On tasks like completing agree­
ments, filling out receipts, learning to

operate a VCR easily, or recording
inventory, which I categorize as

mechanical, you can have the person
practice either real or simulated situa­
tions. If real, you will check the output
before it gets into the system. Except for
very simple interpersonal tasks, such as

courtesy calls, you can usually release
the person to work unaided much
sooner on mechanical tasks than you
can on interpersonal ones.

When you select your
new employee you �

hope it will be someone
who provides some of
the wonts,
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fied that the learner is now qualified to

perform alone with minimum follow­

up. It is important for you to tell the per­
son when he or she qualifies as compe­
tent on the module and to express
confidence in ability to perform effec­

tively and to achieve the desired perfor­
mance standards.

When there are specific standards,
this is an excellent time to reiterate
them. A good way to use the list of mod­
ules you established for your training
for the individual is to assign a grade,
or at least a completion mark for each

A new person on the job
is frequently unwilling to
give any hint of
nonunderstanding,
thinking it will look foolish,

module, and to let the person know
what that is. It's the report card. It
shows progress, confirms readiness,
and provides you a good record of what
has been done.
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The term "behavior modification" for
some is a loaded term, often with nega­
tive or anti-social connotations. I pre­
fer to use the term "behavior

development" in the context of training
employees to perform effectively. The

techniques are powerful, much more

than most people consciously recog­
nize. Positive reinforcement techniques
are by far the most powerful for train­

ing, which is behavior development.
In this context, I define reinforcement

as anything that increases the probabil­
ity that a behavior or skill will be learned
and will continue. Fundamentally,
there are three basic ways in which you
can apply positive reinforcement, both rb
in training and in managing.

1. Modeling. You are probably famil­
iar with the term "role model:' It is very
important to provide positive, or cor­

rect, models. Avoid "do as I say, and not
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In cutting the learner loose for this
module, it is important that you create

an atmosphere that makes it easy for
the person to ask you for help.

Post-Training: Follow-Up and Control
When you release your learner as

fully qualified, you maintain control by
checking performance and re-training
as needed, by offering help for develop­
ing further efficiencies, and most

important, by reinforcing good perfor­
mance on the job. Some things you will
be able to see for yourself, such as work

output on forms and procedures.
Others, particularly customer interper­
sonal situations, you will have to ask
about in detail, or listen in on when pos­
sible (without interrupting!).

An important responsibility
you have as trainer is for
the control of quality.

I suggest that your follow-up should
be more frequent when the person is
still new at the task, then it can become
less frequent. In order to "fix" newly
learned skills, it is important to offer
reinforcement in terms of praise and
affirmation soon after the formal train­

ing to show that what you taught was

indeed important. Newly learned skills
need heavier reinforcement to turn

them into regular behavior .

Reinforcement Skills
For Effective Training
And Managing



as I do:' It plain doesn't work. Whatever

you do will provide a role model that
is far stronger than a set of different
instructions.

Modeling is what you do in JIT Step
2. It is important for all management
people to provide positive models of
desired behavior. It's no good for the
trainer to teach the learner using a cor­

rect model if the trainer's boss does it
a different way. The clear message is
that the boss must be right, otherwise how
did that person get to be the boss?

The term "behavior
modification" is for some
a loaded term, often with
negative or anti-social
connotations,

I":

A good model follows the action

steps; a good model is clear and under­
standable; and a good model is easily
repeatable.

2. Praise or reward. Praise is the
trainer's most important technique. It
is used particularly in JIT Steps 3 and
4. It is readily available and cost-free, it
can be given immediately, it is a great
confidence builder, especially with new

people, and best of all, it is highly effec­
tive if appropriately administered.
There are several criteria for appropri­
ateness and, therefore, effectiveness.

Subtler but equally
important
expectations" .ore

improved morale and
reduced turnover,

• Praise should be sincere. Human

beings have an uncanny sixth
sense about insincerity. In relation
to performance (either during
training or on the job), the person
receiving the praise knows
whether they have in fact been
effective or correct. The affirmation

by a person in authority is what cre­

ates the reinforcing effect. As a con­

fidence builder, it is important to
offer praise liberally, so the key is
to find something you can praise
sincerely. Warning: The Surgeon
Specific says that praising ineffec­
tive or inappropriate behavior may
be hazardous to corporate health
because it will cause that behavior

August 3-7, 1988
Put it on your calendar!

to continue. Or, you get what you
reinforce.

Put the person at ease

personally; expressing
confidence is usually a

good technique.

• Praise should be specific, very
specific, if you want the behavior
to continue or become lasting. The
learner must know exactly what it
is you like or approve in order to

repeat that behavior. Being specific
has the interesting side benefit that
it helps people give praise who

might otherwise feel they sound
insincere if they do. When you are

specific about praise, it simply
melts away the insincerity issue,
assuming that what you are prais­
ing is correct or appropriate. In role

playing, or in reinforcing interac­
tions with real customers, being
specific means feeding back as

much specific dialogue as possible
and relating it to the specific action

step followed.
• Praise should be given immedi­

ately, or as soon as possible. It is
easier to be specific, and the learner
is more likely to know exactly what

you are referring to and therefore
to be able to repeat the behavior.

• Praise should be given directly to

the person whose behavior you
want to reinforce. Telling the boss
about it or putting a note in the file
doesn't do anything to create con­

tinued behavior.

• Praise should be appropriate. You
don't give a mere nod to a giant
accomplishment, or a giant hoopla
for a minor achievement. You
maintain a proportionality suitable
to the importance of what has been
done.

• For purposes of behavior develop­
ment, praise should be scheduled,
that is, given more heavily at the

beginning of new behavior, then

tapering appropriately (but never

given up entirely).

If given the chance to
evaluate behavior that
they may not realize they
use, they will want to
change that behavior,

Praise in the generic sense of positive
reinforcement can be given in many
ways. The most important and fre­

quently used by the teacher is verbal

praise, as described in JIT Step 4. To be

specific in role playing, it means feed­

ing back effective dialogue and giving
it approval. Smiling, nodding, and
other body language are also powerful
forms of approving behavior, and are

particularly useful in role playing in
one-on-one training. The grade or cer­

tificates of achievement are important
symbolic forms of reinforcement by
approval and should be given as last­

ing, tangible evidence.
In classroom situations, praise by the

other learners is a highly useful form of
continued on page 44
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LEGAL BY JAMES 0 WALKER JR,

Employment Agreements

The assistant manager in one of your
medium-size stores has just quit. You
have heard that he went to work for one

of your competitors. He was not your
best employee. You were not even sure

that you wanted to make a store man­

ager out of him. He only worked for you
for nine months. Two of those months
were concentrated in an OJT program.
You introduced him to the rent-to-own

business. His employment history was

only fair.
Could this happen to you? Would you

say in this case that your company was

better off without the employee? Do

you have a sense of missed

opportunity?
Certainly the manager who can

answer no to all of these questions
would be one who manages effectively
and competently. Such a manager
would know that every effort would
have been made to develop this

employee to his fullest potential. Such
a manager would say that it is impossi­
ble for every "hire" to be successful.
Such a manager is certainly not in need
of any suggestion from this article. Less
confident managers should read on.

employees will not perform as effec­

tively if they believe their job is guaran­
teed by an Employment Agreement.
Not so. An employee's faithful and dili­

gent performance of duties is a typical
requirement of an Employment Agree­
ment. Failure of an employee to satisfy
that standard is grounds for discharge.

On this point, consider that the stan­
dard which will be applied to a contract

employee will probably be no different
from that same standard which is

applied to a non-contract employee.
Our hypothetical employee probably
should have been fired three months
after he was hired. We typically do not

manage that way. Instead, we work
with an employee to the bitter end in
the hope that we can salvage something
for our effort. The benefit of the doubt
is one of the most generous fringe
benefits available in any company.

There is no discounting
the value of luck in the
management effort.
Some people are better
employees through no

fault of management.

The replacement might be worse. Nei­
ther can we promote that employee into
a position of greater responsibility. We

manage that employee as best we can

for as long as he works for us.

If this seems unlikely to you, think
back to three years or more ago and con­

sider who is still employed by your
company and who has left for various
reasons. Turnover is inevitable. While
we lose a few good employees, it is more

likely that we will lose the mediocre

employees-if for no other reason,
because there are so many of them.

Other Considerations

Let us reflect a moment on the

"employment at will" doctrine. As

employers, we treasure our right to dis­

charge employees without being
required to prove cause. It is a princi­
ple of law that is recognized in most

states. Yet, it is a principle whose use

is quite inconsistent with good manage­
ment practices.

Consider the circumstances of the

typical non-contract employee. In a

well-managed company, the employee
will generally be selected for the train­

ing program after he or she has shown
some basic qualifications. After that

point, the company spends a consider­
able amount of its resources-monetary
and otherwise-training that

employee. If the employee's response
to the training program or job assign­
ment is unsatisfactory, the employee

Advantages,
Disadvantages

The Employment Agreement is a

tool. Like any tool, it has advantages
and disadvantages. The advantages are

obvious. The disadvantages may be a

little misunderstood.
Consider those disadvantages, or

perceived disadvantages. Some

managers think that an Employment
Agreement requires the company to

guarantee a job to an employee for a

specified term, usually a period of

years. Not so. An Employment Agree­
ment can provide for any particular
duration such as a month, three
months, or a year. Renewal can be

equally flexible.
Some managers believe that

Luck Plays a Role

There is no discounting the value of
.

I
luck In the management effort. Some

people are better employees through no

fault of management. Others are hope­
lessly unmanageable. There are very
few of either category in most compa­
nies. Instead, there is that vast group
of employees whose abilities range
from fair to good without being either

poor or excellent on a consistent basis.
The hypothetical employee identified

earlier is typical of a large percentage of

your employees. We do not fire that

employee for mediocre performance.
18 February-March 1988/PROGRESSIVE RENTALS



Agreement Benefits
What are the benefits of an Employ­

ment Agreement? While they are

numerous, two will be cited for your
�. consideration. The first is non­

disclosure of trade secrets. An

employee can be prohibited from dis-

closing trade secrets such as customer

lists, operational procedures, merchan­

dising strategies, personnel circum­

stances, expansion plans, and technical
information gained through employ-

.,.
ment with your company. This is a

restriction that can be easily enforced

by injunction. It is quite different and

separate from the second important
benefit of an Employment Agreement,
the non-competition provision.

In the non-competition section of an

� Employment Agreement, an employee
can be prohibited from entering into

employment with a competitor for a

reasonable time and within a reasona­

ble geographic area following the ter­

mination of the employment. The
choice of enforcement of this provision
will be yours. The mere possibility dis­

courages the marginal employee from

seeking to barter your information and

training at another company. It dis­

courages your competitors from entic­

ing your employees away for the

purpose of capitalizing on your
investment.

Is an Employment Agreement one­

sided in favor of the employee? It some­

times appears to be. The employee can­

not be made to work for your company

�
even though he has signed an agree­
ment to that effect. On the other hand,
your company can be made to retain the

employee as long as the quality of his
services are adequate.

Certainly if your company was plan-
PROGRESSIVE RENTALS/February-March 1988

will be reviewed carefully by his man­

ager and warned specifically of his defi­
ciencies. If this is not done in writing,
certainly notes of the employee'S evalu­
ation would be maintained.

If an employee continues the unsatis-
"'? factory performance, he will be termi­

nated or, more likely, given a final

warning. This step would be
documented like the first such warning.
In the end, when the employee is ter­

minated, the circumstances would be

11: documented in like manner.

This is a course of management con­

duct that would easily support termi­
nation of a contract employee as well as

a non-contract employee. There should
be no hesitation about terminating a

contract employee under these cir-
r cumstances.

ning a reduction in its work force,
Employment Agreements would not be
a good idea. What rent-to-own com­

pany do you know that fits that descrip­
tion? On the other hand, if you are

making an investment in the employee,
Employment Agreements can be a very
good idea.

What is a good term for an Employ­
ment Agreement? While it probably
doesn't make any difference, a one-year
term with yearly renewal options is sug­
gested here. While it is true that the

employee can quit working for you any
time he chooses, the one-year term
makes it difficult for your competitors
to hire one of your employees because
the competitor would have to

encourage the employee to breach the
contract. This may give you a right to

sue the competitor for a cause of action
known as "Interference With Contract:'
The most significant aspect of that claim
is the possibility of receiving punitive
damages from a jury.

If this seems overly technical to you,
consider the case of Pennzoil vs. Texaco.
Pennzoil claimed Texaco was guilty of
"Interference with Contract" when it

encouraged Getty Oil to breach its

merger agreement with Pennzoil. The
rest, as they say, is history.

In summary, Employment Agree­
ments should be reconsidered in the

light of today's legal environment.

Every employee will not be a good can­

didate for an Employment Agreement.
On the other hand, in a business as

training-intensive as the rent-to-own

industry, an Employment Agreement
can be a very effective management tool
to encourage continuity, loyalty, and

confidentiality.
A sample Employment Agreement

can be provided to any APRO member
. by sending a written request to the
address shown in this article together
with a stamped, self-addressed enve­

lope. Under no circumstances should
this sample agreement be used without

consulting with your lawyer. The pur­
pose of providing the sample agree­
ment is to show you how a simple,
plain-language document can secure

for you some very valuable benefits.
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.
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So leave the creative work to us so that you'll have more time for the

important task of running your operation, something only you can do.



MESSAGE BY EDWARD L, WINN III

New Year, New Opportunity
industry are going to have to get better
and better at what we do in order to

remain profitable. And I see progress.
Compare, for example, the average

longevity of the managers in your sys­
tem to what it was three years ago. Most
of you are finding, hiring, and keeping
higher caliber employees in your com­

panies than you were several years ago.
Compare repeat customers and cus­

tomers with multiple items with those
numbers three years ago. Most of you
are learning how to keep the customers

you have and are building a loyal cus­

tomer base. Compare the number of
different products you offer today with
those you offered several years ago.
Most of you can look at these kinds of

examples and see real progress, even if

you are not showing as fat abottom line
as you might have wished.

And so I do not welcome you into a

new year full of starry promises and
unreachable dreams. I welcome you
into another year of hard work and, I

hope, accomplishment and progress. It
can be an exciting time for all of us in
the business. The industry is growing
and developing. It will finally look as

good as those of you who are commit­
ted to the industry make it look. It

already looks infinitely better than it did

eight years ago when I was first
introduced to the business. Every year
it looks better.

One of my new year's resolutions is
to continue doing my best to help make
the industry as good as it can possibly
be. I trust that all of you will join me in
the effort.

Here's to a challenging and prosper­
ous 1988.

in on hundreds of millions of dollars
worth of equity like Tom Devlin did in
the near future. Until the face of the

industry changes significantly, that will
be a once-in-a-lifetime occurrence. I do
see the industry supporting another

company or two going public, however.
I hear from dealers all over the coun­

try who are talking of expanding. Some
of you will look down the street and
wonder how the economy can possibly
support another rental store, and there
are some cities with too many rental
stores, make no mistake. But there are

other markets that are not yet full, and
there are dealers out there figuring out

ways to get stores in those markets.
I look to see the marketing in this

industry get increasingly sophisticated
and aggressive. That is both good and
bad. To the extent that marketing gets
sophisticated there is the promise of

attracting an ever-broadening base of
customers to the acceptance of the
rental concept. Aggressive, on the other
hand, usually translates into price cut­

ting, and that, alas, is destined to

continue.
But even the price cutting has a bright

side, although it is a hard sell to most

of you. The lower rental rates get, the
less pressure there is legally on the

industry.
It has always been the notion, never

particularly valid in my view, that we

as an industry enjoyed profits at the

expense of destitute consumers upon
whom we preyed. When rental rates

fall, that argument loses all credibility
and finally will cease to be made. It is

always going to cost a little more to rent

something than it does to buy some­

thing outright. That is because it costs

more money to rent and service and

pick up a product and service a rental
customer than it does to sell a product
in a box off the showroom floor. But the

day is coming when it will not cost very
much more.

As that day approaches, we in the

I want to take this opportunity to wish
those of you whom I have not seen

lately a very happy new year. I know
that most of you are wondering what
the new year will hold for the rental

industry. I wonder the same myself.
I have been hearing a higher level of

optimism from dealers lately than I had
been hearing most of last year. There is
no one thing that dealers are pointing
to that leads them to conclude that the
worst times are over. It is more a sense

of having ridden out very rough times,
and the instinct then is to sense that bet­
ter times are ahead.

Thorn EMI did purchase Rent-A­
Center at an unheard of multiple. And
these are people who have been rent­

ing TVs all over the globe for as long as

there have been TVs-Ionger, really,
since one of their big names in the

industry in Australia is Radio Rentals.

They must believe that there is a future
for the rental industry in the states, or

they would not have bought such a foot­
hold as they did at the price they paid.

I did have a dealer tell me the other

day that what he noticed about dealers
in the industry is that once they were

primarily investors who were in the
business to make a lot of money. Now
he increasingly sees people in the busi­
ness to make a living.

The implication is that dealers today
are in the business for the long haul.

They must enjoy most parts of what

they are doing, or they would presuma­
bly find something else to do. They are

the dealers who realize the retail niche

they have carved for themselves with
the short-term rental of products for the
home, and they plan on developing that
niche to the greatest extent possible.
Along the way they plan on making a

good living and perhaps have a com­

pany with some equity built up that

they can sell one day. They are, in a

word, on the road toward fulfilling the

entrepreneurial dream.
I do not foresee any dealers cashing

20

EDWARD L. WINN III
APRO General Counsel
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The features provided by the R:tracs

Program are "state-of-the-art." It was

not possible to generate a program of

this type a year ago. The R:tracs pro­
gram is written in Dbase III Plus pro-

- Contract Maintenance
- Inventory Control
- Payment Processing
- Employee Tracking
- Security Control
- End of Day Reports
- Cash Forecasting
- Promotion Letters
- Contract Printing

gramming language and compiled with

Clipper. This compiled version utilizes
commands specific to Clipper which

provides quick access to agreements
and inventory. All information is stored

- Audit Trail
- Serialized Inventory
- Agreement Master
- Inventory Analysis
- Card Close Reports
- Cash Drawer Audit
- Performance Analysis
- High Risk Accounts
- Depreciation Report

For more information concerning our products and/or prices
contact, Archie Rhines, President

801 Deer Run, Round Rock, Texas 78681-512-255-5284.

Look for the "Key To Your Future" in the next r:tracs mailer.

inside the computer in a format which
can be retrieved by other programs.
This provides unlimited possibilities for
future expansion by us or you.
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FEATURE BY EDWARD L. WINN III

Rental Applications Revisited
The right infonnation, properly used, means better business

Rental dealers have various devices
for getting prospective customers in the
door. They place their stores in high
traffic locations; they run carefully
thought-out advertising campaigns via
direct mail or TV or some other
medium; they give out hot dogs and
cokes in front of the store on Saturdays.
Once they have the prospective cus­

tomer in the store, they try to get him
or her in front of a suitable, rentable

product.
Once a product is selected and an

agreement is struck in principle, the
next step is to get the customer to give
the store enough information to make
a decision whether to rent him the

product or not. This is commonly
known as the rental application proc­
ess, and is the subject of this article.

Some dealers call the written docu­
ment a rental order, customer informa­
tion, or rental processing. Dealers have

explained that using the word applica­
tion may give the wrong impression to
the customer. Rental order, for example,
sounds more positive and makes it
sound more likely that the customer

will get the product.
Some dealers may be taking care of

the rental application process in exactly
the right way. They may always get the

proper amount of information, verify it

properly, and use the information
when following up during the collec­
tion process. Some dealers, on the other
hand, may not be doing everything
properly, and this article is intended to

get dealers and store personnel to take
another look at their rental application
process to see whether any improve­
ments can be made.

Get the Right
Information

A threshold question is, what kind of
information is being gathered during
22

A threshold question is,
what kind of information
is being gathered durinq
the application process?

tion of credit,which reads as follows:

[Credit] "means the right granted by a

creditor to an applicant to defer pay­
ment of a debt, incur debt and defer its

payment, or purchase property or serv­

ices and defer payment therefor" (15
USC Sec. 1691a[d]).

Historically, rent-to-own transactions
have not been considered credit trans­
actions under the federal Consumer
Credit Protection Act. However, in 1984,
the U.S. Ninth Circuit Court of Appeals
held that the ECOA does apply to con­

sumer leases, even though they are not
"credit transactions" as defined in the
Act. [Brothers v. First Leasing, 724 F2d
789, cert. denied 105 S.Ct. 121,469 U.S.
832, 83 LEd2d 63 (9th Cir. 1984).]

If consumer leases and consumer les­
sors are covered by the ECOA, might
not rent-to-own transactions also be
covered? Probably not. Consumer
leases are specifically regulated under
Title I of the Consumer Credit Protec-

the application process? The reason this

question is important is that there is a

federal law, the Equal Credit Opportu­
nity Act (ECOA), that controls credit

applications, grants of credit, and credit
turn-downs. Rental dealers are not

generally in the business of extending
credit to customers and, in most cases,
do not run true credit checks on

prospective customers. Consequently,
the federal law will not apply to them.

Rental dealers certainly can run full­
blown credit checks on rental customers
if they want to, and there are a few rental
dealers around the country who do just
that. They are signed up with one or

more of the major credit reporting
services-Chilton or TRW-and they
run each customer through the process.

If a dealer is running credit checks on

customers, a couple of points are in
order. The first is that the federal stat­
ute may well apply. That means that the

application will have to be taken on the

proper form-model forms are

provided by the Federal Reserve
Board-and those dealers must also

play by the statutory rules when turn­

ing a customer down. Essentially, the
customer has the right to a written

explanation of why no credit is being
extended. The FRB also has a form for
that, a copy of which is in the box on If rent-to-own dealers are not likely
the facing page. regulated by the technical requirements

An interesting legal question is of the ECOA, they are still well advised
whether a rental dealer doing a credit to avoid discriminating against any
check on customers is covered by the prospective customers on any pro-
Equal Credit Opportunity Act (Title VII hibited basis, namely: sex, marital sta-
of the Consumer Credit Act). The entire tus, race, color, religion, national origin,
Act is premised on the statutory defini- age, or the fact that all or a part of an
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tion Act; rent-to-own transactions are

not.

In the Brothers case, the court had no

difficulty concluding that the anti­

discriminatory purpose of the ECOA
should be broadly applied to all kinds
of consumer transactions already being
regulated by federal law. It would be a

much further jump for a court to make,
however, to apply the ECOA to trans­
actions not otherwise covered by fed­
erallaw.

Avoid Discrimination



applicant's income is derived from any
public assistance program.

The best way to avoid having to prove
there is no unlawful discrimination is
to tell customers the truth concerning
turn-downs. Most of the time, candor
will cause no problem and the customer
will understand the reason since it will
be either that the dealer has been una­

ble to verify all of the information on the

application or simply that some of the
information did not check out.

Occasionally, dealers will not want to

make a delivery because the customer

either lives too far away or in a section
of town where the dealer does not want

to do business. The first reason poses
no problem, and dealers are advised to

tell the customer the reason for the turn­

down, and, if possible, recommend a

rental company located closer to the
customer.

If rent-to-own dealers are
not likely regulated by the
technical requirements of
the ECOA, they are still
well advised to ovoid
discriminating against
any prospective
customers on any
prohibited basis, After all, the reason the

dealer wonts information
about the customer to
begin with is to make
sure the customer can
be located when the
need arises,

There is no particular need to inquire
about bank references, and such infor­
mation looks more like credit
information.

Get Enough Information

Dealers typically ask for a good deal
of personal information about the cus­

tomer. This includes name, address,
social security number, driver license
number, employment information, tel­

ephone numbers, and so forth. There
is nothing wrong with getting all of this
information; indeed, dealers are well­
advised to get it all and to verify it.

Dealers will occasionally get too
involved with verifying personal refer­
ences and forget to verify employment

23

Giving the second reason may be
more awkward, but is no less legal. To
a casual observer, such a policy may
smack of "redlining," a former practice
of some banks and other financial insti­
tutions not to make mortgage loans on

real estate in certain sections of town. Are there items on a rental applica-
Often, the result of such a practice was tion that can get a dealer into trouble?
to deny credit to a disproportionate There are items that can make a rental
number of racial or ethnic minority application look more like a credit check

groups. The practice has since been than a rental application or rental order.

prohibited by federal statute. If it is a selling point with the company
There are rental dealers who do not that there are no credit checks, then

feel they can afford to do business in dealers do not want to give the appear-
certain inner-city projects. The reason ance of running credit checks else they
is usually that the dealer has lost too risk being accused of false advertising.
much merchandise over the years to the Asking for information about a cus-

project's inhabitants. A prospective cus- tomer's ability to pay is the same kind
tomer has occasionally taken such a of information that creditors request
turn-down as evidence of racial dis- when qualifying a customer for credit.
crimination, especially when the dealer Therefore, dealers are advised not to

institutes a new policy and the cus- ask for specific credit information con-

tomer knows that some of his or her cerning a customer's existing debt. It is

neighbors are renting from the com- all right to ask for income as a part of

pany. Again, the best advice is to be per- collecting job information. Dealers can

fectly candid with the customer and verify salary levels when they verify
explain the situation fully. employment as a part of gauging the

Customers who feel they have been customer's honesty.
PROGRESSIVE RENTALS/February-March 1988

turned down wrongfully have been
known to file discrimination charges
against rental companies, and the com­

panies have had to prove statistically
that they do not, in fact, discriminate on

any impermissible ground. This proof
can be an expensive process.

Another Danger Spot



and residence information. A call to the
landlord and the employer can reveal
the basic honesty of the customer as

well as whether the customer pays the
rent on time. If the customer is late with
the apartment rent, will he also be late
with the dealer's rental payments?

A part of the personal information

ought to cover any quirks about contact­

ing the customer during the rental term.

After all, the reason the dealer wants

information about the customer to

begin with is to make sure the customer

can be located when the need arises. If
the customer works nights and prefers

not to be disturbed during certain

hours, then such information should be
noted on the application and respected
later on. If the telephone number the
customer lists does not actually belong
to him, then that information needs to

be recorded to avoid later confusion.
It is appropriate to collect information

about spouses or roommates on the

application. It is always useful to get on

the rental agreement the signatures of

anyone else living in the house where
the rental unit will be. A dealer's only
course of action in the event of non­

return and non-payment is against

THE IVENS CORPORATION
Executive Offices

1666 Kennedy Causeway, Suite 506
Miami Beach, Florida 33141

(305) 868-1261
Wats: 800-327-4919

Fla. Wats: 800-432-3380
Telex: 808183

3. The right way to be competitive in the jewelry market.

The Jewelry Experts for the Rent ..To ..Own Industry Present:

14 Kt. Gold and Diamond Jewelry

• Watches • Chains ·Earrings

• Rings • Bracelets • Pendants

1. Buy direct from the source

2. Ivens is a leader in manufacturing jewelry

whoever has signed the rental agree­
ment. Therefore, the more signatures
the better.

Rental dealers have
various devices for
getting prospective
customers in the
door" Once they have
the prospective customer
in the store, they try to get
him or her in front of a

suitable rentable
product.

Dealers also typically collect informa­
tion about personal references. These

may be relatives or friends. Dealers may
want names, addresses, and telephone
numbers for a few friends and
relatives-one only, or a lot of friends
and relatives, up to five. There is no law

preventing dealers from asking for as

many personal references as they want.

They are free to contact all of the per­
sonal references and explain why they
are calling. Dealers should not forget
that the list of personal references may
be fertile ground for future customers,
and dealers may want to keep a sepa­
rate file of all customers' references for
future marketing efforts.

Verify the Information

Most dealers feel that to collect per­
sonal reference information from cus­

tomers and not verify it is to ask for
trouble in this business. Occasionally,
store personnel will focus on a strong
part of the application-a very long
time on the job, for example-and
short-circuit the verification process.
The solution to such a problem, of
course, is to have a firm policy concern­

ing verification of application informa­
tion and to insist that employees stick
to it.

Dealers" opinions vary about the
most important part of a rental appli­
cation. For some it is length of time at
a residence, or length of time on the job,
or some combination of the two. For
some it is getting the closest relative­
a mother or mother-in-Iaw-as a per­
sonal reference. For still others, it is a

telephone number in the house where
the unit will be. There is no one correct

answer for the most important part of
a rental application.

'1;1
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Profit Potential
By special arrangement, rent-to-own and

rent-to-rent dealers can obtain Sontegra
HideAway 6000 units at a substantial discount.
Systems are available for immediate delivery.

�, AND MAKE PROFIT ALL YEAR 'ROUND
The hottest thing in the rent-to-own and rent-to-rent

markets is not the sun but the Sontegra HideAway 6000

portable home suntanning system! ... the easy way for your
customers to get and keep a healthy-looking
tan all year 'round.

Get In On the Boom
With neighborhood tanning salons opening

up from Maine to California, controlled sun­

tanning using gentle Ultraviolet-A (UV-A)
lamps has gained tremendous public ac­

ceptance and popularity, even in summer.

M en and women who don't have tans want to

get them before going to the beach. And those
who already have that bronzed glow want to

keep it.

Rental Breakthrough
Now, Sontegra, a company that for20years

has been manufacturing the commercial

systems used in those suntanning salons,
introduces a lightweight consumer model -

the HideAway 6000 - perfectly designed for
the rental market. It features six 6-foot UV-A lamps in an

adjustable canopy on a wheeled stand for placement over a

bed, sofa or chair. A 1-30 minute safety timer with automatic
shutoff is housed in the stand, and the lamps are covered by a

protective grid. The system weighs less than 50 Ibs. and is UL
listed. After use, it folds easily for storage in a closet.

----

Sontegra also offers a full line of systems,
from a table-top face tanner to deluxe top­
and-bottom sunbeds.

In-Store Marketing Support
I n addition, Sontegra offers dealers

comprehensive marketing support, from full­
color hang tags to customer handouts, ad
slicks, artwork, photos and user guidelines.
Plus a 24-hour toll-free customer support
telephone service!

As a rental dealer, you can get your own place in the sun by
providing your customers with equipment so they can do the
same. Call now for details.

m [MJm &ntegra "
222 Bridge Plaza South, Fort Lee, NJ 07024

{201} 585-8080
{800} 826-7727



report all skips and stolens to a central
location, which in turn can be called

prior to making a delivery. Customers
who have been reported as a skip or a

stolen by another company would
show up, much as bad check writers are

reported and then show up on hot
check sheets. It would seem natural for

big companies to use such a system in­
house. Yet, none of the major rental

companies uses such a system. City sys­
tems that have tried to organize have
been unable to support the costs of
administration.

Like many aspects of the business,
the rental application process is a detail
that often gets overlooked. The infor­
mation collected at that moment is the
best and perhaps only link to the cus­

tomer. A well-thought-out application
process may not double profits over­

night, but a careful review might give
a dealer another delivery or two per
month, or it might mean one less skip.
These days, every little bit helps.

PR

Some dealers use a point system to

help balance the different parts of the

application. Point systems may give
some security to new employees when

trying to qualify customers, but most

dealers report that point systems ulti­

mately result in fewer deliveries. This
is because the points simply may not

add up for a customer who in the
dealer's judgment does not pose a sub­
stantive risk of becoming a skip or

stolen.

Dealers should not forget
that the list of personal
references may be fertile
ground for future
customers.

that caused the turn-down. Such an

analysis may show the company better

ways to get information from customers

and better ways to verify it.
A question that arises periodically is

whether the industry will support a

reference checking system that helps
dealers qualify rental applicants. The

proposed system is similar to traditional
credit checking systems, except that it
focuses on rental customers who have
failed to return rental property in the

past.
Dealers have participated in such sys­

tems in several cities around the coun­

try. The effort has been organized in

Houston, Dallas, Austin, Atlanta, Bal­

timore, and recently in Kansas City. To

date, none of the systems has been able
to stand the test of time.

The theory is that a group of dealers

Use the Information
An interesting calculation for dealers

to make is the percentage of turn­

downs compared to applications.
Dealers report a low of 1 percent or 2

percent to a high of 75 percent. The high
turn-down percentage comes from
retailers who run credit checks on all of
their customers and have only a few
rental units out on rent. Most rental
dealers report a rental turn-down rate

of around 10 percent, which means that
9 out of 10 prospective rental customers

are getting units delivered to them.
A useful practice for dealers is to go

back through the rental turn-down file

periodically and review the problems

Edward L. Winn III is general counsel of
APRO and a frequent contributor to

PROGRESSIVE RENTALS.

New Leader in RTO Computer Systems
Now you can have exacting control over your rent-to-own business.
You've been away for a day or two and want to
know the status of things. End-of-month
reports are too far away and you need to feel
the pulse now: "What's going on with my
business?" RMAX™ can tell you like no other
-accurate, detailed information right down to
the close of business last night - all at your
fingertips.
POWERFUL
RMAX is the most innovative, complete, prac­
tical and powerful RTO software system avail­
able today! It's designed from the ground up
with refinements and features that address
your multi-store needs.

SEE IT ALL
If you have 10 stores or 1 000 stores, this is the
system for you! "No other system comes

close." - that's what one of the nation's larg­
est leasing companies says. For example,
you can see accumulated depreciation, earn­

ings, rent days and number of agreements for
an item. All that and more - even if that item

ciation, fee and petty cash abuses, unrealistic
adjustments and inventory surplus or short­
age. Take advantage of all this information
and you can increase your efficiency and
profit.
THERE'S MORE
In addition, you get direct mail capability and
on-screen help. And you can do everything
without an in-house programmer. You might
have to experience RMAX to believe it. We
can't possibly cover all the features and bene­
fits of this package in the limited space avail­
able. So, if you want to know more, give us a

call; we'll be happy to talk to you about it.

e Computermax, Inc.
CMI\X 3805 Drake Avenue, Huntsville, AL 35805

Telephone 205-533-4455
2033 North Ocoee. St., Cleveland, TN 37320
Telephone 615-476-9148

1-800-322-2629

aSSEt
Applied OIQ1tal Data Systems Inc
A Subsidiary of NCR Corporation
COMPUTERMAX, Inc., is an authorized
marketer of ADDS Mentor Computer.

has been through combo, repair or exchange.
You can see every payment on every agree­
ment for every inventory item in every store.
Not only that, but you can view t�e data for
any single item, for a route, for a store, for a

district, for a region - and then see the totals
for the entire business. All at your command.
And our method of calculating depreciation is
guaranteed to be accurate and approvable by
the IRS.

EXPENSIVE BUT. ..

This system costs more than some others.
But its performance makes it seem cheap by
comparison. It's the most cost-effective sys­
tem you will fincf. Imagine: remote cash man­

agement with pricing and audit controls! The

daily updated information from every store

provides you with a clear perspective of your
business activity. You can spot trends, busi­
ness swings, product popularity and cus­

tomer demographics. And you can track
things like unit profitability, individual depre-
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PRODUcr FOCUS

Cabana is Forever Tan's new series of
home tanning systems. Manufactured

by Wolff Crystal Sun lamps, the series
of suntan lamps offer 100 percent UV­

transparent, acrylic shields; electronic
ballasts for easy movability; high-speed
cooling fans and German-made timers.

Suggested retail prices start at $895.
For more information, contact Forever

Tan, 98 West St., Ste. 213, Englewood,
NJ 07631, (800) 247-4301.

Zenith's new 27-inch digital TV,
Model ZB2755S, has a patented Bose
sound system featuring an Acoustimass
bass module that includes two 2lj2'�high
frequency speakers and drivers and a

three-channel amplifier system. The TV
has a high-tech, platinum finish with
black accents on the front. It is compat­
ible with the vertical VCRs Zenith is
now offering. Other features: digital
picture-improvement circuitry; on­

screen displays; receiver/monitor capa­
bility; 178-channel tuning; and wireless
remote control.

Suggested retail price: $1,795. For
more information, contact Zenith Elec-

tronics, 1000 Milwaukee Ave., Glen­
view, IL 60025, (312) 391-8181.

A super VHS camcorder has been
added to Hitachi's product line. Model
VM-6000A is a full-size camcorder with
features including auto focus, a power
zoom/macro lens, 450 lines of horizon-

Zenith Model ZB2755S

PROGRESSIVE RENTALS/February-March 1988

Hitachi Model VM-6000A

tal resolution, AN inputs and outputs
and a self-timer that allows the pho­
tographer to join the actionbeing shot.

Suggested retail price: $1,700. For
more information, contact Hitachi Sales

Corp., 401 W. Artesia Blvd., Compton,
CA 90220, (213) 774-5151.

A new side-by-side DesignerStyle
refrigerator is Whirlpool's latest addi­
tion. Model ED25DWXT is an adjusta­
ble refrigerator/freezer with a dairy
compartment, snack bin, sealed-edge
Spillguard shelves, an adjustable wine

rack, and an Ice Magic automatic
icemaker that produces 20 percent more

ice per day than previous units.

Suggested retail price: $1,500. For
more information, contact Whirlpool
Corp., Merchandise Manager, 2000 N.

M-63, Benton Harbor, MI49022, (616)
926-5000.

Soundesign's latest audio rack sys­
tem features wireless remote control
and a built-in graphic equalizer. Model
5871BP5 also includes: dual cassette

deck; semi-automatic, two-speed turn­

table; amplifier/tuner; AM/FM stereo

receiver; two tower speakers; and

custom-designed, walnut-finish cabi­
net. The dual cassette deck records

directly from the tuner or from a CD, TV
or phone/auxiliary inputs, or live with

microphones. The unit measures

33%' x301h II

x 14%;'.
Suggested retail price: $199.95. For

more information, contact Soundesign
Corp., Harborside Financial Center, Jer­
sey City, NJ 07302, (201) 434-1050.

PR
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FEATURE BY SUSAN K, ELLIOTT

Dealing in Ihe
Big Leagues
Rent-A-Center's sale will affect the industry's future

Rent-A-Center was ridinghigh in the
summer of 1987, along with the stock
market. Its stock was selling at $21-23
a share, its franchise network was

expanding rapidly, and the Wichita,
Kansas-based company was growing at
a steady rate of 30 percent a year. A 3-2
stock split had just increased share­
holders' portfolios in April. One of only
two publicly traded companies in the
rent-to-ownfield, Rent-A-Center's posi­
tion had been quite solid since it went

public in 1983, offering stock at $14.50
a share.

So, in August, when Thorn EMI plc,
a United Kingdom company,
announced plans to acquire Rent-A­
Center at $27 a share, or nearly $600 mil­
lion, observers marveled at the con­

tinued upward climb of this company
that was founded in 1973 with a mere

$30,000. With the sale, Rent-A-Center
would change from a public corpora­
tion to a subsidiary of a multinational

conglomerate. Rent-to-own was achiev­

ing a new aura of glamour through the
shrewd dealings of Thomas R. Devlin,
Frank Barton, and their high-power
management team (see "Key Players"
box).

Luck or Brains?

And then, to make the sale look even

more brilliant, the stock market plum­
meted 500 points on October 19. Was
Devlin really that smart, or just lucky?
30

money, including my own. The market

says 'you're wrong Tom, because peo­
ple are paying that. That's what it's
worth:

"Of course, every year we do our five­

year plan. We were in the process last

spring of doing our plan and I started

looking at the profit we had projected
for three years from now. I said, 'gee,
if the stock market ever goes back to

being sensible again, and goes back to

reality, three years from now our com­

pany, based on that profit, is worth very
little more than what it's worth today;
because of the high multiples that the
stock market was paying.

"Well, hell, why do I want to take that
risk and manage it for three more years
to get no more money, if I'm right? If I'm

wrong, well then of course I left a lot on

the table. But if I'm right, I saved three

years of time:'

\lOne of the things in the
back of our mind was
the thought that a 2,000
point Dow couldn't be
that good ior that long,"

"It depends onlwho you ask;' jokes
John H. Slaymaker, vice president of
finance. President and chief executive
officer Walter E. "Bud" Gates says it
involved ''both

a�tbUCh
of prophecy and

of luck:'
When the pos ibility of a sale began

to be discussed t Rent-A-Center last

May, "One of the things in the back of
our mind was thr thought that a 2,000
point Dow couldn't be that good for that

long;' says Gate�. "We actually, specif­
ically talked aboft the possibility of a

day when the stock market could drop
200 points in o�b day;' says Gates.

If you ask Dt'lin himself, he will

point to two keYlfactors in his decision
to find a buyer f�r his 14-year-old com- The second incident that was equally
pany. The first was a pragmatic business important in the decision to sell was a

judgmentthatt�e stockmarket was out trip Devlin took last June with his son

of control, and n?,t likely to settle down. Tommy. Discussing plans for the com-

"I really had

fllt
uncomfortable with ing year, father told son that he hoped

the market for some time-about a to see his grades improve, and that he

year;' says Devlin. "The kind of PIEs would lend a hand in the process. Son

[price/earnings ratio] that most compa- looks at father and says, with all sin-
nies were getting were record, were cerity, "That's great Dad, but how are

huge. There was just no way that I felt you going to do that when you're never

the companies were worth that kind of home?"
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"Do You Mean ."
Dad?"



Back home, Devlin mentioned the
incident to his wife who suggested that
he check his calendar for the last year
to see how often he had actually been
at home. Devlin was astonished to dis­
cover that he had been gone 40 out of
52 weeks. Looking ahead to his fall
calendar, the chief executive says that
he was already booked to travel at least
one out of every two weeks.

"You've got to understand that as a

public company, and as big as we were,
I had a lot of obligations. My day starts
at about 7 and goes until 9 at night;' says
Devlin.

Taking the company's high relative
value and weighing it against the poten­
tial financial gains and personal losses,
Devlin put the wheels in motion to find
a buyer. Chairman emeritus Frank Bar­
ton (an original investor in the com­

pany) was also ready to entertain
suitable offers for his stock block. It
didn't take long to find a buyer.

Bud Gates compares the relative ease

of the sellingprocess to "two people just
starting to look to get married who ran

into each other in the elevator.
"There wasn't a lot of wooing going

on at all;' says Gates. "It was really a

fairly quick process. We'd been

approached many times over the years
to sell, but we really hadn't entertained

anything seriously at all,"
As vice president of finance, John

Slaymaker was heavily involved in the
sale. "It happened that in checking out
the market our people ran into an

investment banking group, Goldman
Sachs, who, on the other hand, had

.... been looking on behalf of Thorn in the
U.S. marketplace, and had already sur­

faced our name. From there the discus­
sion developed pretty quickly:'

I�

Will Olher COllipanies
Go Public No.,?

Asked what the overall impact of the acquisition on the rent-to-own industry
will be, Bud Gates replies, "That's a pretty hard one to answer. Let me explain
to you why.

"You could say, 'well, you've really made it easy for everyone to go public: That's
not true. You have to have a long history of delivering against fairly high targets
to have your stock perform even dose to what ours did. This is a company that's
been in business 14 years and that's effectively grown at a rate of 30 percent a

year; it's had a tremendous track record.
"To grow a company the size of Rent-A-Center with any kind of degree of con­

sistency of growth in earning as we did is no easy feat. It's not real easy to go
public, and even if you do, that's no proven pot of gold. After you do, you have
to put together a pretty long, successful, unbroken string of performances to get
the payoff from it.

"So I don't think what we've done is going to be any harder or easier on any­
body else. It's a wide open book. Your rewards will be dictated by how good you
are:'

uptake. Mr. Southgate and Mr. Maxmin
are both relatively new to Thorn, hav­

ing joined within the last three or four

years, and have been restructuring and

turning around Thorn EMI. They are

known in the London financial commu­

nity as fairly dynamic and aggressive
people who are having their impact.

Bud Gates compares the
relative ease of the selling
process to "two people
just starting to look to get
married who ran into
each other in the
elevator,"

"Staying on as CEO, I certainly had
an interest in who they were, but I
would be quick to point out nobody

In a November 1984 article on British took a greater interest in that than Tom
rental practices, Thorn was quoted in Devlin did. Everybody said, 'geez, you
PROGRESSIVE RENTALS as saying got your $100 million and you don't care

that they would enter the U.S. market anymore; but that couldn't be further
when they found "the right formula:' from the truth. Tom has a financial side,
At that time, they were the only British but he also has a side that wants to see

rental firm without U.S. outlets. Appar- his vision fulfilled. He wants this to

ently, Rent-A-Center fit the bill for become a billion dollar company and he
Thorn EM!. knew that whoever did the acquiring

What convinced Rent-A-Center had to be a certain ilk of company or that

management that Thorn would be a would never happen. They would sti-

good match? fie the creativity, they would shut off the

�
Gates explains: "The fact that they things that had made this company

had a reputation as people who were great:'
very strong, the fact that they clearly Devlin echoes this, explaining that he
were decentralized, and the fact that as feels good about the choice of Thorn
an organization it was one in the Ll.K. because "they are in our industry and
that was very well known to be on the have had tremendous growth. They
PROGRESSIVE RENTALS/February-March 1988

Good Enough to Marry?

have done an excellent job of bringing
in good people. So they're experienced
at growing 30 percent a year.

"Plus, if somebody who doesn't
understand this business buys you,
they come in and don't know how to

operate you. They can tear up and ruin

everything you've built. These people
understand the industry. And they're
great marketers who will bring a lot to
the party. They'll add fuel to us, not take

away."
Thorn executives went to Wichita for

discussions in the early part of July, fol­
lowed by visits of the key U. S. people
to London in the latter part of July. Sig­
nificant third party help came from
New York investment broker Ben Jacob­
son, who acted as mediator. "He did a

lot of our negotiation, bridging, and liai­
son work;' say Gates.

Buying Back the Stock

What were some of the mechanics of

converting from a publicly held corpo­
ration to a subsidiary of a foreign con­

glomerate, in terms of notifying the
stockholders and repurchasing stock?

"Once a decision was made that there
would be a tender offer, it was really the

responsibility of Thorn to make the
offer;' says Slaymaker. "They offered
back in the latter part of July, first part
of August, and tendered for the stock.
The stock needed to be in by the first

part of September. The stockholders
had to actually transmit their stock for
$27 cash a share to Thorn:'

Even if shareholders had not

responded favorably to the deal (not
likely considering the excellent terms),
it would still have gone through
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Thomas R. Devlin
Passing the Entrepreneurial Torch

APRO: You've been very involved in contributing time and money to the entrepreneu­
rial courses at your alma mater, Wichita State University. Why has that been so impor­
tant to you?

Devlin: The rental business as a whole is a very entrepreneurial business. Most
of the people who are in the business work for somebody else and then decide
to go on their own and start their own deal. So, just being involved in this indus­

try, and being one of the original founders in this industry, put me in a position
where I could contribute.

I'm very entrepreneurial and I have no problem with people starting their own

companies. Wichita is a big entrepreneurial type city. I like to see people start

their own business, and of course, that's what creates new jobs and keeps the

economy rolling.
I really believe that in almost every business, whether it be service or manufac­

turing, or whatever, that there are enough bad operators out there that there's

always an opportunity. Now, it's not always an opportunity in the citywhere you
live (you may have to move somewhere else to start it), but I think there's always
a good opportunity for a good operator in any industry, and I like to see these
would-be entrepreneurs get their chance.

But I don't want them to make all the mistakes that everybody else has made,
so I like to teach because my feeling is that if I can get them to listen, I can show
them the areas where they can make mistakes, how not to make them, and thus

help increase their ability to succeed. I

APRO: So you will be speaking next summer at a conference at Wichita State University?
Devlin: Yes, they have an entrepreneurship class here in the summer that is

the largest in the country. Over 500 people come into town for it. I do that class,
and then there's another class they're having this summer that's for teachers of

entrepreneurship, and I'll do that class. I've been part of their program for seven

or eight years.

Even if shareholders had
not responded favorably
to the deal, , ,it would still
have gone through
because of pledges
made by the company
and principal
stockholders,

because of pledges made by the com­

pany and principal stockholders.

"They actually had an option to

acquire sufficient stock to have a

majority interest in the form of three

major blocks:' says Slaymaker. "The
first was Tom Devlin's, the second was

Frank Barton's, and the third was an

option the company had given for addi­
tional stock. It was roughly 23 percent
apiece on Frank and Tom, and the com­

pany gave them sufficient option to get
them over 50 percent.

'1\s it turned out, the market was very
receptive to the offer. It actually offered

up more than 90 percent, which

32

allowed Thorn mechanically not only
to buy that interest, but to go through
the next step of acquiring the balance

through Delaware law. Under Delaware
law, you're allowed to buyout all the

remaining stock subject only to those

remaining shareholders perhaps
challenging the value of those shares, According to Devlin, this expansion
which to my knowledge is very will make Rent-A-Center the

unlikely. undisputed leader in the rental indus-
"In other words:' adds Gates, "there's try, overtaking ColorTyme "not only in

a mechanism available that says if revenue and earnings, but also in the

you're able to acquire 90 percent or number of stores. I think that Thorn's
more of a company, then it's a pretty position is, 'Look, that's a great job,
easy process to take the remaining 10 Rent-A-Center, but we want to be the

percent:' most dominant rental company in the
After the offer was made, Rent-A- United States, by far:

Center stock hit its peak of 26 Ys as the "You see, they have 50 percent of the
market recognized the offer. market share in all the countries they're

The $27 sale price "was a nice in. That's a very dominating position to

premium" for stockholders, according be in. Their goal is: We're going to be
to Slaymaker. 'And given the response THE rental company in the United
of the market, I think the marketplace States, period. The market share Rent-

acknowledged it:' A-Center enjoys today is probably 10 or

Completing the sale cost both com- 11 percent, but I suspect that in the next

panies millions of dollars in commis- three years they plan on doubling that,
sions, accounting and legal fees, and or better. I think five years out they're
other expenses to notify stockholders, going to be so dominant:' says Devlin.
but as Slaymaker points out, that was "Of course, when we get the buying
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a small percentage of the overall sale

price.

Whal Does II Mean?

Now that the sale is a reality, what will
it mean for the future of Rent-A-Center?
Who is Thorn and what will they do
with their new acquisition? The
answers to these questions and others
will determine the impact on other rent­

to-own companies, and the industry as

a whole.
The consensus of those involved

seems to be that Rent-A-Center was

already doing fine and, with Thorn's

help, will become even bigger and

stronger.
By going public in 1983, Rent-A­

Center gained an infusion of capital that

permitted its growth from 76 stores to

its current level of 520 stores. By
introducing franchising in 1984, the

company speeded up the process of

expansion. Rent-A-Center currently
operates 330 company-owned stores,
with 190 franchise stores, and expects
to add another 200 stores altogether this

year. (See box on "The Franchise

Factor:')

Now that the sale is a

reality what will it mean
for the future of Rent-A­
Center? Who is Thorn
and what will they do
with their new

acquisition?



Key Players at a Glance
Many of the top executives at both Thorn EMI and Rent-A-Center are relatively new

to their positions and to the rental industry. Here is an overview of management at each

company.

Walter E. "Bud" Gates, seated center, president and chief executive officer,
joined Rent-A-Center in 1985 as executive vice president and was promoted to

ch�e£ operating officer in August 1986. He spent 11 years with PepsiCo, including
five years as senior vice president of marketing for the Pizza Hut division.

P. David Egan, standing far right, senior vice president and general counsel
since 1983, formerly in private legal practice.

John H. Slaymaker, seated right, senior vice president of finance, joined the

company in November 1986. Formerly an independent consultant, before that
he was vice president of finance and chief financial officer for Pizza Hut Inc.

Christopher C. Browne, standing far left, senior vice president of marketing,
joined Rent-A-Center in January 1987. He was formerly president and CEO of Hi­
Net Communications, a joint venture of Holiday Corporation and Comsat.

Michael A. Jones, seated left, senior vice president of human resources, joined
Rent-A-Center in April 1986. Jones was previously a senior vice president for the
Howard Johnson Co.

Richard S. Klein, standing center, vice president of franchising, has been with
the company since October 1985. He was formerly vice president of franchise
business development for Weight Watchers International.

Robert J. DiGiacomo, standing second left, vice president merchandising, since
October 1987. Before that he was director of marketing and merchandise man­

ager, hardlines, for Lechmere, a division of Dayton Hudson.
Richard F. Rineberg, standing second right, senior vice president of operations,

joined Rent-A-Center in March 1979. He was formerly in management at Pizza
Hut Inc.

At Rent-A-Center,
Wichita, Kansas

Thomas R. Devlin, founder and
former chairman of the board and chief
executive officer, now acting as consul­
tant to Rent-A-Center, but expects to be
inactive.

Colin Southgate, managing director and chief executive, a member of the board
since 1984, he joined the company in 1982. Southgate became managing director
in April 1985 and assumed role of chief executive in July 1987. He formed his own

company, Software Sciences, in 1970.

James Maxmin, chairman and chief executive, home electronics, has been chief
executive of the Television Rentals and Retail Group since 1983. Appointed to the
board in 1984, Maxmin was previously chief executive of Volvo Concessionaires
and worked for Lex Hotels and Unilever.

At Thorn EMI,
London, England
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power, we can lower the price to the
consumer and that helps it all. Com­
bined with Thorn, we are now the

largest electronics buyer in the world.
That's incredible. Now, Rent-A-Center
is going to have some buying power
they never had. So, there's just so many
economies of scale that will be

possible:'

ther enhanced by Thorn's backing.
"We were fortunate enough, going

into the acquisition, to be one of those

companies that has plenty of capital.
We had just successfully floated a con­

vertible debenture and we still had $20
million worth of excess cash around.
From many companies the answer you
will get is, 'well, finally I don't have to

be out constantly trying to get enough
capital to expand the business.' So we

had already one of the major sighs of
relief that really hadn't been a major fac­
tor for us.

An In-House Banker

Gates foresees that the company's
already strong cash position will be fur-

34

"I've swapped bosses-from the
investment public to Thorn EMI;' says
Gates.

"Down the road we will have access

to financing. Thorn is a banker, if you
will, for us and they will be able to sup­
ply us capital as we grow. If we came

across a big acquisition or something,
rather than having to take the time to

line up debt or go to the equity market,
because of Thorn we may have the abil­

ity to have access to that quickly:'

Negatives of Being
Public?

Questioned about the "downside of

going public;' Gates replies, "I wasn't
here when they first went public. Judg­
mentally, you could say you give up a

lot in terms of reporting, really having
to be there every quarter and show that

consistency, but for Rent-A-Center,
going public was the vehicle that
allowed us to continue to grow.

"I doubt that the company could have
continued to grow at 30percent plusper
year if they didn't have access to that
kind of capital. You see, you're chew­

ing it up in pretty big chunks at that
time. You can raise a million, or two mil­
lion, or three million through banks and

partnerships and so forth, but when

you have to start raising 30, 40, 50, 60
million, it's pretty hard without the abil-

ity to go public:'
.

No More (Public)
Annual Reports

Key Rcnt-A'Ccnter executives agree
that the sale will mean the end of quar­
terly reports and accountability to the

investing public, but the only real differ­
ence will be in the timing. This is
because Thorn will obviously expect
similarly detailed annual reports that
the company has been required to issue
in recent years.

Anyone could request an annual

report that would include information
such as: "Rent-A-Center stores gener­
ally are located in strip shopping centers
in moderate income neighborhoods
near major shopping areas ....Store size

generally varies from 2,000 to 3,500
square feet. The average annual volume
of all stores that have been open for
more than 18 months is approximately
$800,000:'

It wasn't even necessary to visit a

Rent-A-Center store to learn that avail­
able furniture lines include: Bassett,
Berkline, Allied, and Rachlin. The final
annual report also revealed that in fis-
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Inventory Financing
Auto
Electronics/Appliances
Marine
Office/Computer Products
Lawn & Garden
RVlManufactured Housing
Fumiture

Services
Credit Insurance
Consulting Services
Insurance Premium Financing
Extended Service Programs
Capital Services

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

We used to be known as Borg-Warner
Financial Services.

We were famous for our positive
attitude. Our willingness to help you ... and
find a way to say yes.

We were unparalleled in our range
of business financing: Inventory Financing;
Insurance Premium Financing;
Institutional Equipment Leasing; Extended
Service Plans, and more.

Well guess what?
Now we're Transamerica Commercial
Finance Corporation. And now you can

get everything you've come to expect­
plus over 50 years of innovation from one

of America's premier companies.
The same creative thinking plus even

more resources and know-how.
The same positive spirit plus the

power of the pyramid.
Call 1-800-292-2872 about your

financing needs.
Where our "yes" now comes from

an even higher authority.



cal 1987 the company had entered major
new markets in Detroit, Columbus,
Ohio, and northern New Jersey.

One could also read that Rent-A­
Center's advertising budget, spent
primarily on television, was approxi­
mately 5 percent of its rental revenues,
and that its 12 warehouses range in size
from 2,000 to 13,000 square feet. In addi­

tion, the company has more than 1,700
employees, with about 230 at

headquarters.
Thorn prepares corporate annual

reports, but since they describe so many
different subsidiaries, the small, albeit

very interesting, details of each com­

pany are ignored.

Who Is Thorn EMI?

Forty-year-old Thorn operates inter­

nationally and is made up of five prin­
cipal subsidiaries. Rental and Retail

operates home electronics stores­

Radio Rentals, DER, MultiBroadcast
and Focus-in 15 countries, including
the world's largest record store, HMV
Oxford Circus in London. Hire pur­
chase, as it is called in Britain, is a

widely accepted method of acquiring
electronics products. Its strength devel­

oped as a result of restrictive govern­
ment credit practices created to control
consumer spending, and poor quality
retail products that suffered frequent
breakdowns.

Other subsidiaries include: Technol­

ogy (defense electronics, software,
security, telecommunications, and

semiconductors); Music (publishing
and manufacturing); Lighting; and
Kenwood (appliances, not electronics).

Gates says, "The areas where they're
going to be able to help us are merchan­

dising in stores (they're very well mer­

chandised) and global purchasing. We

figure that we're the largest purchaser
of brown goods in the world now. I
haven't quite figured out whether we're

bigger than Sears, or which way it goes,
but we'll call it a tie.

"It's hard to say where the positive
impact will come, but when you have
40 years in a very related business, even

when the markets and countries are

different, I just think there are going to
be places where that is going to come

to bear.
"We're in the process of taking a look

at each other's business and seeing how
we can help each other. Just a quick
observation, they're very interested in
our reporting systems, because ours

appear to be, at first glance, more devel­

oped than theirs. On the flip side, they
36

Asked how he feels about the future
at this point, Gates says, "I feel out­

standing and I think I speak for every­
one in the company. We're excited,
genuinely excited about it, yet it makes
all this great logical sense.

"You can do your right brain analysis
and from a logic standpoint say, 'boy
this is great. This insures our future.
Now, if we ever had a doubt about the
future of Rent-A-Center, that money
would run out, or we'd run out of the

management team, or whatever, the

acquisition by Thorn insures the divi­
sion will reach its completion. We will

continued on page 52

Looking ahead to the
future of the industry Bud
Gates predicts that a

whole new category will
be introduced to
rent-to-own,

WINTI:R

VACATION
SI:MINAR

AT THI:

BAHAMAS PRINCI:SS
RI:SORT & CASINO

are considerably ahead of where we are

in just terms of merchandising in the

stores, such as signage and how the
stores look, so I expect that we'll be get­
ting some ideas from them:'

freeport,
Grand Bahama Island

MARCH 8-13,1988
Leave the chill winds of winter behind for
the tropical breezes and sunny splendor

of the Bahamas. APRO's Winter Vacation
Seminar is a wonderful opportunity
to learn more about the rent-to-own

business and enjoy the island paradise
of Grand Bahama.

Watch your mailbox for further details

or call APRO, (512) 447-0333.
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HOW TO PROFIT
FROM VOYAGER
LEASE-GUARD.

Voyager Insurance Com­

panies, already
a leader in the

development of
insurance plans
for banks, loan

companies, auto

and furniture

dealers, now

offers rental

organizations
Lease-Guard=
It's a simple, yet fully com­

prehensive, program that

gives you increased protec­
tion, income and customer

confidence.

Voyager is a member ofthe
Association of Progressive

RentalOr­

ganizations
(APRO).

Our Lease-Guard= pro­
gram is already proving
profitable in hundreds of

rental stores throughout the

country. Here's why.

PROTECTION
... for both you and

your customers,

r��_;r= from legal liability
for property damage
or loss from fire,
lightning, wind­
storm, burglary and
extended coverages.

INCREASED
CASH FLOW
... and additional income

up front because customers

pay the modest cost

for protection
when they sign
the rental

agreement.

EASE OF
ADMINISTRATION
... because there is high
customer acceptance and a

minimum of paperwork.

PEACE
OFMIND i
... for you

I

and your
I.......��

customers

because you are fully pro­
tected by a plan that is

prepared by Voyager and

approved by the Depart­
ment of Insurance.

w

A PRIMERICA Company

Voyager Insurance Companies

To learn more about this innovative new program, call roLL-FREE 1-800-237-8314 Florida 1-800-282-6317
for complete details. Please ask for Steve Wilson.



GOVERNMENT RELATIONS BY EDWARD L, WINN III

PXs Want to Get Into

TV and Furniture Business

systems are also viewed as a

necessity by the younger genera­
tion. The younger age market is
oriented toward quality sound,
better audio equipment, and the
freedom to select a combination of

components to make up a system
of choice. Approximately 74 per­
cent of the national retail sales of
audio equipment are in the com­

ponent category compared to 26

percent in self-contained systems.
Stereo TV broadcasts are stead­

ily increasing. Over 200 stations
are now broadcasting in stereo
and more prime time shows are

being recorded in stereo. To fully
appreciate this sound advance­
ment, viewers must hook into ste­
reo systems, further enhancing
demand for the audio/video sys­
tems. Industry reports sharp
patron demand for these systems
over the next several years.

The current restrictions on

authorized items favor full-line

Japanese manufacturers of sys­
tems at the expense of U.S.
manufacturers that specialize in

components. For example, loud­

speakers, a category dominated

by small American manufac­
turers, are not presently autho­
rized for sale. The broadened

authority should not threaten off­
base retailers. Limited space and
limited funds for inventory invest­
ment will limit exchange stock
assortment. Commercial retailers
will have latitude in establishing
assortments which will not com­

pete with exchanges on an item
basis. Total military exchange
sales of electronic products repre­
sent less than 1.5 percent of total

industry sales.
This recommended change

would permit an adequate and

The Department of Defense has

recently forwarded a request to the
House Armed Services Committee to

allow military PXs to begin selling TVs,
audio-video components, desk-top
copiers, exercise equipment, ready-to­
assemble furniture, and diamond

jewelry up to one carat.

The DOD regularly requests the Con­

gress to expand the list of items that can

be sold on military PXs. This is one of
the more far-reaching requests in the

past few years, and part of the breadth
of the request has to do with the make­

up of the Morale, Welfare and Recrea­
tion Panel of the Readiness Subcommit­
tee of the HASC.

For several years, the five-member
committee has been composed of pro­
business representatives led by Rep.
Marvin Leath (D-TX). The pro-business
members on the five-member panel
enjoyed a majority on the issue of mili­

tary PX sales, and there was little expan­
sion of the goods offered.

The newest member of
the panel has indicated
to the military that he
would like to see PXs be
able to sell televisions and
components" ,

USMC, deputy assistant secretary of
defense, military manpower and per­
sonnel policy. In his letter to the com­

mittee chairman, Rep. Les Alpin
(D-WI), Lukeman explained that the
PXs could already sell goods as follows:
self-contained stereo systems with a

cost limit of $990.45; tape recorders and
VCRs; sports equipment with a cost
limit of $213.35; completely disassem­
bled knockdown furniture and bunk
beds with a cost limit of $142.60; and
diamond jewelry up to one-half carat.

Lengthy Justification
New Members Have
Other Views Attached to his letter, Lukeman sent

a four-page "Justification in Support of
Recommended Changes to the Armed
Services Regulations:' The argument
for allowing PXs to sell electronics

products without limit is explained as

follows:
State-of-the-art audio and video

systems components including
TVs should be authorized for sale
in exchanges to offer military
members an alternative to the

high prices and high interest

charged by some of the commer­

cial enterprises which target mili­

tary personnel. Television is a

necessity for both entertainment
and its educational value. Over 98

percent of American households
own one or more TV sets. Music

The newest member of the panel,
Rep. Jack Davis (R-IL), has indicated to
the military that he would like to see

PXs be able to sell televisions and com­

ponents, according to the Exchange and

Commissary News. The news also reports
that other panel members-Rep. David
Martin (R-NY) and panel chairman

Rep. Dan Daniel (D-VA)-had indicated

they would support the latest DOD pro­
posal. Only Representative Leath is

expected to take a strong stand against
the proposed action. It is not known
what position Rep. Bill Nichols (D-AL),
the other member of the panel, will
take.

The specific request to the HASC was

sent by Lt. Gen. Anthony Lukeman,
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realistic assortment of audio and
video components and systems.
It should generate an additional
$100 million in sales annually and

approximately $5 million in added

earnings.
The position paper went on to esti­

mate that the expansion in furniture
sales would generate an additional $20
million in sales and approximately $1
million in added earnings.

Effect on Private
Business

The military argument would be per­
suasive were it not for the devastating
effect such a proposal would have on

r
the industry that has grown up around

military bases all over the country to
cater to military personnel. If the mili­

tary argument were carried to its natu­

ral conclusion, PXs would have no

limits whatsoever on the goods and
services they offer to military service

'-iI people, presumably at cost. That would

simply remove military personnel from
the national economy, and add addi­
tional revenues and expenses to an

already bloated federal budget.
Unfortunately, flag waving carries a

lot of weight in Washington. Years ago
when the PXs first attempted to sell

iI( electronic products, NARDA took a

strong stand against the attempted
encroachment onto its turf. Several
hundred thousand dollars in lobbying
fees later, NARDA retreated to lick its
wounds in the face of strong and

repeated arguments about the need to
.._ provide goods and services for the very

people who were protecting this great
nation.

Representative Leath spoke for the
record before the panel on the issue of

allowing PXs to accept credit cards.
"I am living in the real world

because I have been on the tele­

phone constantly for two weeks
with people calling me about this
credit card issue. Not only that,
I've spent more personal time try­
ing Eo solve problems that the

Exchange Service creates for me

at Ft. Hood than any other single
thing that I do. My gas people call
me, saying we are going broke
because the exchange people find
the first jack-leg outfit that they
can that has got the cheapest price
and base the exchange price on

that. We cannot compete based on

what we have to pay. And it goes
on, and on, and on. So I think we

just need not to have a love feast

here and talk about how nobody
is going to get hurt and this is

going to be a blessing and wind­
fall for everybody, because that is
not true. You start doing things
like this, you expand the scope of

anything the exchange does on

the post out there, it affects mer­

chants. And it affects some of
them to the extent that it may be

just that margin that keeps them
in business or takes them out of
business.

"So, you know, I think that we

are going to have to start looking
at these things with a little bit
more realism. You know, perks
are wonderful things, but perks
are not as important to soldiers
and sailors today as they were

when soldiers and sailors were

making $50 a month, or $100 a

month. You know, we have a

pretty good pay scale right now

for people in the Armed Forces.
And for us to take the attitude that
we have just got to continue to

keep making every military instal­
lation in this country totally self­
sufficient, whether it be with

Burger King, or mini-storage
warehouses, or credit cards, or

whatever, where they never have
to get off that post to do business
with a merchant, gentlemen, you
had better get out there and run

for Congress and ask for votes.
When you do not pay any taxes it
is difficult for a guy who is sitting
out there paying taxes and com­

plying with all the rules and regu­
lations and so forth that the
Federal Covernment puts on him,
to compete with you and stay in
business at the very best:'

The good news is that military PXs
cannot sell whatever they want to serv­

ice people, and there are other

representatives like Leath in Congress
who understand free enterprise and the
adverse impact that excessive govern­
mental intrusion into the system can

have on it. There is hardly a worse

example of governmental intrusion
than to allow the government to offer

goods and services readily available in
the marketplace to selected citizens at

cost. There are few things more
.

anticompetitive.
APRO members recently received a

memo on this topic with a list of all of
the House members on the Armed
Forces Committee, some 51 represen­
tatives. Historically, the DOD has

attempted to expand PX authority in the
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dark of the night with as little publicity
attendant to the effort as possible. Full

public airings of the issues have gener­
ally been effective in slowing down the
movement of such efforts through
Congress.

Once again, APRO members and
other dealers who are concerned with
this issue are urged to write their

representative in the House and make
their views known. If enough business

people express their outrage at the
DOD proposal, Congress may be reluc­
tant to act on it quickly. Dealers who
wish copies of the military position
paper or other information concerning
this issue are requested to write or call
APRO General Counsel Ed Winn III,
500 MBank Tower, Austin, TX 78701,
(512) 474-6436.

Arizona
Dealers
Loses Clailll

An Indian Reservation Court in Ari­
zona has handed down an opinion
holding that a rental dealer's rent-to­
own contract is a disguised credit sale
under the current version of the federal
Truth- in - Lending Act. This ruling flies
in the face of the clear trend of these
kinds of cases, and may cause trouble
for dealers in that state as well as in
other parts of the country.

The case arose when the dealer
rented furniture to a customer living in
the Tohono O'Odham Indian Nation.
The furniture was rented on a standard
rent-to-own contract at $86 per month.

Approximately 12 months later, after
the customer quit making payments
and refused to return the furniture, the
dealer filed suit in the reservation's
court, a practice the dealer had used

successfully for years.
This time, however, the customer

took her case to the Papago Legal Serv­
ices Office. Her legal aid lawyer filed a

counterclaim against the company. The
customer alleged that the company had
violated various state laws, including
the state Consumer Fraud Act, by
harassing her while attempting to
recover the merchandise.

In rendering his decision, the judge
acknowledged the outcome would have
an impact on all of the contracts with
customers living on the reservation.
The dealer himself reported that several
hundred contracts he has out with cus­

tomers have been thrown into question
by this opinion.
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Regulation Language
Ignored?

any time by the consumer) under
which the consumer: agrees to

pay as compensation for use a

sum substantially equivalent to,
or in excess of, the total value of
'the property and services
involved; and will become (or has
the option to become) the owner,
for no additional consideration.

(Reg. Z, 12 CFR 226.2(a)(16)
(emphasis added).)"

The italicized language in the regu­
lation was added in 1982, and one might
properly wonder whether the reserva­

tion court has an updated version of the
code. The National Consumer Law
Center has acknowledged that the addi­
tion of that language has taken the
steam out of the disguised credit sale

argument for all rent-to-own contracts
entered into since 1982.

"Congress did not change the
definition of credit sale when it

simplified Truth-in-Lending, but
the Federal Reserve Board did. In

re-writing Regulation Z, the
Board added new language which

provided that credit sales include
certain leases unless terminable
without penalty at anytime by the

continued on page 53

purposes so as to enable the les­
see to compare more readily the
various lease terms available to
him .. enable comparison of lease
terms with credit terms where

appropriate ... (15 USC Sec. 1601

(b). )"
What the judge did not find persua­

sive is the language in Regulation Z,
which carefully distinguishes credit

In ruling against the company, the

judge looked at the declaration of pur­
pose in the Truth-in-Lending Act and
either overlooked or ignored the clear

language of the regulations supporting
the Act, which had been promulgated
by the Federal Reserve Board. Unfor­

tunately, the specific language that the

judge relied upon was the language
explaining the reason for adopting the
Consumer Leasing Act, which statute

the judge ignored in favor of errone­

ously applying the Truth-in-Lending
Act to the transaction:

This ruling flies in the face
of the clear trend of
these kinds of cases, and
may cause trouble for
dealers in that state as
well as in other parts of
the country,

If

••• the congress also finds that
there has been a recent trend
toward leasing ... durable goods
for consumer use as an alternative
to installment credit sales and that
these leases have been offered
without adequate cost dis­
closures. It is the purpose of this

Subchapter to assure a meaning­
ful disclosure of the terms of
leases of personal property for

personal, family, or household

sales, in which there is an obligation to

pay, and short-term lease or rental

arrangements in which there is no such

obligation:
"Credit Sale means a sale in
which the seller is a creditor. The
term includes a bailment or lease
(unless terminable without penalty at
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FREE!
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OTHERS MAKE PROMISES ...

WE DELIVER!
DICKSON

FURNITURE

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

We have it all!
• Pit Groups, Sectionals, • Wood and Metal Dinettes

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

(Color catalogs available for your review)

We® it all!
• All items in-stock for immediate delivery • Less than truck-load orders welcome
• Fast delivery on our fleet of trucks • All items ship on same truck
• Guaranteed freight rates • Single invoicing - less paperwork
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Miami Jasper, AL Houston
Furniture Distributors Star Products Jasper Wholesale Furniture

of Miami, Inc. Distributors, Inc.
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Bob Bruns Tom Gilbert Richard Dickson

Phoenix Los AngelesSan Antonio Salt Lake City
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



FEATURE BY DAN ERVIN

What It Takes To Be Promoted
Lessons from management on climbing the ladder to success

An issue that is uppermost in the
mind of every account manager and
assistant manager in the industry is:
What does it take, what must I do, how

long will it take to be promoted?
This is a valid question and one that

deserves a definitive answer. Four
criteria must be met for you to be

promotable to store manager:
1. Availability of a store. This is the

one over which you have the least
control. This occurs when existing
stores are growing and the com­

pany is fiscally able to open a new

store or, through a turnover or pro­
motion, an existing store becomes
available.

2. Your performance and readiness.
3. Being recommended by your store

manager or district manager.
4. By having replaced yourself with

someone of equal or greater
ability.

Performance

Number one is self-explanatory, so

let's begin by examining performance.
You were initially hired because some­

one (usually your store manager)
believed that you could be trained to do
the job well, and that at some point you
would be capable of successfully
managing a profitable rental store.

The length of time it takes varies

greatly from individual to individual,
chiefly due to previous background,
experience, maturity, and the ability to
handle personal problems. Of equal
importance are your own personal com­

mitment to learning the business and

developing and fine tuning your inter­

personal (people) skills and manage-
42

to do whatever it takes to get the job
done. It's the "You can lead a horse to

water, but you can't make him drink"

theory.
Even as a good manager with all of

these skills, you will occasionally hire
a person who has the ability to be suc­

cessful, but whom, for whatever rea­

son, you are not able to motivate to the
necessary degree to reach that success.

This is a failure of management.
Each time you have a turnover, you

must look in the mirror and ask your­
self these questions:

Did I do a good job with this person?
Did I lead by example?
Did I spend enough time on training?
Did I listen to this person's feedback

and respond properly?
Did I allow this person to feel good

about himself and his job and maintain
or increase his self-esteem?

And probably one of the most impor­
tant: did I earn his respect?

Positions don't earn respect; people
do. The fact that you are a manager
doesn't earn real respect. The fact that

you are a good manager does.

You are initially hired
because someone,
believed that you could
be trained to do the job
well, and that at some

point you would be
capable of successfully
managing a profitable
rental store.

ment skills. Although of extreme

importance, it is not enough just to
know how to rent, collect, manage your
inventory, and keep accurate records
and reports.

You must look, act, perform, and
most of all, think like a manager. No

longer are you spending the majority
of your day on credit. Credit becomes

just one of many balls you must effec­

tively juggle to do a good job.
The most critical job you will be called

on to do is to supervise other people's
activities and help them manage their
time productively as well as managing
your own. To do this effectively requires
that others must look at you as a man- Let's consider the third criterion:

ager. You are in the spotlight, you must being recommended by your store or

set the example. district manager. No matter how good
This means you must have integrity, you think you are, you will probably

maturity, professional appearance, atti- never be promoted if your manager
tude, speech, mannerisms (body Ian- doesn't agree.
guage), and self-confidence in dealing This means you must have an open
with people. You must also have the line of communication with your man-

ability to attract, with good interview- ager. Ask your manager regularly for
ing skills, the right person and then be evaluations and critiques of your per-
able to effectively train and provide a eli- formance and abilities, so you know
mate that motivates that person to want exactly where you stand and what you
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What's one more month,
six more months, even a

year if you eventually
become a successful
store manager?

need to work on. If it's just a matter of

training, ask for it. Remember, it's your
future we're talking about.

For a manager to push you for promo­
tion, he or she must feel that you are

ready. Not only is it not to a manager's
benefit to promote you prematurely, it

actually hurts his future promotability
if you are not successful in managing
your own store. Not to mention that if

you are not properly prepared, you lose
a potentially rewarding career, and your
company loses what could have been
an excellent store manager had you had
a little additional seasoning. What's one

more month, six more months, even a

year if you eventually become a success­

ful store manager? Short-term goals are

nice, but success is always a long-term
proposition.

The manager who
prematurely pushes
people for promotion, or

makes promises on how
long it takes to get a

store, probably won't be
a manager for very long,

Also, it hurts the promotability of the

person that you leave behind. If you
aren't successful, it's doubtful the

manager's opinion of the next guy will

carry as much weight as when you were

promoted. Conversely, if you were

really ready and are successful in your
store, chances are the person you left
behind will be promoted whenever the

manager says he is ready. The track rec­

ord that the manager establishes deter­
mines his future promotability, so he or

she does not make those decisions

lightly.
Although age is not a factor in and of

itself, the maturity that usually comes

with age is. The average age of my com­

pany's account managers is 25. I was 32
when I started as an account manager.
So will it be a tragedy if you're not a

manager until you're 26? Think about
it. What's another year when a career

is at stake?

Replacement
Now for the fourth and final criterion,

replacing yourself. I'm going to sup­
pose that if you've done the kind of job
it takes to be promoted and you are

ready for that challenge, a large part of
the credit must go to the manager who

patiently hired, trained, and gave of
himself or herself, to get you to the

point that you are now ready to run a

store.

Short-term goals are nice,
but success is always a

long-term proposition,

Does it make any sense that you
should be promoted, leaving that man­

ager holding the bag, if you haven't

helped hire and train someone as good
or better to take your place? You will not

appreciate that being done to you when

you promote your first manager, will

you?
There is no incentive for the manager

to promote you if it is going to leave him
in a bind in his store, even though he

gets a bonus if you are doing a good job
after 90 days. A bonus is nice; however,
a bonus is a short-term situation. Keep­
ing your store staffed with quality peo­
ple and running smoothly is a

long-term situation.
The manager that prematurely

pushes people for promotion, or makes

promises on how long it takes to get a

store, probably won't be a manager for

very long. In his haste to promote peo­
ple, he will promote prematurely,
deplete his staff, and his results will
suffer.

In summation, if you believe what

you have read and are willing to abide

by these principles, you can have a sue­

cessfullong-term career in this or any
other business. These principles don't

just apply to the rental business but to

any business where performance and
results dictate success.

You have a job that offers great poten­
tial; make the most of a good opportu­
nity. Start now. Remember, the best fine
wine is that wine that has been thought­
fully produced, carefully bottled,
patiently aged, and at the right time

gratefully enjoyed.
PR

Dan Ervin is vice-president of operations
and chiefoperating officer ofTVRental Dis­
tribution Co. of Chattanooga, Tennessee, a

ColorTyme company,
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TRAINING
continued from page 15

reinforcement, as it helps develop and
fix the behavior of those giving the

praise as well as that of the individual

receiving the praise. Effectively manag­
ing this form of reinforcement is possi­
bly the most difficult teaching skill for
a trainer to learn.

3. Diagnosis and recommendation.
Not all behavior is effective and there­
fore deserving of praise. I've already
emphasized the importance of sincerity
in giving praise, and indeed the dan­

ger in giving reinforcement to ineffec­
tive behavior. You must deal with
ineffective or inappropriate behavior.
How you deal with behavior you want

to change determines your effective­
ness as teacher, or manager. In place of

negative criticism, I strongly recom­

mend the approach called "alternative

positive behavior" or APB. It depends
on the thesis that people want to do
well; if they don't do well, it's because

they don't recognize what they did, or

they don't know another way.
The most effective method is to help

the learner discover exactly what they

It is important that you expect perfor­
mance in return for training. A highly
effective training program will produce
several forms of performance. First is
the ability of new or promoted
employees to demonstrate and main­
tain effective job performance. The

speed with which you deliver training
determines how quickly the person can

reach standard. The efficiency of the

program-that is, how much time is

required by a trainer per individual per
learning module-affects overall oper­
ational efficiency, particularly in small

group situations where the trainer has

many other tasks to accomplish. The
same as your measure of merchandise,
training can be measured by quality,
cost, and delivery.

That sound wonderful. The problem
for all training people is that it's really
not easy to measure. The best answers

come from comparisons. You can com­

pare results from the new program you
start against the results under the old

way, but only if you have some meas­

ures of the old way. Or, if you represent
a large organization with multiple
stores, you can install the new program
in a few stores and compare results with
the stores using the old way. For a

smaller operation, you can find some

friends in the industry and develop
comparisons with similar operations.

How long before the average trainees
can perform basic tasks without super­
vision? How long before they can per­
form X, � and Z tasks? How long before

they are fully trained for all contingen­
cies and ready for promotion? How

many are brought to the level of

promotability? To what extent are your
operating performance standards met
or exceeded, and do you find you can

raise your standards?
Subtler but equally important expec­

tations (because they influence perfor­
mance) are improved morale and
reduced turnover. There are sophisti­
cated instruments for measuring
morale, often used by large corpora­
tions; you may not be prepared for this

expense. But it is generally
acknowledged that morale influences
absenteeism, tardiness, turnover, acci­
dent rates, and employee dishonesty.

Training is not the only factor that
influences morale. But if you buy the

theory that people want to do well and
that they feel good about themselves
and their company when they know

they do, it follows that preparing them
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did, and ask for evaluation. In the case

of interaction situations, the best way
to hold up a mirror is to feed back

specific dialogue or other behavior.

Many times the people we train or

manage have more exacting standards
for themselves than we expect. If given
the chance to evaluate behavior that

they may not realize they use, they will
want to change that behavior. If they
just don't see what you see, then you
can ask what effect the specific you have
in mind might have on the feelings or

actions of others. Once they see what

you are getting at, you can ask them
what is a more effective approach.
Again, if this isn't recognized, you may
help with some hints. If all else fails, you
can still point out the specific behavior,
then present a more effective way giv­
ing a brief model: "I think you'll find
this more effective ... (model)"; or "This

way usually works better... (model)"; or

"I think your customer will be more

likely to cooperate if you say it this

way... (model):'
It seems that we have all been trained

to see errors, and to call them out. The

important message here is how you call
them out. I think you'll find it far more

effective to use the APB approach.

let us show you the smert way to:

"'STIMULATE MORE STORE TRAFFIC
../ ATTRACT NEW & BETTER CUSTOMERS
'" PROMOTE EARLY PAYMENTS

"CREATE ADD-ON ACCOUNTS
"ENCOURAGE REPEAT BUSINESS

write or call Sondra Boyd_ at

COLOR-MAIL, INC.
print advertising specialists

18590 Cranwood Ct-Cleveland, Oh. 44128
CALL TOLL FREE 800-338-5727
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In teaching interpersonal
behavior, the only way to
have meaningful

� practice is to role play
realistic situations,

to do well will have a large influence.
The most available measure is again the

comparison: with the past, with other
!f parts of the company, or with other

similar companies.
There are two companies I have

talked with in the last few months who
have installed new training programs.
One of the companies spread the train-

1 ing quickly to all stores, and then com­

pared with past performance in terms
of BOR, a measure they had readily
available; they made the comparison for
a period in which they did no advertis­

ing, as that would have skewed the
results. The other company started their

�
program in several of their stores and

directly compared all their key operat­
ing results of the old vs. new way stores.

Two other companies have reported
to me that they did not expect to see a

reduction in turnover, but some time

after they installed programs and
remained committed to them they real­
ized that they were experiencing a

much higher retention rate.

50S? Here's A Lifeline

I promised a lifeline for those finding
themselves in that SOS situation,
whether you are a new employee, one

going for promotion, or one already in
a new position. (If you are in a well­

managed company that has a good pro­
gram, you won't fit this category, so skip
this section.)

I'm sure that you want to learn

quickly and to achieve a high level of
success. If you are in a company where
the realities are that the manager is

overloaded, everyone is feeling great
pressure to produce operating results

immediately, and there is no formal

program available, you can do some

things for yourself. How you handle it
is critical.

1. Ask for an overall outline of the

things you will need to learn to be effec­
tive on your new job (or to qualify for

promotion). Ask about the expected
timetable within which you should

accomplish the various parts. Keep

INSURANCE

good notes for yourself so you can track

your own progress.
2. Ask your manager what he or she

wants you to learn next so that you can

become effective quickly. Ask whether
there is anything you can do, such as

reading, watching videos, working
with the manager, taking an outside
class, attending a seminar, and so forth.
If given an assignment, complete it

promptly and ask yourself questions
about what you've learned. Imagine sit­
uations in which you will apply the

learning and practice to yourself, unless

you're lucky enough to find someone

to help you practice. When you com­

plete each assignment to your satisfac­
tion, tell your manager so, and say that

you are ready to be tested or tried on the

job. Ask for the next assignment to help
you continue learning to be more effec­
tive for the company.

3. When you aren't certain about

something, go to your manager. You
don't have to say you don't understand.

Say you want to be absolutely sure you
have it right, or use the most effective

way, and ask for additional explanation.
You may demonstrate what you under­
stand and ask whether there is a better

continued
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Call The Insurance Mart, Inc.
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800--233--7075
6045 Ridgewood Road, Jackson, MS 39211
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way. (You are asking for your own

APBs.)
4. It is important to use the reinforce­

ment technique discussed above by
praising the manager sincerely, specif­
ically, and appropriately. Say that you
appreciate the attention, the time to talk
with you, the help in understanding,
the training the manager personally
provides, the fact that you feel good
about learning to do new tasks effec­

tively for the company. If you want the
behavior to continue, reinforce it.

5. Find out what you can read for

yourself. For example, PROGRESSIVE
RENTALS has had many good articles
over the years. Some are primarily for

management, but there is much you
can learn about the rental business. If

you are reading this article, your com­

pany is probably an APRO member.
Ask for previous issues that will let you
learn at home. Request an extra sub­

scription for yourself. Read and ask

questions about things you find
unclear.

6. If you really make a good faith effort
and still are swimming around out

there, or always feel you're up a creek
without a paddle, quietly start looking
for another job. Things aren't going to

change where you are. This time, play
it smart. On the interview, find out

exactly what kind of training you can

expect so that you can become a suc­

cessful person for the new company.

AUGUST 1988

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY

1 2

8 9 10 11 12 13

14 15 16 17 18 19 20
Commitment Is the Key

No program, training or otherwise,
can be expected to succeed if it has only
half-hearted support or commitment.
This is true for individuals as well as

companies. I use commitment here to
include the sense of continuity as well
as intensity. Unless you are prepared to
make a full commitment, you are wast­

ing your time in nominal programs. You

might just as well limp along as you
always have.

Time is probably the most difficult
resource to muster for the kind of com­

mitment I'm talking about. I'll end here
with Rozanne's Law: You never have
time: you have to make time!

21 22 23 24 25 26 27

28 29 30 31 SEPTEMBERJULY

3456789 45678910

10111213141516 11121314151617

17161920212223 18192021222324

24252627282930 252627282930

3\

Put It On
YOUR CALENDAR

PR

Rozanne Flatt, long-time APRO member
and former member of the board ofdirectors,
is the developer ofAPRO's Learning Power

Training System.
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APRO SPECIAL REPORT BY EDWARD L, WINN III

Survey Backs Up
APRO Estimates

Figuring BORAt long last, the 1987 APRO Statisti­
cal Survey results are in and the results
disseminated to the participants.
Dealers report that they are glad to have
the survey and are looking forward to

future results.
Some of you may recall that APRO

first attempted to conduct a statistical

survey in 1981. The results were dis­

appointing. Only 60 stores responded
to the questionnaire, and 50 of those
were Remco stores. Needless to say,
with such a small sample, most of it

coming from one company, the survey
results were not valid and were never

published.
Since that time, we at APRO have had

to make educated guesses about the
size and scope of this industry. I have

probably answered more questions
about the size and future of the indus­

try than anyone, and until the results
of this questionnaire were in, I could
not be sure that the information I regu­
larly provided bankers, investment

people, suppliers, and rental dealers
was accurate.

The good news is that the information
APRO has been giving out about the

industry over the past several years has
been quite close to the mark.

The good news is that
the information APRO has
been giving. out about
the industry over the post
several years has been
quite close to the mark,

I learned that dealers do not count
..

their BOR in any consistent manner,

especially where home entertainment

systems are concerned. That makes the
task of gauging the size of the industry
more difficult, and we need to get bet-
ter uniformity here.

Average BOR per store was 520 units
for 1986, which is right in line with the

previous estimates of between 500-600
BOR per store. Actually, the number

may be a little higher than that, given
the structure of the survey.

Dealers were asked to report total
BOR at year end. If they opened stores

late in the year, they reported the new

stores alongwith the mature ones, and
the comparison between the BOR in a

mature store and a new store is not a

valid one.

Likewise, the same problem exists
when calculating the average income

per unit, which came out right around •

$54 per unit for all three years of the sur­

vey. Again, the total revenues were

divided by the total BOR, and that num­

ber was divided by 12 for the monthly
average. There were certainly units in
the calculation that had only been on

rent for a short time. Nevertheless, for
the purposes of the survey, they were

treated as having generated revenues

for the full 12 months.

nies gave information for 1986. There is
still apparently some reluctance on the

part of dealers to disclose revenue infor­
mation, even in a blind study such as

this one.

The average number of stores per
company calculates to about eight,
which is a little higher than what I feel
the true industry average to be. What
that probably means is that the larger.
dealers took the time to complete the

questionnaire and more of the small
dealers did not. That may be because
the larger dealers are more likely to be
on computer and therefore could
accumulate the information more eas­

ily than dealers on manual systems.
Then, too, larger companies may have
a greater need for statistical information
for budgeting and planning purposes
than smaller dealers.

The responses received were mostly
from rent-to-own dealers, although
there was a sprinkling from dealers
who also have some retail and some

rent-to-rent.
Home-office employees averaged just

over seven per company, which is con­

sistent with the average number of
stores, since an old industry rule of
thumb has been one employee at the
home office for each store.

Who Responded
One hundred seventy companies

participated in the survey, representing
1,389 stores. Not every company
answered every question, and so there
were fewer responses for some of the

questions.
For example, in the revenue-reporting

section, only 115 companies gave infor­
mation for 1985, and only 133 compa-

48

Inventory Accounting
The survey points out with stunning

clarity the lack of uniformity in the

industry concerning inventory account­

ing methods. Although roughly half of
the industry used an IS-month straight
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line formula, it is not clear from the sur­

vey exactly how dealers were making
the calculation-depreciation vs. inven­

tory write-off. The other half of the

industry is split among five-year ACRS,
income forecasting, and a host of

straight line depreciation formulas from
20 to 36 months.

There were no great surprises in the
dealers' reports of expenses. Advertis­

ing, for example, came in at an average
of 6 percent of revenues, exactly what

i the industry has been estimating for

years.
I had thought that relatively few

dealers used warehouses, preferring,
instead, to have units drop-shipped to

the stores. I was surprised to learn that

1 nearly 100 of the 170 companies report­
ing have one or more warehouses.
Once again, it may be because the larger
companies responded to the survey.

Product Mix

Product mix was about what we

thought it was, although TVs have fallen

dramatically over the past few years. In

1986, TVs accounted for only 28 percent
of BOR. However, when added

together with VCRs, the percentage is
46 percent.

Product mix was about
what we thought it was,
although TVs have fallen
dramatically over the
past few years,

Only one-third of the companies
reporting carry movie rentals. That

group reported that movie rentals make

up about 12 percent of revenues.

Furniture as a percentage of BOR was

17 percent in 1986, which shows one

clear direction of the industry. As

recently as three years ago, few if any
dealers carried furniture. Now it is a sig­
nificant percentage of BOR for most
dealers.

The dealers surveyed remain optimis­
tic about the future of the industry.
They see continued growth for the next

three years and they all plan on being
a part of that growth. The days of 30 per­
cent growth rates are over, but fully 80

percent of the dealers reporting
predicted up to 20 percent growth for
the industry overall during the next five

years.
Dealers who responded to the survey

"We're Buying
Better Than Ever!"

"Before we joined TRIB, we expected
to recover our investment in 12 months.
Well, we recovered that investment in just
4 months! And with five stores, we

though t we had already been buying
well! ... 1 feel we joined TRI Bat the righ t

time, because TRIB is actively pursuing
several buying and marketing projects that
will significantly impact the profits of its

members in the next 12 months!"

Bruce Collett
Action TV, Inc.
Salt Lake City, UT

questionnaire should already have a copy
of the results. Other APRO members
who wish a copy of the survey can pur­
chase one from APRO headquarters.

Winter CES
A Success

Once again, the winter CES was a les­
son in how to put on a trade show. With
over 100,000 people in attendance,
everyone deemed the show to have
been a success.

There may have been a few more

rental dealers at this show than in years
past because the APRO Board of Direc­
tors held its semi-annual meeting on

the Monday following the show.
Several board members who had either
never been to CES or who had not been
in several years went to Las Vegas a few

days early to take advantage of the tim­

ing of the board meeting. It also gave
the board members an opportunity to

take a look around Bally's, the site of the
APRO annual convention this summer.

Winter CES is a time when electronics
manufacturers bring out their new

products, although there has not been

anything unveiled with the market

The Rental Industry Buying Group
can do the same for you, too! For more

information on TRI B Group, including the
Annual Convention and Buying Show in
March, contact:

John Blair
TRIB Group
3783 Presidential Parkway, N E
Suite 113

Atlanta, GA 30340
(404) 451-4302

�O\JSTRY lJu:\..'\ Jz
�� ��$ C\

� ;,p_
44J 0
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� NATIONWIDE ORGANIZATION -e

Member Owned-Member Operated. A Non-Profit Organization

PROGRESSIVE RENTALS I February-March 1988 49



impact of the VCR debut in several

years. Mostly there are refinements to

existing technology, which has more of
an appeal to high-end retailers than it
does to rental dealers.

The hot topic at that end of the spec­
trum continues to be OAT recorders,
and while there were a few machines
in view at the show, manufacturers do
not seem ready to display them in large

numbers. OAT machines are available
at retail in Japan currently, but the price
tag is in the thousands. Several car

manufacturers plan to offer OAT play­
back machines in their 1988 vehicles,
but so far, there are few prerecorded
OAT tapes on the market.

There was talk at the show of a sig­
nificant hike in VCR prices, but there is
often such talk at the winter CES about

one product or another. Last year it was

TVs. But that talk has a way of remain­

ing just talk when the show is over and

suppliers start competing in earnest for
dealers' dollars during the year.

But there is more to the CES show
than just the big, hall with all of the

major manufacturers showcasing new

models. For example, the Electronics
Industries Association (EIA) reported
that audio-video and telephone acces­

sories sales are headed for the $1 billion
mark in 1988. So impressive has been ?
the growth in this segment of the mar-

ket that EIA has added a new division
to the Consumer Electronics Group
called the Accessories Division. Sup­
pliers of accessories are increasingly
visible at the CES shows.

Rental dealers who attend the show
can make good use of their time by
spending some of it with these acces­

sories suppliers. Rental customers are

going to buy accessories for the equip­
ment they are renting somewhere.

Savvy dealers are studying the acces­

sories market to determine what

products to display on the rental
showroom floor, for example, ear­

phones, record cleaners, and the like.
The $1 billion figure for accessories

predicted by the EIA, incidentally, does
not include sales of blank tapes, audio
and video, which accountedfor another
$1.4 billion in retail sales in 1987. Rental
dealers who offer dual cassette decks
can earn a few bucks by demonstrating
how to duplicate tapes in the store and

selling a package of blank tapes to go
along with the stereo rental.

Dealers who take the time to demon­
strate how to copy shows off television

using a VCR can occasionally sell a

blank video tape or two to go along with
the VCR rental.

To be sure, the CES show does not
aim itself at rental dealers. Its overall

scope is far too large for that. Nonethe­
less, for rental dealers who have never

been it is worth the trip for the specta­
cle of it all. For dealers who have been,
it is worth going every now and then to
be reminded of the variety of products
available in the electronics field.

One cannot attend the show without

having the senses shocked to some

extent. That process is good for shak-

ing off the cobwebs and looking at one's
own business in new ways. From such

insights comes progress.

August 3-7, 1988
Put it on your calendar!

CONFUSED ABOUT
THE NEW TAX LAWS?

"How To Prepare Your W-4 For 1988"
is a new videotape which simplifies the
W-4 form procedure and helps you save

time and hassle.

• A "must" tool for management of employee
benefits

• Presented by Edward Gardner, CPA, CFP
• APRO endorsed
• Save on personnel time
• Tape may be viewed at workplace or home
• For use in your stores and available for-sale or

rent to your customers

Cost of videotapes
1-5 $49.95
6-11 $47.25

12-17 $46.00
18-99 $44.00
100+ $39.95

ORDER TODAY!

Call Kayte Bean at
APRO headquarters
(512) 447-0333

PR

Edward L. Winn III is general counsel of
APRO and a frequent contributor to
PROGRESSIVE RENTALS.
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Maxmin, chairman of the home elec­
tronics group which runs all the rental
industries, the person that I report to)
are extraordinary men, warm, bright,
real people;' says Gates. "They have
said to us, we're here when you need
us. We'll give you some suggestions, but
we don't have the time or the organiza­
tional structure to run your business.

"They're a very decentralized busi­
ness. So, it's not like being totally left
alone, which gets a little lonely; on the
other hand, it's not like having some­

body come in and run your business.
It's about as good a blend as it can be
and it's driven by some of the extraor-

RENT-A-CENTER
Gates also emphasizes
that the biggest problem
in rent-to-own will
continue to be the
successful management
of people.

continued from page 36

become a billion dollar company; we

will dominate the U.S. market: So, right
brain says this is really good. I would

suspect that we will reach that goal by
1992:' (Editor's note: That would mean

more than quintupling revenues from
the company's 1987 figures of $177.6
million.)

"The left brain side of this thing is that
the two principal people at Thorn

(Colin Southgate, chairman of the
whole entity of Thorn EMI, and Jim

dinary personalities that we're dealing
with. So I feel very warm about them
as individuals:'

None of Thorn's employees have
been placed in the United States offices,
although Gates anticipates that in the
future U.S. executives may have the

opportunity to get foreign assignments,
just as Thorn employees will. The big­
gest change in the Wichita offices will
occur when Rent-A-Center moves into
its new $10 million, 110,000 square-foot
headquarters building this month, con­

solidating the two locations in which it
was previously housed. According to
Dave Egan, senior vice president and

general counsel, the staff will continue
to grow in the next few years, although
not at the same high rate.

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

The Diamond Source For All Your Jewelry Needs

Prices To Fit Every Request

"We have the ability to
provide product without
obligatiOn. That's

.

important to the
consumer because I
think by and large, retail
stores take advantage of
the consumer,"

Diamond Earrings • Diamond Pendants

Diamond Jjracelets • Diamond !ten:S and Ladies' Rings

Rent-A-Center also plans to expand
outside the United States. Looking at

attitudes to rentals in other countries,
Gates says, "It differs everywhere.
England is primarily what you call a

rent-to-rent country where people
really have very little interest in own­

ing an item. So it's really maintenance­
and fashion-driven, if you will.
America is very different.

"Our concept would be that, while we

think the rent-to-own concept that we

have in America plays in a variety of
different countries in the world, we're

going to be entering each market with
our eyes open to fine tune the concept
as needs be, to be more successful.
We're going to pick up the ones first
where we're pretty sure that rent-to­

own as we know it will fly almost
intact:'
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Looking into the
Crystal Ball

Looking ahead to the future of the

industry, Bud Gates predicts that a

whole new category will be introduced
to rent-to-own. "The industry went

from brown goods to white goods to

furniture, and I think there will be an

evolution of another whole product
line. I don't know what that is yet, but

logic and history would come together
and probably say there will be

something:'
In striving to maintain a growth rate

in the 25-30 percent compounded
range, Gates also emphasizes that the

biggest problem in rent-to-own will
continue to be the successful manage­
ment of people. "It's all run by people.
It's a very specialized business. We're

spending a lot of time and energy hir­

ing and training the right numbers of

people to run an ever-increasing num­

ber of rental stores. That's really the key
to the business:'

In the next five years, for the indus­

try as a whole, Gates anticipates that

increasingly sophisticated marketing
techniques will be essential.

"Their goal is: We're going
to be THE rental
company in the United
States, period,"

they've missed out on is, hey wait a

minute, if you go buy something in a

retail store and don't like it, you're stuck
with it. The retail stores, historically,
have always been bad about giving
service to the consumer. With us, with
no obligation, if we don't service that set

properly tomorrow, they don't pay us,
and they return it to us. We lose their
business that fast;' says Devlin.

'We are in a service-oriented business
where we really have to give that con­

sumer great service, both timely and
efficient. I think the consumer, more

and more, is going to demand that. I
think that Rent-A-Center will, because

of Its size, buying power, borrowing
ability and all that, will continue to be
able to come up with better pricing for
the consumer. Thus, someday, Rent-A­
Center will be at a point to offer mer­

chandise with a rent-to-own option at

no higher price than Sears or anybody
else.

"When they get to that point, why
would you ever want to buy from Sears,
where you're stuck (with the merchan­

dise), when you can get it from Rent­
A-Center at no obligation, and know

you're going to be serviced properly?
''And I think that the rental business,

having grown so much in the last 10

years, tells you that the consumer wants

that. If they didn't want it, the business
wouldn't be growing," concludes
Devlin. PR

Susan K. Elliott is a Texas-based writer and
a frequent contributor to PROGRESSIVE
RENTALS.

"The industry went from
brown goods to white
goods to furniture and I
think there will be an
evolution of ,another
whole product line."

GOV'T RELATIONS
continued from page 40

consumer. No matter what expec­
tation the parties may have, the
FRB's position is that a rent-to­
own appliance contract written to

permit the customer to return the

appliance with no further obliga­
tion is not a credit sale ....

"Given the deference which
must be accorded Regulation Z,
any challenge of the FRB position
must be developed with care.

(Sarason, Truth-in-Lending
(National Consumer Law Center,
1986), p. 30.):'

"This has always been, and always
will be, an operationally driven busi­
ness. That's where the cash registers
are. On the other hand, if you look to Unconscionability
the future, I think you have to bring a CI· eel
lot broader focus of the functional skills

aim .

to be able to grow the business. You
have to be a lot more marketing-driven In addition to the faulty interpretation
and consumer-driven than you have of the federal act, the court also consid-
been in the past:' ered the claims brought under Arizona

Founder Tom Devlin takes an state law. Specifically, the court

extremely optimistic view of the future acknowledged the customer's claim of
of rent-to-own and says flatly, "I think unconscionability.
it's going to replace the retail store. The The test for conscionability is
reason I think that is because the con- "whether, in the light of the general
sumer needs the service the rental store commercial background and the com-

provides. We have the ability to provide mercial needs of the particular trade or

product without obligation. That's case, the clauses involved are so one-

important to the consumer because I sided as to be unconscionable under the
think, by and large, retail stores take circumstances existing at the time of the
advantage of the consumer. making of the contract:' (UCC 2.302.)

"Historically, government and people The tribal judge noted that there
have tried to say that rental companies �eemed to be unequal bargaining power
charge too much money, but what m favor of the rental company-
PROGRESSIVE RENTALS/February-March 1988

The customer alleged
that the company had
violated various state
laws, including the state
Consumer Fraud Act by
harassing her while
attempting to recover the
merchandise.

something that could be said of every
consumer contract - but stopped short
of declaring the dealer's contract uncon­

scionable. The Court further held that
there were no violations under the Ari­
zona Fraud statute. The judge awarded
the customer $371.25, plus title to the
merchandise, plus attorney fees.

APRO has contacted dealers in the
state to advise them of the suit. It is

expected that the dealer will appeal the
decision in an effort to correct what is

manifestly an unfair decision. Whether

legal aid will also appeal the decision
on the state court claims remains to be
seen.

Copies of the opinion are available to

APRO members from Ed Winn at the
address listed above.

PR

Edward L. Winn III is general counsel of
APRO and a frequent contributor to

PROGRESSIVE RENTALS.
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CORPORATE MOVES

ABC Rentals Inc., a five-store chain
based in Dallas, has purchased the six

Today Leasing rent-to-own stores in
Missouri and Oklahoma. The company
promoted Ill-year veteran Cathy Lewis
to market manager for the stores located
in Kansas City, Tulsa, and Oklahoma

City. The stores will be renamed ABC.
The acquisition nearly doubles ABC's
revenues and BOR base, according to
owner Bud Holladay.

A Hispanic-oriented concept, Fiesta
TV Rental, has been added to ABC's
Texas operations. Holladay said his

company's development of the Fiesta

concept is timely because, "This is the

fastest-growing segment of the rent-to­
own business in the Southwest; cus­

tomers of Hispanic descent currently
make up 40 percent of our rental base:'
To date, ABC has converted its Austin
store to the Fiesta concept and opened
a Fiesta TV Rental in Dallas with bilin­

gual employees using Spanish­
language advertising and contracts.

Holladay says the company "probably
will" expand the concept after an ini­
tial trial period.

M. Lee Hulsebus has been appointed
president and chief operating officer of
Atlanta-based Aaron Rents Inc. He was

also named as a director on the Aaron
Rents Board. R. Charles Loudermilk,
company founder, will remain chair­
man of the board of directors and chief
executive officer. The 48-year-old
Hulsebus spent nine years with C.R.
Bard Inc., most recently as president of
the Urological Division in Atlanta,
before joining Aaron Rents. Previously,
he held executive-level positions at
Omnicare Inc. in Cincinnati and at Bec­
ton Dickinson & Company in Ruther­
ford, New Jersey.

Also at Aaron Rents, David P.

Shepard has been promoted from treas­
urer to vice president of finance and
chief financial officer. Shepard has a

background of 20 years in accounting
and finance management including
eight years with Touche Ross and execu­

tive positions at Mutual Broadcasting,
Paramount Petroleum and Sentry
Refining Company.

Tim Shannon, former rental accounts

manager at RCA, has been promoted to
national account manager, groups, at

Thomson Consumer Electronics, the
official name of the company that
resulted from the GE/RCA buyout by
54

Lewis Hulsebus Shepard Shannon

Thomson S.A. of France. The rental
accounts department has now been
divided into two regions with Duane

Stephen named manager of the Eastern

Region, and Tim Fages responsible for
the Western Region.
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WE'REAT
ITAGAIlY!

Harley-Davidson

Thomas again puts 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, 70 and 100 watt systems
• Audio/video compatible systems
• Monitor style remote control

TV/VCR combinations
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

Double Video

Rack System

Nostalgic Electronic Furniture



Installation is easy, and both
washer and dryer are

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

WHY WOULD YOU GET IT BACK?
Chances are, once you r

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
MateTM stacked washer and
dryer spends its spare time
in the closet. Out of sight,
out of the way. On laundry
day, with optional portability
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
washability, too. Features
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

'. Optional 24 month extended

warranty
• An extensive service network

© 1987, Speed Queen, A Raytheon Company

SpeedOueen
A Raytheon Company


