
 



HYou Think Your Customers
Want To RentJustAny Product.

ThinkAgain,
.

• .

46" Projection
Stereo TV

• •

* Fact. Your rental customers demand brand-name
prestigious products in their home.

* Fact. GE quality, reliability and service keep the

product in your satisfied customer's homes.
.* Fact. Besides our long-standing reputation, we offer

you, the dealer, a full line of GE quality
electronics, dependable service and timely,
efficient national distribution.

For more information, write to:
GE Consumer Electronics Rental Services
Thomson Consumer Electronics, Inc. ..

P.O. Box 24458
Louisville, KY 40224-0458, or Fax (502) 425-3441.

:;��;:�"""'---_,====- '

'"

""� tf� '"'�����" .: "1,

- -

� .... ",�__ :i'l

Get the facts.
RentGE...

4-HeadVCR

VHS Camcorder

TV screens are measured diagonally.

• A·pt:D Charter Associate Membe(

GE Consumer Electronics
We bring good things to life.-

© 7993 Thomson Consumer Electronics, inc;



Southern Rings staff consists of former retail jewelers with

RTO experience. They possess high work ethics and a

reputation for integrity.

Southern Ring's manufacturing knowledge and effi­

ciency are high and the results are superior quali­
ty jewelry at a competitive price.

Does quality service and dependability cost

more? The answer is no! Not when you

buy from "The Direct Source",
Southern Rings ...

"A Made in the

USA Manufacturer."

•

Don't forget our free consulta­

tion service! Whatever

your problem ... we will

help you solve it!

Call now, we are only
seconds apart!
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High Touch su�port can help,
because we speak your language.

I.•.f!.•

H depends on the service we provide. We know that if

fU we don't take care of our clients, someone else will.

If you find yourself speaking in tongues

Several different people need to understand

1900 Amidon· Suite 200 • Wichita, KS 67203

your computer system, from the clerk you just hired,
to your CPA. High Touch can talk to all of them on

the right level. And our Hotline makes us available

any time - 24 hours a day, every day of the year.

Supporting our clients is the driving force

behind everything we do. After all, our success

trying to get support for your automation system,
let High Touch help calm your ruffled feathers.

1·800·326· 6059

-1992APRO Vendor ofthe Year -

A·PR:) Associate Member since 1984



How others perceive us affects everything we

do, so let's dedicate ourselves to changing this

• • • • •

BY

KEVIN QUINN

AUGUST/SEPTEMBER 1993

As WE EMBARK INTO THE AFRO 1993-

94 YEAR I WOULD LIKE TO LOOK AT THE

PAST, BEFORE THE FUTURE. FIRST, AS

AN II-YEAR MEMBER OF APRO, I'D

LIKE TO PERSONALLY THANK OUR PAST

TWO PRESIDENTS, TED WILSON AND

WAYNE CHAMBERS. DURING THEIR

FOUR YEARS OF TENURE OUR ORGANI­

ZATION HAS GROWN IN SIZE, STRENGTH

AND RESPECT.

• • • • •

Second, I welcome the chance to work
closer this next year with Bill Keese
and the rest of the APRO staff. They are

some of the most hard working and
dedicated people I have had the pleasure
to work with.

These two points are quite evident by
what most of us saw culminating in Las

Vegas less than two months ago. It was

the largest-attended convention in APRO

history, with 1,400 attendees, the best
collection of educational and motiva­
tional speakers, a sold-out exhibit hall,
the largest golf tournament and, last but

certainly not least, the best show of

support for APRO and what the organi­
zation is trying to do-through PAC fund­

ing, board nominations and attendance
at all functions.

We should all be proud.
This brings us to the future. Over the

past nine months APRO leaders have
been busy putting together a group of

highly skilled attorneys, lobbyists,
accountants and a public relations firm
to battle our two-front war with the
Internal Revenue Service and the very
real threat of bad federal legislation.

I believe that with this team in place­
and our members' continued support­
we will win both battles.

But there is still one element that could
cause us serious problems, and it impacts
our chances for success in nearly every
endeavor.

6

Our image.
There is no team of experts that can

change this except ourselves. We are

experts in our field. We know better than

anyone what we feel about ourselves and
what our customers feel about us. The
sad fact about the image battle is that the

majority does not win, but what is per­
ceived by anyone, at any given time, does.
A negative perception is always much

stronger than a positive.
If we are "caught in the crosshairs" by

these two figurative hunters then we must

change the image of what they think they
-s

see in their scopes-so they won't pull
the trigger.

At our Aug. 13-17 convention Bud
Gates said: "We have four types of crit-

�

ics, and two of them we can change." The
latter two he referred to are those who "

lack knowledge and those who criticize
our industry because of our screwups.

The second type of "changeable" crit-
ic can only be changed by us as dealers.
And only if we run. our businesses

superbly, as Bud pointed out. In other
words, we must take steps to change
our image. Bud Gates challenged our

�

industry to do this. Let's remember that

any improper business practice-by any
owner, manager or account representa-
tive in any part of the country-has a rip- �

ple effect across the rest of the nation.
This industry supports more than $1 "tI

billion annually in payroll and gives
rental-purchase customers the chance to
have the things all Americans have in
their homes. We cannot allow anyone to
take this away.

We must have pride in our compa­
nies and in our industry. To quote Gen.

George Patton: "The important thing in

any organization's success is the creation
of a soul that is based on pride." Our

pride is the image people need to see.

Finally, I'd like to say thanks to every­
one who gave their support and confi­
dence by making me your association

president. I will do my best to do as good
a job as my two predecessors.

Now, off to the future. PR

PROGRESSIVE RENTALS
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GoldStar's full-line ofAudio

More and more manufacturers are abandoning their commitment to offering a full line of products at all the price points.
Not GoldStar. We offer a full line of products in every major category, priced to provide full profits, and backed with our full support.

That's the kind of company and commitment you need to get your full shelves, empty.

Goldstar
A·PFD Associate Member since 1991

Dealer-Friendlier
© 1991 Goldstar Electronics, Iru'l. Inc .• 1000 Sylvan Avenue, Englewood Cliffs, N.j. 07632



• • • • •

BY

BILL KEESE

AUGUST/SEPTEMBER 1993

Convention outcomes ensure industry'sfuture -

WE HAVE JUST COMPLETED THE MOST

SUCCESSFUL CONVENTION AND TRADE

SHOW IN THE ASSOCIATION'S HISTO­

RY. FOR THOSE OF YOU WHO WERE

THERE, I'M SURE YOU'LL AGREE; FOR

THOSE OF YOU WHO WERE UNABLE TO

ATTEND, YOU WILL FIND A SUMMARY

OF THE SHOW IN THIS ISSUE (ON PAGE

30) OF PROGRESSIVE RENTALS.

Electedleaders
providestren_

• • • • •

One of the annual events at the con­

vention is the election of board mem­

bers by the membership. I would like to

express my thanks to the two outgoing
board members for their work and dedi­
cation not only to APRO but to the rental­

purchase industry. Robert Moore and
Lindsey Semon did an outstanding job
during their tenure as APRO board mem­

bers.

My congratulations to the two new

board members, Norman Slatton Sr. and
Ernie Lewallen. With their enthusiasm
and experience, they will be fine board
members and I look forward to working
wi th them over the next two years.
{Editor's note: To learn more about
APRO's two brand new board members,
turn to Dealer Views on page 44.}

Personally, I would like to thank Wayne
Chambers who has served as your presi­
dent for the last two years. Wayne has
had the fortune (or some might say mis­
fortune) to preside as president and
chairman of the board during a very
tumultuous period for the association and
the industry. Actually, all of us in the

rental-purchase industry have been very
fortunate to have had Wayne's leadership
during this time. To me, as I'm sure it is
with many of you, Wayne has not only
been an outstanding president, but has
become a dear personal friend.

Thanks, Wayne.

8

The last order of business at the con­

vention was for the board of directors to

elect new officers. They are Kevin Quinn,
president; Allen Lewis, first vice presi­
dent; Chris Korst, second vice president;
Bob Simons, secretary; and Ted Wilson,
treasurer. Wayne Chambers will serve as

past president for the next year. {Editor's
note No.2: For more background on

APRO's 1993-94 officers, see page 49.}
For those ofyou who don't know Kevin

Quinn, I would like to introduce him to

you. Kevin has served as president of the

Washington state dealers association. He
has also served as chief fund-raiser for
the special fund needed to respond to the
critics of rental-purchase. Kevin has also
served on the APRO Board of Directors
for several years. APRO's board unani­

mously elected Kevin as president at the
last directors' meeting.

As Wayne Chambers recently put it,
Kevin has the foresight, strength and,
more importantly, the passion to lead the
association and the rental-purchase
industry in the coming years. I have
known Kevin for four years and know
him to be the right leader for us at this
time. I predict that you will see your asso­

ciation and your industry take another

great leap forward during his tenure and
leadership.

Having read Kevin's first president's
column, I know you will agree.

In this post-convention issue, we con­

tinue our profiles of rental-purchase deal­
ers in community service. You'll find the
second article in this new series on

page 54. Also, on page 16, read about our

new association-sponsored property and

casualty insurance program. I'm con­

vinced it will save you money-and pro­
vide some peace of mind.

There is much work to do and your
association is hard at work protecting
your right to do business as rental-pur­
chase dealers. We appreciate your con­

tinued support for the tasks at hand.PR

PROGRESSIVE RENTALS b
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BY

LAWRENCE LEVINE

AUGUST/SEPTEMBER 1993

Whether it'sfor a sale or other
purposes, it's important to know

.

THERE IS AN OLD QUIP IN INVESTMENT BANKING THAT SUGGESTS IN ORDER TO

PROPERLY DETERMINE THE VALUE OF A BUSINESS YOU HAVE TO KNOW WHETHER

YOU ARE TALKING TO A BUYER OR A SELLER. IT'S EASY TO UNDERSTAND THAT OVER

THE COURSE OF A LIFETIME BUSINESS OWNERS CAN LOSE SIGHT AS TO THE WORTH

OF THE COMPANY THEY HAVE LABORED IN FOR SO MANY YEARS.

On the other hand, buyers are always
skeptical of the information presented to

them and tend to discount much of what
is represented. Value, like beauty, is in the
eye of the beholder.

Business owners always have a sense of
what their business is worth. However, a

formal professional business valuation is

something that a business owner may need
to obtain only a few times during his or

her career. The most frequent need for a

professional business valuation, or apprais­
ing the value ofyour company, is typically
caused by a material event such as that

arising from the following:
• Estate and gift tax planning-situa­

tions when a business owner gifts all or a

portion of his or her business to children.
• Shareholder or partner disagreements

as to the value of the company which may
occur as a result of a sale.

• Creation and implementation of

buy/sell agreements.
• Changes in the tax status of a compa­

ny-examples would be conversions to a

subchapter S from a C Corporation.
• Valuing stock options or warrants; and
• Evaluation of potential acquisitions or

divestitures.

10

Concept of value
The word value has many different inter­

pretations and meanings. Individuals who
provide professional business valuation
services are very careful in how they define
business value. For example, accountants

may interpret value as being equivalent to
book value, bankers may focus on the liq­
uidation value of a company, an insurance

company may be concerned with insur­
able value, while business owners are con­

cerned with going-concern value.
This article will focus on accepted pro­

cedures of determining the concept of fair
market value, which best attempts to mea­

sure the economic value of the company
and is consistent with what business own­

ers would obtain upon the sale of their
business.

An accepted definition of fair market
value:

The amount that would cause an

exchange to occur between a willing
buyer and a willing seller, both fully
aware of all of the facts and the seller
not being under any compulsion to sell.

CONTINUED ON PAGE 12

PROGRESSIVE RENTALS
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Continued from page 10 The relative weight of each calculation depends on sev­

eral factors, including stability ofhistorical earnings, pro­

jectedfuture earnings, whether the balance sheet contains

many tangible assets, quality ofinformation and purpose.

Three approaches to
calculating value

There are three general approach­
es employed in appraising the value
of a business:

• Income approach-values a com­

pany based on its ability to generate
historical and projected earnings.

• Market approach-values a com­

pany based on comparables to other

publicly held companies or compa­
rable acquisitions of entire business­
es, whether publicly or privately held.

• Asset approach-values a com­

pany by the market value of its assets.

To calculate the fair market value
of a company, the valuation profes­
sional will likely employ between two
to four different valuation calculations
in order to determine a range of the
fair market value of the company.

The relative weight of each calcu­
lation depends on several factors,
including stability of historical earn­

ings, projected future earnings,

whether the balance sheet contains

many tangible assets, quality of infor­
mation available and purpose of the
valuation.

Common way's to value
RTO companies

Within the above three method­

ologies there are a large number of
means to value companies. Some of
the more meaningful ways to value
a rental-purchase company:

• Income approach
Multiple of historical monthly rev­

enue. This is the most common indus­

try method ofvaluing rental-purchase
companies. Some of the factors that
the valuation professional would con­

sider in valuing a rental-purchase
company would be whether to take
the average monthly revenue over the

past 12 months or quarter and whether
to include non-rental revenue (late
charges and other fees).

Multiple of historical operating
income. Another common manner to

value rental-purchase companies
would be as a multiple of historical

operating income. The valuation pro­
fessional would need to determine
which definition of operating income
was the most relevant.

Some of the more common

approaches:
-Earnings before interest and taxes;
-Earnings before interest, taxes and

amortization of merchandise inven- �I

tory;
-Earnings before interest, taxes,

depreciation and amortization less

expenditures for merchandise and
fixed assets; and/or ...

1 � Years of Excellence 1 ��) ; 1 ��)ATTENTION
OWNERS

Would you like to profit by being a part ofTRIB?
WE ARE CURRENTLY

LOOKING FOR
OPPORTUNITIES TO

BUY INDIVIDUAL

STORES, CHAINS OF
STORES OR RENT TO

OWN ACCOUNTS.
INQUIRE WITH STRICT

CONFIDENCE TO:

McKENZIE DEVELOPMENT
CORPORATION

Attn: EDDIE SCOGGINS
V.P. ACQUISITIONS

• Established in 1983, the TRIB Group has become the
largest owner/member RTO buying cooperative in the
nation with over 650 member stores. TRIB's MASS
BUYING power means lower prices on virtually everything
a member buys to rent. In fact it's possible to experience as

much as a 10 percent savings on products purchased-and
you'll still be buying from many of your same suppliers! But
you'll profit in many other ways too. Consider the valuable
bank of knowledge and information you will be able to

access about industry merchandising trends, legal issues
and a sharing of ideas and business suggestions with fellow
rental dealers.

• Last year TRIB purchased over 80 million dollars of merchandise
and has also negotiated a REBATE program which in the coming
year will provide members with over $800,000 in rebates. It all
adds up! Join TRIB and profit immediately on your membership!

�Q\)STRY IlIJ
-: ���,. Q

$ Ci\
Qt ,0
au 0
:z: C
t- NATIONWIDE ORGANIZATION "

"governed by the member for the members"
Since 1983

A·FIR:) Associate Member since 1983

For more information contact:

John Blair
3180 Presidential Drive, Suite F

Atlanta, Georgia 30340
(404) 451A302
FAX: (404) 451A312

615·478·1159
A'� Member since 1983

a non-profit organization
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-Pre-tax income.

• Discounted future cash flow.
This concept recognizes that the real

value of a company is in its ability to
'", generate future earnings and cash

flow. Using detailed future projections
of earnings and cash flow, the pro­
jected cash flows are discounted
back to a value in today's dollars using
a discount rate equal to the compa-

io( ny's weighted average cost of capital.
• Market approach
This valuation method requires

selecting a number of publicly trad­
ed companies (for the rental-purchase
industry good comparables might be

� Comcoa and Aaron Rents) which offer
similar products and services as the

company being valued.

Ideally the comparison is made to

companies with similar revenue size
and mix, earnings, cash flow results

�, and capital position. The concept sup­
porting this methodology is that the

public marketplace most efficiently
values companies and-by compar­
ing the value of a comparable public
rental-purchase company to that of a

._ privately held competitor-provides
for a valuation consistent with the val­
ues indicated in the public market.

In comparing a privately held com­

pany to that of a publicly held com­

pany, the valuation professional may
compare the publicly held firms

price/earnings ratio, market value to

� revenue, or market value to EBIT to

the privately held company's earn­

ings or cash flow.
A second means of calculating value

under a market approach is to gather
recent valuation multiples of com-

I). panies that have been acquired.
Comparing the company being val­
ued to the value of a company that
was recently sold provides an excel­
lent indication of value. The disad­

vantage of this method is that it is

frequently difficult to obtain this infor-
�

mation.

Each valuationipproach will yield
a different number for the value of the

company. Therefore, the valuation

professional will compare each

approach and determine a range of
values for the company. The valua­
tion professional will apply his or her

subjective judgment as to the validi­

ty of each approach and reach a con­

clusion as to the value of the company.

PROGRESSIVE RENTALS
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Adjustments
In analyzing the value of a private­

ly held company, simply taking the
financial statements and determining
the value of the firm is insufficient. It
is incumbent upon the valuation pro­
fessional to go beyond the financial
statements and understand the indus­

try and business conditions the com­

pany being valued operates under. In

addition, management's thoughts on

strategy and operations are important
as well in valuing the company.

Adjustments to historical earnings.
It is not uncommon for owners of

privately held companies to receive

compensation in excess of that

required to remunerate a profession­
al non-owner manager of a company.
Depending on the circumstances, the
valuation professional may determine
it is appropriate to add back excess

compensation (above market com­

pensation) paid to an owner. The

impact of this add-back would be to

CONTINUED ON NEXT PAGE

Why is this Ballerina
Smiling?
Because her Daddy hasn't
missed a single recital this year.

Wade knew he could count on Ideal
to make his life easier by providing a

total computer solution for his
Rent-To-Own store without a lot of
hassles. Ideal made it easy every step
of the way.

Wade no longer spends late nights
sifting through a mound of paperwork
and trying to get the information he
needs to run his business. Now he
has the information he needs - when
he needs it. And if he needs a little
assistance he knows that there IS

always a friendly voice waiting to

help out.

Wade was tired of wasting time and

losing money here and there.
Heather was especially glad her

daddy made the decision to finally
take control of his business. Life's
too short for hassles. Call Ideal today.

Give us the opportunity to show
you uiry Ideal is Rent-To-Own.

Cn1l800-96-IDEAL.

IDEAL
SoftUlare System"" Illc,

Post Office Box 2928
Meridian, MS 39302 \
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Continued from previous page Other adjustments to determining
value. When determining the value
of a privately held company, the
valuation professional may make
other material adjustments to the cal­
culated value of the company. While
there are large numbers of premiums
or discounts that a valuation profes­
sional may deem appropriate for a

particular valuation, some of the more

common adjustments follow:
• Lack of marketability discount­

this adjustment recognizes that sell­

ing shares in a privately held

increase earnings and, therefore, the
value of the firm.

Similarly, there may be other adjust­
ments to operating expenses which
are appropriate add-backs to earnings
as they would not be incurred under
other circumstances. Such examples
may include above-market rent paid
by a company to its owner who leas­
es to the company real estate held out­

side of the corporation as well as travel
and entertainment expenses.

Do You Have t�e Drive to Succee�?

Rent-Way is on the move, and we're looking for the right people
who want to grow with us. Newly listed on the NASDAQ exchange,
our goal is to become the industry leader through a commitment to

quality unheard of in RTO. We1re ready to back you up with the
merchandise, advertising, and systems you need, plus an

outstanding compensation package that includes a 401 (k) savings
plan, stock options, and the most generous bonuses in the
business. As a Rent-Way Multi-Store Manager, you'll have P&L
responsibility for 5-7 stores and the flexibility to exercise your
leadership potential. If you've got what it takes to grow with a

winner, and are willing to relocate, we need to talk. Send your
resume in confidence to:

Bill Morgenstern
Rent-Way, Inc.
P.O. Box 6242
Erie, PA 16512

an equal opportunity employer
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company is more difficult than that
of selling shares in a public compa-
ny. Since an investment in a private
company is less liquid than that of a

public company, academic studies
show that privately held stock may
be worth up to 35 percent less than

holdings in an equivalent publicly
held company.

• Minority interest discount-this

adjustment recognizes that a minori­

ty stockholder (someone who owns
�

less than 50 percent of the stock of a

company) frequently is unable to have
a substantial amount of control over

the important decisions of the com­

pany as well as its operations.
This concept suggests that it is much �

harder to sell a minority interest
than to sell a controlling interest in a

privately held company. Therefore, if
there is a transfer of a minority inter-
est in a company, a discount between
20 percent to 70 percent can be taken tJ

because of the diminution of value
associated with an illiquid minority
investment.

• Premium for control-this adjust­
ment recognizes that there is addi­
tional value by virtue of controlling ,�
the affairs of a company.

When to get help
While the need to obtain a profes­

sional valuation or appraisal may be
an uncommon occurrence, the need

frequently arises at crucial moments
in a company's life cycle. When a pro­
fessional valuation is required, usu­

ally a significant occurrence is

happening to the company in terms

of ownership changes or a change in
the tax status of the company.

Business owners believe they know
what their company is worth.
However, this sense is usually unac­

ceptable for the Internal Revenue
Service or when shareholders disagree
as to the value oftheir holdings.

Valuing a business is more of an art

than a science, often requiring that a ",.

range of values be provided rather
than an exact dollar amount. PR

Lawrence Levine is a vice president
in the corporate finance department
ofAM&G Financial Services. Chicago­
based AM&G specializes in providing �

private investment banking services
to middle-market companies. Levine
has 12 years of corporate finance
experience. He can be reached at
(312)207-6167.

PROGRESSIVE RENTALS



APRO would like to thank the

following companies for their

generous sponsorships. • •

MAGNAVOX

�HART
FURNITURE

Q.ua'Sat;

� Thomson Consumer Electronics, Inc.

HIGH
u#"
TOUCH

-
-

VoyageI'
Insurance

Companies

--
-------
----
----
----
---

. __

Friday, August 13

APRO/joe Eason GolfTournament

Fri.-Sun., August 13-15

':APRO Convention Daily"publication

Friday, August 13

Welcome reception "Black Cat Party"

Saturday, August 14

Ribbon cutting champagne welcome

Saturday, August 14

Gala cocktail reception "Saturday Night Live"

Saturday, August 14

Keynote speaker, general session

Sunday, August 15

President's breakfast & awards

Monday, August 16

Pre-banquet cocktail reception

Monday, August 16

Awards banquet



APRO offers low-cost rental
agreements that comply with all
state laws for regulated and
unregulated states as well as

computerized and non-comput­
erized stores. (They are

compatible with RSSS, Rental
Information Systems, High
Touch and Ideal Software.)
These forms are three-part,
NCR, 8 112 x 11 and work on

continuous-feed printers.
To order forms for your store,
simply fill out the form below or
call Laurie Derton at
512-794-0095. Please specify
the state(s) you need. For
next-day delivery, call before 1
p.m. (eastern time).

The cost per form is 15C/. for Q...
members and 20C/. for �

non-members. Min. order: 500.
r------------

I Yes, I would like to order I

I I

I
forms. I

I The total amount for this order is I

I $ I

I I

Exp. Date
_

Signature _

Name
_

Phone (

Company _

APRO Member?
_

Address

City _

State Zip _

o My Check is Enclosed

o Or Charge My:
o MasterCard

o American Express
o Visa

Account Number . _

Clip Out and Mail To:
APRO
Association of Progressive
Rental Organizations

6300 Bridgepoint Pky. #305
Austin, TX 78730-5016

(51 2) 794-0095
FAX (512) 794-0097

AUGUST/SEPTEMBER 1993 PROGRESSIVE RENTALS

APRO offers new property
and casualty insurance

will be expedited through this pro­
gram, according to Keese. "They have ..

streamlined the information needed
to give a bid on what insurance cov­

erage will cost individual store own­

ers. If they have an existing policy,
they can get the bid over the tele­

phone."
Keese adds that ITTIHartford will

work diligently to get the bid out with­
in a week in the form of an actual pol­
icy which can be accepted or rejected.
"If they reject it, fine. But if accepted,
then they have the actual policy in
hand."

There will also be special rates avail- .�

able to APRO members which have
been difficult to find in the past.
"We've always had problems in get­
ting the cost down while still main-

taining a successful program. But y.

the bids I've seen are about 10- to 15 )4

percent below what the dealers are

paying."
Paul Burkett of the Meadowbrook

Insurance Company, who will be mar­

keting the policy nationally, says the
reason the premiums have routinely
been so high for RTO dealers is
because of their specialized needs.

"They require unique coverages,
from inventory 'shipment-to-store'
coverage to protection from auto loss-

FOLLOWING TWO YEARS OF

RESEARCH AND NEGOTIATIONS WITH

MORE THAN 50 COMPANIES, THE

SEARCH FOR A COMPREHENSIVE

INSURANCE PROGRAM ENDS AS

APRO LEADERS SELECT THE

ITT /HARTFORD PLAN FOR ASSOCI­

ATIoN MEMBERS.

• • • • •

The business plan will offer a broad

variety of new benefits ranging from
local claim services, unique invento­

ry coverages, regional seminars, spe­
cial APRO rates and expedited bidding
procedures.

Until last April, the association
endorsed a property and casualty
insurance program through Travelers.
But discouraged by a lack of growth
in the program after eight years of deal­
ings, APRO's board of directors began
actively searching for other options.

The goal became to design an effec­
tive national program that was both

understanding of the rental-purchase
industry as a whole and responsive
to the needs of its members. So by July
of last year, APRO and Travelers
came to a mutual understanding to

part ways.
In the search for a new program, the

association heard detailed presenta­
tions from more than 50 companies,
according to APRO Executive Director
Bill Keese.

"Mainly what we looked for was a

group with the strength to market

property and casualty insurance
nationwide, while still catering to the
individual owners on a local scale,"
Keese said. "ITTIHartford provided
that, and really negotiated a very good
package overall."

Keese adds that while most deal­
ers want local agents to come in and
talk to them, it's simply not possible
with a national company. "So we went
for the next best thing-local claims
agents who come in and see the dam­

age immediately."
Also, routine bidding procedures

16



es, crime and property damages," says
Burkett, vice president of operations
for Meadowbrook.

Burkett says many insurance com­

panies see RTO as a risk in both auto

losses and property damages because
of the people driving the vehicles and

moving the furniture.
"The average RTO store owns one

to two vehicles," says Burkett. "In that
area alone, there have been signifi­
cant losses-heavy auto and proper­
ty damages ... gouging walls, that sort

of thing. It all comes down to the qual­
ity of the store's employees."

But Burkett adds that the Hartford

plan offers a solution to that problem.
"We will try to help members with
what to look for in finding quality
employees by offering regional sem­

inars on safety and loss-control com­

mitment issues."

Ultimately the group will structure

a dividend plan to individual store

owners-sort of a profit-sharing
approach, according to Burkett. "If
there are no losses, they'll get some

of it back."
On the down side, insurance com-

--

The goal became to design an effective national program
that was both understanding of the rental-purchase indus­

try as a whole and responsive to its members.

The business plan will offer a broad variety ofnew ben­

efits ranging from local claim services, unique invento­

ry coverages, regional seminars, special APRO rates

and expedited bidding procedures.
Houston, in association with
Meadowbrook Insurance Group of
Colorado, will help market the poli­
cy which is underwritten by the
ITTIHartford Insurance Companies.

"This thing is really going to be suc­

cessful. It's definitely a long-term pro­
gram," says Gandy. "And from what
we've seen quoted so far, it's sub­

stantially under price. Fifteen to 30

percent in some cases."
For more information on APRO's

latest member benefit, contact Carolyn
Fitzsimmons at the APRO office­
(512)794-0095.

-Kelli Montgomery

panies are still reluctant to venture

into certain regional areas of the coun­

try right now. For instance, Florida
has sustained heavy hurricane and
storm losses recently, making it a

high-risk state for coverage.
As a result, Hartford has designed

a program to offset some of these costs.

In continuing strict underwriting of
certain regions, ITT IHartford will

employ a spread-of-risk approach. "As
the premiums go up in other key states

like Georgia, Texas, Tennessee, etc.,
it will help offset some of the costs in
these problem areas."

J.R. Gandy and Company of



An Innovative Approach to Expanded Custome
Benefits to the Rent

RTO DEALERS ACROSS AMERICA DISCOVER THE
FORESIGHT ADVANTAGE AND ITS COMPETITIVE EDGE.

FORESIGHT OFFERS DEALERS FLEXIBILITY To CREATE THEIR OWN CLUB By
CHOOSING FROM THE FOLLOWING ENHANCED CUSTOMER BENEFITS:

� Leased Property Insurance � 15% Eyeware Discounts

� Involuntary Unemployment � Discounts on Prescription Drugs
Insurance � Amusement Park Discounts

� $10,000 Accidental Death & � Priority Travel Service and Rebates
Dismemberment Insurance � Corporate Hotel/Motel Discounts

� 2-Year Extended Warranty � Savings On Rental Cars
Protection After The Customer � Valuable Lost Key Return
Owns The Merchandise � Luggage Tag and Emergency Data Card

CREATE YOUR OWN PACKAGE OF BENEFITS.

� GET FORESIGHT TODAY! A GREAT VALUE FOR TH
AND AN EASY SA

Call: fORESIGHT, Inc. (800) 733-0811, 3700 W.

�� � ��.,� .,.,._.
� ...... �___. ............. _.-..r ...

., �., ...... ...,.".,.....,.,.,.,
PREFERRED CUSTOMER CLUB

FORESIGHT PROVIDES THE PROFITS OF A PRODUCT WITHOUT THE PROBLEMS
OR ADDED EXPENSE.

� FORESIGHT Provides The Same Revenue And Profit Opportunities As Regular
Merchandise, Without The Usual Costs Of Acquiring, Handling And
Maintaining Inventory.

� FORESIGHT Requires No Capital Or Borrowing To Begin Offering The
Program To Customers.
There Is No Shipping, Handling, Warehousing Or Service Expense To Keep

� FORESIGHT Operating And Producing Revenue. In Addition, It Cannot Be
Stolen Or Otherwise Lost!

FORESIGHT COMBINES NUMEROUS PROGRAMS MAKING IT IRRESISTIBLE.
� The FORESIGHT Preferred Customer Club Contains Such A Tremendous Value

That Customers Seldom Refuse The Opportunity To Join! By Combining
These Valuable Benefits It Only Requires A Single Offering Of Membership.



ervice. Delivering Unprecidented Bottom Line
o-O""n Industry

� THE FORESIGHT EQUATION: EDUCATION + COMMUNICATION
= THE GREATEST OPPORTUNITY FOR SUCCESS IN
MARKETING RTO CLUB PROGRAMS.

FORESIGHT HELPS DEALERS REALIZE IMMEDIATE PROFITS THROUGH THE CLUB
WITH EDUCATIONAL SUPPORT.

In Addition to a Quality Product, FORESIGHT Considers its Greatest Strength to

be The Support It Provides. FORESIGHT'S Commitment to The Dealer is Evident

By Suppling Each Store the Following:
� In-Store and Video Traning � Informative Customer Benefit Booklets
� Tailored Procedures Manuals � Computer System Interface Consultation
� Attractive Point of Purchase Material

FORESIGHT KEEPS DEALERS ABREAST OF NEW DEVELOPMENTS THROUGH ON­
GOING COMMUNICATION.

� Monthly Sales Bulletins to Each Store

� Manager of The Month Awards
� Manager of The Year Recognition
� Incentive Programs for Salespeople
� Automatic Replacement of Benefit Books

FORESIGHT'S SUCCESS IN THE CLUB BUSINESS MAKES YOUR PROGRAM A
WINNER!

� With Over 15 Years of Experience in the Club Business and Over 7.5 Million
Active Members, FORESIGHT Has Learned What Is Required To Make a Club
Program Successful. The FORESIGHT Preferred Customer Club Backs
Commitment With Constant Performance For Its Dealers Before and After
Implementing the Program.

TORE, A TRUE BARGAIN FOR THE CUSTOMER
OR THE EMPLOYEE.

obinson, Suite 230, Norman, OK 73072

A·PR:» Associate Member since 1991



Ways to improve employee selection
PERSONNEL PROBLEMS ARE EASIER

TO PREVENT THAN TO SOLVE.

REMOVING A PROBLEM EMPLOYEE

FROM YOUR PAYROLL IS MORE DIF­

FICULT THAN AVOIDING TO HIRE HIM

OR HER IN THE FIRST PLACE.

• • • • •

How can you tell the honest appli­
cant from the dishonest one? The

punctual from the habitually late? The

polite from the surly? Develop a

screening process that acquaints you
with the applicant's shortcomings as

well as his assets. Here are 10 easy
suggestions that will help identify the
kinds of applicants that are likely to

become problem employees.
Suggestion 1: Avoid crisis hiring.
When a company suddenly becomes

shorthanded, the pressure to hire a

body-any body-increases dramat­

ically. The temptation arises to short­
circuit the standard screening process
and hire a replacement immediately,
which greatly increases the odds of

hiring a problem employee.
Encourage applicants to apply even

when there are no job openings. Keep
their applications on file. Employees
often leave without notice and hav­

ing qualified applicants waiting in the

wings is the best way to avoid crisis

hiring.
Suggestion 2: Avoid interviewing

from resumes.
The applicant's resume is his per­

sonal advertisement. Its purpose is to

highlight his positives and hide his

shortcomings. Most applicants don't
lie on their resumes; they merely omit

negative information. Unsuccessful
short-term jobs, reasons for leaving
and dates of employment are items
most frequently omitted. Interviewing
an applicant straight from a resume
can lead you to overvalue his assets

and never see his liabilities.
Suggestion 3: Interviewfrom com­

pleted employment applications.
A critical look at your company's

employment application may suggest
ways it can be improved. Applications
of the one-page stationery store vari­

ety are too brief. They fail to solicit
vital information that can be legally
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Joel B. Mathews

requested. A comprehensive employ­
ment application is the cornerstone

of every successful screening program.
It will identify many undesirable can­

didates early in the selection process.
Don't accept an incomplete or half­

hearted effort on the application.
Suggestion 4: Study the applicant's

employment history.
Recent jobs are usually good pre­

dictors of future performance.
The application should provide

enough space to allow the applicant
to list every job held in the past five
to 10 years. The personal saga of
success or failure is clearly displayed.

Application instructions should
direct job seekers to list every job,
including part-time and second jobs.
Precise dates of employment expose
gaps between jobs, leading the

employer to more information.

Suggestion 5: Check work refer­
ences.

Requiring previous supervisors'
names and phone numbers makes ref­
erence checking easier. Former super­
visors know the applicant far better
than their personnel departments.

Although reference checking is frus­

trating in today's litigious society, it
is still a vital ingredient in hiring.

Suggestion 6: Obtain a credit

report.
Ask the applicant, "If I were to

obtain a copy of your credit report,
what would it show?" If the applicant
is irresponsible in handling his own

money, you cannot expect him to

competently handle your compa­
ny's money. Employees who extend
their credit to the limit may feel com-

20

pelled to steal from your cash regis­
ter. They may think they have no other
recourse when an unexpected finan­
cial crises arises.

Where appropriate, consider obtain­

ing a copy of the applicant's credit

report with his consent. The credit

report is a financial report card of
the person who would be handling
your company's property.

Suggestion 7: Ask about criminal
convictions.

Ask the applicant, "If you were to

bring me a copy of your criminal
record, what would it say?" The appli­
cant who has never been convicted of
a criminal offense will tell you so with­
out hesitation. But, he who hesitates

usually has something to hide. The

applicant who acknowledges a recent

criminal conviction will also be will­

ing to discuss the circumstances.

Suggestion 8: Ask to see the appli­
cant's driver's license.

This simple step quickly establish­
es his identity and will often save your
time. A driver's license contains a

lot of valuable information.
If the applicant cannot produce a

valid driver's license, he should be
able to come up with some form of
identification. The applicant without
a valid driver's license should be
asked how he plans to get to work.

Suggestions 9 and 10: Use a writ­
ten honesty test.

The case for written honesty tests

is strong. Research has shown that

honesty tests can dramatically reduce
internal theft. Honesty defined as the

propensity to steal can be predicted
accurately by these questionnaires.

Honesty tests can uncover appli­
cants' shortcomings in several impor­
tant areas, including work history,
substance abuse, and work and cus­

tomer-service attitudes.
These tests also ensure that no crit­

ical information areas are overlooked.
A comprehensive honesty test can

cross-check the effectiveness of your
applicant screening program. PR

{Editor's note: James W. Bassett sub­
mitted the above article. He is presi­
dent of a firm that specializes in
theft investigation andpre-employ­
ment screening. He can be reached at
513-421-9604.}
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WE LOOK AT RENTAL

WASHERS FROM YOUR

POINT OF VIEW.

A·PR:) Charter Associate Member

At Whirlpool, we know what you're looking for in a rental
washer. You want a washer with a name your customers can

trust. A washer so carefully designed, so solidly constructed,
it'll do its job for years without anyone giving it a second

thought. And that's exactly how our washers are built.

Gets big load after big load clean. This Whirlpool® super
capacity washer is built to handle big loads of laundry year after

year. It has a special washing system that rolls clothes over and
over and over again. So your customers can fill it to the limit
and not have to worry about a full load coming out half clean.

Support for customers, support for you. You can be confi­
dent that the Whirlpool Consumer Assistance Center is ready to

support you 24 hours a day. And there are over 6,500 factory­
authorized Whirlpool service centers ready to help. Then we

offer your customers the same programs after their contracts
are paid off.

So if you want to rent a washer that's so well built, your cus­

tomers don't have to think about it, there's one name you
should think about. ..

WHIRLPOOL. SO WELL BUILT ...



Pat Redington



It was true yesterdayand it's the same

today-home appliances a bigpart of ...

• • • • •

BY

K ELL I

MONTGOMERY

PROGRESSIVE RENTALS

ApPLIANCES HAVE BEEN A PART OF THE AMERICAN DREAM FOR DECADES. THE

IMAGE OF APPLIANCES CONTRIBUTING TO THE GOOD LIFE-BY HELPING TO FREE

UP MORE TIME FOR FAMILY AND LEISURE PURSUITS-WAS PREDOMINANT IN ADVER­

TISING MESSAGES FOR YEARS.

Today, these labor-saving tools serve the
same basic purpose as they did in the
1950s. Appliances in the '90s are consid­
ered necessities rather than luxuries. But
the emphasis is still on convenience.

Appliance manufacturers in the rental­

purchase market are adding more features
and services these days with larger-capac­
ity refrigerators, portable dishwashers,
radiant-surface cooking ovens, automatic

laundry products, and encasement air-con­

ditioning units.
And while the increased features and

specialty programs in the appliance indus­

try won't cost rental dealers much more,
new environmental controls on the prod­
ucts will.

"Just as manufacturers had Department
of Energy (DOE) regulations to comply
with in 1993, you'll have compliance in
1994 in refrigeration products with CFC
reduction ... as well as energy controls in

23

laundry products with automatic cycles,"
says Dick Gossom, manager of specialty
market sales for G.E. Appliances. He pre­
dicts a price hike in the appliance indus­

try in the near future to meet governmental
demands.

"Most everybody will be moving toward
a 50 percent CFC reduction by 1994 and
total CFC elimination by 1996," he con­

tends. "And with all of the manufactur­
ers spending so much money on it, there
will be another round of price increases
in refrigeration products very soon."

However, rental-purchase dealers and
customers may find it difficult to see what

they are spending more money on because
the changes will be practically invisible,
according to Gossom. "It's in the type of

components you're using; the more ener­

gy-efficient compressor, relays, insulation
and other internal components."

CONTINUED ON NEXT PAGE
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Continued from previous page

Gossom maintains that while man­

ufacturers have done whatever is

necessary to retain capacities in the
six million unit-per-year refrigeration
industry, they have not spent the

megabucks on retooling in the small­
er freezer industry.

"They have simply gone to the old

fiberglass or some other insulating
material-and that means thicker walls
between the outer case and inner

liner, therefore taking up more usable

space."
So capacities have come down in

freezers as a result of DOE require­
ments. "What people were selling last

year as a 16- or a 17-cubic-foot unit is
this year a 14- or a 15-cubic-foot box."

Tom Kitchens, national rental sales

manager for Whirlpool, says his com­

pany's 10-cubic-foot chest freezer con­

tinues to be a top seller in product lines
based primarily on its size. "It's rather

compact and will fit into most peo­
ples' homes or apartments."

But in refrigeration, capacity is still
the most important thing consumers

want, according to most manufactur­
ers.

Jenn Air's Alan Boring has seen a

shift in the marketplace in this area.

"It used to be 15- and 17-foot refrig­
erators for the norm. Now it's getting
up into the 19- and 21-foot units."

Boring adds that dealers have found
consumers want more features. "They
want more sophisticated products­
additional features, better value and
service have all become increasingly
important to consumers in the rent­

to-own industry."
Al Zagorniak of Sears also recog­

nizes the market demand for upgrad­
ed products, and says with his

company's special-orders program
rental dealers can be provided with

specialty products through a next-day
service system.

"If a customer desires a refrigerator
with the ice-and-water through the
door and an upgraded side-by-side
unit, they (RTO store personnel) can

order it through us and they don't have
to worry about losing the customer

to another store in the meantime."
In addition, refrigerators designed

for a built-in-look, along with those

sporting custom-made or custom-cut

handles, are showing promise in the

rental-purchase industry, according
to Zagorniak.

Like refrigerators, laundry equip­
ment is big business in the rental-pur­
chase market, making up about
two-thirds of the appliance mix in total

product-line sales. As a result, man­

ufacturers are introducing machines
with bigger capacities, more cycles
and speeds.

Jenn Air's Boring says the contin­
ued popularity of washers and dryers
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in the RTO outlets has led his com­

pany to design a machine specifical­
ly with rental-purchase in mind. It's
called W20H-23 Magic Chef.

"It gives consumers the features

they've been asking for-out-board­
ed speed controls, less wash-expense
speed controls, more user friendly and

larger capacities," he says. "They don't
want just the basic products anymore."

But Whirlpool's Kitchens says cus­

tomers just want quality machines
with a variety of cycles that can take
care of their garments. "We're still sell­

ing pretty much mid-line appliances­
two-speed, seven- or eight-cycle
machines. Not the very top of the line
and certainly not the bottom."

In addition, there has been a big
boom on full-size washers and dryers
this year, according to rental dealer

Jim Declue. "We never keep them in
stock. We carry the apartment size and
the full size, and they are definitely
after the larger-capacity ones."

He adds: "People want the name

brands, too."
But regardless of customers' pref­

erences in laundry equipment, one

thing is certain-timed-only dryers
are a thing of the past.

According to DOE regulations, after

May 1, 1994, all dryers manufactured
for sale in this country must have auto­

matic cycles. The reason being that
while most clothes loads take about
30 minutes or less to· dry, the

Department of Energy found that
machines with timed-only cycles tend
to take much longer, often set in excess

of two hours.
G.E.'s Gossom thinks this will have

a big impact on RTO businesses
because currently about 5 percent of
the dryer mix in rental-purchase is
timed dryers. "Owners will have to

face the fact that their price points on

dryers are going to go up a little bit
because now they will all have auto­

matic temperature controls."
In ranges, Gossom says the growing

trend is the move to glass tops, toward
radiant-surface cooking. "It will take

longer in rent-to-own because the radi­
ant's price points are about twice that
of a standard oven, but it's something
on the horizon."

In this area, Gossom thinks cus­

tomers are going for new features these

days, and sees little difference between

rental-purchase customers and retail

PROGRESSIVE RENTALS



shoppers. "They want upscale prod­
ucts as well as anybody else wants

upscale products."
For the most part, rental dealers

continue to go for the basics. "We're
still in gas and electric, concentrat­

ing on mid- to low-line models.

They're looking for just a basic gas
range," says Whirlpool's Kitchens.

He adds that he has seen more

self-cleaning ranges moving lately.
Like ranges, dishwashers make up

a very small part of the appliance mix.
In this area, RTO store owners are

basically looking for either the

portable or convertible models.
Toni Borski, vice president of sales

for Admiral, says the portables are

really the only ones available to the

rental-purchase market. "Nobody real­

ly wants to rent an installed, under­
the-counter one."

Declue, the RTO dealer, says what

rental-purchase customers do want

are upgraded products. "They're look­

ing for 12 or 15 different levels of

washing. They want features on their
dishwashers. "

Declue adds that while portables
are more costly than built-ins, cus-

While the new environ­

mental controls maynot be

too visible, they will require
manufacturers to redesign
and improve theirproduct.
tomers are willing to pay extra for
the mobility and easy faucet hook-ups
of the self-contained portable units.

Also, air conditioners are making a

big splash in the rental-purchase
market this year. "It's something that
started about six years ago and is

increasing every year as importance
to the rental dealer," explains Eddie
Collier of Fedder.

Collier currently deals with sever­

al hundred rental-purchase dealers
across the nation, and says he hasn't
noticed any significant regional dif­
ferences in air-conditioning units.

"Surprisingly, we do exceptionally
well in the Midwest and the Northeast.
The difference is they have only a four­
month window where the South has

probably eight to nine months. But the
number of units they're putting out

If RTO is what you do
best, Rent America can

help you do it better!
Rent America provides marketing strategy and

purchasing power for independent RTO dealers

who want to build on the-ir success and still have

the flexibility to put their own ideas into action.

Rent America assures them of success in the

following ways:

• National chain image without the cost.

• No markup on merchandise or advertising
materials.

�t
:\__ RENTM

�I;!� AMERICA
-I

�
_ � TV· STEREO· FURNITURE· APPLIANCES

;;r. � �\
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is pretty comparable."
On the horizon, there are new and

exciting products in store for the

rental-purchase industry. For instance,
G.E. Appliances will introduce its
recessed-handle product, designed
specifically for rental-purchase, on

larger-capacity refrigerators.
In addition, G.E. is working to com­

pletely redesign its laundry-product
line, using less water and energy, in
an effort to comply with future envi­
ronmental standards.

"It will be ready to hit the street by
early 1995," says Gossom.

And while the new environmental
controls may not be too visible, they
will nonetheless require manufac­
turers to continually redesign and

improve their product lines to save

end-users more energy, more water

and, ultimately, more money.
"This is not merely a G.E. phe­

nomenon-it's an industry phe­
nomenon," concludes Gossom. PR

Kelli Montgomery is a University of
Texas graduate in magazine journal­
ism. She just completed a summer

internship in APRO's communications

department.

• Image-building radio, TV and print advertising.
• Price and product specific promotional

materials including printed flyers, radio and

TV on a sixty-day cycle. Point-of-purchase
and special promotions designed to attract and

hold the attention of customers.

• Purchasing power on name-brand, nationally
advertised products.

• Support from a company with a proven
track record.

• Lowest royalty fees in the industry and no

sign-up fee.

• Exclusive territories available .

If you're ready to build on your success,
Rent America is ready to help you realize your

goals by helping you do what you do best. For

more information contact Steve Harvanek:

(214) 368·5200
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How some rental-purchase dealers

coped with anothernatural disaster

MANAGER SCOTT MCCAMPBELL RECALLS JULY 9, 1993, AS A "TOTALLY NOR­

MAL FRIDAY MORNING" AT HIS ACE RENT-TO-OWN LOCATION IN IOWA, A QUAR­

TER MILE FROM THE DES MOINES RIVER. BUT HIS PARKING LOT-DRY WHEN THE

STORE OPENED-BEGAN TO FILL WITH WATER FROM STORM DRAINS AT 10:30 A.M.

Mississippi-from South Dakota to south
Kansas. Finally, the levees could not hold,
and flood waters overran the cities, towns

and farmlands along the Des Moines,
Raccoon, Missouri and Mississippi rivers.
All waterways were involved-disrupt­
ing and displacing thousands of homes
and businesses in its eight-state wake.

When the Great Flood of 1993 moved
into Des Moines, merchants and home­
owners like Scott McCampbell waited out

the night of July 9 to see how their efforts
would work against such a monumental,
natural force.

By 2:30 p.m., police warned him he
could expect water up to the store's front

by nightfall. That afternoon, he found
what he believes were the last two trucks
available in the area to move his mer­

chandise to higher ground.
Store personnel worked until 8 p.m.,

filling trucks with the most expensive
items, and parking them at McCampbell's
home several miles away. Then they and
other merchants from the strip mall sand­

bagged the storefronts until midnight.
Extremely heavy spring and summer

rains filled rivers flowing into the

• • • • •

BY

ELIZABETH

FRENCH

Employees of an Ace Rent-to-Own store in this mall managed to keep the business afloat.
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mine how much contaminant was pre­
sent (in the permanent store)."

One month and even later after the

big flood, people were still cautious.
"The streets are opening now, but peo­
ple are reluctant to rush back in,"
McCampbell said. "Everyone is a lit­
tle concerned about the August rains
that usually come. If they are very
intense north of Des Moines, it is pos­
sible that the same situation will occur.

With 10 inches of rain reported the
weekend of Aug. 29, this is a real dan­

ger."
In the aftermath, McCampbell says

they were battling a collection process
that had gotten very difficult.

"Everyone on the payment end is

affected, with 'flood' being the perfect
excuse for nonpayment, lost jobs, dam­

aged furniture. We are being more gen­
erous than we normally would with
a customer."

McCampbell added: "It is an

advance-type situation where we

rewrite the agreement to extend the
time it would take for their next pay­
check to be able to make their regular
payment. Then that time is added at

the end of the contract. We offer an

optional waiver of liability, releasing
the customer from having to contin­
ue paying for anything lost."

Ace employees went the extra mile
in working with their rental-purchase
customers after all the flooding.

"Also, there is the possibility oftem­

porary replacement," McCampbell
pointed out. "We would allow them

CONTINUED ON PAGE 43

This temporary store location was set up on higher ground in Des Moines, Iowa.

,..

But nobody was prepared to actu­

ally see what happened in the few
hours between midnight and Saturday
morning.

"We hitched a ride (to the front door)
on a four-wheel drive. The parking lot
was so full," said McCampbell of his
RTO store. "We managed to print past­
due lists and lists of accounts coming
due through the end of July. We set

up a van with the money drawer across

the street and took payments there. At
3 p.m., we were forced to evacuate

and were unable to do any business
close to our location."

Surprisingly, at 7 Saturday night the

sandbags were dry eight to 10 inches
above water level, and McCampbell
planned to go back Sunday for the
merchandise left behind-electronics
and appliances.

But Sunday morning, water was
nearly two feet deep inside the build­

ing, and still rising. He realized they
were in trouble and needed to find
another building, immediately.

On Monday, temporary building
space was located three miles away.
McCampbell and helpers moved

through familiar streets-given a

new look by the muddy water.

The water seemed to slow every­
thing down; it was placid, in con­

trast to the frantic pace of evacuees,

National Guard and police relocat­

ing people and property. But Ace RTO
rescued its computer in a bass boat,
came back on-line in a temporary loca­
tion, and was back in business.

McCampbell believes he and his

PROGRESSIVE RENTALS

Manager Scott McCampbell, left, and
his account manager, Ed McCulloch,
about to embark on mission to rescue

Ace Rent-to-Own's computer equipment.

coworkers moved about as fast as pos­
sible after they were notified.

Although Target was called and
warned between 8 and 9 Friday morn­

ing, the word had not spread through
the strip mall.

"Target had a considerable amount

of time-more than we had to pre­
pare. We were just kind of left hang­
ing."

Fortunately, other merchants along
the strip worked together to protect
and salvage their merchandise.

As of early August, Ace was still
in the temporary building. "At this

point, we are waiting for word from
the Environmental Protection Agency
(EPA). They did environmental test­

ing on the drywall at different levels
and the carpet and the ceiling to deter-
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52" Projection
Stereo TV

RCA Brand Pow-er-Not just another slogan.
There's some real "power" to back up the facts that consumers

and rent-to-own customers prefer RCA Consumer Electronics.

• RCA Brand Power-We are the leader in consumer awareness

and brand preference in color TV's and VCR's.

• RCA Brand Power-More consumers come back to RCA than

any other brand.
• RCA Brand Power-Renters' demands in home electronics are

clear: More choice. More product. More features. Better perfor­
mance. And in enough sizes, shapes and prices to satisfy the

largest and most sophisticated rental market-ever!
• RCA Brand Power-And there's more! With our long standing
quality reputation you can rely on our dependable service and

timely, efficient distribution.
A·pt:D Charter Associate Member

© 1993 Thomson Consumer Electronics, Inc.,

35" Stereo TV

Ask today for more information on our

products by writing to:

RCA Consumer Electronics Rental Services
Thomson Consumer Electronics, Inc.

P.O. Box 24459

Louisville, KY 40224-0459

or FAX (502)425-3441

TV screens are measured diagonally.



Covering
APRO convention '93:

NINETEEN-NINETY THREE WAS A REMARKABLE YEAR FOR APRO CONVENTION­

GOERS. THE ANNUAL CONVENTION WAS SET IN LAS VEGAS-ALWAYS A HOT SPOT

FOR RENTAL-PURCHASE DEALERS. HOWEVER, THE SHOW TURNED OUT TO BE EVEN

BIGGER THAN EXPECTED, BECOMING THE BEST-ATTENDED APRO CONVENTION

EVER IN THE EVENT'S 13-YEAR HISTORY.

AFRO '93: Right on the Money, the asso­

ciation's annual convention and trade
show, surpassed all expectations with
more than 1,430 participants-several
hundred more than attended last year's
convention in New Orleans.

Popular seminars, state-of-the-industry
concerns, and a sold-out trade show made
this APRO convention one of the most

memorable ever.

Heated issues on the legislative and IRS
fronts stirred APRO members to action­

spending time and money on RTO caus­

es facing their industry. Through a united
effort, APRO members participated in
APRO-PAC efforts to raise money and
ideas for RTO's future, from raffles and

personal checks to special campaigns.
On education, members attended sem­

inars ranging in topics from tax and

accounting, and managing your busi­
ness more effectively, to media relations,
legal updates and customer relations.

For entertainment, there was a Friday
night "Black Cat" party and a "Saturday
Night Live" costume gala (both sponsored
by FORESIGHT and John Alden Financial

Corp.), a golf tournament, and the grand­
finale Honeymoon in Vegas awards ban­

quet and dance, complete with the Flying
Elvises-or Elvi, the troupe's own change
in the plural form of its name.

AUGUST/SEPTEMBER 1993

APRO Convention Daily was sponsored
by Philips Consumer Electronics. For a

complete account of APRO '93: Right on

the Money, here's a look by major event:

General session
The 1993 APRO General Session and

Business Meeting captivated members'

interest, packing two-and-a-half hours
worth of dynamic speakers, regular busi­
ness such as the board elections, the

unveiling of the association's first-ever
annual report, and the latest industry
updates from association leaders.

On Saturday, Aug. 14, APRO members
in good standing cast their ballots to elect
a new board of directors. Only eight posi­
tions were up for grabs this time because
of the staggered two year terms of the full
16-member board.

Six board members were re-elected:
David David, Dick Eichlin, Allen Lewis,
Kevin Quinn, Darrell Tissot and Ted
Wilson. Also, Ernie Lewallen and Norman
Slatton Sr. were newly elected directors.

Following the elections, Walter E. "Bud"
Gates, chairman/CEO of THORN

Americas, Inc. (Rent-A-Center), took the

stand, commanding attention-and a

standing ovation-for his speech on the
future of the RTO industry.

Gates stressed that the industry's mem-
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Bally's in Las Vegas was the site for APRO '93: Right on the Money, which attracted more than 1,400 participants Aug. 13-17.

bers had to get beyond just "survival

mentality" as well as cooperate and
run their businesses "superbly," look
at the bigger picture and "impart
knowledge" to those outside rental­

purchase.
From there, U.S. Rep. Larry

LaRocco, D-Idaho, educated attendees
on how today's Congress works and
how to effectively communicate with
elected leaders.

"The first rule of politics-com­
municate early and often," he said.
"It's never too early to start commu­

nicating, and you can't cast your net

too wide. Get to know your own rep­
resentatives and senators first. After
that, consider adopting at least one

congressman from a neighboring state

... If you don't make these contacts,
congressmen will still hear about your
business, but it won't be anything
good."

LaRocco added that while it's dif­
ficult to predict what's going to hap­
pen in the rental-purchase industry,
there is clearly not a "crisis situation"

yet and that the most valuable com­

modity dealers have right now is time.

PROGRESSIVE RENTALS
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BY

KELLI MONTGOMERY

In an energetic presentation entitled

"Change, Challenge and Choice,"
sponsored by Quasar, keynote speak­
er Nate Booth stressed the importance
of adapting in our rapidly changing
world. "Those of you who are com­

mitted to being flexible for the next

three days-and your entire career­

will be able to meet challenges."
Next on the agenda, the government

relations part of the presentation
included speakers Bill Keese, Wayne
Chambers, Ron Waters, Chris Korst
and Kevin Quinn-all of whom out­

lined specifics on the industry'S grass­
roots efforts and fund-raising plans.

Task force member Kevin Quinn
asked rental dealers to commit $300
per store to help the industry's cause.

He made a personal appeal for indi­
viduals to "make a commitment of $50
per person at the PAC store" which

31

was set up outside the exhibit hall.
"The funding we're putting togeth­

er is for real things. Henry Gonzalez
is real. The TAM request is real. The

negative publicity is real," he said.

Key points in the 1993 general ses­

sion included educating members on

three areas-federal lobbying, media
relations, and tax and accounting.

Awards banquet
Highlighting the last night of con­

vention festivities, the Honeymoon in

Vegas awards banquet and dance

(sponsored by High Touch and

Voyager Insurance Companies) hon­
ored outstanding accomplishments in

rental-purchase over the past year.
(Thomson Consumer Electronics

sponsored the pre-banquet reception.)
APRO Executive Director Bill Keese

recognized convention sponsors, pre­
sented advertising awards to RAE win­

ners, and announced the official golf
tournament results.

Next, Ron Waters, APRO director of

government affairs, honored Florida

(Margo Tillotson, president) as the

CONTINUED ON NEXT PAGE
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Continued from previous page

state association of the year and
detailed initiatives for APRO-PAC.

Additionally, he recapped events from
the presidents' breakfast (sponsored
by Fraenkel Furniture) on Sunday,
Aug. 15, where three other states were

singled out: Texas, the delegation with
the largest attendance at convention

(Carlton Fletcher, president);
Arkansas, best attendance at APRO
seminars (Fred Pearson, president);
and Michigan, the most improved
state association for 1 993 (John
Burnett, president).

Then, outgoing APRO President

Wayne Chambers gave his farewell
remarks, announced the new board of
directors and thanked the outgoing
directors. Additionally, he honored
several outstanding APRO members
from the past year.

Chambers also honored APRO
Executive Director Bill Keese with a

special presidential recognition award,
which had the inscription: "for out­

standing contributions to the associ­
ation and rental-purchase industry."

Whirlpool's Torn Kitchens received
the APRO Vendor of the Year award;
RTO congressional spokesperson
Manuela Salazar Sasarak was named
APRO Rental Dealer of the Year; and
former association president Ted
Wilson ofAlrenco was presented with
the APRO President' s Award.

APRO staffer Ron Waters helps mem­

ber Bob Moore at APRO-PAC booth.
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The annual golf tournament boasted more than 160 competitors this year.

Jane and Ted Wilson, along with Ernie Lewallen, have fun at a FORESIGHTparty.

APRO convention-goers leave the general session for exhibit-hall grand opening.
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Throughout the entire evening
"Honeymoon in Vegas" provided
dancing and entertainment for atten­

dees-from the initial parachute land­

ing and musical performance of a

dozen Flying Elvi to the end of the

evening's comical wedding ceremo­

ny performed by Champion's Larry
Sutton, known as the "Reverend of
RTO."

New board meeting
Following Monday night's

Honeymoon in Vegas finale the newly
elected board of directors met col­

lectively for the first time the next

morning, Tuesday, Aug. 17. As the
last official order of business at the
convention, the board elected associ­
ation officers for the corning year.

Election results: Kevin Quinn, pres­
ident; Allen Lewis, first vice presi­
dent; Chris Korst, second vice

president; Bob Simons, secretary; and
Ted Wilson, treasurer. In addition,
Wayne Chambers will serve as past
president for the next year. (For more

on APRO's top officers, see page 49.)

RAE awards
Participation in APRO's Rental

Advertising Excellence (RAE) Awards

skyrocketed this year as companies
battled for the most prestigious adver­

tising honors in the rental-purchase
industry.

Hilde Parker, APRO's special pro­
grams coordinator, said entry num­

bers rise each year as the contest gains

FORESIGHT's Susan Eyster, right, welcomes dealers on opening of exhibit hall.

All photos from
APRO '93:

Right on the Money!
Aug. 13-17
Las Vegas

recognition and esteem.

"Since the RAE awards are the only
ones given in the rental-purchase
industry, each year the competition
becomes tougher as the contest attracts

more participants."
And with more than 150 entries

across seven categories-including
print material, direct marketing, news­

paper, radio, television, specialty items

advertising, and billboard/outdoor

Congressman LarryLaRocco, D-Idaho, accepts APRO-PAC cap from APRO Director
of Government Affairs Ron Waters during general session and business meeting.
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advertising-participation in future
RAE contests is not likely to die down
either, according to Parker.

"The RAE awards are a source of

pride for APRO members and have
corne to symbolize some of the most

creative work in the rental purchase
industry."

Here's a look at the 1993 RAE award
winners:

Catalog brochure less than 4 color­

gold, Brandon Renter Center; silver,
Diamond Rentals; bronze, Diamond
Rentals.

Catalog brochure, 4 color or more­

gold, Action Rent-To-Own; silver,
Blue Ribbon Rentals; bronze, Blue
Ribbon Rentals.

CONTINUED ON NEXT PAGE

Kevin Quinn, who was later elected
APRO president, reports on task force.
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Continued from previous page

Live, from Las Vegas, it's Saturday Night! Cat-like Shelley Martinek and 'Mr. Bill.'

Letterhead, logo or trademark

design-gold, Paradise Rent-to-Own;
silver, United Household Rentals.

Poster, less than 4 color-gold,
Paradise Rent-to-Own.

Poster, 4 color or more- gold,
Action Rent-To-Own; silver, Action

Rent-To-Own; bronze, Action Rent­
To-Own.

Door hangers, coupons, contests­

gold, Diamond Rentals; silver,
Rentown USA; bronze, Countryside
Rentals.

Other solicitation-gold, Action

Rent-To-Own; silver, Aaron's Rental
Purchase; bronze, Action Rent-To­
Own.

Newspaper black and white, more

than half page-gold, Save All
Rentals; silver, Countryside Rentals;
bronze, Save All Rentals.

Newspaper, color, half page or

less-gold, Save All Rentals; silver,
Action Rent-To-Own; bronze, Action
Rent-To-Own.

Newspaper, color, more than half

page-gold, Rentown USA; silver,
Champion Rent-to-Own; bronze, Save
All Rentals.

Newspaper free-standing insert­

gold, Elmen Enterprises/Rent to own;

silver, Elmen Enterprises/Rent to own;

bronze, Rentown USA.

Radio, 30 seconds or less under

$loo-gold, United Household
Rentals; bronze, United Household
Rentals.

AUGUST/SEPTEMBER 1993

The Blues Brothers set the tone for a veryparticipatory Saturday Night Live party.

Radio, 30 seconds or less over

$loo-gold, Rent America; silver,
United Household.

Radio, 60 seconds under $100-
gold, Countryside Rentals; silver,
Champion Rents; bronze, Champion
Rents.

Radio, 60 seconds over $lOo-gold,
Champion Rent-to-Own; silver,
America Rents; bronze, Champion
Rent-to-Own.

Television, 30 seconds or less under

$l,OOO-gold, Rentown USA; silver,
Hubbell's Rent-to-Own; bronze,
Rentown USA.

Television, 30 seconds or less over
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During Monday night's finale, Wayne
Chambers and the more recognizable
Bill Keese-yes, that really is him at left.

$l,OOO-gold, Aaron's Rental
Purchase; silver, Action Rent-To-Own;
bronze, Fastway Rent-to-Own.

Television, 60 seconds over

$l,OOO-gold, Action Rent-To-Own.

Specialty items advertising, unit
cost over $2-gold, Action Rent-To­

Own; silver, Action Rent-To-Own;
bronze, Action Rent-To-Own.

Specialty items advertising, point
of purchase material-gold, Fastway
Rent-to-Own; silver, Rent America;
bronze, Rent America.

Billboard/outdoor any size-gold,
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Blue Ribbon Rentals; silver, Save All
Rentals.

Billboard/Outdoor, other-gold,
Fastway Rent-to-Own; silver, Action

.. ' Rent-To-Own.

Continuing education
This year's educational seminars

attracted big crowds, with participa­
tion strong each of the two days.

AFRO Director of Education Shelley
Martinek said selections for this year's
program were extremely popular and
well-received.

"AFRO is always on the cutting edge
ofRTO education, bringing you sem­

inars on the most important and cur­

rent issues in our industry."
Core topics for 1993 ranged from

advertising, financing, legal issues,
tax and accounting, future of the

industry and the like. The seminars
were designed to address basic edu­
cational interests ofAFRO members­
from experts inside as well as outside
the rental-purchase industry.

High attendance numbers for pro­
grams on Sunday, Aug. 15, includ­
ed: Creating a Customer-Friendly

Environment, 65; New Products in

RTO, 52; Planning Your Corporate
Vision, 48; and Motivation, 104.

Afternoon classes on Sunday were

higher all around with, Collections,
77; Legal Update, 72; and Enhancing
Employee Productivity, 52.

Each year the association's educa­
tion committee reviews the conven­

tion to make improvements and

Flying Elvi put on a stage show after parachuting in at Bally's for APRO members.

If the high cost of computer software is eating into
your profits, consider this:

Your computer software must be as efficient as your
delivery trucks and doilies. You could not base the
performance of your truck on "gallons per mile",
neither should you base your software cost on

"dollars per hour".

The RAM System leases for Sl00.00 per month. NO
HIDDEN CHARGES - NO lARGE CASH INVESTMENT!

WE'VE BEEN KEEPING
SOME,.BING FROM YOU.

HIGH SOFTWARE PRICESI

The software cost on an average Rent-To-Own store
would only be S.38 per hour, with The RAM System.

Rental
Information

Systems, Inc.
A·FfO Associate Member since 1987

PROGRESSIVE RENTALS

changes in the annual seminars.
Kevin Quinn, APRO's newly elect­

ed president, served as chairman of
the APRO Education Committee dur­

ing the last year.
Ifyou have any suggestions or topic

ideas for seminars, contact the APRO
office at (512)794-0095.

CONTINUED ON PAGE 48

• •

You can begin leasing The RAM System for as low
as S300.00!

On-site installation and setup Is available for The
RAM System. Unlike other software vendors who
require you to purchase expensive on-site setup,
it is not required by Rental Information Systems.
Software that requires this Is probably very difficult
to learn and use.

Rental Information Systems has been serving and
supporting the Rent-To-Own industry since 1985,
and will continue into the 21st century.

For more information and a free demo of The
RAM System call todayl

(501) 234-2200
834 Jeanette Ave. Magnolia, AR 71753
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Attending industry's convention and
tmde show a valid business expense

atyou can

afstoo,

• • • • •

BY

MARK E.

BATTERSBY
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SO, YOU ARE THINKING OF ATTENDING A TRADE SHOW, MEETING OR CONVENTION.

MAYBE YOU PARTICIPATED IN APRO's RECORD-SETTING CONVENTION THIS SUM­

MER AND PLAN TO DO SO AGAIN NEXT YEAR.

IF THE EXPENSE WORRIES YOU-QR EVEN IF IT DOESN'T-WHY NOT ALLOW UNCLE

SAM TO PICK UP A PORTION OF THE TAB?

Several years ago, changes in our tax

laws eliminated the tax deduction for

expenses related to attending conventions,
seminars or similar meetings-unless, of
course, those expenses are directly con­

nected with a specific trade or business.
Therefore, in regards to the rental-pur­

chase business, the Internal Revenue
Service will permit a tax write-off for legit­
imate convention or meeting-related
expenses to industry employees, employ­
ers/owners, sole proprietors or partners.

According to our tax law, the deduction
of trade show or convention expenses
depends solely upon whether there is a

sufficient relationship between the rental
dealer's trade and his or her attendance at

the meeting.
In other words, attendance must bene­

fit or advance the business interests of any
taxpayer before a tax deduction can be
claimed.

At one time or another, lawmakers have
addressed a number of problems created
by conventions and the employees who
attend them.

For instance, there is a blanket rule
which states that there is no tax deduc­
tion for travel expenses to a convention or

trade show where those expenses are reim­
bursed by an employer.

But on the other side of the coin, the
amount received as reimbursement is not

included in the employee'S gross income.
And the travel expenses incurred by an
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employee attending a convention are not

automatically tax deductible.
Most importantly, in order to receive a

tax deduction, the trade show or conven­

tion must be primarily for business rea­

sons, and there are a number of ways to

determine if this is the case.

First of all, compare the amount of time
devoted to business at the convention with
the amount of time devoted to recreation­
al and social activities.

The location of the convention is also

important. Is it held at a resort or a hotel?
And determine the attitude of the employ­
er holding the meeting. Is the convention
held as an award or bonus for employees
or is it primarily for training purposes?

Finally, recognize the people invited to

the convention. Has the company spon­
sored the meeting primarily for its own

employees or are others invited?
If the trip is primarily one for pleasure

and the employer has paid the employee's
expenses, the employee must report the

payment received as additional compen­
sation.

Expenses incurred by attending meet­

ings, trade shows or conventions at resort

areas will not automatically be disallowed.
But it must be clearly shown that the

expenses were incurred for business pur­
poses.

This brings up the question faced by
many rental-purchase dealers. What if the

CONTINUED ON PAGE 38

PROGRESSIVE RENTALS



PROGRESSIVE RENTALS 37 AUGUST/SEPTEMBER 1993



[5] [11111

Quality RIO
Reading

Network News brings you
information on legislative and legal
developments impacting the
rental-purchase industry. The News'
sister publication, Progressive Rentals
is a full-color magazine offering mor�
in-depth articles on industry issues
and profiles on the
entrepreneurs-both past and
present-who help make the RTO
business interesting.

APRO members receive
Progressive Rentals automatically as a

benefit of their membership. If you
are interested in joining the national
trade association for the

rental-purchase industry, and want
to reap the full benefits of

membership, call the APRO offices at

(512)794-0095. If you only want to
receive Progressive Rentals, simply fill
out, photocopy and return the
subscription form below to:

APRO
6300 Bridgepoint Parkway, #305

Austin, TX 78730-5016 �
1-

- - - - - - - - - -

--I
1 Yes, I would like a subscription 1

to APRO's bimonthly magazine,
Progressive Rentals. Enclosed is

my $30 for the next six issues.

Name
_

Phone ( )
_

Company _

Address _

City _

State Zip _

NOTE: Please pay by check or

(circle) Visa/MasterCard or AmEx.

Card # --
_

Exp. date---------

Signature-------__
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Continued from page 36

convention trip combines business
and pleasure?

When a rental dealer takes any trip
within the United States that is pri­
marily for business and engages in
some personal activity such as sight­
seeing, visiting friends, etc., travel

expenses to and from the destination
are tax deductible. However, if the

purpose of the trip is primarily per­
sonal, the travel expenses to and from
the destination are non-deductible.

Fortunately, regardless of whether
the convention trip-or any trip-is
business or pleasure, any local expens­
es incurred at convention directly
related to the RTO business are tax

deductible.
The bottom line is that whether a

trip is made for business or personal
reasons depends on individual facts
and circumstances.

The amount of time during the trip
spent on personal activity as compared
to the time spent on activities direct­
Iy related to the trade show or meet­

ing is important in determining if
the trip is primarily personal.

For example, if the rental dealer

spends one week at a trade show relat­

ing to his/her RTO business and an

additional five weeks for vacation or

personal activities, the trip will be
considered primarily personal.

And if a rental dealer's spouse or

other family member accompanies
him or her to a convention, the expens­
es of the spouse are not tax deductible
unless that person's presence is busi­
ness related.

In one situation, a closely held fam­

ily janitorial-supply corporation was

able to deduct the travel expenses of
the president's wife simply because
she was trained in treating the presi­
dent's diabetic condition, which
served as a business purpose to that

corporation.
However, when a spouse's presence

at a convention serves no real busi­
ness purpose, the non-deductible
amount is generally the difference
between the total expense and what
it would have been if the dealer had
taken the trip alone.

Deductible convention expenses
include not only the costs of atten­
dance such as registration fees but also
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transportation, meals and lodging
while away from home as well as local

transportation when returning home.

Transportation costs include the
cost of fares for travel by air, rail, water,
bus, taxi, etc., as well as the cost of

renting a car or operating and main­

taining one's own car.

In fact, one pilot who used his per­
sonal airplane to get to a trade show
was entitled to a business-expense
deduction for the airplane expenses.

The costs of non-extravagant lodg­
ing and meals, including meals eaten

alone, are also tax deductible con­

vention expenses. Unfortunately, the
full cost of a meal provided as part of
a "qualified banquet meeting" was

only tax deductible until Jan. 1, 1989,
when a 20 percent reduction rule for
all other business meal expenses began
to apply.

A "qualified meeting" is a conven­

tion, seminar, annual meeting or

similar business program in which at
least 40 individuals attend, and more

than 50 percent of the participants are

away from home. The food and bev­

erage expenses are part of a program
including a speaker, and are not sep­
arately stated.

Generally, no tax deduction is
allowed for the expenses incurred for

attending a convention, trade show,
seminar or meeting held outside North
America or Jamaica.

However, an exception is permit­
ted if the rental dealer can establish
that the meeting is directly related to
the active conduct of trade or busi­
ness, and after taking certain factors
into account such as it is "as reason­

able" for the meeting to be held out­
side the North American area as

within.
Uncle Sam will, reluctantly, help

underwrite the expense of attending
trade shows, conventions or seminars.
However, to enjoy this financial aid,
the rules must be followed and
records, especially receipts, kept.

Remember: Congress has been asked
to change many tax rules including
the one governing "entertainment"

expenses. So deduct now and keep an

eye on any changes.

-""

PR

Mark E. Battersby is an Ardmore, Pa.­
based financial and tax consultant
who writes columns and feature­
length articles for a number of busi­
ness publications.
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The Ultimate
Home Entertainment System.

Philips proudly presents two

exiciting new additions to CD-i;
the Magnavox CD-I 200 and the
new Digital Video Cartridge.

CD-i is the revolutionary new home entertainment system

from Philips - the company that invented CD technology.
CD-i technology allows you to play conventional audio CD's

with all the clarity and crispness that you've come to expect

from the CD format, but that's not all! CD-i plays PhotoCD's,

hundreds of entertaining and educational interactive CD-i

titles and now, feature-length Hollywood movies - all on a

easilyto all new and existing Philips and

Magnavox CD-i models and opens a new

world of video interactivity for your customers,

including full-length feature movies from Paramount Pictures, and Music Videos.

Of course, this is all in addition to the hundreds of interactive CD-i titles that are available

from world-reknowned publishers like ABC Sports and Time-Life. With exciting new children's

titles like The Berenstain Bears™: On Their Own And You On Your Own, challenging new games like Link™:The Faces

A Paramount Communications Company

TM a/Evil, and Zelda™: The Wand CfGamelon, the world of Compact Disc-Interactive is more

entertaining than ever before. And, with educational titles like Compton's COM P TON'S

TM
Interactive Encyclopedia, your customers can browse through I NT E RA C T I V E

� the entire 26 volumes, complete with thousands of photos and ENCYCLOPEDIA

»

MAGNAVOX
Smart. Very Smart. ™

© 1993 Philips Consumer Electronics Company ©1993 Nintendo, Link is a trademark of Nintendo under license to Philips Interactive Media © 1993 Nintendo.

Zelda is a trademark of Nintendo under license to Philips Interactive Media. © 1993 Stan'& Jan Berenstain

®



Thinkabout it: Who best knowsyour business?

• • • • •

BY

BUD HOLLADAY

AUGUST/SEPTEMBER 1993

acuslomer�
ON A WALL BEHIND A BIG WALNUT DESK

IN CHICAGO, THERE'S A PLAQUE THAT

READS: "MARKETING IS WHAT YOU DO

THAT PROVIDES EMPLOYMENT FOR 811

OF THOSE PEOPLE WHO DON'T KNOW

WHAT IT IS THAT YOU DO."

ing in with fancy degrees and lots of expe­
rience. After all, isn't experience what got
you into this fix in the first place? And
what good's a degree if the kid's never

delivered a used refrigerator or repossessed
a color TV? They don't teach those things
at Harvard Business School. No sir. Those
are the valuable skills one can only pick
up out there on the streets with the rest
of the former shop students.

If you've read any of those neat mar­

keting magazines, you'll know that the
best person to head up your marketing
effort is the one who can understand the

disappointment of not getting the new fur­
niture you ordered on the day it was

promised. It's the person who'll know how
low-income workers think, and where they
live and what they watch on TV. It has to
be somebody who wants the best service
in the world at the lowest possible cost,
the kind customers will pay an arm and
a leg for (or maybe just an arm, if you're
in one of those regulated states).

That's not all.
'

Your new marketing guru also has to be
the one who can retrain all those account

managers and store managers who've been
used to doing things their way. Create new

opportunities by opening those locked
doors.

In other words, if you really want to
make this work, you have to hire a cus­

tomer. Who else meets all these criteria?
Not Harvey Trainee, who went to lunch
Thursday and never came back. Not your
Cousin Louie, who went to make the bank

deposit with the rental clerk and never

came back. And certainly not one of those

bright-eyed wonders from Whoopee State
with the laptop computer and the plan to
reinvent business (right after he reinvents

unemployment).
Next month, they'll all be working at

Wendy'S with 01' Harv. No, the person you
can trust your business to is the customer.

But you shouldn't view this as some

kind of radical plan designed to thwart

your retirement or take away junior's
college education. This is none of those­
it's just reality. After all, the customer's

• • • • •

And a Wal-Mart executive interviewed
by the Wall Street Journal once claimed
that marketing consists of nothing more

than "making sure Mrs. Jones' refrigera­
tor doesn't fall off the dock before it gets
to her." It should be so simple.

Any regular Progressive Rentals (PR)
reader will know that marketing in the
rental business these days is a bit more

complicated than just opening the doors
and getting out of the way. If you don't
believe this, think about all those rental
dealers who spend 8 percent of their

money advertising for people with bad
credit and then 25 percent paying other

people to go repossess what they sell them.
This is marketing in the same sense that

Woody Woodpecker is a carpenter.
If you're thinking about expanding or

even starting up a marketing department
in your rental company, this column offers
valuable tips on how you can cut costs,
increase productivity, and also keep
from being too miffed about that big dues
increase (the postage deal wasn't our fault).

Say you've managed to bump along all
these years, doing things yourself, and
now those 15 stores are big enough and

healthy enough that you have to find some

way to spend some of the profit. And

you and the family want more time at that
new ski lodge, but you want to make
sure somebody's back home tending the
business and growing the BOR.

If this is you, it's obvious that your com­

pany is suffering the effects of not having
a professional marketing department.
Before things get any worse, you should
think about hiring somebody.

Don't be fooled by so-called experts com-
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programs which allow for the reim­
bursement of wages paid to workers

receiving on-the-job training. If too

many of your other top executives
aren't already in this program, you
might look into it. It could be one way
of meeting those payroll guidelines
imposed by your lender after that
bonus deal last year.

Speaking of compensation, the
fastest way to lose your new market­

ing head is to work up one of those
convoluted and confusing bonus

plans. The best pay plan is one that
lets the marketing director grow rich
as your BOR grows immense. And if

you want to put a lot of product out

to people you've never seen before,
just put a customer in charge of mar­

keting. It'll happen.
Don't worry. If you think it's dan­

gerous, talk to the guy who put his

marketing people in charge of cus­

tomers. Now that's scary. PR

Bud Holladay is vice president ofmar­

ketingforAlrenco. He is a formerRTO
dealer and founder of APRO. His

humor/opinion column appears in

Progressive Rentals every issue.

ed from the competition after your
manager turned him down. And no

more Hawaii trips for the purchasing
gal who bought those two thousand
AC/DC vacuum cleaners with the lit­
tle bitty built-in TV screens. The new

marketing guy knows that without a

VCR, that sweeper's dead in the water.

There are bound to be a few cynics
who'll say this plan can't work: no

rental customer possesses the savvy
or expertise to figure out that a 40 cent

increase in average rate across 9,000
BOR results in enough added revenue

in a year to produce and deliver a half
million four-color fliers. Of course,

nobody else at the home office has

everfigured this out either, butthat's
the beauty of this deal-the playing
field is now level.

If you're worried that you'll be

turning one of the most important seg­
ments of the business over to some

uneducated and unqualified dolt who
won't have your best interest at heart,
think about the last two vice presi­
dents you hired. You're still in busi­
ness. How bad can it be?

Some states even have job training

been running your business for years,
he just never got paid for it.

If you doubt this, follow up on that
new collection policy you laid out at

the last meeting. Odds are, some long­
time customer over at the DeadLast
Motel & Truck Stop has already
explained to your collection manag­
er how that plan really works. At least
for him. And who do you think trained
the last three managers you hired­
that training guy? He's still trying to

figure out what happened to Harv and
Louie and the rental clerk.

The big advantage of hiring a cus­

tomer is that you don't have to teach

anybody the business. In fact, they'll
teach you a few things about the busi­
ness. While it's true that you might
suffer some attendance problems
unless you relocate the home office
near a busline, those can be more than
offset by the potential savings on fringe
benefits. You'll find, for example, that
folks who've never had insurance or

a vacation tend not to make demands
when they see others going away for
weeks at a time. They'll just figure a

relative died. And who needs insur­
ance when you can't even come out

on it unless you're sick or dead?
To be sure, things could get dicey

for your ad agency if a former cus­

tomer heads up your marketing
department. For starters, they'll have
to ditch all that talk about "cross-psy­
chographics," "media reach," and "tar­

get marketing" and begin talking
about things like orders and deliver­
ies. Those are two areas a customer

knows a lot about. Tell a customer that
he won't be getting his new TV deliv­
ered because of the characteristics of
his psychographic profile and your
own profile is likely to get a new look.

The good news is that when a for­
mer customer is in chargeof adver­

tising, the agency can no longer bill

you for those $60 lunches with the

marketing department. There aren't

enough drive-up windows in town to

collect that many receipts.
About the only downside to hiring

a customer is the need to rethink the

way your stores are stocked and mer­

chandised. For example, an accumu­

lation oflast month's pickups can no

longer be called a display. The new

marketing guy/former customer can't
be fooled. He knows what real dis­

plays look like because he once rent-

COMPUTER SOLUTIONS
for

RENT TO OWN & RETAIL SAl,ES
FURNITURE - APPLIANCE and ELECTRONIC STORES

Installation
Software Only
Hardware Only

Turnkey
Leasing Available

Over 450 stores depend
on RSSS.

Some since

• RETAIL POINT OF SALE • BARCODING II!I
• RENT-TD-RENT • INVENTORY ANALYSIS
• RENT-TD-OWN • ORDER ENTRY
• ACCOUNTING GIL, AlP, AIR • PURCHASE ORDER
• INVENTORY CONTROL • TELEMARKETING
• SERVICE DEPARTMENT • REGISTERED MAIL
• SMALL LOAN • PAWN SHOP

TIME & ATTENDANCE INTERFACED TO PAYROLL

Single Store or

Home Office with
Remote Stores

DOS -

Multi-User
XENIX - UNIX

Rental & Sales Software Systems
457 Robert Drive-COrpus Christi, TX 78412

1-800-334-5224
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BY

ED WINN III

AUGUST/SEPTEMBER 1993

For their sake, andfor the entire industIy's ...

employee;
toknow

more aboutKTO
I HEARD RENTAL DEALERS TALKING

ABOUT A COMMON PROBLEM IN THE

BUSINESS NOT LONG AGO. IT SEEMS

THEIR EMPLOYEES, SOME TO MANY OF

THEM, MISUNDERSTAND THE BUSINESS

THEY ARE IN AND THE COMPANIES THEY

ARE WORKING FOR TO SUCH AN EXTENT

THAT DEEP DOWN INSIDE THEY BELIEVE

THAT THEY ARE CHEATING THEIR CUS­

TOMERS.

• • • • •

They are consumers themselves; they
have priced low-end, two-head VCRs at

Wal-Mart, they see what their rental store
is charging, and they conclude that they
are in a rip-off business.

The results of this attitude are many and
far-reaching.

First of all, they decide to move on as

quickly as circumstances allow. That
means the company has a "short-timer"
on the payroll, who will likely try to get
more from the company than he gives to

it during the next few weeks or months.
Second, the bad attitude about the busi­

ness will almost certainly communicate
itself to customers. Customers who insist
on renting products may be indifferently
accommodated, but this employee makes
no effort to close a deal because he does
not want to be responsible for what in his
mind is a rip-off.

Thirdly, this attitude can leach into other

previously contented and loyal employ-
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ees and soon the whole store is polluted
with this attitude. Finally, this employee,
who is ashamed of what he is doing, will
hold a clipboard up in front of his face or

worse if the media comes calling.
And so, what to do? It may sound sim­

plistic to say that management needs to be

responsible for ensuring that new hires
understand completely the business they
have just gotten into. But it needs to be
done, carefully and patiently.

Issues of pricing need to be addressed
head-on. That may include an explanation
of the economics of the business general­
ly, or even an explanation of the store's
revenues and expenses. The difference
between the cash price and the rental-pur­
chase price is not all profit. Legal aid

lawyers do not understand that.
Some employees do not understand it,

either. And, finally, the employees are more

dangerous to the business. It is a problem
that management can solve, but not by
ignoring the issue.

We live in an era of increased consumer

awareness of the price/value relationship
and it is affecting the shape of retailing in
this country. The rental-purchase indus­

try cannot afford to ignore this clear trend,
and RTO companies cannot afford to have

employees who do not understand the rela­

tionship in their own store.
If they are educable, these misinformed

employees, they need to be educated; if

they are not, they need to be given the

opportunity to work in a business about
which they can be proud.

For their sake and for ours.
PR

Ed Winn is APRO's legal counsel and a vet­
eran writer on RTO issues.
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How can

you �ave money
on Insurance,

overnight packages,
and long-distance
telephone rates?

Address
_

WITH APRO'S
MEMBER SERVICES!

Our member services provide valuable programs that save you money.
• Save up to 30% off regular price with Federal Express and Airborne

Express delivery.
• Take advantage of association-sponsored group major medical, life

insurance and optional disability and dental coverage.
• Sign up for long-distance service through Allnet for up to 35% off its

regular rates.

Just fill out the coupon below to find out about these and other APRO

member services.

Clip out and Mail to: APRO
Association of Progressive Rental Organizations
6300 Bridgepoint Pkwy. #305, Austin, TX 78730-5016

(512) 794-0095 • FAX (512) 794-0097 �
I-------------------------�

Yes I I would like to have more information about :
APRO's Member Services. I

I
I
I
I
I
I
I
I
I
I

City State Zip I
-�------------------

I

D
D

Please Call Me

Please Send Me More Information

Phone (Name _

Company APRO Member?
_
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to apply the rental money that they
are going to payout of their pockets
to the cash value of the property. So
when the insurance check comes in
we give them the option of keeping
the furniture they have rented with­
out having to rent it for 21 months."

Another approach is that of an RTO
dealer in Hannibal, Mo., who came

up with the idea of giving out coupons
to the Red Cross for victims of the
flood for free two-week rentals.

Rental dealers were affected all

along the path of the flood and

responded to each other, fellow mer­

chants and customers locally.
Show Me Rent-to-Own's Gary

Romine, president of the Missouri
Rental Dealers Association, gave
this report: "We have two stores, both
of which were not directly affected.
However, the customers in the sur­

rounding areas of Crystal City and
Arnold, Mo., were. We helped them
move and relocate their merchandise
to higher ground, as well as provid­
ed storage at our own facilities."

Although many dealers managed to

limit their losses, others like Randy
Olinger and John Thompson in the
st. Louis area suffered severely.

Most did not have flood insurance
and will look to federal disaster aid
for assistance in re-establishing their
businesses.

President Clinton visited the flood
sites and is proposing $2.5 billion in

emergency funds. Total losses from
the flood of '93, upward of $5 billion,
are still being tallied.

In contrast to other domestic dis­
asters, natural and manmade, looting
and criminal actions were not in the
news. Instead, acts of cooperation and
kindness characterized the midwest­
erners and those who sent relief from
all parts of the country.

The National Guard, Red Cross,
Salvation Army and other civil orga­
nizations played key roles, but RTO
dealers and their employees partici­
pated quietly and diligently. PR

Elizabeth French is a freelance writ­
er who specializes in business and
technical subjects. She can be reached
at (512)346-8392. Janeen Myers, an

Edmond, Okla.-based writer, provid­
ed on-site research. Her phone num­

ber is (405)348-6714.
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Dealers share their opinions on

relevant rental-purchase issues
Two new members were elected

to the APRO Board of Directors dur­

ing the annual convention in August.
They are the focus of this issue's
Dealer Views section. Read on to get
a better sense of their thoughts on the

industry, the association and their
own businesses.

-John Gormley, editor
•••

Ernie Lewallen

Co-president
United Household Rentals (six stores)
Cincinnati, Ohio

Role of the association: "I really
believe there is a common interest we

have to focus on, and it isn't the per­
spective of Rent-A-Center and it isn't
the perspective of a one-store rent-to­

own dealer. It's a common interest
that gives us all an opportunity to suc­

ceed profitably and to continue on

with the future."

Assessment of industry: "I see our

industry unfolding again as it seemed
to do eight or 10 years ago, with a

cloud. Some may even perceive it to

be a dark cloud hanging over our

heads, and I believe if there is going
to be a future into the turn of the

century, we're going to have to bring
some blue skies into our approach."

Wish for the industry: "The author­

ship of a legislative effort that would
not erode the revenues that we cur­

rently generate. Every business seems

to go through competitive ups and
downs depending on the aggressive­
ness of expansionary types.
Sometimes it makes it unprofitable.
But in some cases people find new

ways to do things that become so

unique that they make a very sizable
and proportionate profit to their
efforts.

"If we are allowed to be dominated

by the factors that would undo what

RTO Managers
Are you worried about your future

in the rent to own industry?

Does your supervisor demand more BOR, but you haven't had any
new product in six months? Every company has been affected by the
lack of credit availability that is facing our industry. Not National
Rentals. 1993 will be another record year for both profits and new

growth. Our acquisition department has never been so busy. Good
deals are everywhere and the only thing that will slow us down is the
lack of quality store management. We are looking for store managers
and regional managers who haven't forgotten that the way to

financial success is through leadership and hard work. We want

people who will have a direct impact on the success of our company.
For the right people we offer the best bonus potential in the industry
today. If you would like to be a part of our winning organization, you
need to talk with us. All replies strictly confidential. Please submit your
resume to:

Steve Scoggins
C/O National Rentals

P.O. Box 1479

Cleveland, TN 37323
A·PR:) Member

since 1983
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we do, then it really might get to a

point where we might win the battle
but lose the war because what we're
left with simply wouldn't be worth

having."
Low profit margins: "I believe it's

proprietary information to reveal what
our bottom-line percentage is, but I
think that you find in most cases, it's
a single-digit number across the board
in our industry. I think you could
make a strong analogy that you might
do a better job investing your money
in a company away from our indus­

try because ... it isn't a double-digit
return. We don't feel that we can be
criticized for gouging anyone."

High cost of doing business:
"Service and repair, the proper
accounts management, the refur­

bishing, and re-marketing and re­

advertising of return products to get
a fraction of what the original inten­
tion was-it all costs money.
Insurance, property taxes, income

taxes, upkeep of building and vehi­
cles. It's overwhelming."

Public relations/education: "On
the surface, charging $10 a week for
a year-and-a-half for a perceived-value
$250 VCR is usurious. But when you
properly explain to someone ... what

your cost of recovery is, what your
cost of marketing, what your cost of

servicing is and what you end up with
at the end of the road-e-they almost

always come away with an under­

standing that you're just another
avenue trying to be competitive and

trying to fill a void that no one else
is going to fill."

On going directly to thepeople: "If
we spend all the money on educating
the lawmakers and then in four years
the lawmakers change, we may very
well have to spend the money again
because they only think that they
are representing what the majority
wants. So if the majority has become
accustomed to it, if it has become part
of mainstream America, then it goes
without saying you don't have to

spend the resources continuing to re­

support what you accomplished at

another time."

Timing more important than ever:

"It's a critical time for us. We've got
a big industry out there that's some­

times fragmented. This August (at con­

vention) it seemed to be as closely
CONTINUED ON PAGE 46
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Where all the miles

Which Alamo offer is best for you?
Is it a free upgrade for an important business trip? Or, is it a free

day for your next vacation? These are just some of the great choices

you'll have with Alamo's Membership Program. In addition, you'll have
the choice of driving anyone of Alamo's fine General Motors cars, all
with unlimited free mileage. You'll also get to choose from discounted

daily, weekly and weekend rates available at every Alamo location in the

United States and United Kingdom, and you can earn Frequent Flyer
credits with Alaska, Delta and United airlines. Plus, as a member you
can get faster reservation service with our new Member Reservations
Line. Simply call 1-800-354-2322, supply your Membership I.D.

number and request Rate Code BY to receive your benefits. See, you can

afford to be choosey when you rent from Alamo.
35437AS

r--Pree-Upgrade--'-FreeVVeekend-Day-r----$lO-(jPp----'
I . Valid for ONE FREE UPGRADE to the next c�r category, • (In the U.S.) Valid for ONE FREE WEEKEND DAY on a Your next rental.
1 ,subject to availability at time of rental. compact through fullsize car category.

• (In the U.S.) Valid from a compact car or above, excluding • (In the United Kingdom) Valid on self-drive rentals only on
• (In the U.S.) Valid for $10 OFF weekly rentals (5 days or

,I luxury and specialty cars, a group B through group E car category. more) on compact through fullsize car categories only.

1
� (In the United Kingdom) Valid on self-drive rentals only • Offer valid on rentals of two days or more, Car must be

• (In the United Kingdom) Valid for £10 OFF weekly rentals

from a group B car category or above, excluding group E picked up after 12 noon on Thursday and returned before on group B through group E car categories,

J..- cars and above" 12 noon on Monday.
• A 24-hour advance reservation is required, Reservations are

1
• Offer is applicable toward Membership Rates only. One • Offer applicable toward Membership Rates only. A 24-hour subject to availability at time of booking,

certificate per rental accepted; must be presented at the advance reservation is required, Reservations are subject to
• One certificate per rental accepted; must be presented at the

1 Alamo counter on arrival. Once redeemed, certificate is availability at time of booking, Alamo counter on arrival. Once redeemed, certificate is void,

void, A 24-hour advance reservation is required, • One certificate per rental accepted; must be presented at the • This certificate and the car rental pursuant to it are subject to

1 • This certificate and the car rental pursuant to it are subject Alamo counter on arrival. Once redeemed, certificate is void, Alamo's conditions at the time of rental. May be redeemed

1 to Alamo's conditions at the time of rental. • This certificate and the car rental pursuant to it are subject for the basic rate of the Alamo self-drive car rental which

1
• Offer valid through May 26,1993 (except 12/19-12/27/92, to Alamo's conditions at the time of rental. does not include taxes and other optional items,

� 2/11-2/13/93 and 4/8-4110/93), • Offer valid through May 26, 1993 (except 12119-12/27/92,
• Offer valid through May 26,1993

1 2/ll-21l3/93 and 4/8-4/10/93), i����i/1�7��9������=�hol93
t
1 For reservations call your For reservations call your

Professional Travel Agent or call Professional Travel Agent or call

1 Alamo's Membership Reservations Alamo's Membership Reservations

1 Line at 1-800-354-2322 Request Line at 1-800-354-2322 Request
Rate Code BY and use your Rate Code BY and use your

,I membership II)�umber when membership ID number when

1 making reservations, making reservations,
Where all the miles Where all the miles

1 I U73B I I.D. #204856 are free" I F03B I I.D. #204856 are free" I Dl3B I I.D. #204856
are free"

L � L �

For reservations call your
Professional Travel Agent or call

Alamo's Membership Reservations
Line at 1-800-354-2322 Request

Rate Code BY and use your
membership ID number when

making reservations,



legal Reference Index

legal Reference Index '92 Supplement
legal Reference Index '93 Supplement
APRO Financial Statement

Presentation Guide
APRO Tax Audit Manual
APRO Industry Profile

APRO Business Plan Development
Guide

APRO Glossary of Terms

APRO 1993 Industry Survey
(Complimentary to participants)

$150/$300
$50/$100
$50/$100
$50/$100

$75/$150
$50/$100
$50/$100

$5/$10
$300/$300

$25/$75
$10/$30
$20/$75

$25/na

$10/$10
�

) ----

City State Zip _

Company APRO Member? _

APRO Bankruptcy Manual

Skip-Tracer's Guide
Collections Manual

APRO's Who's Who in Rental-Purchase
(Available to members only)

RAE Advertising Awards Book

Name _ ______ Phone (

Address
_

Sorry, APRO cannot bill you. All orders must be prepaid!

TOTALDUE"� �o My Check is Enclosed

o Or Charge My: 0 MasterCard 0 American Express 0 Visa

Account Number ---------- Exp. Date -----

Signature----------------------

Clip Out and Mail To:
APRO
Association of Progressive Rental Organizations

6300 Bridgepoint Pky. #305

Austin, TX 78730-5016

_. [E](512) 794-0095

®

.

I!., ,... YISA®
FAX (512) 794-0097

AUGUST/SEPTEMBER 1993 46

Continued from page 44

banded together as I've ever seen it,
but you still find dealers that don't �

belong to the association and dealers
that won't support efforts beyond pay-
ing dues.

"If I could do anything in my term
to be successful, it would be the edu­
cation of those dealers to make them
feel as strongly about being a part of
this association as I do."

•••

Norman Slatton Sr.
President/CEO

Buddy Bi-Rite (23 stores) ��

Tampa, Fla.

On time management: "The busi­
ness requires a tremendous amount

oftime-like your financing, market­

ing and operations planning. Today's
competition requires better time man­

agement than ever before,"
On customer service: "We've got

a customer who needs a product and
needs service of the product-and
uses it. We're trying to make sure we

give customers their money's worth.
It's what we would want to have in
our homes, and what we want them
to be proud to have in theirs."

View of the industry: "Our indus­

try is a good industry; it's an exciting
industry. The dealers I have met, when
I attend APRO conventions, are the
most professional people I've been
fortunate enough to be around. And
I've been in business for 30 years.
It's obvious these dealers do not get
enough credit. I strongly believe APRO
can have a big impact on improving
the image ofrental dealers."

Good corporate citizens: "I think
the rental industry affords an inde­

pendent dealer or a public company
the opportunity to make a reasonable
return on investment-and to pay rea­

sonable wages to professional people.
It allows people to build a good com­

pany as a team over the years, it
rewards them with decent wages, and

they have a pleasant workplace along
the way. There are lots of businesses
that don't offer these conditions.

"As dealers, it's our responsbility
to communicate the rental-purchase
story with our peers, our customers,
our employees and our civil servants."

PR
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CES® gives you the first look at today's cutting-edge technologies and
tomorrow's trends! It is the world's premier showcase for converging
electronics products and services. Only CES offers you seven shows
in one - everything from audio and video to mobile electronics to

computer products, from high-end audio to multimedia to video games.
With 1800 exhibitors, you can find what's new and select your entire

product line at one event. Take advantage of this gateway to the world
of consumer electronics - call (708) 991-9923, extension 277
for registration and additional information. CES - your best opportu­
nity to see where the industry is headed.
1994 INTERNATIONAL WINTER CONSUMER ELECTRONICS SHOW®
JANUARY 6 - 9 I 1994· LAS VEGAS CONVENTION CENTER· (202) 457-8700

We keep you current.



APRO 1994 IN ORLANDO
AUG U S T 3-7

APRO's 1994 convention/trade show-Ride the Wave!-is setforAug. 3-7 in Orlando.
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Trade show
The sold-out exhibit hall bustled

with excitement as more than 186
h

booth spaces packed the 40,000
square-foot Bally's convention area.

Hart Furniture sponsored the cham­

pagne welcome. The show was a

tremendous success, according to

most exhibitors. And one vendor, Al -�

Zagorniak of Sears, extended a spe-
cial appreciation to APRO.

"Thank you most sincerely for a

great show and a great job. Your pro­
fessionalism shines," Zagorniak wrote.

In addition, vendors donated prizes -t;
in an exhibit-hall raffle to help APRO's
federal political action committee
effort. Prizes ranged from a General
Electric 46-inch projection television
set, donated by Thomson Consumer
Electronics, to FORESIGHT's baseball •

signed by Mickey Mantle to $500 cash,
donated by High Touch.

Products for this year's trade show

ranged from pagers, home security
systems and computers to jewelry and
consumer electronics.

First-time exhibitor Patti O'Neill

thought the trade show might help her
business successfully launch a prod-
uct line new to RTO-personal
designs for bedding sets, futon covers

and comforters.
"It's very exciting to work as a sup­

plier to this industry, and I think the
�

APRO trade convention is a good place
to start for someone who is trying to
break into rent-to-own," said O'Neill.

Furniture and accessories were also

popular again this year, filling more

than 67 of the 186 total booth spaces
sold to exhibitors. �

Golf tournament
It was a record-setting year for the

fourth annual APRO/Joe Eason
Invitational Golf Tournament as more

than 160 APRO golfers packed the
course in a six-man scramble format.

Held at the Legacy at Green Valley,
the tournament began with an 8 a.m.

shotgun start. Golfers showed off their
skills on the award-winning course

designed by architect Arthur Hills.
Green fees were dedicated to the

industry'S political action committee
when paid by personal checks, and

golfers had a chance to play an APRO­
PAC raffle while on the greens.
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Here is a look at the winners of the
1993 APRO golf tournament:

First place-Team 9 A. Cliff Quinn,
Dan Singh, Jeff Lebakken, David
Radcliffe, Gary Johnson and Mike
Little. Score 55.B.

Second place-Team 7. Jeff Allen,
Tom Sullivan, Don Noble, Dean Sims,
Jerry Sagerdahl and Bob Fishman.
Score: 56.

Third place-Team 3 A. Danny
Bozoff, Dowell Arnette, Mike Walts,
Mick Walts, Jerry Robinson and David

Johnson. Score: 57.

Fourth place-Team 10. Terry
Hepler, Darrell Tissot, Roger Sharp,
Karl Hoffman, Ernie Lewallen and

Bryan Stark. Score: 57.1.

Fifth place-Team 17 B. Mike
Wickman, Steve Culbreath, Ron

Davenport, Steve Harvanek, Larry
Tinney and Darren Tinney. Score:
57.1.

Closest to the pin. Hole No.
la-Hank Hutchinson. Hole No. 6-

Roy May.
Longest drive-Don Noble, hole No.

6.

Straightest drive-Tony Ryan, hole
No.9.

Fewest putts-Team No. 10. Terry
Hepler, Darrell Tissot, Roger Sharp,
Karl Hoffman, Ernie Lewallen and

Bryan Stark.
Most putts-Team 4 A. Dan Quinn,

Steve Shamberg, Dick Eichlin, Jimmy
Wammock, Danny Wilbanks and
Merrill Simon.

Whirlpool Corporation is the annu­

al sponsor ofthe industry's golf tour­

nament.

1993-94 APRO
officers elected
in Las Vegas
APRO"s full board traditionally
meets on the day after convention
ends to elect association officers
for the coming year.

This year, the board met on

Tuesday, Aug. 17, when Kevin

Quinn was elected by his peers on

the APRO Board of Directors to

serve as chairman of the board and

president of the association.

Quinn is president of Puyallup,

PROGRESSIVE RENTALS

APRO '93: Right on the Moneyproved true to its name, thanks to a winning turnout.

in late September to go over conven­

tion facilities and details for '94.
Further down the line, APRO's

1995 event will be back in Vegas.PR
Kelli Montgomery is a University of
Texas graduate in magazine journal­
ism. She just completed a summer

internship in APRO's communications

department.

Looking ahead
The APRO staff is already working

diligently to organize next year's con­

vention, APRO '94: Ride the Wave!
The 1994 trade show is scheduled for

Aug. 3-B in Orlando at the WALT DIS­
NEY WORLD@ Dolphin.

APRO's vendor relations commit­
tee was scheduled to meet in Orlando

post includes chairmanship of the
APRO Publications Committee, as

mandated by APRO's bylaws.
Secretary. Bob Simons, All Star

Rental, N. Charleston, S.C. Simons
was re-elected association secretary.

Treasurer. Ted Wilson, Alrenco,
New Albany, Ind. Wilson was also
re-elected to the same office. The

year before last, 1991-92, he sat on

the executive committee as imme­
diate past president.

Past president. Wayne Chambers,
CWD Enterprise Two Ltd., Houston.
Chambers just finished two consec­

utive terms as APRO's top officer.
PR
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Wash.-based Quality Rentals. He is an

ll-year AFRO member, veteran board
member, chief fund-raiser and past
chairman of the association's educa­
tion committee. Quinn has also served
as president of the Washington state

rental dealers' organization.
Here's a look at other members of

the 1993-94 APRO Executive
Committee:

First vice president. Allen Lewis,
Amigo Rentals, Albuquerque, N.M.
Lewis was re-elected to this office.
Two years ago, he served as the asso­

ciation's treasurer.

Second vice president. Chris Korst,
Rent-A-Center, Wichita, Kan. This
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BY

RON WATERS

AUGUST/SEPTEMBER 1993

THIS WILL BE THE THIRD IN A SERIES OF

COLUMNS DEALING MAINLY WITH THE

CURRENT FEDERAL LEGISLATIVE EFFORT.

SOON I HOPE WE CAN TURN OUR

ATTENTION TO OTHER ISSUES OF INTER­

EST, BUT SINCE ONE PURPOSE OF THIS

COLUMN IS TO KEEP MEMBERS INFORMED

ON THE "BIG PICTURE" IT CONTINUES

TO BE A PRIORITY TO UPDATE YOU

ABOUT VARIOUS ASPECTS OF CONGRESS

AND THE PROSPECT OF FEDERAL LEGIS­

LATION.

• • • • •

Of course, we are all concerned about
the recent scrutiny focused on our indus­

try by the u.s. House Banking, Finance
and Urban Affairs Committee. At the same

time, we can all be proud ofthe tremen­

dous response from members and the suc­

cess of our organized counter-offensive
on this issue.

In past columns on this issue I have
used the analogy of a baseball game. To
continue that analogy we would proba­
bly be in the seventh inning of the game,
where a seventh-inning stretch has been
called in the form of an annual congres­
sional August recess.

During this recess members of Congress
typically return to their districts to hold

group and individual meetings with con­

stituents who were unable to travel to

Washington during the spring session.

Congressmen and women use these

meetings not only to respond to the spe­
cific issues of concern on the minds of
various constituents, but also to gauge
constituents' likely response to various
votes the members have recently cast or

expect to cast upon their return to

Washington. For instance, in most of
our meetings with members of Congress
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during the recess, most of them solicit­
ed feedback and support for their recent

votes for or against President Clinton's

budget deficit plan and the upcoming
vote they intend to cast on the president's
health care reform plan.

This seventh-inning stretch or recess

period of Congress has afforded us the

opportunity to organize "grassroots" or

district meetings with members of the
u.s. House Banking Committee and their
APRO member/constituents.

Of course, in these meetings dealers
have expressed their concerns regard­
ing our industry and the potential direc­
tion of the banking committee and its

chairman, Henry B. Gonzalez.

During the recess the national associ­
ation office targeted 16 members of the
committee for particular attention, and

helped arrange the meetings in those dis­
tricts. The national association office has
also helped several other APRO mem­

bers who have sought meetings with their
elected representatives in Congress.

Meetings were accomplished in nine
of the 16 districts before Congress recon­

vened. All of them responded positive­
ly to our concerns and requests of support
for fair and balanced rental-purchase leg­
islation should Congress and its banking
committee push the issue.

APRO's government relations depart­
ment will continue to coordinate, arrange
and support APRO members in their goals
to meet with representatives of Congress
now that the session has reconvened. In
addition to expressing our concerns about
chairman Gonzalez's pending legislation,
we are expressing our support for the

approach to regulating the industry con­

tained in H.R 2803 by Rep. Larry LaRocco
of Idaho.

This grassroots network we are devel­

oping-and putting to good use-is just
one component of several we have

engaged to counter the current two-front
attack on the industry from Congress and
the Internal Revenue Service.

PROGRESSIVE RENTALS



Perhaps the most significant component or entity we have

utilized is the federal task force, a small working group

of top association officers, staff and consultants.

Perhaps the most significant com­

ponent or entity we have utilized is
the federal task force, a small work­

ing group of top association officers,
staff and consultants to the associa­
tion. This task force conferences fre­

quently to coordinate our response to

the two-pronged attack on the rental­

purchase industry.
�_ This task force was primarily the

brainchild of AFRO Executive Director
Bill Keese and immediate past presi­
dent Wayne Chambers, who served
as chair of the group until the recent

election of Kevin Quinn as AFRO pres­
ident. Kevin will now preside over

the ad-hoc committee.
I have worked with and for Wayne

Chambers for more than four years
as he held various positions within
the association leadership. I've been

impressed with Wayne since the first

presentation I watched him make in
Atlanta in February of 1989 as trea­

surer of the old LDIF program. But it
was with the formation of the current

task force that Wayne really blossomed
as a leader. He took charge in a con­

fident but cooperative manner and
has inspired great work from all of
us involved in this group.

It was this group that laid out the

plan of action for us all during the

spring seminars held in Palm Springs,
and which continues to coordinate
the various components of the feder­
al response. The task force was autho­
rized to carryon its work by the AFRO
Board of Directors and the APRO
Executive Committee.

One important component of the
federal effort is the fund-raising effort

developed to implement the plan of
action. The APRO Government
Relations Committee developed a

budget, and committee chair Chris
Korst appointed Kevin Quinn to chair
a fund-raising effort.

Quinn utilized various people from
the committee as well as the APRO
Presidents' Council to actually raise
the extra money that will be needed.
A special assessment of $300 per store

from every APRO member was estab-
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lished as the goal.
We can all feel proud that, so far,

this effort has resulted in three-fourths
of our goal being achieved with anoth­
er calendar quarter still to go. It looks
like we will achieve 100 percent
response from our membership by the
end of the year.

The front lines of this war, the leg­
islative response and legal effort, are

being led by a couple of real veterans

in their respective fields, John
Raffaelli, our Washington lobbyist,
and Judge Samuel Sterritt of Vinson
& Elkins as our court litigators.

Raffaelli has devised and directs our

legislative strategy. It is designed to

turn sour lemons into lemonade. Judge
Sterritt is a retired U.S. Tax Court Chief

Justice and was the judge on the bench

during the case being cited by the IRS
in its brief as evidence that our trans­

action is a sale. Obviously, in taking
our case, the judge stated his belief
that the Internal Revenue Service mis­

interprets his previous conclusions in
that case and will so argue in any court

proceedings.
Behind the front lines we have

engaged a national public relations
firm to devise and implement a plan
to improve the image of the industry­
in particular, with public policy-mak­
ers and consumer protection groups
as well as the general public. Although
as an industry we have much less edu­
cation to do with the general public,
which already has a generally posi­
tive impression ofthe industry as evi­
denced by the more than 3 million
annual customers who use rental-pur­
chase options each year.

So, as you can see, the wheels are

turning and we are doing the job nec­

essary to protect the industry from

well-meaning but misguided elected
officials as well as self-appointed crit­
ics ofthe industry.

Each of you is to be congratulated
on your financial support and active
involvement in this great effort. It's

my hope that we all remain commit­
ted to staying the course until the job
is done and the game is over. PR
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Ron Waters is APRO's director
of government affairs.
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How to cope with an IRS audit

BILL DAVIS (NOT HIS REAL NAME)
IS AN IMPORTANT MAN WITHIN HIS

RENTAL-PURCHASE ORGANIZATION.

IT WAS THIS MAN THE INTERNAL

REVENUE SERVICE CALLED WHEN IT

DECIDED TO AUDIT THE RTO COM­

PANY, AND IT WAS THIS MAN WHO

PREPARED TO DEFEND HIS TAX

RETURN.

• • • • •

Davis didn't rush out to buy a copy
of How to Win Friends and Influence
Your Enemies. He didn't suddenly
open a Swiss bank account, and he
didn't buy a one-way ticket to Rio.
Suffice to say, he didn't panic.

And that's a good tack to take says
Dan Strunk, tax partner with

Kirkpatrick, Sprecker & Company in

Wichita, Kan. When faced with an

IRS' audit, Strunk says the first step
is stay calm. Then contact your tax

adviser. He or she should set up a date
and time for the initial meeting with
the IRS agent. You should also pro­
vide your tax adviser with a power of

attorney, since the agent won't talk
to him or her without it.

"We try to do all-audits in our

office," says Strunk. "It's not that we

have anything to hide. This just lets
us keep tabs on what the agent is

doing and what he or she is being told.

Generally, the agent will want to visit
the client's office just to get acquaint­
ed."

However, each situation has its own

set of circumstances.
"We decided to schedule our ini­

tial meeting with the agent at our

headquarters," says Davis. "We con­

sidered having him meet with us at

our CPA's office, but our CPA does
not prepare our return, and we

thought it might seem odd that we

requested a meeting place where

PROGRESSIVE RENTALS

our records were not housed. We

thought the agent might suspect we

had something to hide."

Nothing to hide? It's a recurring
theme in a discussion of the IRS.

Perhaps better known as the tax

police, its officers pound the beats of

corporate and domestic hallways ever

vigilant for the slightest infraction.
And like good Americans, we know
ourselves to be innocent until proven
guilty, guilty, GUILTY! The very word

conjures up wild images of what may
be construed as suspicious, and when

dealing with the IRS, suspicious is
not an adjective with which you
want to be associated.

Thus, income tax returns should be

prepared so neatly that they are with­
out question. But in the event they
are questioned anyway, what should

rental-purchase companies do?
Follow Davis' lead. After finding

out his company was going to be
audited by the IRS, he established a

base of operations and selected a lead­
er. He knew what to expect. He was

meticulous in preparing information,
and he built a good relationship with
the agent.

Davis prepared his company's tax

return so he set a ground rule that the

agent was to deal with him alone. This
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avoided confusion, wasted time and

misrepresentation.
Before he arrived, the agent for­

warded a document request form

detailing the type of documents need­
ed. These included all the account­

ing records, the income tax return

itself, work papers for the return,
ledgers and subledgers.

"It was a fairly lengthy and detailed
list," recalls Davis. "Basically, every­
thing that went into making up the
return."

Davis says he expected the agent to

come alone, spend a few days going
through the requested material, sub­
mit another list of documents that he
would like to see (source documents,
for instance) then reschedule a visit
to go through the new documents.

And that's exactly what happened.
The only difference was when the

agent requested a tour of the head­

quarters and one store. But Davis is

quick to add that it was no big deal.
"We had nothing to hide."

How did the agent react? "He was

surprised that we carried so much
used merchandise," Davis says. "Until
this case, I don't think he had a real­

ly good concept of how the RTO

industry operates."
CONTINUED ON NEXT PAGE
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Community service is customer service
RENTAL-PURCHASE BUSINESS OWN­

ERS IN THE 1990s FIND THEM­

SELVES DOING MUCH MORE THAN

PROVIDING HOUSEHOLD GOODS TO

THEIR LOCAL .COMMUNITIES.

• • • • •

Many realize they need to impact
their communities not only in eco­

nomic terms but social as well.
In Steubenville and Bridgeport,

Ohio, customers discovered their

rental-purchasebusiness has teamed

up with .their local chapter of the
'Salvation Army's food and shelter
program with great success.

The Salvation Army's food and
shelter program is designed to col­
lect and distribute canned foods,
blankets, clothes and other necessi­

ties while providing temporary shel­
'ter for those less fortunate citizens.

Dan Weiss ofAmerica Rents, head­

quartered in Worthington, re�ently
ran a promotion allowing customers

who paid one week's rent on a prod­
uct to receive the next week free. In

addition, America Rents would then
donate $10, in the customer's name,

to the Salvation Army's food and
shelter program.

Displaying banners outside the
stores and advertising the promotion
on the radio, America Rents raised
hundreds of dollars for the program
while raising social awareness with­
in the community.

"We wanted to do something for
the community," says Weiss. "Our
stores are more than profit-making
entities; they're also participants in

America Rents in two Ohio markets
teams up with local Salvation Army.

the community. This promotion
made us and our customers feel good.
That's what it's about-cOml.'llUl'lity
service is customer service;"

Customers responded positively.
Many conveyed their appreciation
and willingness to help the organi­
zation that, in the past, has helped
them. What's more, Salvation Army
officials were delighted by the pro­
motion an�pleased to participate.

When �ss and company first

brought up the idea, they were not

sure who to contact and how to

approach the concept.
"We were looking at all of the

things happening around us-the nat­

ural disasters, the social problems­
and wanted to do something about
it," recalls Weiss. "After discussing
the thousands of charities through­
out the region and nation, we felt our

impact could best be served locally.
We identified several charities and
the Salvation Army responded the
most positively."

Some charities were not interest­
ed in being associated with the rental­

purchase business. But that didn't
bother Weiss, who understands the

misperceptions some people have
about "rent-to-own."

Weiss, an APRO member since

1986, is an active participant in the
national and state RTO associations.
He has been involved in the family
owned and operated America Rents
since 1985.

At the age of 32, Dan Weiss has
learned that business is not just
serving customers. It's serving the

community, too.

-Richard May
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Although itcan be painstaking, any­
one preparing for an audit should
review each document the agent
requests. Better yet, summarize the
data on a schedule that'seasy to fol­
low and can be tied back to detailed
information..

"As we reviewed our documents,"
recounts Davis, "we determined if a

scheduled summary wouldn't be bet­
ter for the agent. For example, we

went back to our ledger detail and

prepared some monthly summary
totals that added up to the annual
totals."

Before the agent arrived, Davis
made a copy of everything as well as

a list of the requested documents.
When the agent had questions, Davis
knew exactly what he had given him.
"Because I had reviewed the docu­
men ts ," he adds, "their contents

were fresh in my memory."
Davis also didn't drown the agent

in paperwork, and Strunk commends
this strategy, adding that you
shouldn't volunteer information. Give
the agent what he asks for only when
he asks for it. Resist the urge to throw
boxes of records and the agent togeth­
er in the same room then disappear.

"Don't treat the agent as an imme­
diate adversary," adds Strunk.
"Realize that he or she is just there

trying to do the job."
It's a general rule in the business

world that to get ahead you should
make your boss look good; make his
or her job easy. That axiom can be

applied to its fullest here. By being
prompt, honest and, above all, orga­
nized, you'll make a good impression
on the auditor. Remember, he or she
should not have to spend a lot of time
with you.

"We weren't falling all over our­

selves to be friendly," says Davis. "We

simply tried to do a lot of work for
the agent. We provided information

quickly and clearly."
The results ofDavis' audit were just

as clear. The agent adjusted a few
items on the return and pointed out

how the company could do a better

job on its corporate minutes and res­

olutions. When the smoke cleared,
the company only owned a couple
thousand.

-Susan de Blanc

PROGRESSIVE RENTALS



HOlPOINT •
We bring good things to life.

With GE and Hotpoint
Up Front. . .
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You Don't Need
Much Out Back.
Is good execution important to your business? Absolutely!
We know that carrying a load of inventory can

knock the socks offyour profit margins. This

problem can easily be solved through the
efficient GE and Hotpoint distribution system.
We'll deliver your quality appliances when you
want them, where you want them, in a very
timely fashion.

That means a lot less profit-draining inventory
for you to be concerned about. Another great
reason to choose GE and Hotpoint.

To find out more about our products,
programs and distribution system, call

Stacy Givan at:

800-782-8097

A·PR:) Associate Member since 1992



VSelect the only brand with a strong network of distributorships throughout the USA.
The brand with quick reaction to your needs. Quick delivery and service. Select the brand that offers

table, console and projection 1V in sizes, styles and finishes for every type of customer.
The brand with leading-edge performance including stereo surround sound, full

color picture-in-picture, and Zenith's innovative built-in Closed Captions.
WHEN YOU RENt RENT THE BEST.

-f

The Quality' Goes In Before The Name Goes On.

Contact your local distributor or Norm Smith, Zenith Electronics Corporation, 1000 Milwaukee Avenue, Glenview, IL 60025 (708) 391-8231.

APR:» Charter Associate Member.


