


IfYou Think Your Customers
Want To RentJustAny Product.

Think Again! 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.
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Get the facts.
RentGE...

4-HeadVCR
VHS Camcorder

TV screens are measured diagonally.

• A·pt:D Charter Associate Member,
..

GE Consumer Electronics
We bring good things to life.

© 7993 Thomson Consumer Electronics, lnc..
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PREFERRED CUSTOMER CLUB

� FORESIGHT Preferred Customer Club - The Nations
Leader in Club Programs for the Rental Purchase
Industry
Providing Customer Benefit Options - Made To Order By The Dealer
-.. Dealers Create A Unique Club Benefit Program By Selecting Their Own

Combination of Insurance Benefits Including: LEASED PROPERTY COVERAGE,
INVOLUNTARY UNEMPLOYMENT PROTECTION, $10,000 ACCIDENTAL DEATH &
DISMEMBERMENT INSURANCE AND A Two YEAR EXTENDED SERVICE CONTRACT

-.. Customers Receive a Variety of Time and Money Saving Benefits Such As

Savings on Eyeware, Discounts on Medication, Rebates on Travel, plus More
-.. The Dealer Determines The Club Selling Price - The Dealer Determines The Profit
-.. An Optional Customer Gift Program That Rewards Club and Non-Club Customers

For Making Rental Payments On-Time

Profitable For The Dealer - A Great Deal For The Customer
-.. Profit Margins Equivalent to Those of Regular Merchandise - Without The Usual Costs

-.. Requires No Capital or Borrowing To Begin Offering Club Benefits
-.. Maintains And Enhances Existing Damage Waiver Profits
-.. One Scheduled Customer Club Fee Covers All Rental Contracts

Complete Marketing, Administrative and Training Support
-.. Attractive Point-of-Purchase Material Provided For Each Store Location

-.. In-Store and Video Employee Training, Informative Procedures Manuals and Employee
Recognition Programs

-.. Manager of the Month Awards and Manager of the Year Recognition
-.. Monthly Newsletter Featuring Sales Information Mailed to Each Store Location

FIND OUT WHAT 1,000 STORE LOCATIONS ALREADY KNOW •••

GET FORESIGHT TODAY!
Call: FORESIGHT, Inc.

(800) 733-0811
3700 W. Robinson, Suite 230
Norman, OK 73072

A·PR:) Associate Member since 1991
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Shelby champions laRocco approach in the Senate
..- THE NATION'S RENTAL-PURCHASE

INDUSTRY TOOK A GIANT STEP

TOWARD FAIR FEDERAL REGULATION

ON JAN. 26, WHEN ALABAMA SEN.

i(J. RICHARD SHELBY INTRODUCED HIS

RENTAL-PURCHASE REFORM ACT

OF 1994 TO THE U.S. SENATE'S

LEGISLATIVE COUNSEL.

• • • • •

Shelby'S legislation, which at press
time in mid-February was soon

expected to receive a bill number and
be forwarded to the Senate Banking
Committee, is companion to Idaho

"'_ Rep. Larry LaRocco's H.R. 2803.

Both pieces of federal legislation
demand strong consumer protections
under the law by increasing disclo­
sure requirements, regulating collec­
tions and advertising practices and

offering penalties for unethical mer-
i(

chants.
The LaRocco and Shelby approach­

es to rental-purchase legislation pro­
tect consumers and also recognize the

unique characteristics common to

rental-purchase transactions.

Shelby's proposed legislation is an

alternative to an anti-industry bill
drawn up by Ohio Sen. Howard
Metzenbaum. Metzenbaum's bill

assigns harsh and sometimes redun­
dant restrictions on merchants, while

proving vague on consumer rights.
The bill also tries to reclassify rental- -

purchase transactions as credit sales.

Shelby served eight years in the
Alabama Senate before moving to the
U.S. House of Representatives in
1978. The 60-year-old Birmingham
native served eight years as a con­

gressman before winning his cur­

rent U.S. Senate seat in 1987. Shelby
has a long and outstanding record of

supporting legislation that protects
the elderly, children and veterans.

Shelby'S independent style most

recently earned him the 1993

Courageous Vote Award from the
National Taxpayers Union.

APRO Government Affairs Director
Ron Waters says it is hoped that
Sens. Patty Murray (Wash.), Kent
Conrad (N.D.) and Jim Sasser (Tenn.),
all members of the Senate Banking
Committee, will co-sponsor the bill.

U.S. Sen. Richard Shelby, D-Ala.

"We intend to build a broad base of

support in the Senate to give us a

fire wall of protection against the
Metzenbaum attack on the industry,"
Waters says. "On our latest trip to

Washington we had 55 very success­

ful meetings in Congress. There was

a good deal of support voiced. We feel
we've made a lot of progress, but
there's still a lot to be done."

-John Massey
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KEVIN QUINN
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After reflecting on humble beginnings, I'm eagerfor �

WITH FEBRUARY OF '94 HERE, IT IS

TIME FOR ME TO REFLECT ON THE PAST.

TWELVE YEARS AGO THIS MONTH MY

WIFE ANGELA AND I DECIDED TO GET

INTO THE RENTAL-PURCHASE BUSINESS,

KNOWN THEN AS RENT-TO-OWN. WE

OPENED OUR FIRST STORE, THEN 1,800

SQUARE FEET, WHEN OUR OLDEST CHILD,

COURTNEY, WAS JUST SIX MONTHS OLD.

• • • • •

We had the promise of success from
our franchiser and the dream ofbuilding
a business of our own. Within two

months I was at my first APRO seminar,
listening and talking to the experts and
fathers of our industry. I got to know
Chuck Sims, Bud Holladay, Barry
Gambini and Ed Winn, whose guidance
helped serve as building blocks for our

company. Our company was an infant
and our association was, too.

I saw a lot of changes through the
next 12 years, many ups and downs and
threats to our company, our industry and
our association. It is ironic how some

things have changed and others have
remained consistent. My family'S com­

pany cannot do business now in 1,800
square feet. It must be bigger. Click tune

19-inch TVs are a thing of the past.
Stores do not need a hundred 19-inch
TVs to be successful. Today it takes 300
BOR to make money. Bank financing is
not impossible to get.

But there are three things that have
remained consistent throughout the years:

1. Ed Winn's preaching that if you are

not fair and truthful to your customer,
you're going to get into trouble; and that

rental-purchase dealers are their own

worst enemy.
2. APRO is the best learning tool a deal­

er could have.
3. Hard work and belief in what you

6

are doing will bring you success and­
much happiness.

At that seminar in 1982, I remember
even then Ed Winn saying, "Tell the cus­

tomer the truth and don't beat doors
down to get your TV, or you are going to I

get kicked in the ass." The hot legal top­
ic then was whether to put a disclosure
on rental agreements. Now it is how to

keep Congress from reclassifying us as a

credit store.

The sad fact is that Ed is still having to

preach about not being too aggressive
with customers. We are in the rental busi­
ness and we are going to lose a few. We
cannot have all the laws that protect
retailers to protect us, too. On our recent

trip to Washington, D.C., Ed said to me,
"Rental dealers create many of their own

problems." I believe that is still true.
�

Over the years, APRO has seen a lot
of changes, particularly the addition of
executive director Bill Keese and a strong
APRO staff. We've seen the development

"

of a full-time government affairs depart­
ment and the increased quality of the

publications and information systems.
-....

There has been an increase in members
from rental dealers and vendors. These
are just a few of the changes.

The most significant change has been
the transformation of our association from
a troubled infancy and weak adolescence
to the strong confidence of adulthood.

Through all the changes, the one thing
that has stayed consistent is that APRO
is the voice of the industry and the best
tool for learning about the rental-pur­
chase business.

As rental dealers, my wife and I have
worked hard to develop a company that
is strong and profitable, with the under-

�

lying value that we are supplying a ser-

vice to customers that is second to none.

We've gone from owning one store to sev-
A_

en; from no employees to 35; from hav-

ing a negative cash flow on days that we

bought lunch, to not having enough tax

deductions. The best of all has been

PROGRESSIVE RENTALS



I hope you will join me in

tt' embracing the changes
that are inevitable, the sup­

port of our industry and

our association, and to
..z

maintain our values.

seeing my daughters Courtney and
Casee, raised around a rental store,
grow into beautiful young ladies.

Through it all, our values have not

changed.
We all have our stories to tell about

our years in the business and the

changes we've seen. Those stories are

a part of the development of who we

are today.
So, as we look toward the next 12

years, I hope you will join me in

embracing the changes that are

inevitable, the support of our indus­

try and our association, and to main­
tain our values. What we are doing
is good. We may lose a few on the way,
but that is okay. PR

A'� Member since 1983

ATTENTION
OWNERS

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

615-478-1159
•
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In the Sept. 22 Journal article, it was

suggested that the rental-purchase
chain preyed on the poor and unso­

phisticated to build "eye-popping"
profit margins. Rudman's study, how­
ever, shows that customers make well­
informed and rational decisions with

regard to rental-purchase and that the
industry's pricing is reasonable and
is based on the costs of the many asso­

ciated services provided in these trans­

actions.

Through a random survey of cur­

rent and former customers, the report
shows that, despite a few isolated or

sporadic violations of company pol­
icy, RAC employees take great care in

presenting all aspects of rental-pur­
chase transactions to consumers. The

investigation concludes that con­

sumers choose rental-purchase trans­

actions for a variety of reasons, citing
the unique flexibility of the transac­

tions as the most attractive, unique
feature. Consumers without credit are

also afforded access to goods that are

not made available to them through
retail merchants who make cash or

credit sales.
The Rudman report states that

"consumers would be harmed by elim­
ination of the rent-to-own business."
In their questioning of former and cur­

rent customers, investigators found:
98 percent reported they have been
treated with respect; more than 90 per­
cent who were late with payments still
consider employees courteous and
willing to work with them; more than
58 percent report annual household
incomes of at least $20,000; and 75

percent terminate their rental-pur­
chase agreements before taking own­

ership for financial reasons or because
they no longer want the rented goods.

After reviewing a summary of the
Rudman report findings, APRO
Executive Director Bill Keese said
"it confirms what we always knew
about the rental-purchase indus­
try-and what we've been saying all

along. The Wall Street Journal pre­
sented a misleading and inaccurate

portrait ofboth Rent-A-Center and the
industry."

Rudman completes review
of RAe business practices

-John Massey

FEBRUARY/MARCH 1994

FORMER U.S. SEN. WARREN B.

RUDMAN, WHO CONTRACTED WITH

RENT-A-CENTER'S PARENT COM­

PANY TO DIRECT A THOROUGH

REVIEW OF THE NATION'S LARGEST

CHAIN OF RENTAL-PURCHASE

STORES, ANNOUNCED HIS FINDINGS

TO THORN EMI's BOARD OF

DIRECTORS ON FEB. 18, FOLLOW­

ING SEVERAL MONTHS OF INVESTI­

GATIoN AND INTERVIEWS.

• • • • •

Rudman conducted the study at the

request of Thorn EMI chairman Sir
Colin Southgate, who wanted an

impartial review of Rent-A-Center's
business activities across the United
States. In his report, Rudman con­

cludes that allegations of improper
RAC business practices, made in a

Wall Street Journal article last fall,
were either incorrect or misleading.

The investigation included exten­

sive, random interviews of current
and former Rent-A-Center customers

and employees, conducted by
Hoffmann Research Associates. An
economic analysis of rental-purchase
transactions and RAC's financial per­
formance is being conducted by
Lexecon Inc., one of the nation's top
economic consulting firms.

Former U.S. Sen. Warren B. Rudman
releases his report on Rent-A-Center.

7
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BY

BILL KEESE
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Industryfacing an iunbitious agenda in '94

Washington, D.C., which is described
in more detail in a brief article that accom­

panies Ron's column on page 40.

As John Gormley describes in his page-
14 article, we had a very successful three­

day government relations meeting in

Washington, where we had 55 meetings
with U.S. Representatives, senators and
their staffs to educate them about our

position on pending legislation.
Additionally, we have been provid­

ing members with increasing amounts of
information via our APRO Facts Line.
More and more dealers are availing them­
selves to this method of keeping up with

always changing events. If you haven't
used the system, please give it a try.
Simply call (512)794-0258 and follow the
instructions. For legislative, tax and pub­
lic relations information, you will need

your member code number to order doc­
uments from these catalogs. From a

touch tone phone, you can order and have
faxed to you the latest information on

events that are affecting your business.
Ifyou haven't already made your plans

to attend the mid-year conference in Lake
Tahoe, you should do so right away. I
was visiting with some dealers recently
in Columbia, Mo., where they were ask­

ing about the conference. They haven't
missed one of these in years and told
me they always come back with valuable
information that helps them in their busi­
ness. At this conference, we will discuss
the tax and accounting issues, legal issues
and task force issues. We will also have
Colburn Aker, our public relations spe­
cialist, to discuss the industry's public
relations needs, as well as how public
relations can be used by each dealer to

increase business. We are expecting excel­
lent attendance in Lake Tahoe; we hope
to see you there. PR

uidcstmtkeeps
APROsh busy
THIS YEAR HAS STARTED OFF AT A

FASTER PACE THAN ANY PREVIOUS YEAR

AND HAS KEPT ALL OF US AT APRO

EXTREMELY BUSY. As IS OUR CUSTOM,

WE HAVE BEEN ATTENDING THE

CONSUMER ELECTRONICS SHOW IN LAS

VEGAS, (WHERE WE STAYED AT THE NEW

MGM GRAND HOTEL WHERE THE

1995 APRO CONVENTION AND TRADE

SHOW WILL BE HELD), THE ATLANTA

FURNITURE MARKET, THE SAN

FRANCISCO FURNITURE MARKET AND

THE TUPELO FURNITURE MARKET IN

MISSISSIPPI.
• • • • •

We have had hospitality suites at each
of these markets that have been heavily
attended by rental dealers.

We attend these shows for a number
of reasons that include meeting with cur­

rent APRO members to discuss the most

recent developments in Congress and the
IRS, to recruit new members for the
association, and also to sell booth space
at our annual trade show. At this point,
we are practically sold out ofbooth space
for this year. The exhibit hall this year
should be the largest in our history-
197 booths.

State associations are having a record
number ofmeetings this early in the year.
Many of your board members, plus Ron
Waters, Ed Winn, Richard May and myself
have been attending these meetings.
During one week last month, we partici­
pated in three state meetings in one

day-in addition to a meeting in

PROGRESSIVE RENTALS8



Mid-year conference in Tahoe
.' offers chance to relax and learn

DEALERS WHO NEED A BREAK FROM

THE LONG WINTER, BUT STILL WANT

TO STAY ON THE CUTTING EDGE OF

THE RENTAL-PURCHASE INDUSTRY

WHILE THEY RELAX, SHOULD TAKE

PART IN APRO's MID-YEAR

CONFERENCE, MAY 2-4 IN LAKE
'Y

TAHOE, NEV.

• • • • •

Over the past few years, many deal­
ers have indicated that they can spare
a few days during the spring if the

.}- information they receive during the
break can really help them r�n their
businesses. APRO's education depart­
ment has responded to dealer needs

by combining several popular indus­

try seminars into a three-day confer-
,._. ence at a resort center.

At this year's conference dealers
will be able to learn the latest on

industry issues while also taking it

easy at the world-renowned Harrah's
Casino Hotel in Lake Tahoe. Harrah's
deluxe guest rooms offer more than
500 square feet of tastefully appoint-

._ ed space, including bay windows for
views of Lake Tahoe and the Sierra
Nevada mountains. Harrah's is a full­
service hotel offering 24-hour room

service, a glass dome-covered pool,
health club, indoor sun tanning cen­

ter, seven restaurants, a spacious casi­
no open 24 hours a day, plus big-name
entertainment (for coming attractions,
call toll-free 1-800-648-3773).

Outdoor recreation available in

the Lake Tahoe area includes fishing,
hunting, swimming, horseback rid­

ing, golf at championship courses, ski­

ing at world-class resorts, mountain

biking, hiking, tennis and river raft­

ing. The first week ofMay could prove
to be good for snow skiing or golf­
ing, depending on the weather.

APRO is offering a hard-hitting
lineup of educational seminars, each
one developed exclusively for the

rental-purchase industry. The topic
on Monday, May 2: "Positive Industry
Image: Dealing With the Media."

This seminar is aimed at helping
rental dealers present a positive image
up-front, rather than taking a defen­
sive stance after a media attack.
Colburn Aker of APRO's Washington,
D.C., public relations firm, Aker
Narsavage Partners, will direct the
seminar. The seminar will be from
1-5 p.m.

On Tuesday, May 3, APRO's annu­

al legal update will be from 9 a.m.

until noon. The legal activities in
the rental-purchase industry over the

past year will be reviewed by Ed
Winn, general counsel for APRO
since its inception in 1981.

The morning session will be fol­
lowed by a complimentary luncheon,
sponsored by Whirlpool. Afterward,
Wayne Chambers of CWD Enterprise
Two Ltd. will update those interest­
ed in the accounting aspect of their
businesses. A great deal has happened
across the nation regarding tax lia­
bilities of rental-purchase business­
es, and Chambers will offer advice in
that area as well.

InsuringYour
Success
Property and Casualty coverages
tailored for the RTO industry.
Competitive rates and excellent
service.

1-800-365-3652
�INSURANCE AGENCY ".�approvedagent-WesternU.S.� 10600 W. Alameda Lakewood, Colorado 80226 .11 r1"'1W'
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The day will end with a social hour
in the APRO hospitality suite, spon­
sored by High Touch from 5-7 p.m.

The conference will wind up on

Wednesday with a rental round table
from 9 a.m. until noon. This panel
discussion will focus on the topic
"Rental-Purchase for the 21st

Century." Subjects will include alter­
native transactions, credit sales, life
after RTO (what Pennsylvania did)
and status of current legislation.
Kevin Quinn, APRO president and
chairman of the APRO Board of
Directors, will serve as moderator.

APRO offers discounted airfare to

Lake Tahoe through Delta Airlines.
Call 1-800-241-6760 and refer to file
#XH0231. For hotel reservations, call
Harrah's Lake Tahoe at 1-800-648-

3773. When reserving rooms, request
the APRO rate of $92 single/double.
To register for the conference, call
APRO at 1-800-204-APRO or mail
or fax a registration form. To receive
a registration form by fax, call APRO's
Facts Line at (512)794-0258 and

request document No. 4000.

-Shelley Martinek

If rental/purchase is what you
do best - Rent America can

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

purchasing power for independent rental/purchase
dealers who want to build on their 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.

• 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) 690·4900

�REN7:
.��-
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For those dealers lookingfornew

solutions to capitalization needs,

• • • • •

BY

LAWRENCE LEVINE

FEBRUARY/MARCH 1994

tcanwo�
SUBORDINATED OR MEZZANINE DEBT IS AN OFTEN USED AND FREQUENTLY MIS­

UNDERSTOOD TERM IN CORPORATE FINANCE. THIS ISSUE'S RTO FINANCES WILL

IDENTIFY THE CHARACTERISTICS OF SUBORDINATED DEBT AS WELL AS RATIONALE

FOR ITS USE BY RENTAL-PURCHASE COMPANIES.

What is subordinated debt?
Subordinated debt comes in all sizes,

shapes and forms. Popularized in the 1980s

by high-yield or junk bonds, today even

small closely held companies can easily
access subordinated debt. The populari­
ty of high-yield bonds in the public mar­

ket made finance professionals realize that

privately held companies could benefit as

well from this type of financing.
Today the private subordinated-debt

market is very sophisticated and its struc­

ture is only limited by the creativity of the

people involved in structuring the mez­

zanine loan. Corporate finance profes­
sionals simply subordinated debt as an

unsecured loan junior to a senior unse­

cured or secured loan provided by a bank,
commercial finance company or insurance

company.
Senior secured debt: revolving credit

and term loan financing from a bank or

commercial finance company.
Graphically, subordinated debt can be

depicted in the capital structure of a com­

pany.
Unsecured debt:

10

• Unsecured revolving credit and term
loan financing. •

• Trade debt.
• Accruals.
• Subordinated debt. "'"

Equity:
• Preferred stock.
• Common stock. �

In bankruptcy, senior secured obliga-
tions are at the top of the hierarchy in terms
of repayment. After the senior secured ';i

creditors are repaid, the unsecured credi­
tors are next in line to share residual
amounts. Unsecured creditors would
include trade and accrued creditors.

Also included would be unsecured
debt, which is, by definition, subordinat- �
ed debt. In the situation where a compa­
ny has unsecured senior debt financing
from a financial institution, the subordi- lor

nated lender would agree to have their
claims junior to the senior unsecured
lender.

Unlike senior debt, subordinated debt is
a debt obligation that contains both debt
and equity characteristics. This means that
subordinated debt carries a current inter-

PROGRESSIVE RENTALS



est feature as well as additional yield
enhancements that increase the over­

all returns to the subordinated debt
investor.

The yield enhancements typically
are in the form ofwarrants permitting
the subordinated debt investor to

acquire common stock of the compa­
ny. Since subordinated debt is unse­

cured to senior debt and contains both
a contractual obligation to pay inter­
est as well as warrants to acquire com­

mon stock, subordinated debt can be
viewed as equity that carries a coupon.

In contrast with senior lenders, sub­
ordinated debt lenders are uncollat­
eralized. Because of subordinated
debt's junior position in bankruptcy,

� subordinated lenders require a high­
er interest rate as well as a warrant to

compensate them for the additional
risk they undertake. Therefore, sub­
ordinated lenders can bridge the gap
that a senior lender is unwilling to fill.

In virtually all instances, subordi­
nated debt that is available to privately
held companies will contain the fol­

lowing features:
• It will be unsecured;
• Its repayment terms typically com­

mence between years 3 to 5 with a

final payment between years 7 to 9;

PROGRESSIVE RENTALS

• And it will carry a current inter­
est rate and contain a yield enhance­
ment (i.e., warrant) to increase the
returns to the subordinated debt
investor.

Mezzanine debt can prove to be a

particularly appropriate component
of a rental-purchase company's capi­
tal structure.

Perhaps the biggest drawback rental­

purchase companies have in attract­

ing senior-debtfinancing is that their
balance sheets contain few assets that
can be collateralized. Even the most

profitable rental-purchase companies
may find it difficult to attract tradi­
tional senior-debt financing.

Subordinated debt lenders, unlike
senior secured lenders, do not view a

company's collateral as a possible exit

option. Therefore, subordinated
lenders take the perspective that their
subordinated debt investment is sole­

ly dependent on a company's ability
to generate cash flow over time.

Subordinated debt may prove to be
an excellent component of a compa­
ny's capital structure in instances
where a company's financial position
can support additional debt but the

company's senior lender is unwilling
to increase its loan.

11

Why subordinated debt?
If a rental-purchase company needs

additional capital for repurchasing
existing stock from a shareholder-or
for expansion and acquisition pur­
poses-and the company's senior
lender is unwilling to advance all or

a significant portion of the funds nec­

essary to complete the transaction, the
next logical financing instrument to

consider is subordinated debt. If the

company's cash flow is anticipated to

be sufficient to repay the subordinat­
ed debt, it is quite likely subordinat­
ed debt can be raised.

It would also be prudent to consid­
er raising subordinated debt before

attempting to raise equity, since sub­
ordinated debt is less expensive and
does not tend to dilute existing own­

ers' interests as much as equity.

Advantages
Subordinated debt is an extremely

flexible form of financing. In today's
market, subordinated debt can be
raised in amounts as low as $500,000.
Mezzanine lenders are very flexible
in tailoring their investment to meet

the specific needs of the company.

CONTINUED ON NEXT PAGE
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Subordinated-debt investors will typ­
ically be more flexible as to the terms

of their investment than senior
lenders. Subordinated-debt investors
are more concerned about their over­

all yield than a senior lender, who is
more concerned about structuring the
senior debt to maximize the likeli­
hood of repayment of the debt.

Subordinated debt can be tailored
to meet the company's long-term cash­
flow needs. As long as subordinated
lenders' anticipated yield is satisfied,
they can be flexible on amortization
of the loan and interest rate.

From a senior lender's perspective,
subordinated debt looks like equity.
A senior lender will view mezzanine
debt as long-term capital, as it is unse­

cured and subordinated to their loan.
As a result, a senior lender will have

strengthened its capital position as

additional capital has been raised that
is junior to their loan. While this final

point may be viewed negatively from
one perspective, typically subordi­
nated-debt investors will want a seat

on the board of directors.

Closely held companies are usu­

ally extremely reluctant to yield any
control to an outsider. However, a sub­
ordinated debt investor can bring fresh

insights to a company. Subordinated
debt investors are sophisticated finan­

cially and have a great deal of expe­
rience in developing strategies to

maximize the long-term value of a

company. It is to all shareholders'

advantage to maximize their compa­
ny's long-term value. Therefore, an

outsider with a financial incentive
that is based on maximizing the val­
ue of his or her investment should add
value to all shareholders.

Disadvantages
As valuable as subordinated debt

can be in a company's capital struc­

ture, there are disadvantages.
Subordinated lenders view their role
as similar to that of an equity investor.

Therefore, they will typically want a

seat on the company's board of direc­
tors. As already mentioned, owners

of closely held companies are extreme­

ly reluctant to allow an outsider to
share in the power and allow an unre­

lated party to be in an oversight posi-
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Subordinated debt can be tailored to meet the company's
long-term cash-flow needs. As long as subordinated '�

lenders' anticipated yield is satisfied, they can be flexi-
ble on amortization of the loan and interest rate. )'l

From a senior lender's perspective, subordinated debt

looks like equity.
tion. It also means that an owner of a

closely held company may not be able
to pay above-market salaries to offi­
cers, and other perks may be limited.
The upshot is the wealth ofthe exist­

ing shareholder should increase even

though there is a decrease in their

ownership interests-as long as the
returns associated with the subordi­
nated-debt investment generate
returns in excess of the cost of the
subordinated-debt investment.

Another disadvantage of subordi­
nated debt is that it is significantly
more expensive than senior debt.

Today, the current interest coupon
on subordinated debt ranges between
11 percent to 13 percent, essentially
double the prime rate. In addition,
coupled with the required yield
enhancement, typically warrants,
these enhancements create an

increase in the returns to between
20 percent to 30 percent.

Finally, as discussed above, the sub­
ordinated lender will require a seat

on the company's board of directors.
And while the subordinated lender
will not have control of the board, the
subordinated lender will have a vote

and the ability to take more severe

actions if the company does not meet

its projections and financially under­

performs.
For example, if a company did not

achieve its projections or was to

incur an event of default, the subor­
dinated lender, under certain situa­

tions, could potentially exercise
board control or reduce existing man­

agement's role.

Key negotiating points
The very nature of subordinated

debt and the introduction of another
creditor creates a more complex cap­
ital structure as well as complicates
the negotiations between a senior
lender, borrower and subordinated
lender. Some may believe that

12

because subordinated debt is equity
with a coupon, and by being junior
to senior debt and also unsecured, that
the subordinated lender views

-:
covenants and remedies and inter-
creditor issues to be moot. The very
opposite is true.

While subordinated lenders are
f

much more yield-driven than senior

lenders, when it comes to documen­
tation they are just as concerned with -;_

protecting their investment as senior
lenders. In addition, a complicating
wrinkle is that it is more difficult for
subordinated lenders to exit a privately
held company and exercise their war­

rants to generate their targeted yields. ".

Therefore, during the course of

negotiations, a few issues usually crop
up that may be difficult to resolve to

each parties' satisfaction. Here's a look:
• Between the subordinated and

senior lenders-regarding covenants

and inter-creditor issues.
For example, if the company has an

."

event of default, such as a missed inter-
est payment or financial-covenant vio­
lation, the senior lender will want the ,.

subordinated lender to defer exercis­

ing any action for a period of time.

Obviously, the senior lender will
desire the subordinated lender to defer
its rights and remedies for as lorig as

possible, while the subordinated
lender will desire this time period to

be as short as possible. Similarly, the
senior lender will desire the subordi - �

nated lender's covenants be as loose
as possible, while the subordinated
lender will have the opposite per­
spective.

• Between the subordinated lender
and borrower-regarding the size of ...

the warrant and ability of the subor­
dinated lender to exercise its warrant

position.
The borrower will want the subor­

dinated investor to exercise the war­

rants at a distant point in the future
while the subordinated investor will

PROGRESSIVE RENTALS



want to be able to exercise the war­

rants as quickly as possible to boost
its yield.

Complicating the negotiations,
when a warrant is exercised a pri­
vately held company will likely not
have the cash available to payoff the
full value of the warrant. Therefore,
an agreement will need to be reached
to repay this obligation over time.

In addition, determining the value
of a privately held company is much
more difficult than for a publicly held
one. An agreement will need to be
reached on determining how to cal­
culate the value of the company in the
future.

Finally, should the privately held

company go public, the subordinat­
ed investor wants the ability to exer­

cise and cash out of its warrants. This
also needs to be negotiated.
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legal Reference Index '93 Supplement
APRO Financial Statement

Presentation Guide

APRO Tax Audit Manual
APRO Industry Profile
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$75/$150
$50/$100
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Which way to go?
Subordinated-debt financing can be

viewed in different ways. It can be
considered equity with a coupon, or

it can be considered an unsecured
term loan whose risk characteristics
allow it to share in the equity growth
of a company.

Because it has both debt and equi­
ty characteristics it can be a very
useful financing tool and an appro­
priate component of a company's cap­
ital structure. On the other hand, it
al�o carries complications, most often
because of the subordinated investor's
desire to be considered a partner with
the other equity shareholders of the

company.
Private subordinated-debt lending

has grown dramatically and will con­

tinue to grow in importance as senior
lenders remain collateral-focused.
Subordinated debt is less expensive
than raising equity and, in instances
where a company's debt capacity can

incur additional debt beyond that pro­
vided by its senior lender, subordi­
nated debt should prove to be the

optimal manner in which to raise
additional capital. 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 more than 12 years of corporate
finance experience. He can be reached
at (312)207-6167.

APRO Bankruptcy Manual

Skip-Tracer's Guide
Collections Manual

$25/$75
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The prospect ofgaining attention on Capitol Hillmay seem intimidating, butAPR0 representatives couldn't afford to be awestruck �
when presenting their case Feb. 1-2 to members of Congress in 55 individual meetings.
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APRO Executive Director Bill Keese, left, accompanies
Florida's RTO delegation Norman 'Slats' Slatton Sr. of Bi­
Rite Co. and Margo Tillotson of Champion on Capitol Hill.

Rental-purchase is one of literally thousands of iss-ues the
u.S. Congress must address each session.
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BY

JOHN GORMLEY
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APRO's governrnent relations cornrnittee
takes a proactive stand with Congress

government relations committee and oth­
er participants become better educated on

the federal political process.
3. To build support for grassroots com­

munications among other rental-purchase
. dealers.

The meetings were part of AFRO's proac­
tive federal communications strategy. "One
of the biggest things to be a building block
for this association is understanding that
we cannot ignore what's going on around
us," says Kevin Quinn, APRO president
and owner of Quality Rentals in Puyallup,
Wash. "Consistently and always, we must

have a presence on Capitol Hill."
Two bills currently in the U.S. House

would, if passed into law, regulate the

rental-purchase industry-H.R. 2803, by
Rep. Larry LaRocco, D-Idaho; and H.R.

CONTINUED ON NEXT PAGE
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FORTY-EIGHT HOURS ON CAPITOL HILL. IN THE CLASSIC FILM MR. SMITH GOES

TO WASHINGTON, IT TAKES ACTOR JAMES STEWART'S CHARACTER, A NAIVE FRESH­

MAN U.S. SENATOR, A LITTLE LONGER THAN A MERE TWO DAYS TO LEARN HOW

THE UNITED STATES CONGRESS REALLY WORKS.

EARLY THIS YEAR, A GROUP OF RENTAL-PURCHASE DEALERS HAD JUST 48

HOURS TO LEARN THE INS AND OUTS OF CONGRESS.

Members of the APRO Government
Relations Committee, along with a few oth­
ers in supporting roles, swarmed Capitol
Hill for meetings with their U.S. repre­
sentatives and senators Feb. 1-2.

"We generated a lot of excitement," says
Chris Korst, government relations com­

mittee chairman. "We're not out of the
woods by any stretch ... but we got a lot
of good things done."

Committee members met in the nation's

capital, Washington, D.C., on Monday, Jan.
31, to prepare for the following two days
of meetings-55 in all-with members of

Congress and their staffs.

Major objectives of the Capitol Hill meet­

ings were three-fold:
1. To better educate members of Congress

on the rental-purchase issue.
2. To help members ofthe association's

15
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3136, by Rep. Henry B. Gonzalez, D­
Texas. Gonzalez's bill, which seeks to

re-characterize the RTO transaction
as a credit sale, has a companion bill
in the Senate, S.R. 1566, by Sen.
Howard Metzenbaum, D-Ohio.

Rep. LaRocco's federal bill provides
a wide range of consumer protections
similar to those in 36 states. It is large­
ly based on model rental-purchase leg­
islation endorsed by the Council of
State Governments. At press time in

mid-February, a Senate companion
/ bill to LaRocco's H.R. 2803 was

expected to be officially entered in

Congress by Sen. Richard Shelby, D­
Ala.

Within two weeks of the rental-pur­
chase delegation's Feb. 1-2 visit to

Washington, total co-sponsors of the
LaRocco bill, H.R. 2803, had shot up
to 29. At least five new co-sponsors
came out of the meetings. Meanwhile,
co-sponsors of the Gonzalez bill, H.R.

3136, remained static at 13.

"The consumer is inevitably going
to be effected by either one of these

During their two days on the Hill, APRO Government

Relations Committee members, acting as constituents,
met with members ofCongress and congressional staffers
to talk about the rental-purchase issue. Some dealers set

up their own appointments, but most of the 55 meetings
were coordinated through Richard May, APRO's assis­

tant director ofgovernment affairs.
bills," says APRO's president, Quinn.
"And if one of these approaches would
affect consumers adversely-and that's
the Gonzalez bill-that's what the
member of Congress wants to know."

During their two days on the Hill,
APRO Government Relations
Committee members, acting as con­

stituents, met with members of

Congress and congressional staffers to

talk about the rental-purchase issue.
Some dealers set up their own appoint­
ments' but most of the 55 meetings
were coordinated through Richard

May, APRO's assistant director of gov­
ernment affairs.

Florida dealer Norman "Slats"

a non-profit organization

W Years of Excellence 1 ��) ; 1 ��)
Would you like to profit by being a part of TRIB?

• 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 informat ien 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!

��USTRY 'il
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1&1 0
% C
... NATIONWIDE ORGANIZATION ."

"governed by the member for the members"
Since 1983
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A·FJR:) Associate Member since 1983

For more information contact:

John Bfair
3180 Presidential Drive, Suite F

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

16

Slatton Sr., an APRO board member
who serves on the association's gov­
ernment relations committee, knows
the value of constituent contact with

Congress.
"You've got a better chance to see

them ifyou're from their state," Slatton
believes. "Now, ifwe can improve on

that ...

"

Actually, Korst plans to. In late
March, the government relations com­

mittee will reconvene in the nation's

capital for another round of congres­
sional meetings. This time, state asso­

ciation presidents and other interested
dealers will join in the process of coor­

dinated, face-to-face congressional
meetings. The idea is to provide meet­

ing opportunities for as many con­

stituents from the rental-purchase
business as possible. Ideally, a good
number will be constituents of House
and Senate members on the banking
committees, which hold initial juris­
diction over the rental-purchase issue.

"As a constituent, that congress­
man's going to make time for you in
most cases," Quinn says.

John Raffaelli, APRO's lobbyist in

Washington, adds this piece of advice
on constituent contact: "Make the

appointments from their district, so

they (congressional staffers) have to

call back to their own area code. In

every member's district, they will
return the calls back to their own

10i

district first."

Participants of the February effort

gained confidence in their ability to

communicate with members of

Congress, and most went home
resolved to encourage their industry
peers to do the same.

"We need to get a lot more people
up here (in Washington) doing this
kind ofthing,

"

says Bill Keese, APRO
executive director. "We also need to

CONTINUED ON PAGE 20
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It's a hot topic these days, so

let's examine itmtionally:

lending agreements.
For example, a rental dealer whose

lender requires the average income per
unit not to fall below $50 a month cannot

rent very many vacuum cleaners at $20 a

month, which the dealer might otherwise
be inclined to do (assume $120 cost times
3 = 360 divided by 18 = $20'a month). The
units might instead be put out at $30 a

month on a 12-month program to main­
tain the yield at more acceptable levels.

If the concept is not new in the business,
then what is the cause of all the hubbub?
In a word: marketing. It is a relatively new

phenomenon to have big companies
emphasizing a 12-month rental-purchase
program and it has been disquietirig to

some dealers who, without giving the mat­

ter a great deal of thought, see it as a mech­
anism to cut prices by 33 percent, which

they cannot afford to do.
It is unlikely that any rental-purchase

company could, on a long-term basis, slash

prices by 33 percent and stay in business.

Margins have never been that great, and
it is unlikely they ever will be. Nor is it

likely that companies, major or otherwise,
are intentionally slashing gross margins
by a third to capture market share.

What companies appear to be doing: is

reducing the rental-purchase term, while
at the same time raising rental rates some­

what. The net effect on a first-time rental
is a 10-to-33-percent reduction in rental­

purchase pricing.

A FEW MONTHS AGO, I CONTRASTED IN MY REGULAR COLUMN IN THIS MAGAZINE

THE REMARKABLE FLEXIBILITY AND INGENUITY SHOWN BY AUTOMOBILE LESSORS-

24-MONTH TO 50-MONTH LEASES, PAY-IN-ADVANCE LEASES, FORD'S 12-YEAR-GET­

A-FREE-CAR LEASE, ETC.-WITH THE UNIMAGINATIVE WORLD OF CONSUMER

RENTAL-PURCHASE-18 MONTHS OR 78 WEEKS, OR 18 MONTHS.

Now, a competitor or two begins show­

ing a little imagination and some of the

industry responds as if the sky were falling.
The APRO Executive Committee met

recently to discuss the advent of the 12-

to-own phenomenon in the marketplace.
The association's tax and accounting com­

mittee met to discuss the same thing. If

nothing else, 12-to-own has gotten people
talking (muttering may be the better word).
This article will attempt to examine the

concept as it currently exists and shed
some light on the impact of shortening the
term in rental-purchase transactions.

First, the concept is not new at all. All
rental dealers shorten the rental-owner­

ship term from time to time on used goods.
New units typically go out with the tra­

ditional18-month or 78-week ownership
term, but as those units come back in and

begin showing signs of wear and tear, they
go out on shorter and shorter terms.

Rental agreement ownership terms reg­
ularly get reduced to 12 months and then,
in some cases, down to six months and

many terms in between before they are

finally purchased, stolen or scrapped in

many companies.
The concept is not new for new prod­

ucts. Some dealers have long used short­
er rental ownership terms on lower-priced
goods to keep the average income per unit
at satisfactory levels, either from a busi­
ness point of view or to stay in compli­
ance with the negative covenants in

'PROGRESSIVE RENTALS18



The reasons for developing such a

marketing program are not hard to

understand. The notion of renting a

product and being able to own it soon­

er sounds cheaper-whether it is or

not. It both sounds and actually is

quicker, which is usually seen as a

good thing by consumers.

It also sounds as ifmore consumers

would be attracted to a shorter pro­
gram and one might suppose that
with a shorter term, more consumers

would rent long enough to own.

That would mean reduced pick-up
costs associated with re-renting prod­
uct and, finally, the overall overhead
of the operation.

Currently, there is little data on a

"new and different" customer, now

suddenly interested in rental-pur­
chase because of the shorter term.

Some companies have posted remark­
able BaR growth with 12-month

agreements. What is unclear is
whether these customers are coming
from other rental stores or are new to

the rental-purchase concept.
Incidentally, there is at least anec­

dotal evidence in that the shorter term

does not have a significant impact on

a company's "keep rate," which is
the percentage of customers using the
transaction to acquire ownership. At
first blush, this information seems

counter-intuitive until you remem­

ber that in most cases customers are

keeping products for an average of
three to four months.

-

Most customers are not using the

rental-purchase transaction to acquire
ownership of the product, but are

using the transaction to obtain short­
term use of the product. Rental cus­

tomers spend money with rental

companies for a while and then start

spending that money somewhere else.
That some consumers spend their

money this way infuriates a few
consumer advocates, but all of that

anger and outrage does not change
these spending habits. Apparently,
neither does a shorter rental term. As
an example, one company with a peri­
odically active 12-month program
reports that on 18-month agreements,
80 percent of customers terminate
within 90 days. On 12-month agree­
ments, during the same period, 75

percent terminate. Another compa­
ny reports a keep rate of 21 percent
on 18-month agreements and 28 per-

!!oiI

PROGRESSIVE RENTALS

having its transactions re-character­
ized as sales.

This caution applies to rental deal­
ers regardless of the rental-purchase
term attached to their agreements. It
is a caution of long standing in the

industry and, simply stated, is intend­
ed to remind rental dealers of the busi­
ness they are in. In political terms, "It's
the rental business, stupid."

There is ever the lure of retail sales
for rental dealers, because retail sell­
ers have so many more customers and
do so much more business than rental

companies. Rental dealers can become
retail sellers in the same transactions.

They can do it in addition to renting
or instead of renting.

What they cannot do is pretend to

be rental dealers, while secretly intend­

ing to be retail sellers. It is dishonest
and is exactly what a few consumer

advocates accuse the entire industry
of doing. Without flogging a very tired
horse, rental dealers need to remem­

ber that their advertising can be a fac­
tor in the determination of what
business they are really in. That notion

applies to this business regardless of
the rental-purchase term.

Another issue concerning 12-to-own

concerns cash flow. Some dealers

report that with a 12-month program,
units leave inventory sooner than with
an 18-month program, forcing them to

buy more TVs during a given period
of time. A rental dealer who has not

carefully modeled what happens to

cash flows into the future with a short­
er term may be in for some unpleas­
ant surprises.

One company examining the short­
er term concluded that over a 36-
month period, using certain

assumptions such as per-unit life in

inventory of 13-to-15 months instead
of 20-to-22 months, concluded that it
was going to have to buy three TVs on

the 12-to-own plan for every two TVs
on the 18-month program.

A lot of cash flow calculation

depends upon how the company does
business, of course, and particularly

CONTINUED ON NEXT PAGE

There may be some rental term that is so short that keep
rates most certainly jump dramatically. Wherever that

term lies, the scant information available indicates that

it is not at 12 months.
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cent on 12-month agreements for used
merchandise.

There may be some rental term that
is so short that keep rates most cer­

tainly jump dramatically. Wherever
that term lies, the scant information
available indicates that it is not at 12

months.
This information is a comfort to

industry lawyers and others, who are

concerned with how rental-purchase
transactions are legally characterized.
There are certainly dealers out there
who treat the rental-purchase trans­

actions as sales. It is not how the indus­

try as a whole treats the transaction,
but it is how a few dealers treat it.
These rare exceptions run credit
checks on their customers, get large
down-payments, accept only month­

ly payments and have few accounts

with almost no returns.

Interpretation of a contract legally
depends upon the intent of both par­
ties. The language in the agreement
is probably the best evidence of that
intent. It's not the only evidence, how­
ever. It is also very important what a

customer or a rental dealer said about
the transaction, although there are

some limits on a party's ability to con­

tradict plain written language to which
he or she agreed by signing the docu­
ment.

Keep rate can also be evidence of
intent. Therefore whatever rental-own­

ership term rental dealers elect to use

in their marketing efforts, they must

be mindful of the business they pre­
sumably want to be. They must real­
ize their marketing materials can be
evidence of their contractual inten­
tions over and above what their writ­
ten agreements might say. For

example, advertising which only men­

tions buying the property and how

quick and easy it is to get ownership
contrasts with a written agreement
insisting that the transaction is a

"rental agreement only." This contrast

might well paint a sufficiently con­

fusing portrait of the company's intent
to get the matter before a jury, which
means that the company is at risk of
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LOW-COST RENTAL
AGREEMENT FORMS
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 1/2 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 15([. for Q,.
members and 20([. 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

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 _

Exp. Date _

Signature _

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

6300 Bridgepoint Pky. #305

Austin, TX 78730-5016
.

(512) 794-0095
FAX 51 2 794-0097
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Continued from previous page

upon how the company treats rental
returns. If the company shortens the
term quickly and consistently below
12 months, then the units are going
to leave inventory more quickly, gen­
erate less revenue overall per unit,
and require cash more quickly for

replacement.
But if the company puts rental

returns back out on a 12-month pro­
gram or close to it, many units will
not leave inventory any more quick­
ly than on an 18-month program, so

the issue of replacement units drain­

ing cash from the company may be
less.

If the 12-month program is suc­

cessful and BOR rises quickly, the
cash-flow problem can be exacerbat­
ed as the store is growing. These con­

siderations must be balanced against
whatever cuts in expenses the com­

pany can enjoy, if any, from having
a 12-month program. But these sav­

ings may not come as quickly as the
cash demand to replenish invento­

ry-or at all if the store grows a lot.
This is a potential cash-flow crunch
which dealers must explore fully in
their own companies before launch­

ing a 12-to-own campaign just to meet

the competition.
The consumer marketplace remains

a wonderful and confusing world. The
rental industry is beginning to show
some creative responses to the mar­

ketplace in an effort to garner mar­

ket share, increase profits and
otherwise position individual com­

panies more favorably. From an indus­

try point ofview, this can only be seen

as a good thing, even if individual

competitors suffer somewhat from
these innovations.

Finally, businesses must be run

profitably if they are to be run at all.
Therefore, rental companies have a

responsibility to think through what­
ever marketing programs they can cre­

ate-to make sure that the concepts
work financially. Rental dealers also
must always be sensitive to the legal­
ities of what they do, since the rental­

purchase industry seems destined to
remain a legally sensitive industry in
the near run. PR

Ed Winn is APRO's legal counsel and
a veteran writer on RTO issues.
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get more and more rental dealers
involved in the political process back
home in their districts."

By mid-February, APRO's federal

grassroots program had generated 134

congressional meetings-those in
which a rental-purchase dealer or

RTO company representative met

with a member of Congress or con­

gressional staff.
Face-to-face meetings comprise one

key part of grassroots. Another is writ­
ten communication, in the form of let­
ters and petitions. Since last fall,
APRO has helped coordinate a mas­

sive letter-writing effort, along with
a smaller component-a petitions­
and-posters campaign among RTO
stores across the country.

Since Congress reconvened Jan. 25,
the importance of APRO's overall

grassroots push has become more and
more apparent.

Charles Cloud, an APRO board
and government relations committee

member, has seen definite progress.
The February trip to Washington was

Cloud's second in four months. Cloud,
president of Little Rock, Ark.-based

Fastway, met with several House and
Senate staffers last October.

"The difference was unbelievable,"
Cloud says. "In October I had to plead,
educate and generally felt insecure
about the experience. After the heavy­
duty grassroots effort the past few
months by most of the rental dealers
and our customers in February, the

reception was tremendous. Each and

every meeting was good. The staff peo­
ple knew the issue and in each and

every case stated my argument for
me."

Not only did Cloud notice a change
in attitudes on the Hill, but also in
actions. "The meetings were produc­
tive," Cloud believes, "and I have
received co-sponsors to the LaRocco
bill and commitments from Sens.

Bumpers, Pryor and Cochran to sup­
port the Shelby bill if it is similar to

the LaRocco approach.
"I have no doubt the thousands of

petitions, phone calls, and letters from
both customers and dealers made the
difference," concludes Cloud.

To date, 570 letters to members of

Congress and 166 responses have been

PROGRESSIVE RENTALS



recorded in APRO's files. The power
of grassroots seems to have created a

snowball effect for the rental-purchase
industry's goal of reasonable and bal­
anced federal legislation.

"The grassroots effort that we've
done back at home-sending letters
and having petitions signed-was very
well-received," says Rent America's

Tracey Morgan, a member of the gov­
ernment relations subcommittee on

grassroots. "Several of the legislative
aides were particularly pleased to get
the petitions because it gave them a

reason to go back to the senator or rep­
resentative and make this a priority
issue."

Writing letters and circulating peti­
tions is the easy part. Sitting across

the desk from a United States Senator
or member of the U.S. House of

Representatives, when you get right
down to it, can be intimidating.

The key, say those who have already
experienced that butterflies-in-the­
stomach feeling, is to commit to the
task and then "just do it."

Ernie Lewallen, president of United
Household Rentals in Cincinnati and
member of the APRO board and gov­
ernment relations committee, recalls:
"Before the meetings, I was in awe of
these people. I quickly found that the
members (of Congress) and their staffs
are no different from you and me.

They were willing to listen, asked

good questions, and took notes. Most
knew little about our issue and were

glad we'd made the long trip to see

them."
Lewallen believes the industry is

choosing the high road by taking its

message to Congress.
"It was good because they saw us

as smaller dealers, basically con­

stituents, who have small business­
es in their districts coming to them
with legitimate concerns."

APRO President Quinn realizes the

importance of political activity
because he understands a basic law
of physics: Wherever there's a vacu­

um, something will fill it.

For example, the March 31, 1993,
congressional oversight hearing on

the industry, "Rent to Own: Providing
Opportun iti es or Gouging
Consumers?" It took industry officials

by surprise. Less than a year before,
on June 24,1992, Rep. LaRocco called
a hearing on rental-purchase, only to

PROGRESSIVE RENTALS

Members of the APRO Government Relations Committee met a day early, on Jan.
31, to go overplansfor two days ofmeetings, Feb. 1-2, with officials on Capitol Hill.

Photo by Ernie Lewallen, United Household Rentals

The Washington Monument serves as

a familiar icon to citizens, including
RTO dealers, visiting Washington, D.C.

find little interest in the subject from
his colleagues. At that hearing, testi­

mony from Federal Trade
Commission and Federal Trade Board

representatives indicated there were

no major problems with the rental­

purchase industry. But nine months
later, Rep. Gonzalez, chair ofthe U.S.
House Banking, Finance and Urban
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Affairs Committee, had a knee-jerk
reaction to an anti-RTO television

report. Legal Aid jumped on the

opportunity to bend Gonzalez's ear,
and a powerful but misinformed man

beat his gavel.
"If we ignore the situation, it will

be an important issue to Congress­
on the wrong side," Quinn points out.

"I can't guarantee that everybody will
like politics because personally, if I
had my way, I wouldn't be doing this.
But we have to. The ostrich that sticks
its head in the sand is going to get
kicked. It's just going to happen. The
fact is it's good for staff and it's good
for our members to get more and
more knowledgeable about the polit­
ical process."

By taking the initiative, rental­

purchase dealers can help influence
the attitudes of key opinion leaders­
the U.S. Congress.

"Their level of understanding has
been elevated," says Lewallen. "More
of our federal representatives proba­
bly have a one-sided view of our issue
now. And it's our side, because we've
been honest and consistent in our

communications. "

APRO's lobbyist Raffaelli, whose
office helped coordinate the February
meetings, assesses the experience this

way:
"We touched bases with a lot of

members of Congress. The constituent
touch-another form of grassroots. It

puts faces with names, letters, com­

panies. And you've got to do that. It
also sends a signal to the other side
that we're going to hustle. We are

going to walk the halls. You don't
want them to think they can catch you
off guard." PR

John Gormley is APRO's director of
communications.
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Startpreparingnow­

Aug. 3-7 is approaching

PICTURE THIS: IT'S AUGUST, A MERE EIGHT MONTHS FROM NOW. YOU'RE LYING

IN THE SUN AT A FABULOUS TROPICAL RESORT-WATER, PALM TREES, THE WHOLE

BIT-RESTING UP AFTER A DAY IN AN INCREDIBLY MAGICAL PLACE WHERE EVERY­

ONE CAN BE A KID AGAIN. YOU'RE SURROUNDED BY LUXURY.

Curiously, people keep asking you if

you've seen Mickey, and you say, Mickey
who?, and they slap you on the back
because they think you're the funniest guy
this side of David Letterman.

But wait, you're not drea,ming-you're
staying at the WALT DISNEY WORLD®
Dolphin in Lake Buena Vista, Fla. Just out­

side Orlando, the recreational paradise
to end all recreational paradises. And

you're surrounded by rental-purchase deal­
ers and associates. This isn't a dream. It's
the 1994 APRO convention and, as luck
and good planning would have it, you're
in the middle of everything.

The 1994 convention, set for Aug. 3-7,
promises everything you've come to expect
from an APRO convention-profession­
ally planned and executed educational
seminars, a tremendous trade show, and

parties that give you the information, con­

tacts and business know-how you'll need
for a successful future in the industry.

Not since 1990, though, have you done
it in Disney territory, where the sunshine
is something you can count on and the

daytime temperatures never go beyond
pleasant.

Couple the agreeable climate with acces­

sibility and you've got a convention win­
ner. Florida values its tourists and knows
how to treat them so they'll come back. So

rapid has the growth in tourism been in
central Florida that Orlando's airport has
already undergone an $800 million expan­
sion since it opened 10 years ago. The city
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sits at the crossroads of major Florida high­
ways and is ideally situated to allow side

trips or vacation extensions.

From humble beginnings
Orlando, the county seat of what was

once Mosquito County, was first named

Jernigan after the Georgian settler who
founded it in 1842. It got its present name

from Orlando Reeves, who saved the lives
of fellow members of a scouting party by
warning of an approaching Indian.

Unfortunately, he took an arrow and lost
his life. But in appreciation, the town was

renamed for him. (Everything has a pay­
off.)

By the early 1960s, when Walt Disney
was eyeing swampland south of town for
a possible theme park on a grand scale,
Orlando was enjoying moderate success

as a Florida sun spot frequented by appre­
ciative visitors from the north. The rail­
road had begun bringing tourists in

significant numbers in the 1880s.

The next 80 years had its ups and downs,
reflecting the economic fortunes of the rest

of the country. The advent of Disney, how­
ever, brought development of a magnitude
that no one could have imagined, except
perhaps the incomparable Walt Disney
himself.

The Disney style
Disney does fun in a spectacular way

and the APRO headquarters hotel, the
WALT DISNEY WORLD® Dolphin, does

PROGRESSIVE RENTALS



luxury even more spectacularly. The

Dolphin is a see-it-to-believe-it kind
of place, a short walk or tram ride from
EPCOT@ Center and a Friendship
Water Launch ride to Disney-MGM
Studios Theme Park. This fabulous
27-story hotel, operated by Sheraton,
boasts a 15,000-square-foot lobby and
200,000 square feet of professionally
designed meeting space. That
includes a 51,000-square-foot exhib­
it hall for APRO's eagerly anticipat­
ed annual trade show.

Choose a room at the Dolphin and
be in the heart of everything. From
starfish in the carpet to monkeys in
the chandeliers, the whole ambiance
is one of magic.

Three pools, a swimming grotto and
a white-sand beach offer the chance
to unwind after a day filled with con­

vention activities, as do the fully
equipped health spa, eight lighted ten­

nis courts and five nearby golf cours­

es. Dolphin guests get preferential tee

times. The Dolphin also offers super­
vised activities day and night at Camp
Dolphin for children ages 3 to 12.

Eleven on-site restaurants and

lounges transport you from Italy to

China and points between. For a

quick bite, try Tubbi Checkers
Buffeteria or Dolphin Fountain and
Snack Shop, Harry's Safari Bar and
Grille or Coral Cafe, or do it a bit more

elegantly at Ristorante Carnevale or

Sum Chows. When the sun goes
down, music and hors d'oeuvres are

the fare at Copa Banana. However you
go, it will pleasure your palate.

Outside your hotel
There's WALT DISNEY WORLD@

Vacation Kingdom-EPCOT@ Center,
Disney-MGM Studios,. and the MAG­
IC KINGDOM@ Park, plus Pleasure
Island and Typhoon Lagoon. The

Disney folks are expert at moving peo­
ple, so scooting from one to another
is no problem. A Disney ticket desk
is located in the Dolphin lobby.

Since it opened in October 1971,
WALT DISNEY WORLD@ has enter­

tained visitors by the millions. For

pure entertainment, visit the MAG­
IC KINGDOM@ Park and its six

"lands," each with its own rides,
shows and theme-based shopping and
restaurants. Everything is first class
and clean, clean, clean. The Disney

CONTINUED ON PAGE 32
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Robin Scott
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52" Projection
Stereo TV

Camcorder

RCA Brand Po'\Ver-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·1lFD Charter Associate Member

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.

© 1993 Thomson Consumer Electronics, Inc.,



Employee, customer surveys yield
info that results in better decisions

/

WHAT PEOPLE FEEL DETERMINES THEIR ACTIONS. THE ACTIONS OF YOUR CUS­

TOMERS AND EMPLOYEES DETERMINE THE SUCCESS AND PROFITS OF YOUR BUSI­

NESS.

KNOWING THAT CUSTOMERS' AND EMPLOYEES' FEELINGS DETERMINE THEIR

ACTIONS, MANAGEMENT IS ABLE TO MAKE MORE INFORMED DECISIONS REGARD­

.ING POLICY.

• • • • •

BY

WAYN E

OUTLAW
The decisions and actions of man­

agers are critical. They are the life blood
of innovation and success-or the seeds
of decay and decline.

If business leaders don't know what
their customers and employees feel, then

they do not have the information needed
to run the business. Leaders of many orga­
nizations kid themselves into thinking
that they can understand the feelings of
these two key groups by simply looking
or listening; that is important, but it is not

enough.
Unfortunately, many times customers

who are upset do not complain and some

employees who are disgruntled keep qui­
et. The absence of complaints is not an

indication of satisfied or happy customers

and employees. Customers may not be
comfortable in complaining if they feel it

may injure their relationship with the

company. Employees may not be candid
because they want to keep their jobs and

they think complaining may affect their
future.

There are many benefits to an attitude

survey, whether it is survey of customers

or employees. A periodic survey deter­
mines key levels of satisfaction within

specific areas. Surveys also help to mon­

itor trends, confirm questions or suspi­
cions and they may also be used to solicit

suggestions.
Many times clients are surprised at sur­

vey benefits, especially those clients who
are using the attitude survey for the first
time.

According to Richard Rose of Rent-To­

Own/Best-Way, "It is a wonderful tool to

work with. Now we are able to address
the perceptions that our personnel have
and tackle the problems that we become
aware of."

Terry Mullins of Rarick's Rent-To-Own

reports that the employee survey helps to

identify potential problems.
"The employees who deal with the cus­

tomer? every day have a different per­
spective of the business. Combined with
the upper management's perspective, (sur­
veys are) used to ensure that we are deliv­

ering the highest level of customer service
needed to be successful today," says
Mullins.

Information can be obtained that is nor­

mally not available to upper management
because the survey is conducted by an

CONTINUED ON PAGE 29

26 PROGRESSIVE RENTALSFEBRUARY/MARCH 1994



PROGRESSIVE RENTALS 27 FEBRUARY/MARCH 1994

·r



(
I

-4,

r

r

r

r
, (

Professional automation tools for the rental-purchase industry.-
1·800·326· 6059
1900 Amidon • Suite 200 • Wichita, KS 67203 A·PFD Associate Member since 1984 (

r'
I



Continued from page 26

impartial outside party. The results
of these private surveys may confirm
in black and white what owners and

managers have suspected. The results

may also identify something that
comes as a complete surprise. Once
the information is quantified, it may
provide the catalyst that causes much­
needed action.

No company is immune to the con­

sequences of being unaware ofprob­
lems with customers or employees.
It's also important to remember that·
these problems will not go away if

ignored.
The type of information available

from attitude surveys is diverse.
Areas typically addressed by employ­
ee attitude surveys are their feelings
about the company, about their job,
about their boss and about upper man­

agement. In these areas, topics such
as goal clarity, planning, measure­

ment, accountability, recognition,
communications, human relations,
perception of the company, percep­
tion of the industry, management
effectiveness and business effective­
ness can be probed.

Employee attitudes concerning spe­
cific areas, such as customer ser­

vice, products, cost-versus-value and
business operations are also exam­

ined. These surveys solicit sugges­
tions and information from the

employee in almost all areas.

Employee attitude surveys vary in

complexity, ranging from a simple
questionnaire to an in-depth study.
You may conduct your own survey,
but you should get an outside party
to design the survey and to ensure

confidentiality and objectivity. This

type of survey typically follows these

steps:
• Identify the need. Directors of the

organization must first determine
what they want to achieve. Once the

objective is determined, the questions
can be asked about what areas need
to be probed. This is critical. The sur­

vey must fulfill the needs of the com­

pany.
• Create the survey instrument. By

interviewing key managers and deter­

mining specific areas of concern, a

survey instrument may be created that
not only addresses the area of con-

. PROGRESSIVE RENTALS

The results of these private surveys may confirm in black

and white what owners and managers have suspected.
The results may also identify something that comes as a

complete surprise. Once the information is quantified, it

mayprovide the catalyst that causes much-needed action.

• Developing the action plan. The
result of a survey should be action.

Knowing a problem exists will not fix
it. Top management can develop its
own priority list of actions, which
will be addressed based on the rec­

ommendations.
• Feedback. Once the situation is

understood and the actions are devel­

oped, top management should share
this information with direct subor­
dinates. Feedback is then moved
down the line until all who have

responded to the survey have access

to the results.
Customer attitude surveys focus on

such key areas as treatment by
employees, perception of service,
products offered by the company and
the levels of satisfaction with the com­

pany products or prices. Another key
area examined in customer attitude

surveys is loyalty.
Xerox Corporation has been sur­

veying customers for many years.
Recently, Xerox identified customers

who rated service as a "5" were four
times more likely to continue doing
business compared to customers

who rated their service a "4" level.

Tracking customer satisfaction and

comparing it with customer retention
can validate progress in identifying
and improving customer service.

A company can create its own cus­

tomer surveyor use an outside source

to assist in creating this survey. It is

important that customers be surveyed
on a regular basis to see changes in
satisfaction level. This type of survey
typically follows these steps:

• Identify the need. The objective
of the survey must be identified and
the area to be examined must be
determined.

• Determine the survey method.
Most surveys are written. However,
they can be conducted over the tele­

phone. How the information is com­

pleted and returned to the company
is key.

CONTINUED ON PAGE 34
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cern, but also accurately measures

response. If the information being
obtained is to be accurate and unbi­
ased, then the phrasing and format of
the question is critical. Surveys should

provide quantifiable answers for the

participant to check. These surveys
tend to give more accurate informa­
tion and are easier to interpret.

• Select the survey group.
Depending on need, you can survey
all employees or only selected groups.
Typically, certain job titles, loca­
tions or tenure levels are surveyed
among employees.

• Survey administration. It is essen­

tial that the employee attitude survey
be administered in a way to ensure an

atmosphere of openness and confi­

dentiality. If employees suspect that
their answers will be made known to

their bosses, they will not be candid.
• Tabulation and analysis. Many

times the completed questionnaires
are tabulated by an outside firm.
Whoever is responsible for the anal­

ysis then reviews the results. This is

especially helpful if the organization
has experience in analyzing surveys
from similar types of companies.

This database of knowledge will
allow responses with similar scores

to be correctly identified as being
either serious concerns or positives.

For example, some employees feel

they are not paid well enough. But
because this is a common feeling
among many employees at many busi­
nesses, the strength of the feeling
would determine its degree of sever­

ity. It may not be a legitimate prob­
lem.

• Developing recommendations.
Based on the tabulated responses and

analysis, as well as participants' com­

ments, a recommendation can be
made. If the survey is correctly
focused, then these recommendations
may provide information for future
decisions and also uncover new means

by which an organization may realize
more success.
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We'd do well to learn from this customer-service example
't

I HAD AN INTERESTING CONSUMER RETAIL

EXPERIENCE THE OTHER DAY THAT MADE

ME REFLECT ON THE RENTAL BUSINESS.

IT'S WORTH SHARING.

My WIFE HAS BEEN INSISTING ON SOME

HOME IMPROVEMENTS LATELY AND, TO

KEEP THE PEACE, I AGREED TO SHOP

AROUND FOR A NEW TV TO FIT IN A

BOOKCASE. THE 13-YEAR-OLD, 19-INCH

SONY, ALTHOUGH IT WORKS PERFECTLY

WELL, IS TOO BIG FOR THE SPACE, AND

I DECIDED THAT BUYING A NEW TV WAS

BETTER THAN REBUILDING THE BOOK­

CASE.

Joz.

Actions overwords�

• • • • •

Armed with a tape measure, I toured the
retail electronics marketplace looking
for as much TV as I could get in a cabinet
that was fewer than 22 inches tall. I dis­
covered that I could get a 25-inch TV,
but after shopping three large discount
retail shops, including Sam's, I found that

only one of Norm Smith's finest Zenith
models suited my purposes and fit inside

my bookcase.
Circuit City had the best price at rough­

ly $325. I let myself be stepped up to get
picture-in-picture, a decision I might not

make again, but it was a bell I thought I
wanted at the time, and it may come in

handy during March Madness or during
next football season.

I any case, I finally made my purchase
at about 9:30 on Saturday night. The store

had closed at 9, but my sales counselor
and I had been lost in conversation about
the TV business, -generally what is sell­

ing, what is not and so on. (That's how we

all learn; talking to the front-line troops­
our troops, their troops, anybody's troops.
They know what's happening in the mar­

ketplace.)

30

I paid cash, they loaded my purchase in
the car, and off I went. Twenty-five inch
TVs are not all that heavy anymore. By
themselves the sets are manageable, but in
the box they are unwieldy. I got it into the
house alone-my bride doesn't do heavy
lifting-and was tired but excited about the
new purchase. The first family TV since the p

twins were born. The kids helped with the
�

unpacking and, in the process, destroyed
the box.

Once the package was open, I saw to my
infinite dismay, it was the wrong TV. It was

�

a 25-inch Zenith, but it was the wrong mod-
el and too tall for the bookcase. Worst of
all, it was 10:30 at night and too late for -0{

me to call anyone useful to vent my spleen
over the ineptitude of everyone involved.
I went to bed flummoxed and had night­
mares about TVs.

By noon on Sunday, and following a

sermon on forgiveness at church, I had
recovered my equanimity and called Circuit

City to see what kind of response I would '<If.

get to my predicament. My sales coun­

selor from the night before was soon on the
other end of the line. I did not start off

yelling, but I was ready to lapse into yell
mode if I got less than complete satisfac­
tion. After a couple of brief conversations >41

in between, during which he conferred with
the manager-all of this within 30 minutes
of my original call-I had the TV I had

bought hand-delivered to my door by my
sales counselor and two other sales people.
The wrong set was carted off and I received �

a refund of $50 for my time and trouble.
This was from a company which adver­

tises service from time to time, but which

mainly tries to get people in the door by
having the best prices in town. This is also
a company that does $2 billion-plus in sales
a year, and I begin to see why.

I really got some service. I represent an

industry which calls itself a service indus­

try, and I am certain that there are rental

companies out there which, after a goof,
would perform equally to make sure that

they had an entirely satisfied customer. I

PROGRESSIVE RENTALS



am also certain that there are others
who would not bother. And this is
what I have been pondering.

We all know the old saw about how
much damage unhappy customers do
·to a store's reputation and business

by simply telling friends and family
about what happened to them.

What moved me about this incident
was not the fact of the wrong box

being pulled late on a Saturday night.
That was a mistake, but it did not have
to be a fatal one. Rather, what

impressed me was the speed and effort
that this company's employees put
into the correction effort on Sunday
afternoon. I was so impressed, in fact,
that I am telling all of my friends.

The rental industry ought to be that

good, better if possible. Rental com­

panies can no more afford to have

angry, dissatisfied customers than
Circuit City, even ifthe odds of rental
customers being lawyers with a col­
umn in a national trade magazine are

less. An angry customer in the rental
business, which we all agree is a

neighborhood business, can do untold

damage in the neighborhood and cost

stores a lot of money.
I was prepared to demand my mon­

ey back and start writing letters to

everybody within that organization
and outside of it, recalling my bad

experience. But there was someone

in that store, someone on that front
line, who had enough training or com­

mon sense to get the bad taste out of

my mouth and salvage a positive expe­
rience for me with that store.

We all say that we understand that
the most important things we have
are our customers. How many of us,

on a daily basis, through our employ­
ees' interactions with those most

prized possessions, are able to prove
that understanding? Weare all cor­

rect about that marketplace fact.

Indifference and even antipathy
toward rental customers are still
around in our business. We will not

get the government and its do-good­
ers off our backs until we perform bet­
ter as an industry toward all, even

unto the least, of our customers.

Besides that, it is just plain how a

business ought to be run. There is

nothing more important. PR

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

you save money
on msurance,

. overnight packages,
and long-distance.

telephone rates?

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 ProqressiveRentol 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. 1

1
1
1
1
1
1
1
1
1
1

City State Zip 1
-------------------- 1

D
D

Please Call Me

Please Send Me More Information

Phone (Name _

Company APRO Member?
_

Address
_
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Quality RTO
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 more

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 �
-------------

I I
I Yes, I would like a subscription I

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.

[S [11111·
Card # ----------

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

Siqnature., - _
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Continued from page 23

operation sets the standard for theme

parks in smoothness and efficiency
of operation.

To maintain the ambiance and keep
the magic, most of the operations that

keep the MAGIC KINGDOM@ Park

going happen underground and out

of sight of park visitors.

Magic in the kingdom
Enter Main Street USA and step

back in time to an America where gas
lamps and horse-drawn streetcars

clashed with electric lights and horse­
less carriages. Visit the Penny Arcade,
sip sodas on the Town Square, watch
artisans etch glassware at the Crystal
Arts shop or confectioners make can­

dy at Main Street Confectionery.
Music-from strumming banjoes to a

barbershop quartet-tickles your ears

from all directions.
In Adventureland, take the Jungle

Cruise through remote waterways of
the South Seas, where surprises lurk
around every corner. Amid the beat­

ing of tribal drums, you'll come to

appreciate the expertise of horticul­
turists who've created a lush jungle
of hibiscus, ferns, bougainvillea and
other flora. The Pirates of the
Caribbean boat ride showcases Disney
Audio-Animatronics figures as you
join a swashbucklers' raid on a

Caribbean village. The walk-through
Swiss Family Island Treehouse was

inspired by Disney's 1960 film, Swiss

Family Robinson. Shops in
Adventureland offer tropical, pirate
and safari-inspired merchandise.

Frontierland takes you to the Old
West, where you can ride the runaway
mine train down Big Thunder
Mountain, enjoy country music at the

Country Bear Vacation Hoedown or

be entertained by singers, dancers and

ventriloquists at the Diamond
Horseshoe Jamboree. Tom Sawyer
Island is a great place for the kids to
run off some excess energy.

Visit Colonial America in Liberty
Square. Its Hall of Presidents recalls
American presidents and great
moments in American history, and
the area boasts one ofDisney World's
neatest attractions, the Haunted
Mansion. The ghouls who "live"
there number one short of 1,000 and
they have a rollicking good time as
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you move through the classiest haunt­
ed house ever designed, more amused
than terrified. Don't leave the area until

you see the 150-year-old Liberty Tree,
found elsewhere on the Disney prop­
erty and moved to its present site by
a 100-ton crane.

Step into a fairy tale in Fantasyland,
whose attractions-Dumbo, the Flying
Elephant; Mad Tea Party, Mr. Toad's
Wild Ride, Peter Pan's Flight, Snow
White's Scary Adventures-were

inspired by Disney animated clas­
sics. This is the "land" most fascinat­

ing to young children. At its center is
Cinderella Castle, the towering white
structure that epitomized the Magic
Kingdom. This is a very popular part
of the park, and lines are often long,
so plan to spend the day.

Space Mountain is probably the

biggest attraction in Tomorrowland,
which also offers a Gran Prix Raceway
and simulated trip to outer space. A

Skyway connects Tomorrowland with

Fantasyland, and the Disney World
Railroad circles the park, stopping at

Main Street and Frontierland. An elec­
tric parade concludes the festivities
each night and is a must-see event.

EPCOT@ Center
Walt Disney, a man of incredible

vision and boundless imagination,
looked out at that Florida swamp­
land and saw not only a replication
of his California theme park,
Disneyland, but a "City of Tomorrow."
The result of his vision is EPCOT@
Center-an Experimental Prototype
Community Of Tomorrow. It opened
in October 1982 and has fascinated vis­
itors ever since.

Sponsored by major U.S. corpora­
tions and by international govern­
ments, pavilions of Future World
and World Showcase present the
nations of today and the technology of
tomorrow. World Showcase is a

world's fair whose delightful meld of
. reality and fantasy is a treat to all.

In Future World you get a glimpse
of what life might be like a few years
down the road, told in a way that both
entertains and educates. The World of
Motion ride traces transportation his­

tory, from invention of the wheel to

high velocity travel, and allows you to

float over a built-to-scale model of a

future city by night.
Wonders of Life offers a journey

...
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through the human immune system
in theater simulator vehicles, the expe-

� rience laced with the touch and know­
how of the Disney "imagineers."
The energy show in the Universe of

Energy takes you to a Middle Eastern

desert, the Arctic Sea, a Space Shuttle
blast-off, and a North Sea storm, all
in the space of 26 minutes.

In The Land, see how the food of
the future will be grown hydroponi­
cally-in mid-air with no soil-and

your visit to the Living Seas pavil­
ion will be unforgettable. Horizons is
a view of our lives in the future,
Jules Verne style. You can see tomor­

row today in Communicore, which
allows a glimpse of where technolo­

gy will take us.

Eleven countries from around the
world present their best in the World
Showcase. Each pavilion offers archi­
tecture, food, flora and merchandise
native to its land. What sounds like
a boring geography lesson is really
geography come alive. With films,
rides and displays, each nation show­

;.._.
cases its unique character and brings
it alive in an enchanting way.

Personnel native to each country
enhance the authenticity of experi­
ence. You can visit Canada, France,
the UK, Morocco, Japan, Italy and
more all in one day. Each tries to out­

do the other with charming results.
The highlight of it all is Spaceship

Earth, the lS-story geodesic dome that
dominates EPCOT® Center.

Spaceship Earth is presented by AT&T
and celebrates the role communica­
tion has played in the progress of
humankind. Climb aboard a time
machine and journey back to the
dawn of civilization as the trusted
voice of Walter Cronkite traces the

development of communication

through the ages. You'll end up float­

ing through space into the future in
a finale you'll never forget.

But wait ... there's more

Disney isn't through with you yet.
Disney-MGM, the newest of the major
components, takes you behind the
scenes at the movies and recreates

some of the magic of cinema. In a

replica of Hollywood's famed Chinese
Theater, you'll ride through great
moments in film history, tour a stu­

dio and sound-effects stage, and come

face to face with Star Wars characters

PROGRESSIVE RENTALS

There are, in fact, entire countries
smaller than WALT DISNEY WORLD®
Vacation Kingdom.

Best of all, it's just part of what the
Orlando area has to offer, albeit a sig­
nificant part. Ride the wave to APRO's
1994 convention in Lake Buena Vista,
Fla., site of the WALT DISNEY
WORLD® Dolphin. It's not too soon to

plan for the Aug. 3-7 big event. PR

Barbara Stooksberry is a freelance writ­
er and editor who has written about
APRO's convention destinations since
1989.

on a ride created in conjunction with

producer George Lucas.
The Disney World complex also

includes Fort Wilderness, a former
Seminole hunting ground transformed
into a modern-day camp ground. It

gives you a chance to return to nature

when you've had your fill of man­

made animals that sing better than

you do. River Country is an old-fash­
ioned swimming hole. Ropes, the
inner tubes, slides, even the burgers
and hot dogs, all make River Country
a great place to cool off.

Why is this Ballerina
Smiling?
Because her Daddy hasn't

, missed a single recital thisyear.

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 tWy Ideal is Rent-To-Own.

Cnl/800-96-IDEAL

IDEAL
So/tUlare Systems, lnc.

Post Office Box 2928
Meridian, MS 39302 \

RENT-TO-OWNIVIDEO TAPE I SHORT TERM RENTAL IPAWN SHOPI CHECK CASHING
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Continued from page 29 lope will increase your return rate.

Customer attitude surveys must be
made easy. If it takes time and effort
to respond to a survey, the customer

can be rewarded for that with offers
of free or reduced-price merchan­
dise or free rent for returning the

survey. The response rate will increase

significantly with rewards.
• Tabulation and analysis. With

customer surveys, confidentiality is
not as important as in employee sur­

veys. These surveys may be done eas­

ily in-house. It is important to

establish a baseline of information and
ensure that this level of service is

improving in the entire company. It
is also important to identify problem
employees and stores so quick action
can be taken.

• Feedback. The results of the sur­

vey should be a regular part of a man­

ager's discussion and evaluation of

employee performance. Use these
results as a measurement of success.

In recent years, Tom Peters created
a culture ofMBWA (Management By

Walking Around). This is an excel­
lent philosophy to stay in tune with
the organization. However, it is not

enough. Many times top managers­
even when walking around-do not

know what employees are feeling. The

feelings of employees determine their

actions-affecting how well cus­

tomers are served and, most impor­
tantly, the company's success.

Surveys are especially effective
when entering tough times or in times
of growth. They also come in handy
when top management needs to know
what people are really thinking and

feeling, thus providing a base for man­

agement decisions. Whenever those
in top management implement an atti­
tude survey, for employees or cus­

tomers, the company will see

improved results. PH

Wayne Outlaw is president of the
Outlaw Group, which provides train­
ing, consulting and performance
development programs. He is a cer­

tified professional consultant and can

be reached at 1-800-347-9361.

• Select the survey group. With cus­

tomers, the survey is done after the
establishment of the initial relation­

ship, after an event such as a service
call or on a periodic basis. Random

surveying for a portion of your cus­

tomers on a periodic basis can be espe­
cially helpful in finding ifyour overall
level of service is getting better. The

key? The sampling must provide accu­

rate information to be analyzed.
• Create the survey instrument. It

may be necessary to create different
surveys for each situation. Questions
may have to be phrased differently
for a new customer versus questions
for a random sampling of current cus­

tomers. It must be quick and easy to

complete, regardless of how it is cre­

ated or the questions asked.
• Survey administration. Surveys

must be made easy to administer and
retain. Obviously, giving the customer

a self-addressed and stamped enve-

We're Opening a New Superstore
Nearly Every Week!

We have something you're looking for...OPPORTUNITY! Many managers who have recently
come to work for us tell us their income was limited by the tools they had to work with and the

opportunities within the company. That's not the case at Aaron's Rental Purchase.

We're searching for the cream of the

crop. If you have the organizational and

leadership skills necessary to EXCEL,
not just perform, we'd like to talk to

you. Send your resume in confidence
to:

• FASTEST GROWING COMPANY IN INDUSTRY

• EXCELLENT COMPENSATION PACKAGE

• TREMENDOUS ADVANCEMENT OPPORTUNITY

• BIGGER STORES

• BETTER SELECTIONAaron's Rental Purchase
Att'n: Randy McMullin
3001 North Fulton Dr., NE

Atlanta, GA 30305-2377

• AGGRESSIVE PRICING

=-

A I
�-,-'7 RENTAL
=-=-

i=_w aro..-sPURCHASE"'
-=- A Division of Aaron Rents, Inc.

Franchise Opportunities Available FURNITURE ELECTRONICS APPLIANCES .JEWELRY

Equal Opportunity Employer Aaron's Supports a Drug Free Environment
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lose their jobs.
FORESIGHT is the only Club

provider that furnishes a two year
service contract to the customer

after they go to term.

FORESIGHT is the only Club

provider that covers all products
a customer has on rent through
one membership fee.

FORESIGHT is the only Club

provider that has an association
with over 7.5 million customers

nationwide
FORESIGHT is the only Club

program that provides every store

location with video training,
customized procedures manuals,
employee recognition programs
and contact every month with

every store employee through a

monthly newsletter.
If you are a rental dealer and

you are looking for a tool that
creates customer loyalty, generates
excellent profits and helps your
industry fight for you in

Washington, then contact

FORESIGHT Preferred Customer
Clubs immediately.

For more information call 1-800-
733-0811 or write 3700 W.

Robinson, Suite 230, Norman, OK
73072.

In the battle to pass

legislation favorable to the Rental
Purchase industry,

FORESIGHT
·ight

Much has been written
and discussed concerning
potential federal legisla­
tion pertaining to the
rental purchase industry.

• • • •

This legislation, good or bad,
will have a far reaching impact on

rental dealers.

Many dealers have become
involved in legislative efforts by
con tacting their local repre­
sentative. Many have also.
contributed financially to APRO's
effort to promote and gain passage
of a fair and balanced bill.

In addition to the efforts put
forth by rental dealers, some

Rental Purchase vendors also feel

they have a vested interest in

seeing that the best bill is enacted
into law.

One such vendor is doing more

than standing on the sidelines

watching as the rental industry
struggles for its right to survive.

This vendor has sought and
received support of industry
endorsed legislation from its

representative on the House side
of congress and is presently
working to gain equal support
from its two Senate repre-
sentatives.

.

In addition to direct political

• •

jOtUS
contacts, the vendor also entered
into an agreement with APRO to

contribute a percentage of all
revenue it receives from rental

purchase dealers to the national
Association. For over a year,
monthly contributions have been

provided to APRO by this

supporter of the Rental Purchase

industry.
The vendor, FORESIGHT Preferred

Customer Clubs, has been pro­
viding a valuable product to the

industry for almost five years.
FORESIGHT lists among its clients

some of the largest and most

visible Rental Purchase companies
in the country, as well as a large
number of smaller operations.

FORESIGHT programs allow the
dealer to deliver a greater level of
service and benefits to the
consumer and in return realize a

higher level of profitability.
The relationship FORESIGHT

programs foster, benefits the

consumer, the dealer and unbe­
knownst to most people until now,
it benefits the industry.

FORESIGHT was the first and is
the most successful Club provider
in the Rental Purchase industry.

It is the only Club program that
offers its dealers involuntary
unemployment insurance to cover

rental payments if their customers

This is a paid advertisement by FORESIGHT, Inc.

••••
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BY

BUD HOLLADAY
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Before spending a bundle on human resources, tIy these
�

"IF YOU DON'T TRAIN YOUR EMPLOYEES,

THE CUSTOMER WILL. AND YOU'LL END

UP LOSING BOTH OF THEM." IF YOU

THINK THAT QUOTE CAME FROM SOME

FANCY $275 SEMINAR, YOU'RE WRONG.

THE WORDS WERE COINED BY YOURS

TRULY ONLY YESTERDAY, AND THEY ONLY

GO TO PROVE THAT ANYBODY CAN SOUND

LIKE A TRAINING EXPERT.

ALL IT TAKES IS THE RIGHT CLICI-IE AND

A CLEAN FLIP CHART.

• • • • •

In today's business climate, worker train­

ing is vital. But it's no secret that some of
us would rather sign up for a new religion
than listen to another set of audio cassette

tapes by the latest training guru.
(A guru is a genius who can't find steady

work; once geniuses are employed, they
all become vice presidents, explaining
why you seldom find a guru with a regu­
lar paycheck or a vice president who isn't
a genius.) What follows is what they nev­

er tell you in those tapes, anyway-the
real secrets to employee training.

You should decide first whether you'll
train in-house or hire one of those firms
that keep sending all the slick brochures.
You know, those folders that portray hap­
py employees who don't look anything
like the ones you're hiring, all working
in what must be Donald Trump's office or

possibly the Romanian embassy.
Whichever method you choose, there are

some important things to remember.
Even in-house training is expensive. If

your company is like most, and training
sessions last longer than two weeks, you
could go through a hundred dollars worth
of poster board just keeping organizational
charts current. And you always double
whatever amount of supplies you think

you'll need.
Otherwise, you're likely to run short

because people almost always take your
training materials with them when they
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quit. (Woody Allen once observed that
crime is profitable largely because of the
low expense in office supplies.)

Early in the process, somebody is bound
to argue that your training program won't
be complete without colored three-ring
binders with the company's name and logo
stamped on the cover. But those can cost

upwards of five hundred dollars, leaving
little or no budget for golf tournaments
and fishing trips. Besides, if you have

employees who still don't know the name

of the company they're working for, it's

likely that no amount of training is going
to help them. Buy the cheap ones.

Then there's the jelly doughnut factor.

Multiply the number of attendees by the
cost of jelly doughnuts, times the number
of days in your program, and it's easy to

see that you can (literally) eat up several
hundred dollars just in pastries. Some

companies have imposed a two-doughnut
limit, but that could make you look like a

piker. To maintain your image as a pro- .

fessional outfit, it's probably better just to

chop a few days off the end of the program
when people have lost interest anyway.

Good training requires good facilities.
Some rental companies have spacious 1>

training centers complete with product
displays, computers and even payment
counters. Trainees get to learn the bus i- �

ness in a setting that looks exactly like a

rental store, except products are new,
the carpet's clean, and the guy in charge
is there all day. But even if you don't have
the resources to build your own, you can

still have a first-class operation.
Every company has at least one store

that's clinker. Find yours by checking
financial statements and BOR figures for
all stores open at least 18 months. The
nearest money-loser under 600 BOR is the J

new training center. Since the people who
f

need the most training are already there,
it won't take long to make this conversion.

Finding somebody to head up your new

training department won't be as difficult
as the so-called experts would have you
believe. Just go to your nearest store and
review its delinquency list. Note the name
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of every customer who has five units
and hasn't made an on-time payment
in the last year. Then get these people
in for job interviews. After all, they
understand the business. They know
how to train rental store employees.
They like you. What more do you
need? One of these people is your new

Training Director.

If you choose to hire a consulting
firm to train your employees, be pre­
pared to spend a lot of money. But
don't expect miracles. Most of these
outfits got started when a bunch of

people who went to school together
got fired after their companies went

broke (this explains why they all seem

to know each other at conventions).
When the unemployment deal ran out,
they decided to form a consulting
group.

The advantage in hiring professional
consultants is that, unlike having some

boring corporate trainer hanging
around all day, you don't have to

spend a whole lot of time with con­

sultants. They'll fly in and spend a

� few days meeting with your top exec-

utives. They'll walk around and look
at things and take notes with little gold
pens and make important phone calls
on cellular phones. You'll notice
that all their paperwork is kept in nifty
leather bags, just like the kind you see

foreign tourists carrying at the airport
(except theirs have underwear and
fresh fruit inside and not your com­

pany's future). You're sure to be

impressed.
It helps if you understand the lingo

these people use, so let's examine a

typical day in the life of a consulting
group. When the consultants ("Staff")
finish up with the meetings ("Focus
Groups"), they go off to an expensive
hotel ("Off-Site"). There, they review
their notes and make more phone calls,

� most of which are to people who

might help them find real jobs
("Networking"). Later, down in the
hotel bar, they all sit around and try
to figure out how a dolt like you has

managed to stay in business without
them ("Analysis").

About Day 4, the consultants come

back with a written program, which­

according to the blue leather binder­
was created just for your company.
The bill for $17,000 was also created

just for your company.� Firms like these invariably recom-
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mend that you use their training facil­

ity, which usually turns out to be a

cliffside villa somewhere in the
Caribbean. The cost, which just slight­
ly exceeds what we paid for Louisiana,
includes meals and those little umbrel­
las in your drinks. Plus you get to keep
the shirt with the fish on the pocket.

But not all training companies oper­
ate that way, and some charge con­

siderably less.McTrainers, for instance.
An outfit staffed by former night

managers of a major fast food chain,
McTrainers comes in Friday afternoon,
loads up all your people in a van and
takes them down to the local burger
joint. They chow down and swap war

stories while role-playing with the
counter girl and passing out job appli­
cations to customers. Then everybody
hightails it back to the home office to

knock out a few training manuals
and some policy books.

All this takes about half a day and

you can negotiate the fee. If you carry
big-screen TVs, you can trade the fee.

Still, many people argue that train­

ing is a waste of time: nobody stays
around long enough to use it. You can

avoid that problem by hiring only peo-

ple who have worked at your compa­
ny before. That isn't as farfetched as it

might sound.
For example, people who were fired

earlier know you're really serious about
the guns and drugs policy. No prob­
lem. And if they weren't fired, but quit
for a better job, you become the bene­
ficiary of all the training paid for by
your competition. It doesn't get any
better than that.

Rehires also reduce overhead.

Imagine how much you'll save on file
folders by just pulling the old person­
nel file instead of creating a whole new

one. Because rehires already know

your program, they won't have any
expectations of high salaries or gen­
erous benefits.

After you've replaced everybody
with former employees, you'll find that

your company requires no training pro­
gram at all. Then you'll be able to

rent and collect with efficiency. Isn't
that the whole point of training? PR

Bud Holladay is vice president ofmar­

ketingforAlrenco. He is a former RTO
dealer and founder of APRO. His
humor/opinion column appears in

Progressive Rentals every issue.

Installation
Software Only
Hardware Only

Turnkey
Leasing Available

COMPUTER SOLUTIONS
for

RENT TO OWN & RETAIL SAI,FS
FURNITURE - APPLIANCE and ELECfRONIC STORES

• RETAn.. POINT OF SALE • BARCODING II!!
• RENT-TO-RENT • INVENTORY ANALYSIS
• RENT-TO-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

A·pt:D Associate Member since 1993

Over 450 stores depend
on Rsss.

Some since

Single Store or

R�SHome Office with
Remote Stores

Rental & Sales Software Systems
4S7 Robert OrivellCorpus Christi, TX 78412

1-800-334-5224
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Dealers talk market innovation,
federal legislation at start of '94

/

Jimmy Wammock
Owner
Furniture Plus

Birmingham, Ala.

On Atlanta Furniture Market:
"The reason we come to Atlanta is
because of the selection of quality
products, and not the low-end prod­
ucts. We don't buy prornot ional

goods; we go medium and above aver­

age. They've got to last, you know?
"I've been coming here for five

years, twice a year. I spend about 10

days a year over here.
"We're doing real well with con­

temporary furniture and the acces­

sories that go with it. Very seldom
will we move just a sofa and love seat.

The way we merchandise it, we'll
move the whole group with tables
and lamps."

On success of the Alabama deal­
ers' association: "We were happy

to get a co-sponsor commitment (for
H.R. 2803) from Congressman Jim
Bacchus. We worked real hard on

that. We also met with Sen. Shelby
and are very proud to have him intro­
duce legislation for the industry in
the Senate."

On image of the rental-purchase
industry: "I haven't had one negative
comment from my customers, and I

spend a good deal oftime with them.

"I'm looking forward to another

good year. I was up 14 percent over

the prior year, '93. I just try to train

people well. Our employee retention
has been real good. We mailed out

maybe five W-2s out of 18 employ­
ees, so for one year we're pretty proud
of that."

On business philosophy: "I pay
as I go-I don't finance. I do the

training and the overseeing, the mon­

ey juggling and all that. We do a lot

"The Case of the
Missing Customers"

Companies have reported the loss of numerous new and old

customers, but don't understand why! This is a case for

ShopAmerica's master mystery shopper... ShopLock Holmes.

Let ShopLock help you solve the case and
return your customers.

Telephone and In-Store mystery shops will give
you the answers.

ShopAmerica Inc.

419·473·9012

Check the Clues ...

Are you using -

• Effective Sales Techniques?
• Proper Telephone Procedures?
• Enthusiastic Salespersons?
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of volume, but we're not big. There's

only so much you can handle suc­

cessfully.
"I've had an offer to let someone

come into my store, set up a desk and

give me $20 for every tax return they
did. I might as well give them my cus­

tomer list. I decided against it. I'm
real particular about my customers,
and I protect them like a tiger."

•••

Richard Bartel
President
Rentown USA

Vancouver, Wash. -(
On how he sparked his busy hol­

iday season: "We are constantly mon­

itoring customer requests for new

products and services. However,
monthly survey reports and man­

agement input are not always enough. {,

By observing the retail business, inter­

viewing terminating customers and
current customers, an owner is more ,A­

apt to learn.

"During this past seasonal rush, we
?

introduced untraditional items to the �

rental industry. The introduction of
new products, plus the past satisfied
customer base, produced record­

breaking results."
On popular non-traditional items:

"Sega Genesis and Supernintendo
machines and games were the biggest
success, followed closely by 20-

inch bicycles, computers, bread mak­
ers and portable CD players. We had
some moderately good results with "'­

exercise equipment, portable hot tubs,
dual-deck VCRs and boom boxes."

On marketing strategy: "We have ¥

adopted a new slogan and commit­
ment for our customers. We are a full­
service rental company, one that
addresses the needs of all family
members. An item from mom to dad,
from dad to mom, parents to children, '"
and so on. And just as important is
to recognize that terms on rental items
need to be adjusted periodically to

fit the family budget."
On no-cost advertising: "Our

extremely successful program was

achieved with no additional season­

al advertising expenses. A bold move!
One that we had not done in 20 years.
We strictly relied on in-store pro­
motions, hoping that our reputation
and good service would carry us

through." PR -\
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Finding the right professional
WHEN A RENTAL-PURCHASE DEAL­

ER HAS A MEDICAL PROBLEM, HE OR

SHE NORMALLY SEEKS MEDICAL

ADVICE. WHY, THEN, DO SO MANY

OF THOSE SAME DEALERS SHY AWAY

FROM SEEKING ADVICE OR ASSIS­

TANCE IN AREAS THAT ARE IMPOR­

TANT TO THE HEALTH OF THEIR

BUSINESSES?
• • • • •

The first step to finding a qualified,
competent and affordable professional
is to understand what services are

needed and how the rental-purchase
business will benefit the most. After

deciding which services are the most

important or the most useful in guid­
ing the operation's growth, it is help­
ful to know to what extent those
services will be needed.

Will the local business climate or

the personality of the dealer make hav­

ing a lawyer on call a prudent move?
Is the business big enough-and com­

plex enough-to warrant a full-time

bookkeeper? Or, is assistance in set­

ting up the bookkeeping system and

help with the annual income tax

returns sufficient?

Accountants and lawyers are among
the many types of professionals used

by the average rental-purchase deal­
er. Other professionals who may prove
helpful include insurance brokers and
bankers. Of course, there are also those
business consultants, financial con­

sultants, human resource consultants
and the like.

growth of any busi­
ness or in times of
trouble. But it is the
accountant who will
have the greatest
impact on the ulti­
mate success or fail­
ure of the business.

As already men­

tioned, every dealer
must decide whether
the volume of busi­
ness warrants a full­
time bookkeeper, an

outside accounting
service or merely a year-end account­

ing and income tax preparation ser­

vice. Remember, however, that even

the smallest unincorporated rental­

purchase business usually employs
an outside public accountant to pre­
pare the operation's financial state­

ments.

Whenever money is borrowed,
bankers and other lenders want to see

a balance sheet, an operating state­

ment or other financial statements.

CONTINUED ON PAGE 44

How do I find good help?
A good accountant is the most

important outside adviser available
to most rental-purchase businesses.
The services of a lawyer, insurance
broker or business consultant are all
vital during specific periods in the

A·FIR:) Associate Member since 1987

Is your software outdated?
Don't let the industry out-run your system.

We are committed to keeping up with industry trends,
new legislation and tax laws. We are constantly
improving our system to aid you in controlling your rental

operation.

With - the rental-purchase industry under fire, can you afford to use software that is outdated?

New enhancements to The RAM System include:

Report Scheduler - Now have almost any report waiting for you when you come to work.
Flexible Payout Calculation - Set-up agreements with payout based on the age of an agreement. You have
the ability to calculate 90 days same as cash for the first 90 days and then switch to the balance method
for the remainder of the agreement.
Daily Info Hotkey - Instant access from any point within the system to all your daily information,
including money collected, daily activity and late accounts by route code.

Reports
OUR REPORTS KEEP YOU IN CONTROL. See the difference in rent collected and rent expected by
customer, variations in rent collected and expected on the initial payment.
--

_

Rental Information Systems, Inc. Call today for a free demo!
g:;;:;vg ('&,_�/ PO Box 1165, Magnolia, Arkansas 71753 501) 234-2200
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BY

RON WATERS
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Victory over Gonzalez isn'tgood enough;
support the LaRocco approach andget ...

THEy'RE BACK. CONGRESS AND MOST OF

THE STATE LEGISLATURES ARE NOW IN

SESSION AGAIN, SO BE ON THE ALERT AND

DRAW THE WAGONS IN A CIRCLE, BECAUSE

WE KNOW THEy'RE COMING.

THERE WILL BE MORE FEDERAL HEAR­

INGS THIS YEAR AND PROBABLY SOME

ATTEMPT TO "MARK UP" OR PASS BACK

TO THE FULL COMMITTEE SOME SORT OF

RENTAL-PURCHASE BILL AROUND APRIL

OF THIS YEAR. WE'RE IN CONSTANT CON­

TACT WITH WASHINGTON, SO WE WILL

BE READY.
• • • • •

In the last issue I encouraged you to

use the holiday session break to set up
meetings with your congressmen or wom­

en and senators. I am pleased to report that
we know of more than 100 meetings with

congressional and senatorial offices regard­
ing the RTO bills pending in Congress.
Fifty-five of these face-to-face meetings
occurred Feb. 2-3 on Capitol Hill, follow­

ing a day-long meeting of the APRO
Government Relations Committee on Jan.
31 (see related story, page 14).

Most of the response to APRO-member
visits was positive; we truly made our pres­
ence and concerns known. The best news

coming from Washington is that U.S. Sen.
Richard Shelby of Alabama (a member of
the Senate Banking Committee) has tak­
en the first step to introduce companion
legislation to the LaRocco bill, H.R. 2803.

As of our publication deadline we did
not yet have a bill number for the Senate
version, but you can easily get that infor­
mation from the APRO Facts Line­

(512)794-0258-or office staff. Additional
Senate Banking Committee members are

expected to co-sponsor the Shelby bill and

you are encouraged to urge your two sen­

ators to do the same.

40

During the holidays, I spent time reflect­

ing on our current federal legislative strat­

egy. At issue is the question of whether {­
our primary goal should end at stopping
the Gonzalez bill. Or, maybe we should

go one step further and actively support
passage of the LaRocco bill, which is much
better for consumers and still allows for
a competitive marketplace.

During last spring's mid-year confer­
ence in Palm Springs, we unveiled a fed­

erallegislative plan with two goals. The

primary goal was to stop any anti-RTO

legislation from being enacted into law.
The second goal was to actively seek pas­
sage of federal legislation that the indus­
try could support. The Gonzalez bill
became the focus of the first goal and the
LaRocco bill became the focus of the sec­

ond.
From the beginning there were mem­

bers of the association and industry who
felt our primary goal should be the pas­
sage of federal legislation. This view holds -lr,

that we shouldn't be satisfied with just
stopping anti-RTO legislation.

Charles Loudermilk of Aarons Rents
was one proponent of this proactive
strategy, as well as APRO President Kevin

Quinn. Their basic premise: Merely stop- '.!

ping the Gonzalez bill would still leave
the industry open to continued legislative
attack until the sale-versus-lease issue is �
settled.

As a result of his experience as chief
fund-raiser for the government relations

program, president Quinn was especial­
ly concerned that, with a year-in-and-year
out protracted federal battle, we might
lose down the road because of lack of
funds. Kevin makes a good point. Any
time a chairman of a congressional com -

"'J.
mittee with jurisdiction over our indus­

try-the banking committees-introduces
regulatory legislation, we'd be obliged to

!-­
raise an extra $500,000 to $1 million to
defend ourselves.

I have always thought it would be
enough and a great victory ifwe could just

PROGRESSIVE RENTALS



erallegislation unnecessary.
Unfortunately for us, those on the

other side of this issue (primarily Legal
Aid lawyers who grew tired of losing
court cases and state legislative bat­
tles) decided federal legislation was

their only salvation. It didn't help that
the chairman of the U.S. House

Banking Committee also became inter­
ested in RTO and introduced federal

legislation himself.
The government relations commit­

tee was forced to develop new strate­

gies: Work to defeat the Gonzalez

approach, work to see LaRocco's ·bill

passed, or both.
We started with the first goal early

last year, which is a common goal for
trade associations (and usually the eas­

iest): Oppose the Gonzalez bill as

unnecessary federal regulation of an

industry that's already regulated by
most states.

However, some of our more long­
range leaders have expressed concern

at being faced with this battle over and

accomplish the primary goal.
However, after reflecting on this late­

ly, I've come to the same conclusion.
We must finally settle this sale-ver­
sus-lease issue. There are plenty of
other legislative issues that should
concern us, including the usual issues
ofbusiness taxes, health care, employ­
ee rights, workers' compensation, and
rental theft laws.

For more than a decade we have
been focused on passing first federal
and then state laws that finally settle
this core issue of sale-versus-lease.
And while we never could seem to

get anywhere at the federal level,
despite some early '80s success in the

Republican-controlled U.S. Senate,
we have had phenomenal success in
the states.

A couple of years ago we decided
not to continue pursuit of federal leg­
islation and to focus on quick enact­

ment of legislation in the remaining
states. We'd hoped to keep building
the body of state law, rendering fed-

Ron Waters is APRO's director
ofgovernment affairs.

over each session. As long as anyone
dared to introduce anti-RTO legisla­
tion it would mean enormous finan­
cial cost to us as an association.

Obviously, we don't want raise
funds year after year to fight the same

issue in Congress. But until passage
of a federal law that compliments the

body of consumer-oriented state law,
our industry remains vulnerable. PR

.�. Legal Aid admits it: price controls the issue
OIl Feb. 16, APRO representatives
were scheduled to meet in a negoti­
ating session with those who wish
to eliminate the rental-purchase
industry flirough federal legislation.

mhe meeting was called soon after
Alabama U.S. Sen. Richard Shelby
announced his plans to introduce
companion legislation to Rep. Lar:t'Y
LaRocco's H.R. 2803.

In planning phone calls before
meeting, House Banking Co
staff restricted APRO's gro
three invited association
The proposed meeting w

cordial affair, accordin
planners, where botl[
issue could work. out fJ:i
and maybe settle on some c

mise legislation.
APRO and its rental-purchase

ers were represented by government
affairs director Ron Waters,
Washington lobbyist John Raffaelli
and the association's government
relations committee chair, Chris
Kerst, Among those at the "negoti­
ating" session were LaRocco staffer
Jan Shinpoch and an aide from
Kansas Rep. Dan Glickman's office.

"We walked into the meeting room -John Massey
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SHORT-SI@HTED "CONSUMER PRO­
j

I boards-anybody we pay taxes to. I
i call them because they will be effect-

• • • • • 1 ed ifwe lose. They will lose our tax-
Unlike those two federal repre- : revenue-generating ability."

sentatives and Legal Aid lawyers, Strong's first hurdle was to edu­
Strong knows the role his company cate the local officials about his busi­
plays in his community. ness, letting them know the eventual

Rather than just being satisfied local effects of proposed federal leg­
with sending in his contributions islation. Many hadn't even thought
to the APRO Task Force, Strong is of the rental-purchase industry as a

taking matters into his own hands source oftax dollars, but when Strong
and fighting for his right to do busi- showed officials what he was paying
ness and fighting for his customers' into the parish tax base, their level
rights to own the merchandise they of interest suddenly grew.
rent from Easy Way. The economy is struggling in

During the past six months or more Louisiana, and city and parish gov­
Strong has become a familiar pres- ernments don't need the feds drain­
ence in the parish courthouses of the ing off their much-needed revenue.

Bayou State, meeting with any Strong has also spent a great deal
authority who would listen about the of time urging his customers to con­

value ofhis business and customers. tact their local, state and federal offi-
"It's just a matter of doing some- cials. After all, passage of bad

thing," says Strong. "Most people legislation by the U.S. Congress will
don't do anything, and that's the rea- take away their goods and rights.
son they don't get things done. I Stirring the issue up and educat­
haven't been turned down from any ing people on the local level has
taxing authority, municipalities of proven to open the bridge to the
any type, the sheriffs, the school federal level, according to Strong.

There was a short time when he
couldn't make contact with his U.S.

representative, freshman congress­
man Cleo Fields of Baton Rouge.

Fields, a young and enthusiastic
lawmaker who is expected to have a

bright future in Washington, hasn't
committed to either side of the issue,
but he now knows rental-purchase
is important to his constituents.

Fields serves on the House Banking
Committee, so his support is impor­
tant for dealers across the nation.

Strong vows to keep up the contact.
Louisiana rental dealerJimmy Strong. -John Massey
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APRO announces

rental-purchase
speakers' bureau

Over the past decade, the rental-pur­
chase business has evolved into a f
highly specialized industry. APRO
leaders want to recognize those who
have made valuable contributions- �

such as speaking at educational sem­

inars and writing articles for

professional publications. -{-
That's why APRO has created its

own rental-purchase professionals'
bureau.

To be listed as a member of the
�

bureau, a rental-purchase professional
must have contributed to the indus­
try within the last two calendar years
by either speaking at an APRO semi­
nar or contributing an article to

Progressive Rentals magazine.
Members of the bureau will be rec­

ognized in Progressive Rentals annu­

ally in the management services issue, �

beginning with February-March 1995.

"APRO realizes that there are a great
many dealers who have much to offer
the industry in the sharing of ideas
and expertise," says Shelley Martinek,
APRO's director of education.

Martinek encourages speakers to
volunteer their services. They'll be

helping others within the industry,
while gaining prestige and respect as

a member of the professionals' bureau.
Potential speakers should submit a

paper outlining topics they'd like to
address during the 1994 APRO con- -

vention, Aug. 3-7.
Outlines should be limited to one

page, and speakers should also attach h­
a brief biography telling about them­
selves, their qualifications and their

history of success within the indus­
try. Send papers to:

Shelley Martinek, director of edu­
cation, APRO, 6300 Bridgepoint
Parkway, Suite 305, Austin, Texas,
78730-5016.

If you're selected to speak, you'll
also be asked to submit a publication­
quality photo of yourself. If, instead,
you'd like to write an article for
Progressive Rentals magazine, send
an outline or draft to John Massey,
associate editor, at the same address.

PR
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Making the one Christmas
you've got more profitable.

The
consumer electronics business is changing dramatically from one

month to the next. That's why a strategic mid-course correction for the

second half of the year can make your biggest selling season greener
than ever.

Summer CES® delivers. With products like electronic games, multimedia,

computer and educational software, satellites, antennas, desktop video, home

office equipment, and a full range of audio and video hardware and accessories.

You'll also find the latest in portable computing, wireless communi­

cations, PDA devices, add-in boards, and PCMCIA cards. Plus, the

conference program provides key information you'll need for fourth

quarter success.

In the consumer electronics business, timing is every­

thing. So, wrap up your Christmas at Summer CES,
June 23-25, 1994 in Chicago. To register, call

202-457 -8700.

� Summer CES®.
In time to make a difference.

1994 INTERNATIONAL SUMMER CONSUMER ELECTRONICS SHOW®
JUNE 23 - 25, 1994 • McCORMICK PLACE • CHICAGO, ILLINOIS USA
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Continued from page 39

If these have been prepared by a rep­
utable and licensed public accoun­

tant, they will be far more credible
than if self-prepared. Public accoun­

tants must meet certain proficiency
levels to be licensed by the state in
which they practice. This does not

ensure that the accountant will do a

good job for the rental-purchase oper­
ation, but it does narrow the field.

Local, regional and state profes­
sional associations are usually quite

/ willing to provide referrals. The best

way to locate an accountant, howev­
er, remains the tried-and-true method
of asking others. Ask other dealers.
Ask other successful small business
owners, your banker or a trusted

lawyer for recommendations.
How much does a good accountant

charge? Accountants' fees, like those
of lawyers, doctors and other profes­
sionals, vary widely. A neighborhood­
based accountant may charge
$60-and-up per hour while some of
the large, national accounting firms

might charge $100 to $250 per hour.
A good, honest lawyer who cannot

handle the job will tell the dealer that
the requirements are outside the scope
of his or her expertise. Many times,
however, he or she may be able to rec­

ommend another for the job.
The dealer should choose a lawyer

who has both the time and willing­
ness to sit down and discuss legal mat­

ters at length. A great lawyer, even

one particularly knowledgeable about
the rental-purchase industry, is worth­
less if he or she is difficult to reach.

Closely related to availability is

dependability. Make sure that the

attorney can follow through on any
problems that arise. Lawyers, after all,
are selling a service. If that lawyer
can't provide key services on time and
in good order, and at a price consis­
tent with the value, continue looking.

Every rental-purchase dealer knows
that insurance is an important part
of doing business. Knowing what
insurance coverage is necessary,
where to obtain it and affording that
insurance are all matters which must

be addressed. Here too, dealing with
a professional doesn't cost, but pays.

While there are insurance consul­
tants who expect to be paid for their
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A ;numbe.r oj sewices provide owners and managers
witli va1uable. took All management services providers
listed here are either APIW Associate Members ("'J.
advertisers (+) in AFRO publications or APRO
convention ekhibitors (¥J.In addition. One consu:ltant
(» to the industry.

Wbo'swbo in
management

,.

services
)1<'-+¥ 'l'll.lS Group
3180 Presidential Dr.,
#F
Atlanta, GA 30340
(404'r451�S02
Special Services

*+¥ Rent America, Inc.
1400. S. Sherman, #200

Richardson, TX 75081

(214)690-4900
Special Services

* +'1 Nationwide Adinils."
Inc.
2801 Unive:rsity Dr., #306
Coral Springs, .FL 33065
(305)753-584�
InS'Iill'fmce

* RTOMedia
3023 N. Clark si., #200

Chicago.Tl, 60657

(800)947-4786
TV/radio commercials

*+¥ FORESIGHT, Inc.
3700 W. Robinson, #230

Norman, OK 73072

(405)366-8804
Insurance

*+¥ Tale-Track, Inc.
3841 Holcomb Bridge Rd.
Norcross, GA 30092

(800)729-6981
Special Services*¥ .AJb.erican Bankers

Ins*Group
11222 Quail Roost Dr.
Miami, RL 33157
(305)253-2244
Financial
Services/Insuranoe

*¥ C&W Publications,
Inc.
P.O. Box 168

Macon, GA 31202

(912)752-8293
Special Services

advice, another type of professional
frequently offers invaluable advice
in the hope of selling that insurance

coverage-an insurance broker.
An insurance agent is usually the

employee of one insurance company
which mayor may not offer all the

coverages desired by the business.
An insurance broker, on the other
hand, represents many insurance

companies.
The insurance broker, obviously,

is interested in selling insurance. The
broker's income comes from com­

missions on the policies sold. But
the broker offers an important ser­

vice, a service every bit as valuable
as those services provided by the

operation's accountant or lawyer.
Once a dealer has decided the scope

of outside professional services that
are needed to help the rental-pur­
chase operation grow and prosper,
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* +¥ John Aldea Life
Insurance Company
i'30a Corporate Ctr. Dr.
Miami, FL 33126-1208
(305)715-3343
Insurance

*¥ Bonnie "The Flyer
Specialist"
7569 Barrett.Rd,
West Chester, OR 45069
(800)83-PRINT
Special Services

+¥iSa£.Writ-e FtJt'llls &;
Systems
1209 South Ridgewood
Avenue

Daytona Beach, FL
3211*
(904)252-5766
Special
ServiceslBusiness FoUns

> Barry Weisbrod
Associafes! Inc.
P.O. Box 82;1:$29
Dallas, TX 753f}2
(214)373"0435
Wage�hou:r consulting

the recommendations of friends, busi­
ness acquaintances and other pro­
fessionals should be sought. This list
of professionals should be culled to �

eliminate those too far away, unqual­
ified or too specialized to be of use.

The process of finding the right pro- �
fessional should also include a per­
sonal interview. Most professionals
offer a free first meeting. At that meet­

ing the dealer discusses what he or

she needs in the way of services and

attempts to discover whether the pro­
fessional can provide those services.
It is also a good time to discover any
conflicts such as differing expecta- .,.,_
tions or incompatibility that might
taint any long-term relationship.

Ask, evaluate and shop for those

mandatory professional services­
but only after understanding what
services are actually required.

-Mark E. Battersby
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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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Iapanese company
oaks at RTO
APRO's home office in

Austin, Texas, was honored

recently by a visit from four

representatives of Japan's
Duskin, a multi-national cor­

poration which has United
Rentall as one of its
subsidiaries.

The group of

representatives toured the
United States to research the

rental-purchase industry and
see if Duskin's rent-to-rent

business could be expanded
to include rent-to-own

options.
Duskin was represented by

Takashi Morisawa, director
and group general manager;
Kenzi Takashima; Tetsuo

Tamura; and Masaaki
Azuma. Kazuko "KZ"
Morihiro of Los Angeles
served as the translator for
the Duskin group.

The group's first meeting
in Austin was with Action
Rent-to-Own's Bill White.
White, who serves on the
APRO Board of Directors,
told the group about running
his business, how the rental­

purchase transaction works,

the costs of providing free
service and delivery to cus­

tomers and his concerns

about possible federal legis­
lation governing the

industry.
Following the meeting,

White and Action regional
manager Cary McPherson
led a tour of two Action
Rent-to-Own stores in
Austin. The visitors
watched as customers made
walk-in payments; they saw

an Action employee explain
a rental-purchase disclosure
form to a potential customer

and they saw an Action

repairs specialist at work on

a returned VCR.
On the following day, the

Duskin group met with
APRO Executive Director
Bill Keese and legal counsel
Ed Winn. Keese and Winn
both described in detail the

rental-purchase industry in
the United States.

"The gentlemen told us

that only about 3 percent of
the population in Japan is
either without credit or has
bad credit," Keese said. "We
told them that renting-to­
own as we do it here in the
U.S. may not be the best

option for their business in

Japan. But there are some

things that (APRO member)
David Filsell and Radio
Rentals do in Australia that

may work and prove
profitable in Japan."

Renting goods in Japan is

very popular since homes
are generally very small,
with little room to store pos­
sessions. Therefore, accord­

ing to the Duskin group,
people often rent things

Bill White of Action, with the help of a translator, shows off
one ofhis stores Feb. 14 to Tokashi Morisawa ofJapan's Duskin.
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Shelley Martinek, APRO John Gormley, APRO direc-
�

director of education. tor of communications.

they need infrequently, such APRO member services, call
as luggage. Carolyn Fitzsimmons at

Morisawa said he and his (512)794-0095.
associates learned a great AFRO staffers earndeal while in Austin, and he

certificateswould consider attending
APRO's annual convention APRO staffers Shelley
in Orlando this summer.

Martinek and John Gormley

New insurance for
earned professional
certificates in February, after

APRO members garnering educational
Rental-purchase operators credits in their respective

who are members of APRO fields.
can now obtain reasonably- Martinek, APRO's

priced property and casualty education director, earned a
�

insurance from a pair of new certified meeting planner
associate members who designation from the
write coverages on a compa- Convention Liaison Council.

ny-by-company basis. The council is comprised of
For companies located 24 organizations

east of the Mississippi River, representing the convention,
Blue Ridge Insurance meeting, trade show and
Company is anxious to serve exposition industry. One of
APRO members. Those Martinek's duties with
interested should contact APRO is to schedule and
Sherry Stevenson at coordinate annual and mid-
(910)722-7187. Or fax her a year conferences, meetings
line at (910)722-2308. and trade shows for

Companies located west members.
of the Mississippi may con- Gormley, APRO's commu-

tact Gene Kelsay at G-K-S nications director, has been
Insurance Agency. Kelsay certified as a public
may be reached at (303)988- relations professional
1234, or fax a message to following months of study at

(303)988-3538. the University of Texas.
Other discounted member

Rent-Way reportsservices offered to APRO
members include: Airborne record earnmgs
and Federal Express deliver- Rent-Way, Inc.,
ies (call Lane Burtz of announced record revenues

American Business Alliance and profits for the fiscal year

at 1-800-466-8143); long dis- which ended on Sept. 30,

tance telephone service (call 1993. Rent-Way, which went

Regina Rudd at Allnet public in August, has rental-

Communication Services, purchase stores in Florida,

Inc., 1-800-783-7283, ext. Ohio and Pennsylvania.
1092; and wage-hour consul- For the record-setting
tation by Harry Weisbrod or year, Rent-Way reported rev-

Brian Farrington of Harry enues of $8,447,127, a 12-

Weisbrod & Associates at percent increase over the

(214)373-0435. revenues for fiscal 1992.

For more information on PR
I�
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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

HOTPOINT •
We bring good things to life.

A·FfD Associate Member since 1992
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Select 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.

The Quality Goes In Before The Name Goes On.

Contact your local distributor or Norm Smith, Zenith Electronics Corporation, 1000 Milwaukee Avenue, Glenview, Il60025 (708) 391-8231.

A·PR:) Charier Associate Member.




