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products in their home. That's why they back GE for quality, reliability and service.
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Electronics, dependable service and timely, efficient national distribution.
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PHILADELPHIA • CHICAGO • FITCHBURG, MASS

America's Largest Furniture Wholesaler

1-800-523-3310

1
YESTERDAY WE DELIVERED to 200 cities

W in 30 states on our own fleet of trucks.

I LET US BE YOUR FURNITURE WAREHOUSE.
On hand inventory of over 7,000,000 dollars.

I FULL COLOR CATALOG - as many as needed.

Turns each location into a 25,000 sq. ft. store.

4 SERVICE Full Staff of experienced sales persons to serve your stores and train your

personnel • Fully staffed, knowledgable sales division to answer questions and process your orders
• Parts department for immediate replacement needs • Dispatchers to answer your delivery questions

A·PR:) Associate Member since 1990 See us at Booth #705
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KEVIN QUINN
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Legal Aid, u.s. PillC, radical congressmen ... or,

could it be that RTO companies in court are our

WoIStenemy?:�
this industry? How and why did they
become our enemies?

I say they weren't the first. The rental­
purchase dealer himself was his own

worst enemy. We dealers are the cause

of the majority of our problems. You may
wonder about the president of the asso­

ciation saying this, but it's true.
If you don't believe me, just look at the

facts.
Our largest and most determined crit­

ic is Legal Aid. Legal Aid could not and
would not have been involved in our 1<;

business if someone was not sued. Our

problems started when a rental dealer
sued a customer for back rent and fail-
ure to return a piece of merchandise. The
class-actions and the superior court
cases were sparked by a dealer trying to

get back potential rent, the product, or

both, through the legal system, when the
customer did not return the product.

When I got into this business 12 years
ago, I was taught that this was a high-risk
business. We charge more for our prod­
ucts because we give the customer more

flexibility, more service and we deal with
many people with little or no credit. We

}�\

don't check credit, and that makes for a

high risk of loss.
I believed that 12 years ago, and I

believe that today. Most, if not all, rental­
purchase dealers in the country believe
this. But if we all believe this, why have
some of us sued our customers for this
risk? Is the suit filed for the principle of
the matter, or is it the greed?

I say it is the greed. Greed is blinding,
and it will cause you to lose sight of the

principles that you and the industry stand
for.

Some dealers cannot stand the thought
of "Mary Jo Customer" having their TV
or VCR in their home without paying the
full price for the item. They believe that
if they don't get that customer to pay, she

...
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THE OTHER MORNING, WHILE I WAS

BRUSHING MY TEETH IN FRONT OF THE

BATHROOM MIRROR, I SWEAR I SAW

WORDS TATTOOED ON MY FOREHEAD.

IN BIG, BOLD LETTERS. I READ THE WRIT­

ING: "LOAN SHARK," "PAWN BROKER,"
"RIP-OFF ARTIST." As HARD AS I

TRIED, I COULDN'T WASH AWAY THOSE

WORDS.
• • • • •

Of course, that story is fiction. But after
years ofbeing called these names by every
Legal Aid attorney, PIRG member, most

attorneys general and most news media,
a guy begins to wonder. Are we who they
say we are? Are the stories we tell to

Congress, the public and news media,
true? Are we just blowing smoke?

I don't think so. Correction-I know
we are not.

To test my claims, just walk the floor
of your store and talk to your customers.
These people do not believe we are bad
guys. In fact, these customers have told
me that critics of our industry don't know
what they are talking about.

One has to wonder why our critics
are attacking us. Did they just make this
stuff up? Is it that they just don't have
anything better to do? The answer is, no.

These people, because they often only
believe the first thing they see, believe
their accusations are true. Most often,
their criticisms are drawn from compar­
ing our total term price to the retail cash
price of goods. In this day and age, I say
these comparisons mean nothing. Who
buys anything with cash? Better yet, who
has the cash?

Our critics cannot see the forest for the
trees.

So, why did these groups even look at

6



will tell all of her neighbors and
friends that they too can get a prod­

� uct from XYZ Rental Store without

making all of the payments. These
� beliefs are as wrong as our critics'

accusations.
Some days I sit and think of how

this industry would be if we had not

heard the names of "hawks 'j and
"sharks." What would it be like if we

"'- did not have the hostile business eli­
mates we now see in Pennsylvania,

JOf-
Wisconsin and Minnesota?

It's important to remember that
the legal and legislative systems in

:f this country are like the proverbial
'*- "Tar Baby." If you stay away from

these things, you'll stay away from
trouble. But if you touch these things,
you may never get away from them;
and the harder you try to get away,

� the stickier it gets. This industry may
.

-._
one day be able to get rid of this prob­
lem, but we have to stay out of the

-i« courtroom.

For those dealers worrying about

losing too many products to dishon-
"-: est customers, I can tell you that in

my 12 years in this business, I have
been to court just once. I have not gone
broke.

The next time you have a customer

Some days I sit and think

ofhow this industry would

be ifwe had not heard the

names Of ... "sharks." What

would it be like ifwe did not

have the hostile business cli­

mates we now see In

Pennsylvania, Wisconsin

and Minnesota?

who refuses to pay and refuses to

return your merchandise, think before

you take some legal or other aggres­
sive action to collect what is right­
fully yours. Think about your fellow

rental-purchase dealers and the words

they may see tattooed on their fore­
heads because of your actions.

High risk means there is a good
chance that you will lose a little

money or a piece of merchandise at

one time or another . We often deal
with high-risk customers, so accept
these small losses when they happen.
Don't be a sore loser, because it affects
the whole team. PR

RENTAL STORES
WANTED

WE ARE CURRENTLY

INTERESTED IN

ACQUIRING

INDIVIDUAL STORES

OR CHAINS OF

STORES.

PLEASE INQUIRE IN

CONFIDENCE TO:

ATM ENTERPRISES, INC.
Attn: MIKE McCARTHY

CHIEF FINANCIAL OFFICER

1-404-482-2400
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hnproving industIy's irrzage next biggoal

Wemustcontrol :n
ourown d____.�
FOR THE PAST 12 MONTHS, THIS INDUS­

TRY HAS BEEN EMBROILED IN A BATTLE

WITH CERTAIN MEMBERS OF CONGRESS

CONCERNING THE VERY NATURE OF OUR

TRANSACTION. ADDITIONALLY, THE

INTERNAL REVENUE SERVICE HAS BEEN

ATTEMPTING TO BUILD A CASE THAT

OUR TRANSACTION IS SOMETHING OTH­

ER THAN WHAT IT REALLY IS. WE'VE

ALSO BEEN UNFAIRLY CRITICIZED IN THE

NEWS MEDIA.
• • • • •

None of this is news to those of you who
have been paying attention to the infor­
mation that APRO has been providing
you in many different forms.

Last year, U.S. Rep. Joseph Kennedy,
in a face-to-face meeting, told me that this

industry's greatest problem is its image.
The vast majority of business people in
the rental-purchase industry are con­

cerned, professional people, running a

small business and providing products
and services to people with needs. These
business people are making a reason­

able profit, hear good things from their
customers and generally feel good about
their enterprise. It's tough to hear claims
that this industry "preys" upon customers
who are "lured" into the stores and
"tricked" into entering into a transac­
tion that they shouldn't be committing
to-no matter how briefly-by our "no-

8

obligation" clause.
That image, as we all know, is a false

one-mostly. This industry has done
much to weed out the bad players.
Actually, I challenge anyone to find any
industry that hasn't had its embarrass-'
ments. But we are left with a tarnished'
image.

We must be ever vigilant about the
ethics of our business practices and the
image of our industry. Most are, some

aren't. Those who err cause major prob­
lems for the rest of us.

As we progress through the maze of
our current problems, we must also look
and think more globally. We are begin­
ning to have more opportunities to con­

vey the real story of rental-purchase. We
are getting more aggressive in the media,
but public relations goes beyond the
media.

Actually, we have excellent public rela­
tions with our customers. They know
us and how they are treated. They appre­
ciate the relationship, and we need to

expand that relationship to a much larg­
er audience.

The way I see things, we are going to
be successful with our immediate prob­
lems over the next two years. Then the
real task comes-substantially altering
the general public's opinion of this indus­

try. We have never been the masters of
our own image. We have allowed our

most radical adversaries to define us with
the general public. That must cease.

We must take control of our own des-

tiey. �

PROGRESSIVE RENTALS
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'There s a Gibson
distributor near you,

which means you can

get product quic�ly without

carrying a large inventory,
along with fast, personal service.

For over 115 years, the
Gibson name has stood

for reliable quality at an

affordable price.

Our Golden \Narranty protects
our rental customers with a

two'year parts/labor guarantee
on refrigerators and laundry

products, as well as exceptional
coverage on all appliances.

IT lAKES
MORE THAN

A GOOD
APPLIANCE
TO MAKE A

GOOD RENTAL
APPLIANCE. If an appliance ever

needs repair, authorized
Gibson service people will

offer quic� response to �eep
your customers satisfied.

�. --

\; � � '<t ;. ,

�� --_

With Gibsons wide choice offeatures and price levels,
you can offer an appliance just right for every customer.

Gibson knows that to make it in todays
rental market, you need more than just well-made

appliances. That's why we back our rental customers

with local distributors who provide immediate

product availability and dependable dealer service.

Then, we top it off with Gibson's Golden Warranty,
the industry's strongest manufacturer's warranty.

So. why not find out more about how
Gibson's rental program can help keep your costs

low and your profits high.
Just call us toll-free at

1.-800--458.-1445 for the
name of the Gibson
distributor nearest you. ATradition Of Quality.

©1994 White Consolidated Industries, Inc.

Gibson®
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It's the secondfront ofour two-front threat

e

lSSUeS:

e
APRO's BEEN INVOLVED WITH TAX ISSUES AFFECTING THE RENTAL-PURCHASE

INDUSTRY SINCE 1981, WHEN DEPRECIATION WAS THE MAJOR ISSUE. WHEN THE

TAX CODE WAS CHANGED IN 1986, THE SALE-VERSUS-LEASE ISSUE ALSO BECAME

CRITICAL.

The APRO Tax and Accounting
Committee was created in the spring of
1989 to develop uniform strategies this

industry could depend on.

Today, the Internal Revenue Service is

attempting to re-characterize the rental­

purchase transaction as a sale for income­
tax purposes. APRO maintains that the

rental-purchase transaction is a lease
because the customer has the right to ter­

minate the agreementat any time. The cus­

tomer is, therefore, demonstrating an intent
to lease, not to acquire ownership, since
the "keep rate" is low.

If the IRS is successful in re-character­

izing our transaction as a sale, it could cost

every dealer up to $100,000 per store and
forever alter consumers' ability to get the

goods and services they currently enjoy.
The industry's complex but highly

important tax and accounting issues were

major topics at APRO's 1994 Mid-Year
Conference, May 2-4 at Harrah's Lake
Tahoe, Nev. Wayne Chambers, chairman
of the association's tax and accounting
committee, conducted a seminar on the
subject Tuesday, May 3.

10

With limited resources, the committee
was able to successfully address these
issues. However, in the spring of last

year, the IRS intensified its attack on our

industry. It was necessary to secure more

resources and this was done through the
APRO Task Force.

Members of the APRO Task Force
include Kevin Quinn, association pres i-

..

dent and chairman of the board; Chambers,
�

immediate past president; Chris Korst,
chairman, government relations commit­
tee; Allen Lewis, past chair, government
relations and APRO first vice president;
Bill Keese, APRO executive director; Ed
Winn, APRO legal counsel; and Ron
Waters, APRO director of government
affairs.

Following an extensive search, the APRO
Task Force retained the services ofVinson
& Elkins in Washington, D.C., to represent
the industry on all tax matters before the
IRS and U.S. Treasury Department.

Those services have already included

response to depreciation questions, devel­

opment of an industry position paper, sev­

eral meetings with IRS officials and

PROGRESSIVE RENTALS



attorneys concerning the industry's
A rental-purchase compa-

case that the transaction is a sale and

position, and analysis of facts from ny has been fighting the not a lease. A response to a TAM is

.�. several possible test cases to challenge IRS' to establish income only applicable to that one particular
the IRS on the sale-versus-lease issue. case with those unique set of facts, and

A test case for the re-characteriza- forecasting as an approved cannot be used as a basis for declar-
tion issue has been selected, and mem- ing any other review of a rental-pur-
bers of the task force expect the case depreciation method. chase dealer's facts as a sale. However,
to be in tax court this spring. Because a ruling is widely distributed among
of the importance to the entire indus- forecasting as an approved deprecia- IRS auditors.

�

try, many potential cases were thor- tion method for our industry. The IRS Presenting our best cases before

oughly investigated before a final maintains that only MACRS (Modified the IRS is critically important. It is just
decision was made. This is one of the Accelerated Cost Recovery System) is as important that cases with poor
most important decisions ever faced an approved depreciation method. and uncharacteristic facts not be pre-

4 by this industry and it must be han- APRO, its tax and accounting com- sented before the IRS. Therefore, the
dled carefully . mittee, and now the AFRO Task Force, APRO Task Force, Vinson & Elkins

.... - The IRS is also attempting to issue have been supplying technical and and the APRO Tax and Accounting
a coordinated issues paper that would some financial assistance to this com- Committee review all potential cases

notify all IRS auditors that rental-pur- pany and its legal representatives. This as they arise.
chase transactions be treated as a sale issue is currently in tax court and a Debating issues with the IRS is a long
on a national basis. With the help of ruling on income forecasting should and deliberate process, and it is poten-
Vinson & Elkins, the task force has be forthcoming this year. tially the most economically damag-

� been battling every step of the way to APRO helped one dealer to "flush ing struggle facing our industry. PR
prevent the IRS from issuing such a out" the IRS's position on a rental-pur- (Editor's note: This article is largely
paper. This issue has not yet been chase transaction, and the dealer reprinted tom a special publication,resolved. requested a technical advice memo- AFRO Tas Force Annual Report 1994.

A rental-purchase company has been randum (TAM) on the IRS. The IRS It's available to members on request
� fighting the IRS to establish income subsequently ruled in this particular from the APRO office.)

�

PROGRESSIVE RENTALS 11 APRIL/MAY 1994



Dealers share experiences on

Capitol Hill, legislative concems

/

Stewart Libby
Dealer
Rentown, Inc. (one store)
Presque Isle, Maine

On current threats to the industry:
"I'm a little more informed than the

typical small-business owner, because
we had legislation come up in our

state due to the activities of some

unethical dealers in the southern part
of the state. The attorney general
decided to put a law in place very
similar to the Gonzalez bill. That
would have put us out of business.
We banded together here in the state,
and I learned a great deal more than
I had already known.

"Every time I turn around I see new

regulation threats, misinformation

given to us from government officials,
things that are constantly beyond our

expertise. We have to know all these
details, such as changes in insur­
ance laws, workmen's comp issues.

Running my business is relatively
easy. It's all ofthese other things that
makes it difficult to run a small busi­
ness. Coming in, I wasn't prepared
for how financially threatening these

things could be if not handled cor­

rectly."
On his grassroots visit to

Washington, D.C.: "It was good to

meet several of our dealers. It was

helpful to be able to put a face to the
names I have seen, and I got to hear
their views on all of these legislative
issues. I was surprised to see how
similar our concerns are, even though
I'm here with a 275-BOR store versus

people who have 5,000 BOR among
several stores. I find it interesting how
diverse a group we are and how much
the business has changed over the

years.
"I'm happy I went to Washington.

I got a lot of insight into how things
work there, and I realize now that this

COMPUTER SOLUTIONS
for

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

Over 450 stores depend
on Rsss.

Some since

Installation
Software Only
Hardware Only

Turnkey
Leasing Available

• RETAIL POINT OF SALE • BARCODING IIII!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

APFD Associate Member since 1993

Single Store or

RSiSSHome Office with
Remote Stores

DOS -

Multi-User
XENIX - UNIX

Rental &, Sales Software Systems
451 Robert DrivellCorpus Cbrist� TX 78412

1-� 224
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is something we will have to contin­
ue doing to protect ourselves."

Onfumiture: "I'm not doing as well
as I should be with furniture. It hasn't
taken off for me yet. I hope to learn, �

when I go to the convention in

August, why it's not doing so well. I
intend to talk with some vendors and

speak with other dealers to see if I'm

buying the right product and maybe
get some ideas on how to present it
better."

•••

Scott Savell
Dealer
Save-All Rentals (two stores)
Tyler, Texas

On his current business concerns:

"Right now we are trying to get things
rolling for the summer. Refrigerators
are always a hot product, so I'm mak­

ing sure our stock is good on that.
We've been pretty busy with our

upholstery and with our bedrooms."
On his political concerns: "Six or

eight months ago I didn't feel good at

all about where we stood, but APRO
has done a lot of work and dealers
across the state and nation have done
a lot of work since then. I feel pretty
good that we've killed this thing, at

least this year. I think we're build­

ing a broad range of support and we

have a chance to get favorable (fed­
eral) legislation passed. We have

strong legislation in 36 states, but I
think we need this federal legislation
to inoculate us from future attacks.
It's a major concern, and I see that as

a top priority.
"It's my understanding that some

folks on the other side have come out

mentioning price controls, and that's

really started to scare away some

(members of Congress). The other
side-their true colors are beginning
to show through. They want to fix our

industry's prices. They believe in

price controls, and it's going to be
hard to get Congress to go along with

price- fixing."
Onfurniture: "I love furniture, and

it makes up 60 percent or better of my
stock. I probably have 8, 10 or 15

living-room suites on my floor at one

time, plus another 6 to 8 bedroom
suites on the floor. I like to have a

good selection for my customers.

Furniture is where the money is going
to be made in this business."

PR

PROGRESSIVE RENTALS



A·1lFD Associate Member since 1993

acoustivision™
HOME THEATER CENTERS

�··�)�{�::i��;.\. .<�.:.�;:?��?

THE FI'I!i;ST LINE OF ACTIVE FURNITUR··,Ef:i7eUILT

SPEcIFId'''aLv TOWITHSTANDTHc§;{tff�OROUS·:·�····>�:f��.;··;··· . .::.:.:.?::y'�;::.:;:",,��,:::,;-;:

DEMANril§c:s:.OF THE RENTA-.�f2.ARKET
··:�:><�.%���{1f;MWU!iX/�:D·::·:'; .. �;.::=�{�:�·;;..::::� .. �;:;.;.�.;.�.:�2�����.·X:·>·:::�:'.:'�

;·::·�:::.:�::.}S,�:}�;��:·D>:.s�:?y;?{\? � .,.; "".:-:;.- ,.

�-:.;:-:::.:',;.,;.� )/:/.::;;::
.• ; -, : ', ::;:::.:::>:::.;:.::::�/.;�::/�::.':::.:.:':.:: ::·:�_<;/;7.:';/ _,

CALLALHERNANDEZAT

.., 800/777-9948
FOR INFORMATION ON

OUR ENTIRE PRODUCT LINE
htp international

Worldwide Licensee of Selected Audio\Video Products for

gkunounLg�'" 1M and © 1994 by htp Internatlonal-. All Rights Reserved



/

APRO would like to thank the

following companies for their

generous sponsorships...

APOO 1994 IN ORLANDO IA. U GUS T 3-7

Wednesday, August 3

APRO/joe Eason GolfTournament

-
-

Voyage,.
Insurance

Companies

Wednesday, August 3

State presidents' awards reception
-_
-----
---
--",,_
-----
----

. __

Wednesday, August 3

Welcome reception, "The Main Event"

MAGNAVOX Thur.-Sat., August 4-6

"APRO Convention Daily"publication

Thursday, August 4

Gala cocktail reception, "Beach Bash"

� Thomson Consumer Electronics, Inc. Saturday, August 6

Pre-banquet cocktail reception

HIGH
uI"
TOU[H

Saturday, August 6

Awards banquet, "Fantasy Ball"
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In the never-ending quest to provide more

consumer options, not all ideas are good

• • • • •

BY

ED WINN III

PROGRESSIVE RENTALS

RENTAL DEALERS ARE ALWAYS SEEKING INNOVATIONS TO TBE STANDARD 18-MONTH

RENTAL-PURCHASE AGREEMENT TO GAIN AN EDGE IN AN INCREASINGLY COMPETI­

TIVE RENTAL-PURCHASE MARKETPLACE. SUCH EFFORTS ARE TO BE APPLAUDED,

AS THEY GENERALLY SEEK TO ADD VALUE FOR CONSUMERS AS WELL AS PROFIT

FOR DEALERS.

Larger stores with many more furni­
ture choices is a recent such innovation.
Multi-item discounts is another, and the
whole "12-to-own" movement is yet anoth­
er (see page 18 article last issue). These
innovations are not without certain bar­
riers, however.

Rental dealers are sensitive to pricing
and cost barriers to certain innovations.

Very inexpensive watches will not rent

very well, for example. Nor do rental deal­
ers typically experiment with high-end
audio products. Many of these limits are

instinctive to rental dealers; others are not.

Dealers are most at risk when they look
around the marketplace to study what oth­
ers are doing and fixate on the consumer

electronics and home furnishings retail
industries. This is a natural point of inquiry

since retail has been around a long time,
it's highly evolved and competitive, and
there are always a lot of experiments going
on.

The retail industry, however, is a terri­

tory with perils and pitfalls for rental-pur­
chase dealers. While rental-purchase
dealers may want to copy some retail mar­

keting methods, they do not want to be reg­
ulated by retail rules.

One might wish that the traditional rental
markets offered the same experimental ter­

rain as retail, but they do not. Rental yards
are not hotbeds of marketing innovation;
perhaps the industry is not as competitive
as retail. Vehicle leasing, on the other hand,
is highly innovative, and I have previously
urged rental dealers to look at this market

CONTINUED ON NEXT PAGE
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for ideas. For rental dealers with
TVs and sofas to move, it may be
easier, however, to study how retail­
ers move TVs and sofas.

There are clear-cut legal barriers to

rental-purchase innovations, how­
ever. The closer rental-purchase deal­
ers make their stores and their
activities look like retail, the more at­

risk are their businesses. This is
because the legal underpinning of the

rental-purchase transaction is that it
is, first of all and truly, a rental trans­

action. Every "retail" innovation rental
dealers add can erode this legal foun­
dation and subject dealers to the risk
of having their transactions re-char­
acterized as sales.

With that re-characterization come

the various implications, such as

different disclosures, finance charge
limits, price controls in some cases,
limits on "other fees and charges,"
and limits on repossession.

This risk exists because of how the
law interprets contracts. Contract law
has always been a matter of deter-

•

actual consumer in the store, but some
�

hypothetical, gullible and even fool-
�

ish consumer. That is how so many
consumer protection laws have been
written over the years.

Which brings us to the subject of
this article: A recent and dangerous +

"retail" innovation creeping around
'1ithe edges of the rental-purchase indus-

try-flex-term plans. These plans,
copying retail, offer the consumer a

variety of rental rates for the same

product. They vary the purchase own­

ership term depending upon the rate
chosen by the consumer. For exam­

ple, a typical "flex-term" plan might
offer a TV for rent by the month at $40,
$50, $60 or $70 per month. The own­

ership term then varies inversely so

that ownership at $40 per month

might convey in 24 months, at $50 in '::4

18 months, $60 in 15 months and $70
in 12 months-all such terms avail-
able for the same TV .

While consumer choice and selec­
tion is generally a laudable goal, the
flex-term approach in the rental-pur­
chase business contradicts the very
notion of the business. It is wrong­
headed and legally perilous. Even a

cursory examination of the transac­
tion demonstrates the flaw.

If a dealer is in the rental business,
his products should have some theo­
retical "fair-market value" at which
rate similar products in similar mar­

kets should rent.

Assuming willing merchants and

willing consumers, there may be a

range of rates. The rates will vary over

time, and they will depend upon all
of the supply and demand variables
at work in the transaction, such as

competition, quality of merchandise
and rental term. But there is still, for
a given product, in a given market, a

fair rental value for a unit.
To offer the same product for rent

at a variety of rates for the same rental
period destroys the notion of fair rental
value and must mean that the dealer
is doing something else besides just

While consumer choice and selection is generally a laud­

able goal, the flex-term approach in the rental-purchase
business contradicts the very notion of the business. It is

wrong-headed and legallyperilous. Even a cursory exam­

ination of the transaction demonstrates the flaw.
mining the intent of the parties. Every
hundred years or so, the standards for

determining intent change; from sub­

jective intent in the 19th century to

objective intent on the 20th century,
for example. The legal question has
remained the same: What did the par­
ties to the transaction intend?

That's the same question, inciden­

tally, almost regardless of the situa­
tion-be it commercial law, consumer

protection law, real estate law, or

any other area of law-where the inter­

pretation of an agreement comes into

play.
Therefore, as much as they might

want to, rental dealers cannot view
how they do business from their point
of view alone. The consumer's view
must also be taken into account, and
today's consumer is not even the

••••••••••••••••••••••••••••••••••••••••••
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Do you have CONTROL
of your future?

· -.
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•

•

•

•

•.
' �.' �Are you being �sk� to do more?

• Are you being asked to earn the same while you do more?
• Do you want to be paid for what you do?
• Are you an impact player?
• Are you capable of making decisions?

Please answer the
following questions:

We at National Rentals do not believe every store is a "turnkey operation". We do believe
that dynamic individuals who can make things happen are worth more. We want people
who can be personally creative and haven't forgotten that the way to financial success is

through leadership and hard work. We want people who will have a direct impact on the
success of our company. For the right people we offer the best bonus potential in the

industry today. If you would like to be a part of our winning organization, you need to talk
with us. All replies strictly confidential. Please submit your resume to:

Personnel Director
c/o National Rentals

A.PR:) P.O. Box 1479 • Cleveland, TN 37364
Member Since 1983
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offering to rent that product. It must

also mean that any consumer who
rents at other than the lowest rental
rate available is doing something else
besides just renting.

If a customer has the choice of pay­
ing an amount between $40 and $ 70
for the use of an item, and chooses to

pay $70, he would presumably obtain

ownership more quickly. But what if
he exercises his important option to

terminate and return the property?
What happens to that extra $30 per
month the customer has been paying?
What did the customer get for that
extra $30? If the customer did not

get some value for that money, and
the money was not refunded, then at

least the transaction is unfair and, per­
haps, even deceptive.

For the customer paying the high­
est rental rates, the right to terminate
becomes a sham. That is the fatal flaw
with the flex-term plan. Flex term does
not nibble around the edges of the

rental-purchase concept; rather, it
attacks the concept at its core.

In the 14 states without rental-pur­
chase regulation, the program would
almost certainly come under close

legal scrutiny. The substance of the
dealer's offering is simply closer to a

credit sale than it is to a rental trans­

action. In the regulated states, the
effect may be every bit as destructive.

Although technically "legal" (it is pos­
sible to draft a flex-term agreement
that complies with various rental-pur­
chase statutes, which statutes by their
terms carefully distinguish the regu­
lated transactions from credit sales)
the program undermines the legal jus­
tification for recognizing the rental­

purchase concept in the first place.
Flex term's, should they become

widespread in this industry, would
invite legislatures to revisit the entire

rental-purchase issue in light of the

changed circumstances. It wouldn't
take much for these lawmakers to con­

clude that the industry is in the sell­

ing business after all.
Flex-term plans present a clear dan­

ger to the rental-purchase industry,
and dealers must resist any impulse
to experiment with them. There is, of
course, nothing wrong with offering
different rates or different terms for
different products, and the industry
has been doing this all along.

As time goes on, the rental-purchase

PROGRESSIVE RENTALS

to the business in which they've cho­
sen to be-the rental business.

Merchants can sell products and
services if they want to. What they
cannot do is sell while pretending to

rent. Such practices endanger the good
name ofthe rental-purchase industry
so many have worked so hard to build.

PR

industry will doubtless see other
"retail" innovations which are attrac­

tive and might draw some new busi­
ness. Not too long ago, for example,
some vehicle lessors were disclos­

ing low annual percentage rates in
their leases. This was not a legal
requirement, but they felt this dis­
closure gave them a competitive edge.

At every turn, rental-purchase deal­
ers must remain true and consistent

Ed Winn is APRO's legal counsel and
a veteran writer on RTO issues.
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We maybe battle-wearynow, but we'd
.

better be preparedfor the inevitable:

IT'S THAT TIME AGAIN. TIME TO RENEW OUR MUTUAL COMMITMENT "TO PRE­

SERVE, PROTECT AND DEFEND" OUR INDUSTRY FROM GOVERNMENT ATTEMPTS TO

REGULATE US OUT OF BUSINESS.

WE HAVE JUST OBSERVED THE FIRST ANNIVERSARY OF THE PUBLIC OVERSIGHT

HEARINGS CONDUCTED LAST MARCH BY CHAIRMAN HENRY B. GONZALEZ OF THE

U.S. HOUSE BANKING, FINANCE AND URBAN AFFAIRS COMMITTEE WHICH SUB­

SEQUENTLY LED TO HIS INTRODUCTION OF ANTI-RTO LEGISLATION.

We also just observed the first anniver­

sary of the formation of the APRO Task
Force, which was created to "devise and
execute a plan to more effectively unite
all rental-purchase dealers in the country
for common purposes, including passage
of federal legislation that would create a

safe business environment for the rental­

purchase industry and provide for appro­
priate and responsible consumer

disclosures; prevent the Internal Revenue
Service from re-characterizing the rental­

purchase transaction as a sale for tax pur­
poses; promote a better understanding of
the rental-purchase through effective pub­
lic relations; and to communicate all task
force activities and achievements to the
members of the industry."

The good news is we accomplished one

of the primary goals set by the task force,
"to keep Congress from enacting any leg­
islation that would adversely affect the

rental-purchase industry." We also have
made substantial progress on all the oth­
er goals of the task force, including "to

actively seek positive federal legislation
that would promote the rental-purchase
industry and protect all consumers."

We did this by accomplishing another

goal of the APRO Task Force, successful­

ly raising almost $1 million extra last year

18

to fund the five goals of the task force. Once

again I congratulate everyone who con­

tributed for helping make our mission a

success.

By the way, the other three goals of the
task force were "to establish the rental­

purchase transaction as a lease for tax pur­
poses through the tax-court system, to

improve the public's perception of the

rental-purchase industry through effective

public relations, and to effectively orga­
nize and communicate with all rental-pur­
chase dealers on the issues facing this

industry."
The bad news is we must do it all over

again.
And I might as well go ahead and lay it

all out at once. We will probably need to

do it again and again for the foreseeable
future unless and until we can accomplish
the second goal. This means we all will be

required to not only renew our financial
contribution to the cause, but add some

personal energy to the effort, in the form
of traveling to Washington or meeting with
members of Congress in their home dis­
tricts. It's vital that we continue to do these

things, even if we have already done so.

Next January begins a new session of

Congress and all current bills not passed
into law by then must be reintroduced and

PROGRESSIVE RENTALS



Even if we accomplish our second goal ofpassing "safe
harbor" legislation, we will be required to build an enor-

.,.,
mous presence in Washington to protect any position
we might have gained.

In midst of progress, industry faces new threats

heard all over in the 104th session.
Think of it as ifwe were high-stakes

gamblers and gun slingers in the Old
West. We came to town and chal­

lenged the "good-ole boys" to make
a place for us at the gaming table. For
awhile we were ignored, then patron­
ized as a pest. Finally, one old codger,
his youthful zeal fading but pricked
by our boast, motioned us into the

game where he was the dealer. After

whipping up on us for a hand or two,
we turned the table and fought him
to a stalemate. Now we have a cer­

tain reputation in town to maintain.
The truth is, now that we are con­

sidered "players" on Capitol Hill, we

will always find ourselves being chal­

lenged by someone. We would be ask­

ing to be shot in the back if we got up
to leave while there was still money
on the table. Even if we accomplish
our second goal of passing"safe
harbor" legislation, we will be

required to build an enormous pres-

Need a reason to believe Ron
Waters' assertion that the battle
has just begun? Here are three:

• Sen. Howard Metzenbaum, D­

Ohio and author of the anti-RTO
bill S. 1566, successfully amend­
ed, in the last hours of April 21,
the Senate bankruptcy bill to

define rental-purchase transactions
as security interests for bankrupt­
cy purposes. That apparently
means RTO customers who
declare bankruptcy do not have to

give back merchandise on rent, if
the bankruptcy bill passes with
this amendment intact.

• The National Association of

Attorneys General has appointed
Pennsylvania A.G. Ernest Preate,
industry arch-enemy, to head a

task force charged with studying
the body of 36 state rental-pur­
chase statutes to determine if these
laws should be revisited.

ence in Washington to protect any

position we might have gained.
I am not advocating that we move

APRO to Washington, although oth­

ers, including past APRO president
Dick Grauel, have. Even current AFRO

president Kevin Quinn was recently
quoted as saying, "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. Consistently and always, we must

have a presence on Capitol Hill."
I predict that eventually we will find

it necessary, and economically smart,
to establish a satellite office in

Washington. This doesn't necessarily
mean the entire APRO office, but at

least a permanent legislative office.
We will do what is necessary "to pro­
tect, preserve and defend" our indus­

try when we collectively reach the
conclusion that a Washington office
is what we need to get the job done.

PR

• Shortly before this issue of

Progressive Rentals went to press on

April 25, U.S. Sen. Donald Riegle,
chairman of the Senate Banking,
Housing & Urban Affairs Committee,
called a May 13 hearing on the rental­

purchase issue. Riegle's committee
will look at the anti-R'I'O legislation
proposed by Metzenbaum and the

industry-supported bill of Alabama
Sen. Richard Shelby (S. 1956).

At press time, APRO had learned
that Sen. Shelby, a member of that

committee, would not be available
for the May 13 hearing because of
health problems. Shelby'S office asked
chairman Riegle of Michigan to

reschedule the hearing for a date on

which Shelby could attend. Without
Sen. Shelby there to push his legis­
lation and help defend our industry,
the hearing could deteriorate into
an RTO lynching, similar to the 1993

hearing in front of Rep. Henry B.

Ron Waters is APRO's director

ofgovernment affairs.

Gonzalez's House Banking,
Finance and Urban Affairs
Committee.

"Anti-RTO forces are deter­
mined to ram legislation through
Congress that classifies rental-pur­
chase transactions as credit sales
and also fixes our prices," said
Waters, APRO director of govern­
ment affairs. "We know that the

anti-rental-purchase industry wit­
ness list includes Legal Aid's David

Ramp and Pennsylvania Attorney
General Ernest Preate, along with
the usual disgruntled former cus­

tomers. We have also heard rumors

of a surprise public official witness
from Michigan and we are trying
to verify this and identify this per­
son."

The latest legislative information
is available on AFRO's Facts Line--­

(512)794-0258. Order document
No.5. PR
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er school a ministrators had visited
a school in Maryland and saw a tech­
nique they wanted to try at Madison.
But like most other schools, little
money was available for such exper­
iments.

Johnson wanted to furnish an area

at his school with quality living-room
furniture to give parents a more

relaxed and less "institutional" feel­
ing when they visited. When
Madison Elementary officials con­

tacted the Davenport Thompson's
Rent To Own store and asked for
help, Thompson filled their order.

"(School administrators) wanted
a better environment to have parent­
teacher conferences, so we donated
a complete living room outfit, with
some plants, tables, lamps, every­
thing," Thompson says. "They real­
ly liked it, and I was happy to help
out. I know how schools are crushed
for money, but they still are looking
for ways to improve their image and
get parents more involved."

The story, however, gets a bit more

complicated. Thompson's small con­

tribution didn't go unnoticed.
"The trouble started when every

school in Davenport started calling
us for furniture," Thompson says. "I
mean, talk about something backfir­
ing on you. The people who work in
schools all talk to each other, so the
ones without the furniture want
some, too. Unfortunately, I don't
have a big enough operation or

enough furniture to outfit a dozen
schools with living-room suits.
Another problem is, ifyou limit who
you give it to, who do you leave out?"

Thompson did some quick think­
ing, and today has a pretty good pro­
gram in place. While he doesn't
normally draw up rental-purchase
agreements for more than 24 months,

Thompson drew up a special three­
year plan for the school, where pay­
ments are very low and easy to make,
and the store can cover its costs. The
school likes the furniture, the pay­
ment plan and the "typical" rental­
purchase advantages of no debt, no

obligation, free repairs; free pickup
and delivery and the chance to trade
out items for a new look.

"Mr. Thompson has been real good
about cutting us a good deal," says
Johnson. "This furniture gives the
school a softer, more comfortable set­

ting. Now, when parents come in ear­

ly to pick up their children, they've
got a nice place to sit and relax.
This kind of atmosphere is very warm

and gives a welcoming feeling to our

school."
Johnson adds that parents have

been very impressed with his school's
new look, and says Thompson's
Davenport store is very generous
when teachers want to tryout dif­
ferent merchandise. Johnson also has
a small sign up in the room which
thanks Thompson's Rent To Own.

"We didn't start this with the inten­
tion of renting the furniture, but we

just couldn't give the same thing to

every school," Thompson says. "I
think we have a deal that makes
everyone happy."

Thompson advises dealers to plan
ahead before going public with their
donations. Most donations are great
public relations, which build up
goodwill in the community. But
because almost every school has a

tight budget, it's easy to leave some

out and alienate a part of the public.
-John Massey
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New insurance
programs provide
strong protection
Members of APRO can now obtain
reasonably priced property and casu­

alty insurance from a pair of associ­
ate members who write coverages on

a company-by-company basis.
For companies located east of the

Mississippi River, Blue Ridge Burke
Insurance Company is anxious to
serve APRO members. Those inter­
ested should contact Sherry Stevenson
at (910)722-7187. Or fax her a line at

(910)722-2308.
Companies located west of the

Mississippi may contact Gene Kelsay
at G-K-S Insurance Agency. Kelsay
may be reached at (303)988-1234, or

fax a message to (303)988-3538.
Both of these insurance agencies

have studied the unique characteris­
tics of the rental-purchase industry,
and they understand that loss-control
is key to making the industry an attrac­
tive client. With their knowledge of
the industry, these agencies can bet­
ter represent RTO businesses to a vari­
ety of insurance companies, which
guarantees competitive pricing.

These agencies saw that APRO
members, while very competitive with
each other in the marketplace, were

committed to the industry's profes­
sional image on the national front.
Through membership in APRO,
rental-purchase companies continue
to look for new and better methods to

improve loss levels and control dam­
age.

Other discounted member services
offered to APRO members include:
Airborne and Federal Express deliv­
eries. Call Lane Burtz of American
Business Alliance at 1-800-466-8143.

Mass Marketing Insurance
Consultants has arranged special
group health insurance rates for APRO
dealers, their employees and families.
Call Ed Sterczek at (708)349-3900.

"APRO members who have taken
advantage of these special programs
have seen some pretty big savings,"
says Carolyn Fitzsimmons, APRO's

marketing representative. For more

information, call Fitzsimmons at

APRO, (512)794-0095. PR
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P.O. Box 86' Highway 15 North' Blue Mountain, MS 38610' (Tel.)601-685-4711 See us at Booth #204

New Product.
Old Commitment.

"

Maybe that explains the phenomenal success of BenchCraft's new line ofupholstered furniture. Since it's debut last summer, the

line originally known as Room Packages-, has racked up record sales. Since then, we've expanded, improved and added new prices
and styles, making it even more flexible than before. Each Room Package-, is made up of a sofa, loveseat, 2 end tables, coffee table

and two matching lamps, making it perfect for the Rental Industry. Our packages are built with the Excellence In Quality
"ii, Commitment, an ongoing program that's raised the standards for all our vendors, employees, and products. And, because we have

our own trucking company, we offer convenient, quick ship delivery every time.

Visit us during the APRO Show in Orlando, Florida, August 3-7 and view our entire line ofstationary, motion, and recliners.

�Cra(t



Two recentjudge's decisions should
remind dealers it's almost always best to

• • • • •

BY

ED WINN III

/
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A COUPLE OF RECENT LEGAL DECISIONS HAVE COME DOWN WHICH SERVE AS USE­

FUL REMINDERS TO RENTAL DEALERS THAT THEIRS IS A LEGALLY SENSITIVE BUSI­

NESS. THESE DECISIONS UNDERSCORE THE TRUTH KNOWN TO ALL THINKING BUSINESS

PEOPLE THAT GOING TO COURT IS A RISKY PROPOSITION AT BEST.

These decisions underscore, finally, the

legal axiom that bad facts make bad law.

The Hall case
The first case is the Hall case from

Wisconsin, and, while a setback for deal­
ers in that state, the decision is not likely
to have the kind of negative impact sug­
gested by the Wall Street Journal in its
blurb on the case in March.

The decision in Rent-A-Center, Inc.,
vs. Hall can only be understood in the con­

text of the Wisconsin Consumer Act,
generally, and an earlier rental-purchase
case specifically, Palacios vs. ABC TV &'
Stereo Rental, Inc., in 1985.

When it was enacted in 1973, the
Wisconsin Credit Act (WCA) was one of
the most comprehensive consumer pro­
tection statutes ever passed in the area of
consumer finance. The original act was an

amplification of traditional retail install­
ment sales acts, including comprehensive
sections on insurance, debt collection, and
credit cards.

Despite the subsequent removal of lim­
its on finance charges in 1984, the act
remains as one of the beacons of the con­

sumer protection movement which swept
the country in the early 1970s. (That same

movement championed enactment of the
Uniform Consumer Credit Code, UCCC,
and saw it finally enacted in 10 states
before the movement lost its steam. The
WCA and the UCCC are similar in many
respects.)

The key language in the WCA for the

rental-purchase issue is the definition of
a "consumer credit sale." The language is

quite similar to the language in the Federal
Truth-In-Lending Act (TILA). Actually,
only two words are different, but those two
words have provided the basis for the deci­
sions directly in Palacios and indirectly
in Hall. The WCA definition of a "con­
sumer credit sale" reads:

"Any agreement in the form of a bail­
ment of goods or lease of goods or real

property if the bailee or lessee pays or

agrees to pay as compensation for use a

sum substantially equivalent to or in excess

of the aggregate value of the goods or real

property involved and it is agreed that the
bailee or lessee will become, or for no oth­
er or a nominal consideration has the
option to become, the owner of the goods
or real property upon full compliance with
the terms of the agreement."

Without the words, "pays or," this def­
inition is indistinguishable from federal
law which clearly provides that a ter­
minable consumer lease or rental-purchase
agreement is not a credit sale because the
consumer never does, in fact, agree or con­

tract to pay an amount "substantially equiv­
alent to or in excess of the aggregate value
of the goods involved." The "pays or" lan­
guage was probably inserted to cover a

non-terminable transaction in the form of
a lease in which a large initial payment
or a down payment is required. In such a

CONTINUED ON PAGE 24
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Continued from page 22

transaction, a consumer might be

required to make payments (go into

debt), but because of the large first

payment, say 25 percent down, might
not be required to make payments
equal to the value of the merchandise.

The "pays or" language pulls the
initial payment into the calculation
and properly characterizes the trans­

action, taken as a whole, as a credit
sale. That language should not have

pulled traditional rental-purchase
transactions under coverage of the
WCA, but it did.

/ The facts in Palacios are important,
because they probably are the reason

the court ruled as it did. Ms. Palacios
entered into a 78-week rental-pur­
chase transaction in 1979 for a color
TV-stereo combo unit for $23 per
week. The rental company put in evi­
dence, via affidavit, that the retail val­
ue of the combo unit was $800. The
customer made payments totaling
$1,652 and then quit paying. The
rental company, demanding another
$142 or return of the unit, began
dunning the customer, and then sued
her. She took the legal paperwork to

the Legal Aid office in Milwaukee and
sued the company back.

Few other facts are pertinent. The
court ruled, as a matter of law, that
the rental-purchase transaction was

a credit sale because the consumer

had paid an amount greater than the
value of the unit.

This case was decided in an era

when there were no rental-purchase
statutes whatsoever, and the indus­

try did not, as a general practice, dis­
close the rental-purchase ownership
price. This was also a time when deal­
ers did not list cash price or many oth­
er disclosures which dealers routinely
make today, whether required to do
so by state law or not. Even so, one

blanches to see a rental company
sue a customer who had paid $1,652
on a contract that paid out at $1,794.
It was dumb then; it would be even

dumber today.
In the aftermath of Palacios,

Wisconsin rental dealers added bal­

loon-purchase options of various sizes
to their rental agreements. The bal­
loons were intended to be larger than
nominal consideration to keep rental­

purchase transactions outside the cov-
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The "pays or" language pulls the initial payment into the

calculation and properly characterizes the transaction, tak­

en as a whole, as a credit sale. That language should not

have pulled traditional rental-purchase transactions under

coverage of the WeA, but it did.

erage of the WCA. This business prac­
tice seemed to work for nearly a

decade, during which Wisconsin rental
dealers sought a legislative solution to

the rental-purchase problem, but with­
out success.

The question for Wisconsin dealers,
then, was how large should the bal­
loon be? Phrased legally, the ques­
tion is: What is the meaning of the
"nominal consideration" phrase in the
WCA? Coincidentally, in 1983 the
North Carolina General Assembly
adopted a very precise definition of
nominal consideration in the context

of purchase options in leases. North
Carolina defined the term as 10 per­
cent or less of the original cash price
of the leased property. Even though
the pronouncements of the North
Carolina legislature have no bearing in
other states, some Wisconsin dealers

adopted balloon-purchase options of
11 percent of the cash price to avoid

coverage of the WCA.
Wisconsin rental dealers knew they

were in an unregulated state with a bad
case on the books and, therefore, pre­
sumably trod softly in their customer

relations, at least, until the facts giv­
ing rise to the Hall case occurred.

In April, 1991, Ms. Hall rented a

washer and dryer from the rental com­

pany for $87.60 per month. The no­

obligation rental term was for 19

months, at which time a purchase
option arose. The agreement provided
that the option price would be the
fair market value of the property at that
time, but it would not exceed $161.89.
The totals of all rentals paid, plus the
maximum option price, equals
$1,643.15. (Handwritten in the agree­
ment was, "+2=21," although the math
is not quite right.)

Ms. Hall, believing that she had a 12-
month deal, made payments totaling
$1,069 and then quit, telling the com­

pany that she felt she had paid enough.
The company did not agree and sued
her for return of the property. Ms. Hall,
like Ms. Palacios before her, took her

24

legal paperwork to the Legal Aid office
in Milwaukee. At the trial, the judge
concluded that the purchase option
was nominal and that the transaction
was covered by the WCA. Moreover,
in a particularly injudicious move, the

judge announced, "I am sending a copy
of this decision to the commissioner
of banking for purposes of their (sic)
determining if criminal penalties
should be pursued for violations of the

usury statute."
The judge sent the letter which reads,

in part:
"Because I believe that this scheme

is a violation of the usury laws and

your agency is responsible for enforce­
ment ofthose laws, I felt it was impor­
tant to forward this decision to you.
The most disturbing aspect of this case

was the fact that it is those who are

least able to pay who are being vic­
timized by this scheme. Apart from the
dictates of law, I cannot comprehend
what kind of corporate conscience
could possibly sanction charging peo­
ple like Ms. Hall 125% interest."

Once again, bad facts were in the pro­
cess of making bad law.

The rental company, offended at the

judge's outburst, decided to appeal.
One way to show a judge the error of
his ways is to have his opinion over­

ruled. But, that did not happen. The

three-judge court of appeals agreed
with the trial court judge, although
with less venom aimed at the rental

company.
The specific holding in the Hall case

is that a purchase option in a rental

agreement is nominal when the lessee
has "no sensible alternative to exer­

cising the option," comparing the

option price to the total of rentals. In
this case the court concluded that
$161.91 compared to $1,481.24 was

nominal.
The law in most jurisdictions is that

consideration, when considering a pur­
chase-option price, is nominal when
it is materially less than the predicted

CONTINUED ON PAGE 42
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CITIZENS EXERCISING THEIR CONSTITUTIONAL RIGHT TO PETITION THEIR GOV­

ERNMENT. THAT'S WHAT APRO's FEDERAL GRASSROOTS CAMPAIGN IS ALL ABOUT.

THE FIRST 10 AMENDMENTS TO THE U. S. CONSTITUTION, KNOWN COLLEC­

TIVELY AS THE BILL OF RIGHTS, WERE ADOPTED IN 1791. THE FIRST AMENDMENT

CLEARLY SPELLS OUT CITIZENS' RIGHTS TO THEIR OWN VIEWS AND TO MAKE THOSE

VIEWS KNOWN TO ALL, ESPECIALLY THEIR ELECTED LEADERS.

Amendment I: Congress shall make
no law respecting an establishment ofreli­

gion, orprohibiting the free exercise there­

of; or abridging the freedom of speech or

of the press; or the right of the people
peaceably to assemble, and to petition the

government for a redress ofgrievances.
Rental-purchase dealers, through the

APRO Government Relations Committee,
have exercised their constitutional rights,
canvassing Capitol Hill in Washington,
D.C., on two separate occasions this

year. The result: more than 165 APRO­
coordinated dealer meetings with U.S.

representatives, senators and congres­
sional staffers.

In addition, some of the same dealers,
along with others, have traveled to

Washington on their own this year for

meetings with their congressmen. In oth­
er cases, dealers have met with their rep­
resentatives and senators in their horne
districts.

The total number ofRTO meetings with

Congress in 1994 has eclipsed 200, accord­

ing to Ron Waters, APRO director of

government affairs.
Results of the grassroots campaign: 47

co-sponsors of the industry-supported bill
in the U.S. House, H.R. 2803; 16 ofthe 47

are directly credited to the association's
second round of meetings with Congress.

"I hope other dealers out there will get

involved," Waters says, "because if you
haven't gone to one of these (congres­
sional) meetings you need to talk to some­

one who's done it. They've found it to be
a very educational experience and some­

thing worthwhile-not just to their per­
sonal business but also to them,
personally, and to their industry."

Our nation's founding fathers, in fram­

ing the Constitution and Bill of Rights
more than 200 years ago, exhibited
remarkable wisdom that still holds true

today.
"This may be the only country where

you can get on an airplane, fly up to the

capital, and walk right into a congress­
man's office," says Florida rental-pur­
chase dealer Larry Sutton, owner of

Champion affiliate B & L Concepts out of

Tampa. "It's because you're a constituent.
You've got employees in their district;
you've got customers. I'm amazed. They're
(members of Congress) so accessible."

Sutton is one of 35 dealers who partic­
ipated in APRO's second round of 1994

meetings on Capitol Hill, conducted
March 21-23. The association's first round
of constituent-dealer meetings with

Congress was Jan. 31 through Feb. 2. It
had 20 participants.

APRO President Kevin Quinn, after the
first round of meetings on Capitol Hill in

CONTINUED ON PAGE 34
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46" Home Theatre™ TV

31" ColorTrak Plus™ Table Model TV

25" ColorTrak Plus™ Table Model TV 27" ColorTrak Plus™ TV 20" ColorTrak Plus™ TV

What RCA Leadership Mean_s To You_.
It's a fact. RCA Consumer Electronics leads the way in renter and consumer

preference for color TVs, VCRs and Audio Entertainment Products.

Renters' demands in home electronics are clear: More choice. More product.
More features. Better performance. And in enough sizes, shapes and prices to

satisfy the largest and most sophisticated rental market-ever!

RCA Consumer Electronics products have a long-standing quality reputation.
You can rely on our dependable independent service network and timely,
efficient distribution.

Ask today for more information on

our products by writing to:

Thomson Consumer Electronics
RCA Consumer Electronics
Rental Division
P.O. Box 24459

Louisville, KY 40224-0459
or FAX (502) 425-3441

TV screens are measured diagonally.
Base cabinet and audio products sold separately.
Specifications subject to change without notice.

© 1994 Thomson Consumer Electronics, Inc.
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Take a look at the substantive lineup
for this Aug. 3-7 big industry event

IF YOU'RE GOING TO RIDE THE WAVE TO APRO's 1994 CONVENTION IN LAKE

BUENA VISTA, FLA., JUST OUTSIDE ORLANDO, AUG. 3-7, THE KEY TO SAVING

MONEY AND BEING IN THE THICK OF THINGS IS TO ACT NOW.

Home away from home
You'll be at the heart of the action by

staying at our headquarters hotel, the
WALT DISNEY WORLD@ Resort's

Dolphin, a 27-story luxury hotel operat­
ed by the Sheraton hotel chain. The
Dolphin is being offered to APRO mem­

bers at a very attractive rate--;-$138 single
or double. That's compared to regular
rates that start at $209. In addition to the
usual amenities, each room features a cof­
fee maker, minibar, cable TV, safe, iron
and ironing board and hair dryer. Call the
Dolphin (1-800-227-1500) for reservations

by June 1, and your name could be drawn
to receive your room free for the con­

vention. The winner will be announced
at the convention. Final deadline for hotel
reservations is Friday, July 1.

The Dolphin is located in the heart of
the WALT DISNEY WORLD Resort with
easy access to all Disney parks. You can

walk or take a tram ride to EPCOT@
Center, a friendship water launch ride
to Disney-MGM Studios Theme Park or

choose from several transportation options
to the MAGIC KINGDOM@ Park.

The Dolphin offers a white-sand beach, I

three swimming pools and swimming
grotto, complete with waterfalls and hid­
den alcoves. Choose what suits you from
eight lighted tennis courts, a fully
equipped health studio, game room, beau-

ty salon and a full menu of dining venues,

ranging from the ultra-casual Tubbi
Checkers to the more elegant Ristorante
Carnevale. Dolphin guests get priority tee
times at five nearby golf courses.

For its youngest guests, ages 3 to 12, the
Dolphin offers Camp Dolphin, a kid-ori­
ented prescription for fun. The toddler
program for ages 3-5 offers playtime
from 3 to 5 p.m. and dinner club from 5
to 8 p.m. Children 6 to 12 can enjoy a camp
program from 2 to 6 p.m. and dinner
club from 6 to 10 p.m. With 24-hour's
notice, you can extend the hours or take

advantage of the Dolphin's private baby­
sitting service 24 hours a day, 7 days a

week. Advance reservations may be

required; call Camp Dolphin directly at
407-924-4241. For more information on

the private baby-sitting service, call
Shelley Martinek at the APRO office, 512-
794-0095.

30

Getting there
Bargain prices start with special dis­

counted airfares from Delta Airlines. You
or your travel agent may call Conventions
in America at 1-800-929-4242 (refer to

Group No. 680) or Delta at 1-800-241-6760

(refer to File PO 457). APRO attendees,
who purchase tickets through Conventions
in America receive $100,000 free flight
insurance and are entered in a bimonth-

PROGRESSIVE RENTALS
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The majestic Dolphin Hotel, located right in the middle of WALT DISNEY WORLD@ Resort, is APRO convention headquarters.

ly drawing for two round-trip air- the Walt Disney World resort prop-
• • • • •

line tickets. erty. The Magnolia course is named
You can also get discounted auto BY for its 1,500 fabulous magnolia trees.

rental rates through Conventions in It is a Joe Lee-designed course that

America or by calling Alamo Rent a
BAR BAR A S TOO K S B ERR Y plays to 6,642 from the middle tees

Car directly at 1-800-732-3232 (refer and provides the setting for the final
to group ID No. 77274, rate code GR). are considered on-site registrations.

round of the Walt Disney
APRO's deadline for reduced reg- h f World/Oldsmobile Golf Classic.

Registration at t e convention, i you
istration rates is July 1. Full registra- choose to wait, begins at noon on

The course challenges you with ele-
tion until that date is $275 for Tuesday, Aug. 2, and will be charged vated tees and greens, rolling ter-

members, $375 for nonmembers, $150 at the higher rates. rain, water on 10 of the 18 holes and

for spouses/guests, $125 for teens 13- a special hazard on the sixth hole in

17, and $75 for children ages 3-12. So much to do the shape of Mickey Mouse.

After July 1, fees are $325 for mem- It wouldn't be an APRO convention Also a Joe Lee course, the Palm

bers, $425 for nonmembers, $165 without an early morning tee-off for Course is one of Disney's toughest.
for spouses/guests, $140 for teens 13- the annual Joe Eason golf tournament. The course plays to 6,461 yards from

17, and $90 for children 3-12. Fees The tournament is at 8 a.m. on the middle tees and teases you with
include seminars, social functions, Wednesday, Aug. 3, with a shotgun plenty of sand and water. Watch the

general session and exhibit hall start to jolt to attention those folks 18th hole-it's rated the fourth tough-
admission. who had a really good time the night est on the PGA Tour, and the course

Make sure you send a check or before. Buses leave the Dolphin at 7 itself made Golf Digest's Top 25

charge-card information if you want and 7:15. resort courses. Remember, you must

your registration to be processed once This year's tourney, again spon - register in advance on the APRO reg-
it gets here. If you are charging, you sored by Whirlpool, will be held at istration form to participate. For infor-

can fax your forms to 512-794-0097. the Magnolia and Palm courses, two mation on other Disney and Orlando

Registrations received after July 22 of the five championship courses on CONTINUED ON NEXT PAGE"



�ome Line's Joe Frazier to stop
In at APRO Aug. 3-7 convention

ly told a reporter in Memphis on a

recent visit to St. Jude's Children's
Research Hospital.

Joe Verne, president of Home

Line, has known Frazier for about
15 years and likes the idea of

employing him to thank customers

for their business. Publicity for his
visits is limited so that Frazier can

spend quality time with the target
audience-business owners and

dea.lers. Customers who happen to

be m the store during a surprise
Frazier visit find themselves shak­

�ng hands with the champion, pos­
mg for photographs and capturing
autographs. Nobody complains that

they weren't told ahead of time.

-Barbara Stooksberry
------------------------------

WHEN FORMER WORLD HEAVY­

WEIGHT CHAMPION JOE FRAZIER

BLOWS INTO TOWN HE DOES SO

QUIETLY AND WITHOUT FANFARE.

• • • • •

While this may seem an unusu­

al approach for a world-renowned

celebrity, it is a style that best suits
his purpose-to boost the morale
of employees and owners of the
retail and rental-purchase outlets
who carry the Home Line Industries
furniture line.

Frazier is marketing director for
Home Line, which bills itself as the

country's largest wholesale furni­
ture company. Frazier will make an

appearance at the APRO Aug. 3-7

convention, courtesy of Home Line.
At 29, Smokin' Joe Frazier made

headlines when he captured the

gold medal in the 1964 Tokyo
Summer Olympic Games. He went

on to win the world heavyweight
championship in 1968 by knock­

ing out Buster Mathis, and he
retained the title after a unanimous
decision over Muhammed Ali in
1971. He held the title until 1973
when George Foreman took it awa�
from him.

Frazier says the bouts with Ali
were the most memorable, but
remembers Foreman as his most

difficult opponent. "Nobody wants

no part of George. I know I don't,"
he says.

.

Standing 6-foot-1 and weighing
III at 235 pounds, Frazier looks like
he could still go a few rounds, but
he devotes most of his time these

days to making appearances for
Home Line and working with chil­
dren. The product of a tough
Philadelphia neighborhood, Frazier
tries to serve as a role model for

Philly youngsters by working out

a� an inner-city gym and talking to

kids about staying off the streets
and staying away from drugs. "The
ones within the sound of my voice
are gonna be right," he confident-

APRIL/MAY 1994

Former world heavyweight boxing
champ Joe Frazier is coming to
APRO's convention this summer.

Frazier is marketing
director for Home Line,
which bills itself as the

country's largest whole­

sale furniture company.
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Continued from previous page

courses, call APRO's Shelley Martinek
at (512)794-0095.

Early arrivals can sign up for the

special Behind the Scenes at WALT
DISNEY WORLD Tour on Wednesday
afternoon, Aug. 3. Most ofwhat makes
the Disney experience special is what

goes on behind the scenes, the

�echanics that are cleverly out of
VIew of most park visitors. During this
3-1/2 hour tour, you'll go where most

Disney guests never go and see such

highlights as the tunnel system
beneath the MAGIC KINGDOM@
Park, the MAGIC KINGDOM cos­

tuming facility, parade float storage,
show rehearsal areas and WALT DIS­
NEY WORLD nursery and tree farm.
Cost of the tour, which is limited to

participants ages 16 and over, is

$60-space is limited, so attendees
are urged to register in advance.

Another possibility for APRO atten­

dees. a�e t�o-, three- and four-day
admission tickets not available at the

gate. These must be purchased in
advance and offer a special "bonus"
admission to Pleasure Island. Details
are in your convention packets. For
ticket options available at the gate,
call WALT DISNEY WORLD Resort
information at 407-824-4321.

Staying in the know
The trade show is a big part of

what a convention is all about. Here's

your once-a-year opportunity to meet

with the vendors whose products can

make or break your business. Since
APRO is the only nonprofit trade asso­

ciation devoted solely to the rental­

purchase industry, this trade show is

custom-designed for you. Tell ven­

dors what you need, see what they've
got or tell them what for, but don't
miss the opportunity to meet with
these folks up close. Products and ser­

vices get better and you can have a

meeting of the minds that benefits
both of you. It's an everybody-wins
situation.

This year's trade show is free and
scheduled so it won't compete with
other convention activities. The
51 ,OOO-square-foot exhibit hall is pro­
fessionally designed to enhance any
trade show, but the APRO show is

CONTINUED ON PAGE 44
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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.

(SOO) 733-0S11
3700 W. Robinson, Suite 230
Norman, OK 73072

A·PR:) Associate Member since 1991



How to 'Champion' the rental-purchase cause on Capitol Hill

I

Continued from page 27

early February, was convinced that
the association's grassroots program
has tremendous value. The challenge?

Answers Quinn: "The educational

process, number one, of getting con­

gressmen and senators to understand
our issue-who we really are, who we

represent, and what we really do. They
find that the truth is very different
from what the David Ramps and the

people who have bad things to say
about us would have them believe."

Quinn believes many more mem­

bers of Congress "now understand that
/ this is a viable industry. It represents

thousands of Americans and it needs
to be regulated, on the federal level,
fairly."

Thanks to dealers' grassroots efforts,
bad legislation (H.R. 3136) introduced

by Rep. Henry B. Gonzalez, D-Texas,
has been blocked in the U.S. House.

Education is an important key to
APRO's federal grassroots
campaign, according to APRO
staffer Richard May, who
coordinates the association's

program.
May and others believe that by

combining coordinated messages
on the rental-purchase industry
with the personal, constituent
touch, APRO has made great
strides in educating members of
the U.S. Congress on the RTO
issue.

Margo Tillotson, president of the
Florida dealers' association
corporate officer of C1:iarn�i
one of a new breed of evang�li
Florida-based Champion has
emerged as a rental-purchase
issues leader, officially landing
three new co-sponsors in the
House on April 25.

The commitment, says Tillotson,
comes from Champion owner Bill

Ogle and his top people.
She elaborates: "Paul

(Upchurch), our president and
CEO, is an attorney and a strategic­
thinking leader who recognizes
that there are only a couple of
threats to our industry. And if we

wish to be here tomorrow, we have
to address, today, the future of the
company and tliose threats. Paul's

APRIL/MAY 1994

Dealers Gary McDougal of Tennessee, Rich Bartel of Oregon and Washington
state, and Stewart Libby ofMaine confer during one ofAPRO's 'debriefing sessions'
in D. C., sponsored by High Touch and Philip M. Bell.

ilar to rental-purchase legislation in
36 states, patterned after a model RTO
bill endorsed by the Council of State
Governments.

"Our aggressive lobbying efforts con-

Support for an alternative bill, H.R.
2803 by Rep. Larry LaRocco, D-Idaho,
has produced a stalemate in the com­

mittee of jurisdiction, banking, which
Gonzalez chairs. LaRocco's bill is sim-

allow the people who loan them the

money to be able to charge a higher
rate to get that. That's just natural."

Anchor: "Industry spokesmen say
comparing their rates with retail
interest rates is like comparing
rental car rates to an auto
dealership.

"

Tillotson met with Rep. Miller in

Washington, D.C., a month before­
on Wednesday, Feb. 2. So had
another Florida dealer, Norm
"Slats" Slatton Sr. of Bi-Rite Co.
Slatton is an APRO board member
who serves on the government rela­

ens committee, along with
pchurch.
Education-both of Congress and

of rental-purchase dealers. Nothing
is more important to the industry'S
future right now. Upchurch recalls
one of his meetings on Capitol Hill:

"A member of the House gave me

a lesson in politics. He said to me,
'It's important that politicians
understand business and
businessmen. But, from your stand­

point, it's more important that busi­
nessmen understand politics.'

"

APRO's Florida folks are working
hard on it. In fact, they have invited
Sen. Connie Mack to attend the

Aug. 3-7 APRO convention in
Orlando. There's a good chance
he'll make it. PR

in Was
artists, but
questions the en
companies. T� ublic Interest
Research Group says rent-to-own stores
are charging interest rates from 35 to
400 percent, but Miller says that may be
misleading. "

Rep. Miller: "There's a need for the
people who don't have credit, whether
it's buying a car, buying a TV or a wash­

er/dryer. They're such high risk, in
some cases, there should be a way to

34 PROGRESSIVE RENTALS



vinced many committee members to

openly support another bill, thus defy­
ing the chairman on an issue dear to

his heart," says Waters. "It has truly
been a legislative coup d'etat."

Once Gonzalez's anti-R'I'O bill was

successfully blocked, sometime in
mid- to late-February, the battleground
shifted over to the Senate, where
Gonzalez's bill already had a com­
panion, S. 1566 by Sen. Howard
Metzenbaum, D-Ohio.

In the meantime, U.S. Public Interest
Research Group (PIRG) launched a

nationwide anti-RTO media campaign
on March 3, when it and its state affil­
iates held news conferences to report
its foregone conclusions from a 20-
state survey of rental-purchase stores

early this year. (See April Network
News.)

On Wednesday, March 23, the last
of three days of dealer meetings on
Capitol Hill, U.S. Sen. Richard Shelby,
D-Ala., formally introduced a LaRocco

companion bill, S. 1956.

Instead of re-characterizing the

rental-purchase transaction as a cred­
it sale and attempting to establish

price controls in the marketplace­
the main goals of the
Gonzalez/Metzenbaum approach­
the LaRocco and Shelby bills provide
for robust consumer protections such
as full cost disclosures and generous
reinstatement rights.

Although these protections are

nothing new for most dealers across

the country who have supported
strong state legislation over the years,
anti-RTO forces, including U.S. PIRG,
have taken it upon themselves to

"force the issue" in the 103rd U.S.

Congress, says APRO's president,
Quinn.

Introduction of Sen. Shelby's bill

brought instant credibility to dealers
who were educating U.S. senators on

the rental-purchase issue. At its intro­

duction, S. 1956 had four original co­

authors: Sens. Kent Conrad, D-N.D.;
J. Bennett Johnston, D.-La.; John
Breaux, D-La.; and D.M. "Lauch"
Faircloth, R-N.C. These senators rep­
resent broad-based support for the

LaRocco/Shelby approach to rental­

purchase legislation.
"The comfort level I found in these

visits (with Congress)," says Ohio
dealer and APRO board member Ernie

Lewallen, "is the fact that we were

PROGRESSIVE RENTALS

probably lucky both Gonzalez and
Metzenbaum chose to fight our indus­

try because their level of respect seems

to be on a lower scale. They are not

high-profile members ... in a fight like
this."

By late March the other side of the
issue, driven by radical so-called con­

sumer groups, a few ideological con­

gressional staffers and sensationalistic
media, had lost more ground-despite
the carefully coordinated March 3 anti­
RTO media blitz.

Tangible results of APRO's federal

grassroots campaign, as of April 25:
• 47 U.S. representatives' co-spon­

sorship ofH.R. 2803, the LaRocco bill.
• 77 U.S. representatives support­

ive of H.R. 2803.
• 283 U.S. representatives aware of

the local impact of proposed legisla­
tion and constituent support for H.R.
2803.

• 5 U.S. senators co-sponsorship of
S.1956.

• 29 U.S. senators supportive of S.
1956.

CONTINUED ON PAGE 44
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Rental-purchase dealers have covered a lot ofground this year on Capitol Hill.
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For rental-purchase dealers,
manufacturers are making

THE FURNITURE MARKET JUST ISN'T WHAT IT USED TO BE, AND IT APPEARS RENTAL­

PURCHASE DEALERS ACROSS THE NATION COULDN'T BE HAPPIER.

ABOUT A DECADE AGO, WHEN MOST RENTAL-PURCHASE DEALERS STARTED TO

ADD FURNITURE TO THEIR INVENTORY, THE JURY WAS STILL OUT ON WHETHER

RECLINERS, SOFAS, BEDS AND END TABLES WOULD BE WORTH THE TROUBLE.

Many of those dealers were able to find

plenty oflow prices from manufacturers,
but they found themselves making too

many trips to the bank to secure funds to

replace pieces that couldn't be repaired
after two or three rents.

Furniture took a beating in the early
days-literally. Not only were the pick­
ups and deliveries taking a toll on cheap
fabrics and glued particle-board, but ear­

ly lines of furniture couldn't take the wear

and tear of a typical American home.

People rarely think about plopping their

bodies onto a sofa-they just plop.
It didn't take long for dealers to call out

for sturdier pieces, and the furniture man­

ufacturing industry heard the cries of
the growing rental-purchase industry.
Before long, dealers were meeting with
the big names in furniture, letting them
know what would work in rental-pur­
chase.

From the rental-purchase dealers, fur­
niture manufacturers learned that most
RTO stores have little storage area, and
there can be several pickups and deliv-

• • • • •

BY

JOHN

MASSEY
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eries during the life of a single piece.
Furniture for the rental-purchase
industry also has to be attractive,
up-to-date with trends in style, and
has to be delivered to the stores quick­
ly.

Alabama rental-purchase dealer

Jimmy Wammbck can be spotted
roaming the halls of the Atlanta
Furniture Market about 10 days a year.
Most of his life is spent in his two

Birmingham stores, so he knows his
customers well and he knows what

they want. Wammock is careful with
his money, so fly-by-night furniture
builders can't fool him with their fast
talk and "sweet" deals.

"We corne to Atlanta because of the
selection of quality products here,"
Warnrnock says. "I don't want the low­
end products. They've got to last, you
know? We don't buy promotional
goods; we'll go medium to above aver­

age (quality).
"Queen Anne dinning rooms are

real popular right now," he adds. "We
can't keep it in stock. If the factories
are out, we're out. You get it in, and
as soon as you get an order landed,

PROGRESSIVE RENTALS

you place another order. That's prob­
ably the hottest thing for me right now.

And that's high-quality stuff-the real

McCoy."
According to APRO statistics from

1992, furniture was the No.1 product
in the then-$3.88 billion rental-pur­
chase industry. At the time of that
APRO survey, furniture made up 28.9

percent of all respondents' rentals, fol­
lowed by appliances (23.4 percent),
VCRs (10.9) and TVs (18.5). The indus­

try has seen solid overall growth since
APRO's 1993 survey was conducted,
and the figure for furniture is expect­
ed to increase when the 1993 statis­
tics are compiled later this spring by
APRO.

"It's exciting to stand back and
watch this industry grow," says APRO
Executive Director Bill Keese. "This

According to APRO statistics from 1992, furniture was

the No.1 product in the then-$3.88 billion rental-pur­
chase industry. At the time of that survey, furniture made

up 28.9 percent of all respondents' rentals.

is a unique industry, with a unique
transaction, but all through this indus­

try's growth, vendors have met the
demands of our market. Our cus­

tomers insist on renting quality goods,
and our dealers pass that demand

along to manufacturers. That has cre­

ated a more competitive marketplace
for manufacturers, and our dealers
and their customers are getting better
and better deals."

Berkline's Bruce Hochberg said his

company is willing to meet all
demands from the rental-purchase
industry. Berkline has seen great suc­

cess with its many models of reclin­
ers, and Hochberg says he's noticed
dealers becoming more educated
about the furniture industry. The

rental-purchase dealers of the past
CONTINUED ON PAGE 4e

A·pt:D Associate Member since 1993

American Oak Sales offers a complete
line of Roll Top and Flat Top Desks,
File Cabinets and Bookcases for any
office. We also feature an extensive
line of Home Theatre Units, China

Hutches, Curio Cabinets, Entertain­
ment Centers and more. All products
are delivered on our company owned
trucks.

AMERICAN OAK SALES
1-800-892-2052

P. O.Box9697· Bowling Green,KY 42102
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Japanese savings rate as 15 percent versus

a 3- to 5-percent savings rate in this coun­

try. In the meeting, we learned that the
consumer interest rate is 8 to 10 percent.
All of these statistics conspire against a

strong foothold for the rental-purchase con­

cept in Japan, at least as that concept is

currently embodied in this country.
We also learned Japan is also more

crowded than America, and the Japanese
live in smaller spaces. This fact has col­
ored the Japanese rental industry because

they rent a lot of products that people use

occasionally; luggage and baby furniture,
for example. In America, we own it and
then store it. In Japan, they have no room

for storage, so they rent it.
.

The Duskin company rental slogan is
"Have what you need only when you need
it." This company is moving into high-tech
rentals, such as portable phones, fax
machines and computers, but they realize

good business from renting simpler items,
as well, such as paintings, sculpture, plants
and fish tanks for the home and office.

Japan is also a health- and cleanliness­
conscious society. This company rents a

wide variety of cleaning machines and

products, and even the people to operate
those machines. The "cleanliness rental
service" division makes up nearly two­

thirds ofthe company's revenues (387 bil­
lion yen in 1992), and includes dust control

products (mops and mats); restroom prod­
ucts (automatic urinal cleaners and air

fresheners); air and water control (clean­
ers, filters and purifiers); and custom-made
uniform service. All for rent, 250 billion

yens worth per year of rentals in just this
one company we talked to.

The Duskin corporate motto is "Service
for People-People for Service." This com­

pany recognizes itself as being in the ser-

MeetingJapanese 'rental dealers' spurs a

A GROUP OF JAPANESE EXECUTIVES CAME

TO APRO A WHILE BACK TO LEARN

ABOUT THE RENTAL-PURCHASE INDUS­

TRY IN AMERICA. THE GENTLEMEN WHO

CAME TO SEE US REPRESENTS A COM­

PANY, DUSKIN, THAT HAS BEEN IN THE

RENTAL BUSINESS IN JAPAN FOR A LONG

TIME.

They spoke no English and brought a

translator, whose language skills made the

meeting even more interesting. But beyond
the language barrier and how it isbridged
today, these men had a lot of questions
about how we do business, and we had
as many questions for them.

We learned, for example, that Japanese
society is far more homogeneous than ours.

There are far fewer rich and poor in Japan
than here. They estimate maybe 2 to 3 per­
cent of the Japanese population to be with­
out credit. The percentage in this country
must be at least 10 percent, and some say
it is as high as 35 percent. (This is not a

published statistic because it is a compli­
cated question overall with the sub-ques­
tions, "How much do you want to borrow?
For how long? What do you want the mon­

ey for? When will you pay it back? How
much interest will you pay? And more.)

I have also heard that there are relatively
few rich people in Japan. Only a handful
ofJapanese executives make more than $1
million per year; as compared to tens of
thousands in America. As our visitors

explained, Japan is mostly a nation of mid­
dle class citizens, far more so than here.

They are also a people trained or inspired
to save, unlike most Americans. A statis­
tic I saw not too long ago showed the
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vice business. The products Duskin

rents, and the people who operate and
service these products are vital parts
of this business.

As different as the Japanese rental
business and American rental-pur­
chase are, both industries have this
service component in common.

Except that this Japanese company
understands the importance of peo­

ple on both sides of the counter and
their role in the success of the whole

enterprise. They understand this and

they embrace it.
Some U.S. rental-purchase compa­

nies-and I really think that today we

are down to only "some," when it was

once "most"-still do not understand,
nor embrace this concept. These com­

panies are still just "moving product."
These companies neither care for

nor about their customers and employ­
ees.

To demonstrate how profoundly
this multi-national Japanese corpo­
ration understands this idea, here is
the company mission statement:

Day after day, beginning with today,
Both you and I have a chance to

Begin our lives anew.

Whether our lot today be profit or loss,
Be spiritually ready for loss.

As a planter would, let us sow the seeds

ofjoy
To every person we meet each day.

For everyone, for you and me, may our

lives
Be lived in this world to their fullest
Spiritual and material potential
With prayer.

Heavy stuff for a rental company.
This is probably a more spiritual state­

ment than most U.S. companies
would be comfortable with, but it
serves to make a point about the nature

ofbusiness. It is a whole lot more than

"moving product." It is a whole lot
more about people, and it always
has been.

I am ever on the look-out for new

angles to this business. The Japanese
are in the rental business in a big way
in their country. Maybe some of you
will investigate this Oriental approach
to the rental business and find some

bright new ideas for your own com­

panies. PR

Ed Winn is APRO's legal counsel and
a veteran writer on RTO issues.
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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
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Here's an annual primer to help make the most ofyour

DESPITE THE WEALTH OF INFORMATION

ELSEWHERE IN THIS MAGAZINE, THERE'S

REALLY NO SECRET TO BUYING AND RENT­

ING THE RIGHT KIND OF FURNITURE. You

JUST HAVE TO UNDERSTAND THE LAN­

GUAGE USED BY FURNITURE PEOPLE. LIKE

MANY OTHERS, THE FURNITURE INDUS­

TRY HAS DEVELOPED ITS OWN UNIQUE
SHORTHAND THAT ENSURES THEY KNOW

WHAT THEY ARE TALKING ABOUT AND

YOU DON'T.
• • • • •

This has been true since man felled his
first pine tree and made a coffee table. In
fact, reliable evidence exists that one

section of hieroglyphics inside an Egyptian
tomb is actually a furniture order for one

of the pharaohs. Since it was apparently
back-ordered, however, we'll probably
never know for sure.

Choosing the right furniture begins with
appearance. Furniture sales people like to
show you pictures of sofas sawed in half
with shiny steel springs all coiled up amid
tight bundles ofcotton and foam, and
upholstered in the same fabric Anastasia
was rumored to be wearing When she was

either shot or exiled to Illinois, depend­
ing on your reading of history. They'll tell
you this mock-up graphically illustrates
the quality of their sofas, and-gee-ain't­
it-great?-they use real wood in there
instead of that plastic stuff they reserve

for the arms and legs. Don't be fooled. This
is not a mock-up. This is how the actual
sofas will look after three rentals. Ask
the guy who bought a truckload last year.
Crews are still out there, searching for the
other halves. Someday they'll be reunit­
ed in a circular;

When the furniture boys realize you
haven't fallen for the old half-sofa ploy,
they'll try to entice you down to God's
Country to tour the factory and get in a lit­
tle fishing on the company boat. Don't go.
God's Country turns out to be six acres of

reclaimed swampland next to the Boy's
Industrial Reformatory. The company boat
is a sliver of fiberglass about the size of an

ironing board, it's got more electronics
than a jumbo jet and a driver named
Tootie. Now, Tootie doesn't know much
about furniture; he just likes to drink beer
and see how fast those Mercury outboards
will really go. Tootie is also the guy who
traces lost orders and handles freight
claims.

But the boys from the factory will do
anything to get you down there because
they know that, after two days on a pond
with Tootie, you'll sign orders for furni­
ture you don't need and pay invoices
you don't owe. They don't get those
$80,000 bass boats by being stupid.

For a really big account, most furniture
reps will make the pilgrimage to your
office. That can be the safest way for you
to do business. With careful planning, you
should be able to rig the cameras and voice­
activated tape recorders for maximum
effect. This will enable you to produce
sufficient evidence in the event Mike
Wallace comes to see you waving photos
of women with strange rashes and men

with misshapen limbs, all of which he'll
claim were caused by cheap upholstery
and those imported recliner mechanisms.
This is where the Law of Duality takes
over: 1., You can't buy back that kind of
bad publicity; and, 2., The factory won't
buy back any of the furniture.

Buying furniture from pictures isn't
unheard of. Odds are Grandma did it and
her stuff certainly lasted longer than
anything you carry. To be sure, browsing
through colored photographs can't com­

pare to flopping down on a real chair or

falling out of a real bunkbed. But if you
know what to look for in the photographs,
you can stay ahead of the game. For
instance, never buy a group purported to
be hand-crafted in Hickory, N.C., if the
window behind the sofa shows a street
scene in downtown Sarajevo.

Be sure to carefully examine the wall
covering pictured in those shots, too.
Remember that adobe usually has bits of
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straw and loose mud sticking out that
y

invariably show up in good light. So

'"'. much for Swedish Modern.
Another sign that says you may not

� be getting all you bargained for comes

when you ask to see a fabric sample
and the rep pulls out his shirttail and

iIr asks you to rub it between your fin­

gers (if anybody selling office equip­
ment asks you to do this, it's a sign of

lI, a different problem).
Don't pay too much attention to fab­

ric grades: A, D, J and so on. Few peo-
1oC. pl e realize those letters stand for

nothing more than the type of metal­
lic thread manufacturers added to the
stuff so it wouldn't rot on the ship­
ping docks over there in Kuala Lampur
during the latest civil uprising.

�
For example: Grade A contains only

low-grade aluminum while Grade C
has roughly the same amount of cop­
per, hence the same tensile strength,
as a Sears leisure suit. This is why you
rarely find people in leisure suits
where high-end furniture is sold. The

potential for electro-plating accidents
is too great for any employer to risk.

�-

For a really big account, most furniture reps will make

the pilgrimage to your office. With careful planning, you

should be able to rig the cameras and voice-activated

tape recorders for maximum effect.

New enhancements to The RAM System include:

Another scam is the "kiln-dried"
lumber angle. You can judge the long­
term value of kiln heat by asking any
fourth-grader's morn how many ash­

trays she has left from that batch lit­
tle Elmo baked up in the kiln at school.
Ask your aunt Edna how many of
those ceramic elephants she still has.
But ask any rookie furniture rep and

you'll get the standard pitch: "Kiln­
dried hardwood is moisture-free, so it
can't bend, warp or rot." Of course,

that's what they said about aunt Edna's
mind some years ago, too. So much
for the experts. Anyway, who dreamed

up this kiln thing? It must have gone
something like this:

"Okay, guys, here's a great idea to

solve that bad wood problem. We take
this 100-year-old hickory tree and stick

it into that oversized pizza oven there
with the huge roaring flames shoot­

ing out. We leave it until it stops siz­

zling, then we haul it out and cut some

new bedroom suites. What's left over

we can make into TV trays and maybe
some of those little bats they sell at

the ballpark.
And don't worry about leaving it too

long. You know what a bag of char­
coal goes for these days?

The bottom line on buying and rent­

ing furniture is simple. Don't buy sofas
from men wearing leisure suits and
never ride in a boat with a guy named
Tootie. PR

Bud Holladay is vice president ofmar­

ketingforAlrenco. He is a formerRTO
dealer and founder of APRO. His
humor column runs in every issue.

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

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.

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!

�po Box 1165, Magnolia, Arkansas 71753 (501) 234-2200
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.
fair market value of the property at
the time of the exercise of the option.
If a lessee canpurchase the rented
property at a bargain price, then some

portion of the lease payments must
have been going toward the purchase,
and the transaction taken as a whole
may be a sale.

If, on the other hand, the lessee can

only purchase the rented property for
the property's fair market value, then
that must mean that lease payments
were for the use ofthe property only,
since there is no opportunity for a bar­
gain purchase later on.

This is the most logical approach to
the issue of nominality and is the one

adopted by most courts. The
Wisconsin Court of Appeals did not

adopt the fair market value test
because it said it could not, since no

one had introduced any evidence of
the estimated fair market value of the
washer and dryer after 19 months on

rent.

Of course, the court also rejected
this test because it would not have

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

�RENT.
gn AMERICA
� """'R'"',"RN"UR"""�Nm
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yielded the result that the court want­
ed. What the court saw was a wom­

an with few choices and a company
that wanted to rent her a $600 wash­
er and dryer for $1,839.60. And when
she had paid more than $1,000 and
refused to pay any more, the compa­
ny sued her.

The "no sensible alternative" test,
while not mainstream law, is a viable
legal notion. The Wisconsin Court of

Appeals did not invent the test.
Almost parenthetically, it should be
noted, that in the court's zeal to
achieve justice, it misapplied the test
it chose.

First, the court acknowledged that
"there is no evidence in the record
as to what the fair market value of the
washer and dryer was at the time the
purchase option arose." Without
that information, it is simply not pos­
sible to reach the conclusion the court
did without assuming that the wash­
er and dryer were worth more than
the option price, which assumption
the court must have made without
admitting it.

Suppose, for example, that the
washer and dryer were "used up" and
had no value. Or worse, the goods
were broken and in need of several
hundred dollars worth of repairs. It
would then only be sensible not to

spend another $160 to purchase use­

less merchandise. Without knowing
the value of the merchandise at the
time the option arises, the court could
not accurately apply any of the vari­
ous tests available for measuring nom­

inality.
Nonetheless, the court knew the

answer it wanted in this case and
found a way to get there.

There was a dissent in the case, but
the dissenter took issue with the

majority's reasoning, not the result.
The dissenting judge found the hand­
written "+2=21" language dispositive.
To him, that language meant that there
was really no purchase option at all
and that the transaction was a 21-
month rental-purchase agreement and,
therefore, a credit sale under the WCA.

The Hall case is unfortunate for the
rental company involved, but also for
other dealers in the state because of
the lack of guidance it gives for future
transactions. Who can say with cer­

tainty when a rental customer will
have "no sensible alternative" to exer-

cising a purchase option? One reason
�

the "fair market value" test is better,
is that it gives merchants a more

objective standard to use when pric­
ing their goods. Critics, of course,

argue that merchants should not be

looking for ways to avoid coverage
of the WCA to begin with, but should
just go ahead and comply with the
statute.

The "pays or agrees to pay" language
is not unique in Wisconsin. Idaho,
Iowa and Maine have the same lan­

guage' but each has its own rental­
purchase statute carefully
distinguishing rental-purchase agree­
ments from credit sales. The issue of

nominality no longer exists anywhere,
unless it is still alive in Pennsylvania.

Accordingly, while Hall is decid­
edly troublesome for Wisconsin deal­
ers, the opinion should not have
much impact beyond the state's bor­
ders. It is a win for industry oppo­
nents and has already become a part
of their anti rental-purchase propa­
ganda. In strict legal terms, however,
the case is not that important.
The Green case

If the Hall case can be criticized for
its faulty logic, the trial judge's deci­
sion in Green vs. Continental Rentals
in New Jersey Superior Court on

March 25 is a tour de force of bad legal
reasoning. It is another decision that
goes against the rental company, thus

drawing media interest and causing
concern among rental dealers in New

Jersey and elsewhere.
As a legal matter, the Green vs.

Continental Rentals decision is a tri­
al court opinion, carrying no prece­
dental value whatsoever; not even in
New Jersey. Only if the power of the
court's reasoning were so persuasive
as to command a following, could the
decision affect the industry negatively.
And it is not persuasive.

New Jersey has no rental-purchase
statute and has a retail installment
sales act with language virtually iden­
tical to TILA language. Moreover, the
New Jersey legislature in 1969 elect­
ed to follow the federal lead by adopt­
ing this language:

"To the extent that the provisions
of any of the following cited New

Jersey laws are inconsistent with
respect to disclosure, advertising, ter­

minology, type size, method of com­

putation of finance charges, content
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or time of adding provisions and

requirements of (TILA) and the regu­
lations issued pursuant hereto com­

pliance with said federal law and

regulations, shall be deemed and con-

strued to be compliance with the

specifically related provisions of the
'11\'.1 following New Jersey statutes ...

"

Confronted with this language, the

judge in Green had to find a violation
of TILA before he could find a viola­
tion of the state law. Since the U.S.

Congress amended the TILA and the
Federal Reserve Board issued regula­
tions in 1981, there have been no cas­

es holding that a rental-purchase
transaction is a disguised credit sale
under TILA. This issue is simply not

open to serious debate and has not

been for 13 years. It is why Rep. Henry
B. Gonzalez and Sen. Howard
Metzenbaum have introduced their
bills-to change a federal law which
is clear, and which they do not like.

None ofthis, however, diverted the
trial judge in Green. He found a 1989

Illinois bankruptcy case which had
held that terminating a rental-pur­
chase agreement and returning the

property was really a penalty for the
consumer, and therefore the transac­

tion was really a credit sale under the
TILA. The Illinois bankruptcy judge's
rationale was later rebuked and his
decision overruled by the federal

judge.
It is either sloppy research or sim­

ply disingenuous for a judge in 1994

to cite and rely on a 1989 opinion
which was reversed in 1991.

Whichever flaw is operative, it ren­

ders the decision all but useless

beyond the facts of the case.

Once again, the facts are illumi­

nating. Over time in 1988, Ms. Green
entered into five separate rental-pur­
chase agreements with the rental com­

pany, for living-room furniture, a

stereo, a freezer, a washing machine
and dining room furniture. Total
rental payments were $369.64 per
month. Late charges ran $1 per day
on each agreement. The total cash

price for all the items rented was

$2,785.12. The total rental-purchase
price was $6,663.85.

After having made payments total­

ing $3,335.86, Ms. Green fell into
arrears and the company repossessed
all of the units. Ms. Green was so upset
she went to the Passaic County Legal

PROGRESSIVE RENTALS

Aid Society with her story, and in
1990 sued the rental company. The
trial court opinion is currently on

appeal.
What lessons are there for dealers

from these two recent decisions?
There are already new lawsuits pend­
ing in Wisconsin and New Jersey on

the heels of these decisions, and one

lesson is that legal actions can have
unintended consequences. It is easy
to conclude that the Wisconsin law­
suits should never have been brought.
The Hall case, in particular, was not

air tight, since rental store employees
had modified the rental-purchase
agreement by writing on it.

Filing lawsuits against rental cus­

tomers is a process that needs to be
reviewed carefully each time. If a com­

pany has been unsuccessful using
its most diligent collection methods,
the question may be fairly posed as

to what the company hopes to accom­

plish in court. In any case, the paper­
work must be perfect, since a

sympathetic judge will look for any
excuse to side with a downtrodden
citizen and against a business.

Part of the review process before

suing a customer ought to include a

thoughtful look at the equities of the
situation, which go beyond the legal
equities as expressed in the agree­
ment. It is a far different thing to file
suit against a customer who defaults
after the first payment than it is to sue

a customer who has paid the compa­
ny thousands of dollars over time.
That should not be so hard for rental
dealers to understand. Like it or not,
that's how the legal system operates.

These cases finally tell dealers
what they already know. Theirs is a

risky business, made even more risky
by the legal system. Rental dealers are

far better served by doing what they
do best-renting and collecting.

Despite the fear common among
some dealers that if they let just one

customer get away with something,
all customers will suddenly stop pay­
ing, there has never been shown any
factual basis for this feeling.

Suing rental customers is not like­

ly to right any wrongs. Instead of

recovering property or making some­

one feel better, it can end up costing
rental companies a lot of money. PR

Ed Winn is APRO's legal counsel and
a veteran writer on RTO issues.
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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
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next-day delivery, call before 1

p.m. (eastern time).
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• 87 senators aware of the local
impact of proposed legislation and
constituent support for S. 1956.

During the third week of April,
apparently in an attempt to regain
some political footing, Sen.
Metzenbaum's staff persuaded staffers
from Senate banking chair Donald
Riegle's office to call a May 13 hear­

ing on rental-purchase. From the start,
it was shaping up to be another "kan­

garoo court" similar to the one held

by Gonzalez last spring (see related

story page 19). For starters, it was

/ widely known that Sen. Shelby,
author of the more reasonable RTO
bill that already had broader sup­
port in the Senate, could not attend
a May 13 hearing because he was

scheduled for a hospital stay.
AFRO leaders called on association

members to heat up the grassroots net­
work. The goal: to persuade Senate

banking chairman Riegle to resched­
ule the May 13 hearing so Sen. Shelby
could attend. At the same time, AFRO
leaders were trying to prevent anoth­
er one-sided congressional panel dom­
inated by anti-RTO testimony.

To add injury to insult, Sen.
Metzenbaum, in the last hours ofApril
21, successfully amended the Senate

bankruptcy bill to define rental-pur­
chase transactions as security inter­
ests for bankruptcy purposes. That
apparently means RTO customers
who declare bankruptcy do not have
to give back merchandise on rent, if
the bankruptcy bill passes with this
amendment intact.

However, APRO, with the help of
federal lobbyist John Raffaelli, will
monitor the conference committee
that works out the final version of the

bankruptcy bill to have this language
changed.

Enlightened dealers know superbly
run businesses that focus on customer
service have to be the rule rather than
the exception in the rental-purchase
industry. But they also realize that's
not enough.

Believes Lewallen: "It's definitely
a lesson we can all learn. Once the
fight is behind us and once we go back
into a peacetime mode, we can't quit.
We have to maintain our representa­
tion from here on out." PR
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so outstanding that even Mickey and
Minnie have blocked out time for it­
they'll cut the opening-day ribbon
themselves at noon on Aug. 4. A
cash lunch and breakfast are avail­
able each day.

When you're not at the trade show,
you'll want to be at the APRO edu­
cational seminars. As always, APRO
will draw top speakers from across

the country to cover every aspect of
the rental-purchase industry. From

motivating your employees, to financ­
ing, to introducing hot new products,
the folks in the know will be on hand
to share their expertise. This is also
the time to find out what's happen­
ing in legal realm of rental-purchase
and what state and federal govern­
ments are doing that affect you. Sign
up your managers and other employ­
ees and you're off to creating a more

knowledgeable and professional staff.
APRO business will be conducted

throughout the convention, with the
State Presidents Awards reception
Wednesday, sponsored by Voyager
Insurance Companies, the General
Session and Business Meeting on

Thursday morning, the Congressional
Leadership Council briefing session
that afternoon, and at the Presidents
Council luncheon on Friday.

Keynote speaker for the APRO
General Session and Business Meeting
on Thursday will be the inspira­
tional Brian O'Malley. An adventur­
er and mountain climber, as well as

an award-winning photographer,
O'Malley uses music and photogra­
phy to make this point: Life should
be lived to its fullest. He calls his talk,
"Everest, the Challenge in All of
Us," and he will help you identify
and surmount your personal Mount
Everest to lead an enriched personal
and professional life.

As always, APRO will keep you
updated each morning with the AFRO
Convention Daily newspaper, again
sponsored by Philips Consumer
Electronics.

Heavyweight fun
He's marketing director for Home

Line Industries, the country's largest
furniture wholesaler, but you remem­

ber Joe Frazier as an Olympic gold
medalist and the heavyweight boxing

44

champion ofthe world. At 50, Frazier
:-..;

has hung up the gloves, but he will
make delightful �ompany at APRO's
welcome cocktail reception from 6 to
8 p.m. on Wednesday, Aug. 3.

Although Frazier will sit this one out,
four exhibition boxers will get into
the ring and hold an exhibition match
for you. This is the traditional oppor­
tunity to get acquainted and reac­

quainted with APRO folks over light
hors d'oeuvres and an open bar, all

sponsored by Home Line Industries.
Dress is casual.

Beach duds will be the dress of
choice for the Beach Bash gala cock­
tail reception at Pleasure Island's Rock
& Roll Beach Club on Thursday
evening. Sponsored by FORESIGHT,
this evening's agenda offers enter­
tainment for guests 21 and up, with
a live band playing music from the
Beach Boys to Jimmy Buffet. Heavy
hors d'oeuvres and a cash bar will fill
you up, and when it ends at 8 p.m.,
you can try any or all of the other six

night clubs at Pleasure Island, admis­
sion free. At midnight, the Explosion
Dancers take to the West End Stage as

the island launches itself into a super­
charged New Year's Eve celebration.
On Pleasure Island, every night is New
Year's Eve.

The APRO event of the year is on

Saturday night, when Thomson
Consumer Electronics sponsors the
Fantasy Ball Reception with compli­
mentary open bar, followed by the
Fantasy Ball, sponsored by High
Touch, Inc. Attire is semi-formal
and the mood will be magic, as the
renowned New York entertainment

troupe Le Masquerade performs. The

troupe will take you from Fairyland
to Cirque du Soleil, and good food and
dancing until midnight are just part
of the festivities. During the evening,
APRO will announce its new board
members and present awards.

Guests not attending the conven­

tion will want to check out enter­
tainment options. Building a great
family vacation around the conven­

tion is easy to do. For more tourist
information, call the Orlando Chamber
of Commerce at 407-363-5871.

APRO '94: Ride the Wave, Aug. 3-
7. Don't miss a great convention. PR

Barbara Stooksberry is a freelance
writer and editor who has written for
APRO since 1989.
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REGISTRATION FORM

RIDE THE WAVE APRO 1994 ANNUAL CONVENTION AND TRADE SHOW • AUGUST 3-7 • ORLANDO, FLORIDA

REGISTRATION

'for; Non-family members of the same firm must complete a

separate registration form. This form may be photocopied.

BADGES

Only individuals registered and badged may attend

convention events or meetings. Your name and company

will appear on your badge exactly as you indicate on

¥ this form.

FEES

Save by signing up for full registration and take advantage
of early registration for additional savings. Fees must

accompany completed registration form. Credit card

registrations will be accepted by phone or fax until July
22, 1994. No phone or fax reservations will be accepted
after July 22. If mailing your registration, please allow time

for form to be received in the APRO office by July 22.

REGISTRATIONS WILL BE TAKEN ON SITE.

INQUIRIES

Any questions, call 512/794-0095;
Fax registrations to 512/794-0097.

CANCELLATIONS

All cancellations or changes must be received in writing
in the APRO office, postmarked by July 1, 1994. A

processing fee of 20 percent of the total registration will be

charged for all cancellations. After July 1, no fees will be

refunded.

HOTEL RESERVATIONS

DEADLINE, JULY 1. Make your reservations by calling
1-800-227-1500. PLEASE NOTE: Hotel rese�ations must

be received July 1, 1994 to guarantee the special APRO

rate of $13 8 single/double and by June 1, 1994 fOr

"free room" contest. Be sure to mention you are with

APRO to get the special convention room rate.

AIRLINE/AUTO RESERVATIONS

APRO is offering discounted rates to Orlando.

For airline or auto reservations call, or have your travel

agent call, Conventions in America at 1-800-929-4242.

Refer to APRO#680 or you may call Delta at

1-800-241-6760 and refer to File #P0457 or Alamo

Rent-A-Car, 1-800-732-3232; ID #77274, Rate Code GR.

No soliciting will be allowed at any APRO social function

or on the trade show floor by non-exhibiting vendors. For

information on exhibiting at the APRO trade show, call the

APRO OFFICE AT 512/794-0095.

FOR OFFICE USE ONLY:

MID# _

Date ree.
_

Date ent.
_

Ck.#
_

Amt. Pd.
_

Pre
_

On-site
_

PROGRESSIVE RENTALS

Please print or type, one form per registrant & spouse/guest. (Please note: Personal guest is defined as "significant other" or

immediate family member.) You may photocopy this form. A written confirmation will be sent to you from the APRO office

prior to convention. If your registration is received in our office after July 22, it will be treated as an on-site registration, and

no confirmation will be sent.

Last name: First name (for badge): _

Spouse/guest-Last name: First name (for badge): _

Teen/child-Last name: First name (for badge): _

Teen/child-Last name: First name (for badge): _

Company name: _

Company mailing address: �

City/State/Zip: _

Business phone: FAX: First-time attendee? Dyes D no

D Rental Dealer D Non-exhibiting vendor D Other(explain) _

Note: Exhibitors should not use this form as they will recieve special badge form with exhibitor information.

FU�L REGISTRATION By 7/1 After 7/1
Includes Welcome Reception Wednesday, Cocktail D APRO Member $275 $325

Reception Thursday at Pleasure Island, Awards Reception D Non-Member $375 $425
and Banquet Saturday, all seminars, general session, D Spouse/Guest $150 $165
entrance to exhibit hall. Not included-Golf Tournament or D Teen (1 3-17) $125 $140
Behind the Scenes Tour. D Child (3-12) $75 $90

D Under 3 Complimentary

A LA CARTE
A la carte prices allow entrance only to individual functions as listed:

Member

D Seminars, Day 1 (Friday, August 5) $100

D Seminars, Day 2 (Saturday, August 6) $100

D Exhibit Hall Only (will not allow entrance to seminars or social functions) FREE

D Welcome Reception, Wednesday "The Main Event" $35

D Gala Cocktail Reception, Thursday, "Beach Bash" at Pleasure Island $50

D Reception & Awards.Banquet, Saturday "Fantasy Ball" $80

Non-Member

$150

$150

FREE

$35

$50

$80

OPTIONAL PROGRAMS

D "Behind the Scenes at Walt Disney World" Wednesday, August 3 1-4:30p.m.

$60 per person (under age 16 not allowed)

GOLF TOURNAMENT

D "1994 APRO/Joe Eason GolfTournament" Wednesday, August 3, 8a.m. $85 per person.

D Mens Division D Womens Division

Name of Player: _

Requested Team Pairing (if possible): _

Handicap or Average Score:
_

ADD ALL FEES DUE AND ENTER TOTAL HERE: TOTAL $ _

D My check is enclosed and made payable to APRO. Charge my D VISA D MasterCard D American Express

Account # Exp. date _

Signature _

Print name as appears on card _

MAIL WITH PAYMENT TO:
APRO

6300 Bridgepoint Pkwy., Suite 305, Austin, Texas 78730-5016

Phone: 512/794-0095; FAX: 512/794-0097
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Collect TW"o Great
Offers From Alamo.

Now association members can collect two great offers from
Alamo. Enjoy $10 OFF any rental of three days or more or

$20 OFF an upgrade on rentals of two days or more with Alamo's
Association Program. And as always, you'll get unlimitedfree
mileage on every rental in the u.s. In addition, you'll receive
frequent flyer miles with Alaska, Delta, Hawaiian, United and
USAir. Alamo features a fine fleet of General Motors cars and all
locations are company-owned and operated nationwide to ensure

a uniform standard of quality.
As a member, you'll receive other valuable coupons throughout

the year that will save you money on each rental. I t's easy to
collect a great deal from Alamo. For member reservations call
your Professional Travel Agent or Alamo's Membership line at
1-800-354-2322. Use Rate Code BY and ID#
__2_0_4_8_5_6__

when making reservations.

Where all the miles
are free"

Alamofeaturesfirle General Motors cars/ike this Buick Regal,

• Certificate is valid for $10 OFF a rental.
• Valid on intermediate through luxury car

category.
• Offer valid for rentals of a minimum of 3 days

and a maximum of 28 days, �
• Only one certificate per rental, not to be used in

conjunction with any other certificates/offers,
• Certificate must be presented at the Alamo

counter on arrival.
tJ• This certificate is redeemable at all locations in

'

the United States only, Once redeemed, this
certificate is void,

• The maximum value of this certificate which maybe applied toward the basic rate of one rental iSS<r
$10 off. The basic rate does not include taxes and
other optional items, No refund will be given on

any unused portion of certificate. Certificate is n6t
redeemable for cash,

• This certificate and the car rental pursuant to it t­
are subject to Alamo's conditions at time of rental.
Minimum age for rental is 21. All renters must
have a valid driver's license.

• This certificate is null and void if altered, revised
or duplicated in any way. In the event ofloss o_,oj!
expiration, certificate will not be replaced,

• A 24-hour advance reservation is required.
Reservations are subject to availability at time of
booking. Valid on Rate Code BY and
I.D. number 204856 only.

• Offer valid through July 21,1994; except:
02/17/94-02/19/94, 03/31/94-04/02/94,
OS/26/94-05/28/94 and 06/30/94-07/02/94.

• For reservations call your Professional Travel
Agent or call Alamo
�1-800-354-2322,

�T� A

"I..� -

._

1 D61B 1 Where� �®milesr--------------·
$20 OFF AN UPGRADE

• Certificate is valid for $20 off upgrade charges. ,

• Offer valid for rentals of a minimum of 2 days �d
a maximum of28 days.

• Only one certificate per rental, not to be used in
conjunction with any other certificates/offers.

• Certificate must be presented at the Alamo counter
on arrival, �

• This certificate is redeemable at all Alamo
locations in the United States only. Once
redeemed, this certificate is void,

• The maximum value of this certificate which m�be applied toward upgrade charges is $20 off a Irental. Not valid on time and mileage. No refund Iwill be given on any unused portion of certificate.z-t
Certificate is not redeemable for cash, I

• This certificate and the car rental pursuant to it ar� Isubject to Alamo's conditions at the time of rental.
Minimum age for rental is 21. All renters must I
have a valid driver's license,

• This certificate is null and void if altered, revised
or duplicated in any way. In the event ofloss or �
expiration, certificate will not be replaced.

• A 24-hour advance reservation is required.
Reservations are subject to availability at time of
booking. Valid 011 Rate Code BY and

1.0. number 204856 only.
• Offer valid through July 21, 1994; except:
02/17/94-02/19/94, 03/31/94-04/02/94,
OS/26/94-05/28/94 and 06/30/94-07/02/94.

• For reservations call your Professional Travel
Agent or call Alamo at 1-800-354-2322.
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y Why buy at the APRO convention? Here's why
WHY SHOULD YOU PLACE ORDERS

WITH TRADE-SHOW EXHIBITORS AT

THE APRO CONVENTION?
. .,

I'M SURE YOU ALL HAVE HEARD

THE STORY ABOUT THE MAN WHO

DRINKS BECAUSE HIS WIFE NAGS,

AND HIS WIFE NAGS BECAUSE HE

DRINKS. THE MORE HE DRINKS, THE

MORE SHE NAGS. THE MORE SHE

NAGS, THE MORE HE DRINKS.

• • • • •

This is called a dynamic circle, and

they can be dynamically good or bad.
In a way, our convention and trade

show can be a dynamic circle. The
more you buy at the convention, the
more vendors will come and the bet­

� ter the deals, due to high volume and
vendor competition. The less you buy,
the fewer the vendors and the poor­
er the deals.

Who's who and what's
what

I think we often get confused about
ji.( what these conventions are, and who

is there to do what for whom. Our
vendors are gracious enough to come

and pay to sponsor a lot of these par­
ties so we may eat, drink and have
fun. But, remember that this is the
APRO convention. We, the dealers,
are the members of APRO and we are

the hosts. We are the ones throwing
the party. We invite vendors, speak­
ers, legislators, bankers and, yes, even

lawyers to come spend time with us.

We need to act like hosts.
In order to keep our party the talk

of the town and the place our guests
want to be every year, we must con­

verge on the exhibit hall floor. We

must go by and visit each one of
these people who have paid to come

to our party. We should thank them
for coming and give them the one

thing they desire - a few minutes of
our time.

Who knows, you might
learn something

Ask these vendors about their prod­
ucts and ask how they will help you

PROGRESSIVE RENTALS

HOTTEST NEW ·MARkET
iN Tit E RENTAl I Nd USTRyl

YOUR Exclusive SOURCE WirH THE RiqHT FirNESS EQuipMENT
ANd THE MARkET KNOW How FOR THE RENTAL INdusmy

# 1 Unit iN RTO!

�on SOUTH 87TH STREET • OMAHA, NE 68124

......

BY

BOB SIMONS

make money. So often I see people
walk past something which is not

familiar. Having more information
never hurt anyone, and the conven­

tion offers the best opportunity to

touch, test and compare the many
competing products.

Also, the convention is the best

place to talk with some of the "big
wigs" at the larger vendors. We all
YJlOW that many vendors change sales

reps like we all change underwear, so

the convention is a good place to build
a relationship with vice presidents
and national sales managers. Knowing
the folks in power can only help you
when you are faced with a widespread
service problem with one of their

products.

WHolESAlE pRiCE
Model 1009 1 7

.

$211
REdUCEd TO $1 58

GREAT sAviNqS
WHilE supply lASTS.

(402) '91 -,78'7

Ready, set, buy
After you have made the rounds,

compared the warranties and deliv­

ery requirements, schmoozed the
sales manager, shipped home all of
the free key chains, pens, coffee mugs,
it's time to pull out the BIG PEN arid
write some orders. If it is a vendor

you already deal with, write orders
for the next 90 days. If it is a new ven­

dor, try writing a small opening order.
That is how the vendor communi­

ty judges our convention. The more

orders we dealers write, the more ven­

dors to choose from next year. The
more vendors to choose from, the bet­
ter the deals. The better the deals, the
more orders we dealers write. The
more orders we write, the more ven­

dors to choose from next year. Wow!

Deja vu. PR

Bob Simons is owner of North
Charleston, S.C.-basedAll Star Rental.
He is an APRO board member and
serves on the APRO Executive
Committee as secretary.

TREAdMills solEly fOR
RENTAl MARkET.

Now TAkiNq ORdERS .

$210... 0uAliry +.

RECREATiONAl/ENTERTAiNMENT APPEAl
HydRO THERAPEUTic VAlUE

EfficiENTNERSATilE PRofiTAblE
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legal Reference Index

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

Presentation Guide
APRO Tax Audit Manual
APRO Industry Profile
APRO Business Plan Development

Guide
APRO Glossary of Terms
APRO 1993 Industry Survey

(Complimentary to participants)

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

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

$5/$10
$300/$300

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

$25/na

$10/$10
�

Company APRO Member?
_

APRO Bankruptcy Manual

Skip-Tracer's Guide
Collections Manual

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

RAE Advertising Awards Book

Name Phone (

Address
_

City State Zip _

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

TOTAL DUE �I �
o My Check is Enclosed

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

Account Number ----------

Signature

Exp. Date -----

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

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

[II] .1:4.. [E](512) 794-0095

®

•

�"'. YISA®
FAX (512) 794-0097
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Continued from page 37

were once skeptical about "motion

upholstery," but Hochberg's compa­
ny has met demands for sturdier pieces
that can be broken down to ship eas­

ier and more quickly.
"We're finding the smart dealers are

buying better quality merchandise,
because they are having less problems
with it," Hochberg says. "We do pri­
marily reclining chairs with the rental
industry, and we are a major manu- �

facturer of motion upholstery. In our

upholstery, our backs come off, so

that's a key factor in handling and
delivery. For the average rental deal­
er, who doesn't have a lot of storage
space, we put in a warehouse program -,

so we can ship in seven days or less.
The dealer buys three at a time, and
it's been working great."

As for the rental-purchase customer,
Hochberg says he knows what the pub­
lic wants. He sees very little difference
among consumers.

"The rental customer is just some­

one who can't go out and spend all the

money at once to buy a chair, or he
just wants the chair for a while,"
Hochberg says. "But the rental cus­

tomer still wants the same quality
product as a customer who buys. ..,
People want quality, and that's my
philosophy. I know my product is the
best, so I'll put my product up against
anybody's."

Hochberg says he's anxious to see

the rental-purchase market continue
to grow, but he adds that dealers
should take the time to shop for good
products and good deals.

"We enjoy a lot of success at APRO
shows, but I wish dealers would spend
a little more time in the exhibitor
spaces," Hochberg says. "Dealers
should shop with an open mind. Some

go to the show looking for recliners
and visit everyone who is showing
recliners. That's fantastic. These peo­
ple will find the best deals. But there
are others, who if they are comfortable
with the line they have now, they don't
look at anybody else. I want to com­

pete for their business."
Berkline is looking to expand its

account and product line. Hochberg
says regular recliners are being joined
by those with hide-away tables and
storage space. Newer Berkline mod-

PROGRESSIVE RENTALS



�r
els will have telephones, heating
pads and vibrators for stress manage­
ment and other innovations.

Ed Marshall, vice president of sales
and marketing at Orleans Furniture,
says he's excited about getting his com­

pany more involved with the rental­

purchase industry. Currently, the
Orleans colonial and contemporary
furniture lines are very popular in the

rental-purchase market. Marshall says
his company works constantly to give
dealers more price categories in all
areas, particularly on complete groups,
like a bedroom suite of dresser, mir­

ror, chest and headboard.
"The thing I've found in the rent-to­

own business that is really growing is,
more and more dealers are buying
curio cabinets," Marshall reports. "I
think that's the fastest growing item
for us. We do big business with the
retail trade, but a lot of the rent-to-own

people are starting to do a big busi­
ness in curios."

Will Wilson, vice president at

Brooks Furniture, says his growing
company is determined to crack into
the rental-purchase market with its
new Betsy Ross Collection. Brooks'

Betsy Ross chairs, which come in

many sizes with 80 fabric choices,
sway gently back and forth with a slid-

." ing motion. He says rental dealers tend
to be skeptical of the chairs' durabil­

ity until he and his sales reps show
the heavy-duty workmanship and then
show the wide range of competitive
price points.

"Rental dealers don't usually like a

lot of motion or mechanical stuff,"
Wilson says, "but these are made of
either all maple wood or all oak. They
are free-moving and complaint-free.
We use a ball bearing made in the
USA, which gives a nice, free ride, and
we've never had a problem with it.
You really have to destroy this chair
to tear it up.

Because of the smooth motion of the
chairs, Wilson says all new mothers
and grandmothers have loved them in
their nurseries. Wilson says dealers
have loved the chair because of its

price, which hasn't increased in four

years, and because the chair can be

easily shipped in two pieces in a car,

with just four easy-to-reach bolts to

fully assemble.
As the popularity of furniture has

CONTINUED ON NEXT PAGE
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increased through the years, Bassett
Mirror sales manager Clyde Stone says
it's only natural that his company
would enter the picture. When the

public starts acquiring sofas, beds,
chairs and tables, there's the sudden
need for attractive and affordable
accessories. Not only is Bassett mar­

keting a vast array of mirrors and
prints, but the company has many
styles of wrought iron, wood, tile and
brass occasionals, dinettes and end
tables.

/ "It seems there are a lot of oppor-
tunities for us in the rental business,"
Stone says. "I know our mirror line
will work, and I think our print line
will work, too. We deal in excellent
quality goods, they're durable and we

offer competitive prices. As for the
rental business, just hang it on the
wall and rent it. There's no floor space
involved."

Stone says all of Bassett's mirrors
are manufactured start-to-finish in

Bassett, Va. Prints are made in

ATTENTION
OWNERS

WE ARE CURRENTLY
LOOKING FOR

OPPORTUNITIES TO
BUY INDIVIDUAL

STORES, CHAINS OF
STORES OR RENT TO

OWN ACCOUNTS.
INQUIRE WITH STRICT

CONFI DENCE TO:

McKENZIE DEVELOPMENT
CORPORATION

Attn: EDDIE SCOGGINS
V.P. ACQUISITIONS

615·478·1159
A'PFt:) Member since 1983
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Tennessee and the wrought-iron work
is done in Quebec, Canada. Everything,
he notes, is shipped out of the Bassett,
Va., facility.

Business has been rolling along
fine for Howard Miller Clock Company,
and Bob LeHocky says his steadily
growing company is seeing a great deal
of interest in its curio line and grand­
father clocks. A family owned, pri­
vately held company since 1926,
Howard Miller has a broad variety of

price points to offer dealers. The com­

pany is satisfied with a healthy, stable

10-percent annual growth, so LeHocky
says quality of product is never com­

promised for quick bursts of profit.
"The product area we have sold in

the rental-purchase area has been main­

ly in grandfather clocks," LeHocky
says. "It has grown in double-digits for
us the past several years. If you are a

market-share leader, the (rental-pur­
chase) industry has to be growing out
there if you are growing double-digits.
I guess the growth is fastest in the curio
business. We grew as a company 70

percent in the curio industry last year,
and we're only about four or five years
old in the curio business."

As for the Howard Miller clocks,
LeHocky says his company is com­

mitted to making shipping, display and

set-up as easy as possible. While the
clocks have been perceived as difficult
to handle in the past, LeHocky says his

company's easy set-up guides and con­

sumer set-up videos make it a snap.
"RTO dealers want a product they

don't have to touch," LeHocky says.
"When it comes out of the box they
want the minimal amount of time deal­

ing with displeased customers. Robert
Miller is known for having the high­
est-quality product, and not the high­
est price. We are not a high-end
company, although we offer a high­
end product. Our (grandfather clock)
price points are all the way from $300
to $4,000, yet the quality standards are

always the same for all price points."
LeHocky's company bought

Keeninger last year, the German com­

pany that makes all ofthe inner-work­
ings of Robert Miller clocks. The

company, headquartered in Black
Forest, Germany, is one ofthe world's
largest manufacturers of high-quality,
key-wound chime movements,
LeHocky says.

Over at Ashley Furniture, Kerry
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Leibenberger says his company has
-o

been concentrating heavily on pro­
viding their high-quality merchandise
to rental dealers and retailers in the
easiest manner possible. Packaging
furniture so it can be shipped quick­
ly and handled easily is a top concern

these days, Leibenberger says.
.�

The hottest item among his rental
clients, according the Leibenberger,
has been the oak-leg table. The tables 'U

come three to a box, which are about
six inches wide and three feet tall. In
one box that size, Leibenberger says �

he'll ship a cocktail table and two end
tables.

Nothing excites Leibenberger more

than the immediate future. Ashley is
soon going to be producing even more

lines of high-quality, durable, ready- �
to-assemble furniture.

Says Leibenberger: "Rental dealers r­

are starting to rent computers, along _.._

wi th the high -end TVs, VCRs and
stereos, but who wants to put a thou­
sand-dollar computer on a $69 desk?
The desk is going to have to hold up,
or you're going to have a real prob­
lem."

Enter Ashley's new line of furniture­

quality RTA desks and cabinets, what

Leibenberger emphatically calls, "real
pieces of furniture." Soon to be avail-
able are desks, cabinets to hold files

'1
or entertainment centers, printer and

telephone stands, book cases-every­
thing coordinated and interchange­
able, so a customer may change the
look as his needs change.

While Pilliod also manufactures bed­
rooms, occasionals and chinas, the

company has also established strate­

gic alliances with major electronics
companies to supply entertainment
centers that are custom built for vari­
ous models of televisions, stereos and
VCRs. Joe Savovic, national director
of sales for Pilliod, reports double-dig­
it growth for Pilliod in audio/visual
home entertainment.

"We expect this category to nearly
double this year in units shipped,"
Savovic says. "Everyone wins. The
dealers' APU goes up as a result of
merchandise packages and the cus­

tomers get something they want."
Pilliod has a distribution system

which allows RTO dealers to get large
or small orders quickly. PR

John Massey is APRO's associate edi­
tor.
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¥ Action Industries
P.O. Box 1627

Tupelo, MS 38802
(601)566-7211
Furniture, Recliners

¥ Aleco Furniture Mfg., Inc.
4770 E. 50th St.
Vernon, CA 90058-2708
(213)581-3551
Dinettes

*¥+ American Oak Sales
P.O. Box 9697

Bowling Green, KY 42102
(502)843-3363
Furniture

*¥+ Ameriwood OEM
258 Second Ave.
Tiffin, OH 44883
(419)447-7448
Furniture

¥ Anthony California, Inc.
14275 Telephone Ave.
Chino, CA 91710
(909)627-0351
Lamps

*¥ Artmaster Studios
250 Parkside Dr.
San Fernando, CA 91340

(818)365-7188
Art

¥ Ashley Furniture Industries
One Ashley Way
Arcadia, WI 54612
(608)323-3377
Furniture

¥+ Associated Furn.
Distributors
164 S. Main St. #404

High Point, NC 27261
(919)887-8162
Furniture

¥+ Baby's Dream Factory
Box 579
Buena Vista, GA 31803
(912)649-4404
Baby furniture

*¥B&D Sales
3025 Pioneer Way E.
Tacoma, WA 98443
(206)922-1400
Furniture

¥ Boyd Furniture Co.
6355 Washington Blvd.
Los Angeles, CA 90040-1817
(213)726-6767
Furniture, Bedroom

¥ Brooks Furniture Mfg., Inc.
P.O. Box 199

Tazewell, TN 37879
(615)626-1111
Furniture

¥ B.S. Trading Co., Inc.
2707 S. Cooper, Ste. 101

Arlington, TX 76015
(817)261-0671
Rugs, Flower art

*¥+ Bushline
P.O. Box 527
New Tazewell, TN 37825

(615)626-5246
Furniture

¥ Carlton Manufacturing, Inc.
P.O. Box 740130

Ocala, FL 34474

(904)237-1286
Furniture

¥ Colby Furniture
P.O. Box 1688

Hamilton, AL 35570-1688

(205)921-3333
Furniture

¥ Columbine Carpet Corp.
3500 Corporate Drive
Dalton, GA 30721

(706)277-2207
Area rugs

¥ Creative Images
6100 U.S. 1 North
St. Augustine, FL 32095

(904)825-6700
Art

* Culp, Inc.
101 S. Main St.
High Point, N.C. 27261
(910)889-5161
Furniture accessories

* Fraenkel Co.
P.O. Box 15385
Baton Rouge, LA
(800)847-2580
Furniture

¥ Gaines Manufacturing
Company
P.O. Box 550
McKenzie, TN 38201
(901)352-3376
Furniture Mfg.
* Goldberg Company,
Inc.ILaurel Grove
4377 Carolina Ave.
Richmond, VA 23222
(804)228-5732
Furniture

*¥ Hart Furniture Co.
141 Eastley St.
Collierville, TN 38017
(901)853-8595
Furniture

*¥+ Home Line Industries
3400 N. 6th Street
Philadelphia, PA 19140

(800)523-3310
Furniture

¥ Howard Miller Clock Co.
860 E. Main Ave.
Zeeland, MI 49464-0301

(616)772-9131
Clocks, Curios

¥ International Bedding Corp.
730 W. McNab Rd.
Ft. Lauderdale, FL 33309

(800)776-1166 (ext. 12)
Beds

¥ International Silk Plants Imp.
11233-A Southwest Freeway
Houston, TX 77031

(713)568-1455
Silk plants
*¥ Lea IndustriesILADD Furn.
Inc.
P.O. Box HP-3

High Point, NC 27261
(919)889-0333
Furniture

* LeFort Wholesale Furniture
5250 Fulton Industrial Blvd.
Atlanta, GA 30336
(800)241-4711
Furniture

¥ Master Design
308A Pomona Dr., Ste . .&.
Greensboro, NC 27401
(919)854-8121
Dinettes

*¥ Pilliod Cabinet Co.
1403 Eastchester Dr.
High Point, NC 27260
(910)884-3929
Furniture

¥ Rexon Trading Co.
9931 Harwin Dr., Ste. 168-188

Houston, TX 77036
(713)784-3888
Silk plants
¥ Rooms for Rent
2411 Horseshoe Lane
FUchmond,TX 77469
(713)342-2683
Furniture

¥ Southern Enterprises, Inc,
P.O. Box 59996
Dallas, TX 75229
(800)633-5096
Furniture Mfg.

¥ Stoneville Furniture
Company, Inc.
P.O. Box 15

Stoneville, NC 27048
(919)573-3751
Dinettes

*¥ Stratolounger
Highway 78 West
New Albany, MS 38652
(601)534-4762
Furniture

¥+ Swindal-Powell Co.
P.O. Box 24428

Jacksonville, FL 32241-44Z8
(904)739-0100
Furniture

¥ The Laurel Street Art Club
1961 International Way
Hebron,KY 41048
(606)689-5100
Art

¥ The Tree Factory
2108 South Blvd.
Charlotte, N.C. 28203
(704)332-8733
Silk plants



Quality RIO
Reading

Network News brings you
information on legislative and legal
developments impacting the

rental-purchase industry. The News'
sister publication, Progressive Rentals,
is a full-color magazine offering 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 �
,-

- - - - - - - - - -

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

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

my $30 for the next six issues.

Name
__

Phone (

Company __

Add ress _

City _

State Zip _

NOTE: Please pay by check or

(circle) Visa/MasterCard or AmEx.

[5] •. 11·
Card # _

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

Sig nature.L, _
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Thomson Consumer Electronics -o

expanding with new facility

InsuringYour
Success

THE FINE FOLKS AT THOMSON

CONSUMER ELECTRONICS BEGIN A

NEW ERA IN CONSUMER ELECTRON­

ICS DEVELOPMENT AND MARKETING

WITH THE CONSTRUCTION OF ITS

NEW NORTH AMERICAN HEAD­

QUARTERS.

• • • • •

U.S. television development and

design, American marketing and sales
and company administrative opera­
tions will be directed from Thomson's
new headquarters at 103rd and
Meridian Street, just north of

Indianapolis.
"The people of Thomson Consumer

Electronics are in the entertainment
business, designing, manufacturing
and marketing the most popular home
entertainment products in the coun­

try," says Joseph P. Clayton,
Thomson's executive vice-president
for marketing and sales. "Our new

North American headquarters will

position Thomson as an energetic
leader. We're building in the United
States, not retreating."

Thomson Consumer Electronics is
an international company with

regional headquarters in Europe, the
United States and Asia. Worldwide,
more than 50,000 are employed by
Thomson, manufacturing and mar­

ketingninc brands of consumer elec­
tronics products.

Thomson makes the most popular

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

1-800-365-3652
�INSURANCE AGENCY ... �

� 10600 W. Alameda Lakewood, Colorado 80226 II·� approved agent - Western U.S.

home entertainment products in
America under the RCA, GE and
ProScan brand names. Televisions, l(;

VCRs, camcorders and other com­

munications products are made and
sold by Thomson.

The North America headquarters
building is the latest investment by
Thomson in the U.S. marketplace.
Since acquiring the RCA and GE con­

sumer electronics businesses in 1988,
Thomson has invested more than $300 r.:

million in new facilities and upgrades.
Those upgrades have prepared the
U.S. plants for the building of bigger �

TV screens and the more sophisticat­
ed digital technology of the future.

"Indiana's manufacturing and tech­
nical future is tied to the success of

companies like Thomson Consumer
Electronics," Indiana Governor Evan

........,
Bayh said at the building's 1,992
groundbreaking ceremony. "I'm proud �

of the thousands of Hoosiers who work
each day to maintain Thomson's lead- �

ership role in television manufactur­

ing."
With completion targeted for May,

Thomson's new headquarters com-
�

plex reinforces the company's com­

mitment to Indiana. More than 6,000
Indiana residents work for Thomson,
at the current Indianapolis headquar­
ters and plastics plant, the Marion pic­
ture tube plant and at the world's
largest TV assembly plant in

Bloomington.
The new Meridian Street Technical

Center will include more than 254,000
square feet of design, engineering and
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research and development space. The
i). television products of the future are

in development there, including the
consumer version of High Definition
Television (HDTV) and the Digital
Satellite System, which triples the
number of TV channels available to

-;- most American homes.
The signature building of the head­

quarters project is the 240,000-square­
foot administrative center, which
overlooks North Meridian Street.

Managers responsible for television
y manufacturing and marketing to

American consumers will work from
the 103rd Street address. Thomson's
nationwide marketing and sales staff
will work from the new headquarters
building as well, managing national

..,. advertising, sales training and sales

promotions.
One unique feature of the admin­

istration building is the product gal­
leries that gives Thomson the chance
to showcase the RCA, GE and ProScan

lines of products to visiting con­
�

sumers from around the nation.

The Thomson Technical Center,
with 320,000 square feet, will house
the company's extensive research lab­
oratories, global sourcing division,
engineering corps and product devel­

opment model shops.
In addition to its Indiana facili-

.--

ties, Thomson also operates manu-

facturing plants in Scranton, Penn.,
Circleville, Ohio, and Mocksville,
N.C. Picture tube research and design

Thomson Consumer Electronics' new,

state-of-the-art facility just outside
Indianapolis.

PROGRESSIVE RENTALS

The signature building of the headquarters project is

the 240,OOO-square-foot administrative center. Managers
responsible for television manufacturing and marketing
to American consumers will work from the building.

is conducted in laboratories in

Lancaster, Penn., while audio and
communications product develop­
ment takes place in Syracuse, N.Y.

Also on the continent, Thomson has
three Mexican component plants and

manufacturing facilities in Brazil and
Canada. Around the United States,
Thomson also maintains several

regional sales offices and distribu­
tion operations. One thing's for sure:

Thomson's growing PR

rOll'- (lSSWWI(,(' of
fairness mid ljualit),

TRIB + YOU = PROFIT$
Strength Through Unity

When you join The Rental Industry Buying Group it's possible
for you to experience a 5"10 to 20"10 increase in profits. You'll

be able to take advantage of our millions of dollars of buy­
ing power, and you'll still be buying from many of your same

suppliers.

But you'll profit in many other ways too. You'll profit from a

valuable bank of knowledge and information about industry
merchandising trends, legal issues and a sharing of ideas

and business suggestions with fellow rental dealers.

FOR MORE INFORMATION CONTACT

JOHN BLAIR

3180 PRESIDENTIAL DRIVE, SUITE F

ATLANTA, GEORGIA 30340

(404) 451-4302 • (404) 451-4312 FAX
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Rent-Way acquires 21
more stores

Rent-Way, which went

public last August,
announced the acquisition of
21-store Rainbow Rentals.
Rent-Way president and
CEO, Bill Morgenstern, while
not releasing the terms of the

acquisition agreement,
predicted the pair of compa­
nies will have combined rev­

enues of approximately $20
million when the deal is
closed in May.

"We are very optimistic
about Rent-Way's future in
the $3.8 billion rental indus­
try," Morgenstern says. "As a

result of our becoming a pub­
licly-traded company, togeth­
er with this first acquisition
of a strong regional chain, we

are in solid position to

positively impact this indus­

try by operating with the
highest standards."

Rent-Way operates 21
stores in Florida, New York,
Ohio and Pennsylvania. The
21 Rainbow stores, owned by
New York-based DAMSL

Corp., are in the New York
cities of Syracuse, Buffalo
and Rochester.

Morgenstern adds: "We are

very excited about the
prospect of new stores, new

people and look forward to

quickly integrating our opera­
tions. We continue to move

aggressively to take

advantage of market opportu­
nities. "

APRO reps take show
on the road

APRO's Bill Keese, Cindy
Ganther and Shelley
Martinek attended the
RENTEX trade show March

APRIL/MAY 1994

17-20 in Biloxi, Miss. The
APRO staffers report a

strong interest among atten­

dees in the many issues sur­

rounding the

rental-purchase industry.
Keese, APRO's executive

director, says he was happy
to see a number of small
dealers join the industry's
trade association after learn­

ing the dangers posed by
current federal legislation,
the Internal Revenue Service
and campaigns by various
consumer groups. RENTEX

organizer Marie May provid­
ed APRO with booth space
and invited Keese to address
attendees and solicit APRO

membership.
Says APRO President

Kevin Quinn: "It was very
gracious of Marie May to

invite APRO to her show,
and I look forward to seeing
her at our convention and
trade show in Orlando. This

gave APRO, through Bill
Keese, an opportunity to

speak to those dealers who
may not be fully aware of
what we are facing as an

industry, and what APRO is

doing to win these battles."

RAE 1994 contest
call for entries

The call for entries for the
1994 APRO Rental

Advertising Excellence
(RAE) Awards have been

shipped to all home offices.
The RAE Awards give
rental-purchase dealers an

opportunity to show off
their finest advertising work.

Winners of the awards
will be announced at this
year's convention and trade
show at WALT DISNEY

WORLD@,Resort, Aug. 3-7.

Entry deadlinefor this year's
industry ad contest, Rental
Advertising Excellence
Awards (RAE), is July 8.

Awards will be given in sev­

en categories in 1994: print
material, direct marketing,
newspaper, radio, television,
specialty items advertising
and billboard/outdoor adver­

tising. Only APRO members
are eligible to participate.

All entries must have been
created and used between
July 1,1993, and June 30,
1994. The entry deadline for
this year's contest is Friday,
July 8, 1994. All entries will
be judged by independent
experts in the advertising
profession.

Entries suitable for repro­
duction, such as those in the

print and promotional
categories, will be compiled
in an advertising binder and
made available at the
convention for a nominal
price. Winners in the televi­
sion category will be
compiled and available (sev­
eral weeks after convention)
on videotape.

Additional entry forms

may be ordered by calling
APRO's Laurie Derton at

(512)794-0095. There is a

$10 fee per entry.

Industry exec resigns
George Fink, who served

as presidentand chief exec­

utive officer at Rent-A­
Center since Aug. 23,
resigned as head of the
nation's largest rental­

purchase chain on Feb. 24.

Nancy Johnson,
spokeswoman for RAC

parent company Thorn
Americas, attributed Fink's

departure to "differences
between (Fink's) views and
those of the Thorn Americas
board regarding business

strategy."
Fink headed Remco

54

America Inc. from 1986 until 1>

joining Rent-A-Center. He

joined Rent-A-Center to

replace Doug Anderson, who
-1t

was promoted to a new posi­
tion within Thorn Americas.

Thorn Americas CEO
Walter "Bud" Gates took
over the position vacated by
Finks, according to Johnson.
InForm 1994 catalog
now available

InForm Business System
has released its 1994 rental
form catalog. The company's
first new catalog in two

years, called a "one-stop
shopper for the rental store

manager," contains more

than 25 new products and
services.

InForm's Chet Pensak says
his company is shipping out

more than 4,000 catelogs.
In the making of the new

catelog, InForm introduces
its new SmartForm concept,
which is a tutorial for

managers and employees
which goes along with all
business forms.

PR

PROGRESSIVE RENTALS



HOTPOINT •
We bring good things to life.

With GE and Hotpoint
Up Front. . .

,__

�

.. -

-

-

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:

800-782-809-7

A·PR:) Associate Member since 1992



---

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 TV 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 N�me Goes On.

(ontoct your local distributor or Norm Smith, Zenith Electronics (orporation, 1000 Milwaukee Avenue, Glenview, IL60025 (708) 391·8231.

A·pt:D Chorter Associote Member.


