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It's time to get real in the world of small office/home office products. Nearly

11 million households plan to buy a home computer in '95 and sales of

PC software will increase 15%. Consumer purchases of computer

software are set to climb to $1.5 billion by 1996. Retail sales of modems

will rise 33% per year, reaching $1.2 billion in 1998. The big question is

whether or not you'll bring

home your share of the sales. You will after

you see what the world's coming to this

winter at CES� Fax the coupon below and

turn the reality of consumer electronics into

profits for your SoHo business.
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A revenue-hungrygoverrrment demands more.

Howmuch must we give before the industry's

Givenenou ?
THE END OF THE YEAR IS NEAR AND

WITH IT COME THE ANNUAL EVENTS OF

NEXT-YEAR BUDGETING, TAX PLANNING

AND THE HOLIDAYS. THESE ARE SPE­

CIAL TIMES. THESE OCCASIONS BRING

FAMILIES TOGETHER, THERE'S TYPICALLY

LOTS OF FOOD TO EAT, AND IT'S A TIME

TO GIVE. OUR GIVING SHOULD COME IN

TWO WAYS. FIRST, TO GIVE THANKS FOR

WHAT WE HAVE AND, SECOND, TO GIVE

TO OTHERS IN SPIRIT AND SOMETIMES

WITH MATERIAL GOODS.

• • • • •

It is at the end of 1994 that the act of

giving thanks is puzzling to me. The gov­
ernment of the United States should take
a look at this question. Our government
has a huge revenue base to be thankful
for. But instead, our leaders only com­

plain because they need more money so

they can spend more money on more pro­
grams.

This is an alarming situation that has
no end in sight. We as business people
are at the time ofyear when we are plan­
ning for any growth. We would not think
of adding more stores if the ones we

had were not working well. So why does
our government think it should start more

new programs when most of the ones it

already has are not working well?
We can only hope that this year those

in government give thanks for what they
have and not worry about what they do
not have.

The problem with the increase in pro­
grams is it worked the "I Want" arm of

government into a frenzy. Of course, I'm

referring to the Internal Revenue Service.
The IRS should be thankful that our busi­
ness is as strong as it is, and it should

enjoy the constant revenue stream that
it receives from rental-purchase.

I do not know any rental-purchase deal­
er who is excited about the so-called
small amount in taxes they pay. But if
the service gets too greedy for our mon-

6

ey, the revenue flow will eventually stop
or stagnate.

As we grow, their revenue grows. Not
in one lump sum, but forever.

Then why are both of these arms of gov­
ernment trying to regulate and tax us out

of business? The rental-purchase indus­

try generates millions of dollars to the
bureaucrats' cause-creating more pro-

-of

grams. At the end of '94, let's hope they
will give thanks for what they have and,
wisely, decide to stop trying to destroy
it.

This column will come to you after the
elections. From all indications there will
be a lot of changes on Capitol Hill. I hope
everyone in Congress adds one picture
of American history to their office walls.
This is a picture ofthe Boston Tea Party.
Like then, we are now rebelling against
taxes and how our money is spent. For
the last two elections, Americans have
been throwing their bags of tea overboard

by voting members of Congress out of
office. All of Congress should be thank-
ful that the people of the United States
have not reverted to the days of old and
thrown them into the bay.

Last, let's look at ourselves. The rental­

purchase industry is a healthy and strong
one for many reasons. Foremost, rental­

purchase is a business that is run in a

country of opportunity; we have millions
of customers who need, want and enjoy
the products and services we deliver.
Customers give us thanks every time they
do business with us. Our employees work
hard to better their companies, service
their customers and better themselves
for whatever their futures may bring.

We should also give thanks to all the
men and women, past and present, who
donated their time, energy and money to

an industry they believe in.

Personally, I give a world of thanks to

the members of APRO, the staff, the board
and executive committee, for all they
have done for an industry I love.

Finally, I thank God for blessing me

with my family and the opportunities I
have received. May you all have a joy­
ous holiday season, and may God bless

you all. PR
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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 l15 years, the
Gibson name has stood

for reliable quality at an

affordable price.

IT TAKES
MORE THAN

A GOOD
APPLIANCE
TO MAKE A

GOOD RENTAL
APPLIANCE.

Our Golden \Xkrranty protects
our rental customers with a

two/yearpartsllabor guarantee
on refrigerators and laundry

products, as well as exceptional
coverage on all appliances.

f an appliance ever

needs repair, authorized
Gibson service people will

offer quic� response to �eep
your customers satisfied.

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 today's
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.
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We've learned aboutpolitics.
It's time to understand the irrzportance of

e

Now IS A SAFE TIME TO WRITE ABOUT

ONE OF MY FAVORITE SUBJECTS. THE

NOVEMBER ELECTIONS ARE OVER, THE

RESULTS OF THIS OFF-PRESIDENTIAL

ELECTION YEAR ARE KNOWN AND, HOPE­

FULLY, EVERYONE READING THIS COL­

UMN IS AT LEAST CONTENT WITH

HAVING CAST YOUR VOTE FOR THE CAN­

DIDATE OF YOUR CHOICE. You MIGHT

EVEN BE HAPPY WITH THE ELECTION

RESULTS.

• • • • •

By now you probably think I am writ­

ing once again about politics. If you are,
then you are wrong. Politics is a tool we

historically employ to participate in the
art of governing. It is my belief that most

people confuse and intermingle the two.

I commonly hear statements about the

growing distaste for politics, politicians,
elected officials, and the like. While this

may be true, let's not cripple our gov­
erning structures with this negativism.

Maybe it's time for a quick refresher
course in Civics 101.

Although there have been experiments
in our nation's history with direct democ­

racy, by and large they have failed. Even

today, small communities engage in direct

democracy by holding real "town meet­

ings," where actual decisions are voted
on by all citizens of that community.
But there is a point when the mere size
of the group becomes too large for direct

democracy.
Instead of direct democracy, our found­

ing fathers established a system of rep­
resentative democracy. They knew that
the citizenry was primarily involved with

farming, working at jobs, running busi­
nesses, socializing with neighbors, and

being a part of or raising their own fam-

8

ilies. Most did not have the time to study
all aspects of all issues raised, discussed
and voted upon in the process of gov­
erning.

The core of this revolutionary form of

government was to vote for fellow citi­
zens who would take the time and effort
to study all sides of issues and then vote

on the issues of governing. The idea

developed for voters to elect a person in
whom they would trust to "represent"
their best interests most of the time based
on the information available to them.

Hopefully, that representative would
then cast votes in an intelligent manner

and in accordance with the citizens more

times than not.

All throughout our history there have
been those who believe their elected rep­
resentatives should vote their way 100

percent of the time. These citizens see

only right and wrong, black and white.
I have known people who will turn

against their representative when, in fact,
that elected official supported their point
of view 95 percent ofthe time. This posi­
tion, I would argue, is not only short­

sighted, but also leads to lack of

continuity and direction, if not chaos.

Fortunately, these "true-believer types"
have been in the minority throughout
this nation's history.

I am concerned, however, that we are

in a period of upswing in the populari­
ty of "true believerism." I also believe
that when true believerism is the popu­
lar point of view, our basic institutions
are undermined.

Whether we like it or not, ours is a

diverse nation with many points of view.
The genius of representative democracy
is that it not only allows for diversity, but

encourages it. When our elected repre­
sentatives are secure with the trust and
confidence of the citizens to be allowed
to exercise the give and take of dealing
with a diverse population-and com­

peting and sometimes conflicting agen-

PROGRESSIVE RENTALS



das-we usually get a working, and

changing, solution to the many prob­
lems of a diverse population.

The alternative, which I believe
we are dangerously close to, is to

segment and alienate different groups
of the population. Anger, distrust and
violence are more likely to occur.

If you have ever felt disenfran­
chised from the system and have been

angry at and distrustful of "the sys­
tern," you have two choices. You can

choose to not participate, thereby feel­

ing some immediate relief. You will,
I would argue, probably not have a

long-term solution to your anger and
distrust. Indeed, this anger and dis­
trust will only feed upon itself.

Or, you can choose to become more

of a participant in the system. You
will feel more discomfort at first, but
this is the only method you can

employ to eventually resolve the con­

flict and have a lasting feeling of
accomplishment.

The rental-purchase industry has
corne from a position of political non­

participation to activism in a very
short period. You are to be com­

mended for this. Now, the next step
is to better understand the art of gov­
erning.

I don't know of anyone who doesn't
want the opportunity to seek life,
liberty and happiness. The problem
remains, however, that different peo­
ple pursue life, liberty and happiness
in many different ways.

Although I believe my way about

something is best, it is a fact of life
that others will disagree and believe
their way is better. The institutional
framework exists for the pursuit of
life, liberty and happiness. I would

hope that we can close our ears to

those who would undermine our

institutions with the negativism
espoused by true believers. Things
really aren't simply right or wrong,
black or white. We must be more tol­
erant and have more trust in the sys­
tem that has given us all the

opportunities we currently enjoy.
May I suggest we employ more tol­

erance and trust, along with demo­
cratic activism and vigilance, with all
of our governing systems-the new

Congress, state legislatures, city com­

missioners, and all voluntary organi­
zations to which we may belong,
including APRO? PR
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How can

you �ave money
on Insurance,

overnight packages,
and long-distance
telephone rates?

WITH APRO'S
MEMBER SERVICESI

Our member services provides valuable programs that save you money.

• Save up to 30% off regular price with Federal Express and Airborne

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

insurance and optional disability and dental coverage.
• Sign up for long-distance service with MCI, through the APRO­

endorsed program, and save your company thousands.

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

member services.

Clip out and Mail to: APRO
Association of Progressive Rental Organizations
The Houston Building, Suite 220
9171 Capital of Texas Hwy. N., Austin, TX 78759

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

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

I
I
I
I
I
I
I
I
I
I

I City State Zip I
L I

D
D

Please Call Me

Please Send Me More Information

Name Phone (

Company APRO Member?
_

Address
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While this industry continues to win its battles,
AFRO's leadership studies methods to improve

the RTO reputation to fend offfuture attacks.

ROUGHLY A YEAR AGO NOW, THE APRO ETHICS COMMITTEE MET IN AUSTIN,
TEXAS, TO DISCUSS THE NEED TO UPDATE AND STRENGTHEN THE ASSOCIATION'S

CODE OF ETHICS. IT SEEMED A SIMPLE ENOUGH TASK, UNTIL IT CAME DOWN TO �

ACTUALLY PUTTING PEN TO PAPER.

Committee chairman Charles Cloud,
APRO's board member from Little Rock,
Ark., discovered then that he and his fel­
low committee members were facing a larg­
er chore than they had imagined. If a strong
and meaningful code of ethics was to be
drawn up, Cloud knew he'd have to

research the subject. The more Cloud read
and learned, the more complicated the job
became.

APRO's current one-page code of ethics
consists of eleven well-meant, but hardly
specific statements of good business prac­
tices. At a meeting of the APRO Board of
Directors in San Antonio this October,
Cloud announced that he was ready to

tackle the issue of drawing up a new code.

"This industry has taken a lot of heat
from consumer groups and the news

media, and most all of it is unwarrant­

ed," says Cloud. "Like any industry,
though, some things do go wrong. With
8,000 stores accross the country, there will
be some unethical behavior, and our cur­

rent code of ethics is just too broad to

address some of these practices. APRO
members are the class of the rental-pur­
chase industry, and a first-class associa-

10

tion needs a first-class code of ethics."
Easier said than done, Cloud adds.
In drawing up a substantial code "with

some teeth," says Cloud, there are many
considerations. Foremost, ethical viola- �

tions must be clearly identified. What one

dealer sees as an unethical business prac­
tice might be a standard business prac­
tice by a competitor. To arbitrarily rule a

business practice as unethical, and then
suspend a dealer's APRO membership ..._

for a violation, could very well constitute
an unfair business practice by the associ­
ation' as defined by the Federal Trade
Commission (FTC).

In researching codes of ethics and their
enforcement, Cloud discovered a number
of instances where the FTC has stepped in
and ruled in favor of the alleged violator.

Any statement or penalty given by a pro­
fessional association that would inhibit a

person or organization from conducting
business could be considered an unfair
business practice and create a legal night­
mare.

"My opinion, which is shared by all com­

mittee members, is that a stronger and
CONTINUED ON PAGE 12

PROGRESSIVE RENTALS
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Continued from page 10

clearer code is definitely in order,"
Cloud says. "The challenge is in draw­

ing up one that works. We want this
new code to be industry-specific, and
we want to write it in such a way
that we do not discourage innovations
in the marketplace. I'm confident that
the vast majority of APRO's mem­

bership feels the same way. We are

asking for input from everyone in
the business."

On page 13 is a survey similar to the
one sent to 300 rental-purchase home
offices. All members of the industry
are encouraged to offer suggestions
for a new APRO Code of Ethics.

Suggestions may be faxed to the APRO
office to the attention ofJohn Massey,
(512)794-0097.

In studying the issue, Cloud has
been in touch with the Ethics Resource

Center, a Washington, D.C.-based non­

profit organization that has helped a

number of Fortune 500 businesses to

draw up codes of ethics. When the
ethics committee believes it has the

ATTENTION
OWNERS

WE ARE CURRENTLY
LOOKING FOR

OPPORTUNITIES TO
BUY INDIVIDUAL

STORES, CHAINS OF
STORES OR RENT TO

OWN ACCOUNTS.
INQUIRE WITH STRICT

CONFIDENCE TO:

McKENZIE DEVELOPMENT
CORPORATION

Attn: EDDIE SCOGGINS
V.P. ACQUISITIONS

615-478-1159
A'PFt:) Member since 1983

OCTOBER/NOVEMBER 1994

"This isn't a project that can be completed overnight. We

could draw up something in a matter of days and call it

a code, but it wouldn't be something this industry could �

be proud of.
"

ingredients for an effective code,
Cloud will solicit help from experts
in the field of ethics.

"This isn't a project that can be com­

pleted overnight," says Cloud. "In the
end, though, I think this document
will address some very big issues. We
need members' input to make this a

strong code. It won't be worth a thing
if the majority of members don't

respond with their suggestions.
Ideally, we'll havethe new code ready
by our August convention in Las

Vegas. If this can be completed ear­

lier, then we will try to get it out.

"We could draw up something in a

matter of days and call it a code, but
it wouldn't be something this indus­

try could be proud of," Cloud says.
"This will be a well-thought-out and

well-planned document."

Perhaps the most important prod­
uct of the ethics committee's efforts
will be a document which further sep­
arates APRO from businesses that
claim to be in the rental-purchase
industry, but hang on the fringes and

actually conduct disguised credit
sales. Such business practices, oper­
ating under the guise ofrent-to-own,
could severely damage the industry's
efforts for strong, yet fair federal leg­
islation governing the unique rental­

purchase transaction.
Some state laws mandate a mini­

mum rental period, Cloud says, and
true rental-purchase transactions will
allow consumers to terminate the

agreement any time after the state's
minimum. He said dealers who run

credit checks and put further obliga­
tions on consumers to continue rent­

ing should not be allowed to wave the
AFRO banner. Such operations resem­

ble credit sales too closely.
Cloud adds: "It is only common

sense that we address collections
practices. We should follow the guide­
lines as presently outlined in our

APRO Collections Policy. The task
this committee faces is agreeing on

all areas of recommendation and
insisting on compliance. It will not

12 PROGRESSIVE RENTALS

be easy, but we'll give it our best
effort."

At the San Antonio meeting, the
ethics committee agreed to begin
drafting a code to specifically cover

standards in advertising, rental agree­
ments, collections practices, customer

relations, transaction disclosures, sales

practices, legal issues, compliance
with state and federal statutes, com­

pliance with tax codes, product qual­
ity, the use of industry concepts and

terminology, discrimination, business

practices deemed unconscionable and
behavior among members. �

ColorTyme's Saundra Blackwell, a �

new APRO board member who serves

on the ethics committee, is excited
about the chance to establish reason­

able standards of behavior for the

industry. She is also concerned about

making a new code an educational
�

tool. Rather than" demeaning" those
less-informed dealers, Blackwell says,
a strong code of ethics will provide a

guide toward acceptable behavior. The
code will give current and new mem­

bers of the industry positive and
achievable goals to aim for.

"The industry is attempting to �

address the age-old problem of mar­

ketplace morality and ethics," says
Blackwell. "Few things affect us as

much as the need for an honest deal.
It has been my experience that the vast �

majority of APRO members generally •

operate with honesty, are committed
to their employees and customers, and

engage in policies and practices that
do not compromise their integrity or

their relationship with their peers or ,�

their communities at large.
Unfortunately, the unscrupulous �

behavior of a few will always tarnish
the reputation of the honest majority.

Blackwell sees the determination of
the ethics committee to establish a .",'

meaningful code of ethics as a sign of
a maturing industry.

Ethics committee member Norm
Slatton Sf. is a rental-purchase veter­

an of more than 20 years. He is also
enthusiastic about seeing a new code



created to protect members' reputa­
tions and set reasonable guidelines
for business practices.

"Of course, we're never going to try
and tell somebody how much rent

they can charge for their products,"
Slatton says. "We let the marketplace
set our prices. But there are some corn­
mon-sense guidelines we can estab­
lish that allow us to run profitable
businesses and treat customers right.
We're not here to police members'
businesses, either. If we see some­

one stepping outside the guidelines,
we'll let them know and bring them
back inside."

Slatton says he's frustrated with the
tremendous amount of money APRO
has been forced to spend fighting leg­
islative battles. Driven by media and
so-called consumer advocates, a few

politicians at the state and federal lev­
els have reacted .10 a handful of cus­

tomer-abuse stories and used those to

paint the whole industry. Slatton says
he'd much rather see money spent on

educational programs for the indus­

try.
Says Slatton: "We need to set some

standards that the government, the

community, our customers and our

businessmen can all live with." PR

John Massey is APRO's associate edi­
tor.
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MEMORANDUM
TO:
FROM:

APRO members
Charles Cloud

RE: Code of ethics
DATE: Oct. 27, 1994

Your APRO Ethics Committee strongly believes there is a need to revise the current

code of ethics adopted by members of APRO several years ago. Importantly, the
committee would like to have your help in this decision and your ideas to be incorpo­
rated in the drafting of the new code. A copy of the existing code of ethics is included
for your review.

Would you give this matter some careful thought and please complete the following?
We have included a return envelope, postage paid for your convenience. Please

place a check by one of the following statements.

_

I believe the existing code of ethics should be revised.

_

I believe the existing code of ethics is sufficient.

My suggestions for inclusion in a revised code of ethics are: (Use additonal pages if

necessary.)

Name

Company
Address

Telephone

I promise to keep you involved and informed throughout this process. Please feel free
to return this form via FAX to APRO, (512)794-0097, if it is more convenient.

This ethics form was mailed out to all APRO-member home offices in late October.
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BY

ED WINN III

PROGRESSIVE RENTALS

With tough legislation finally on the books,
the industryfinds another safe harbor ...

•

ON SEPT. 28, WHEN Gov. PETE WILSON SIGNED INTO LAW THE KARNETTE RENTAL­

PURCHASE ACT, IT MARKED THE SUCCESSFUL CONCLUSION OF AN ON-AGAIN,

OFF-AGAIN LEGISLATIVE STRUGGLE FOR CALIFORNIA RENTAL DEALERS WHICH BEGAN

SEVEN YEARS AGO.

Recognizing that California has long been
a bellwether state for consumer protection
legislation, California rental dealers knew
that often they were negotiating, not just
for the sanctity of their own businesses
in the state, but in a sense for the indus­

try and for the credibility of the rental-pur­
chase concept in all other states as well.

Had the California Legislature gone the

wrong way on the rental-purchase issue,
rental dealers could have expected other
states with rental-purchase laws on the
books to reconsider how rental-purchase
transactions should be regulated.

But thanks to the persistent efforts of a

small cadre of California rental dealers
who told the true story of rental-purchase
forcefully, persuasively, and as often as

it needed to be told, California now lines

up with 37 other states which have all
determined that rental-purchase transac­

tions are fundamentally leases, not sales,

15

and ought to be properly regulated as such.

(Thirty-nine states have rental-purchase
statutes, but the Minnesota statute does
not clearly distinguish leases from sales,
according to the Minnesota Supreme
Court.)

This is not to say that the new California
law is a model legislative formulation. In
the final week of the legislature, a Los

Angeles assemblyman carne forward with
90 amendments to a bill which had already
been bouncing back and forth between the
state assembly and the senate for months.
Those proffered amendments could have
killed the bill and probably were intend­
ed to do so, but the deal previously stuck
between industry representatives, the attor­

ney general's office and the state Office of
Consumer Affairs miraculously held. The
amendments were dealt with one by one,
and California rental dealers and con-

CONTINUED ON NEXT PAGE
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Continued from previous page

sumers got some long-sought and long­
needed legislation regulating the

industry in the state.

Only in the most general sense does
the new California law emulate the

rental-purchase statutes in other states,
which in recent years have increas­

ingly begun to resemble the model

suggested by the Council on State
Governments. The California act is a

disclosure law requiring contract,
advertising and price-tag disclosures,
but it departs from its predecessor
statutes in the other states and breaks
much new ground, especially in the
area of newly created consumer rights.
Disclosure Box

Even the contract and price-tag dis­
closures (see graphic) bear a distinc­
tive California stamp. Instead of

merely requiring that contract dis­
closures be made legibly and coher­

ently, which is the case in most

statutes, the California act requires
that the disclosures be placed in a box
similar to the federal Truth-in-Lending

TOTAL OF PAYMENTS

$_-----
COST OF RENTAL

$_----
CASH PRICE:

$_----

Amount over cash

price you will pay if

you make regular pay­
ments.

You must pay this
amount to own the prop­
erty if you make all the

regular payments.

You can buy the prop­
erty for less under the

early purchase option.

Property available at

this price for cash from
retailers in this area

AMOUNT OF
EACH PAYMENT

$ PER

(Insert period)

Under California'S law, dealers will be subject to the most stringent disclosures.

format dictated by Regulation Z. The
box must appear on the rental agree­
ment immediately above the cus­

tomer's signature. It must also appear
on all products in the store, and if a

dealer uses a catalog in the store, the
box must appear on the pictures in the

catalog.
Having certain important informa­

tion appear uniformly to consumers

1 983 "'* 11 YEARS OF EXCELLENCE "'* 1 994

Sh_ngll. through Unity
When you join The Rental Industry Buying Group it's possible for you
to experience a 5% to 20% increase in profits. TRIB purchases
over 90 million dollars in merchandise. Their rebate
program is proiected to exceed one million dollars for
1994.

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

TRIa + YOU

Your assurance of
fairness and quality

-
-
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NUMBER
OF RENTAL
PAYMENTS PERIOD

is sound consumer protection theory,
but actually trying to use the California

rental-purchase box is an example of
the kinds of problems that can arise
when translating theory into practice.

Rental dealers everywhere have long
been disclosing the total of payments
necessary to acquire ownership. An
issue arose early on when the month­

ly rental-purchase total differed from
the weekly total, and the dealers want­

ed to give customers the option of pay­
ing weekly or monthly on every
payment.
Which total to disclose? Some deal­

ers solved the problem by disclosing
both totals. Other dealers always dis­
closed the larger weekly total and

explained that paying monthly would
lower the total cost of ownership. Still
other dealers disclosed a total based
on the initial payment, which may not

accurately disclose the true owner­

ship cost if a customer begins paying
monthly and later converts to week­

ly payments.
However, it is this last option which

is now the law in California. The box
does not allow for dual disclosures.
California dealers may be faced with

the specter of having to write a new

rental agreement every time a cus­

tomer wants to make a partial pay­
ment or change the rental term. That
is an expensive and time-consuming
proposition.

Providing two boxes may work on

rental agreements if the document is

sufficiently large. Two price tags on

all units may prove cumbersome.
More likely, dealers will price every­
thing in the store with weekly rates.

PROGRESSIVE RENTALS



Perhaps most painful to California dealers is the loss of
the ability to sell either damage waivers or leased-prop­
erty insurance in the state. If the lessor retains these risks,
then he cannot sell a waiver or insurance to a lessee who

has no liability to begin with.

The box may, ultimately, result in

diminishing or deleting altogether the

savings ordinarily realized from mak­

ing monthly instead of weekly pay­
ments. It may finally be easier for
rental dealers to have one total rental­

purchase price in California regard­
less of the timing of rental payments.
In addition to the usual financial

information dealers routinely disclose

everywhere, the California box

requires a "cost of rental" disclosure,
which is the difference between the
total rental-purchase price and the
cash price. Four other states-Georgia,
Connecticut, Minnesota and West

Virginia-require this disclosure in
rental agreements. No other state

requires this disclosure on rental-pur­
chase price tags.

Model-year disclosure
In addition to the information in the

box, the California statute requires a

brand new disclosure as a part of the

description of the rental property: "the
model year, or ifthe model year is not

known by the lessor, the date of the
lessor's acquisition of the property."
For used property, the dealer must

disclose the age or model year, if
known.

Foreign-language rules
The California statute requires a

printed agreement in the same lan­

guage as used in any sales presenta­
tion or negotiations. Dealers in several
states already regularly use rental

agreements in Spanish. With large
Korean, Vietnamese, Japanese and

FOR THE FIRST TIME OFFERED TO

RENTAL PURCHASE DEALERS AND OWNERS

EXCLUSIVE RESEARCH TARGETED AT:

CUSTOMER RETENTION
CONVERSION - INACTIVE TO ACTIVE

TARGETING POTENTIAL CUSTOMERS

LOWER MARKETING COSTS

ETHNIC MARKET SEGMENTATION

NOW MADE POSSIBLE THROUGH CREATING

* RESPONSE/ ACTIVATION MODELS
* CONVERSION MODELS
* PREDICTIVE MODELS
---------- BASED ON CUSTOMER PROFILE

TO $PEND YOUR MARKETING $$ $MARTLY

CALL 1-800-774-9455
(203) 968-6864 FAX

DATA SQUARE
SIX LANDMARK SQUARE, FOURTH FL, STAMFORD, CT 06901.
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other minority populations in the

state, California rental dealers may
need to have rental agreements print­
ed in a variety of languages.

No damage waivers
Perhaps most painful to California

rental dealers is the loss of the abili­

ty to sell either damage waivers or

leased-property insurance in the
state. The attorney general has, since

1987, argued that in California, absent

proof of the lessee's negligence, the
lessor has non-delegable liability for

loss, damage or destruction of leased

property. If that is indeed the case,

then a lessor cannot shift the risk of
loss onto the lessee, which ordinari­

ly occurs in rental-purchase agree­
ments. If the lessor retains these risks,
then he cannot sell a waiver or insur­
ance to a lessee who has no liability
to begin with.
It is probably not true that "misery

loves company" in this case, but the
law is applied to short-term car rental

companies in similar fashion. The car­

rental statute provides that a "car­
rental customer cannot be held liable
for any loss or damages due to theft
of the rental vehicle if an authorized
driver has possession of the ignition
key or proves the key was not in the
vehicle when it was stolen and the
driver files a police report within 24

hours of the theft."
The attorney general told the indus­

try during negotiations that ifthe leg­
islature failed to enact a

rental-purchase bill, his office intend­
ed to challenge the industry's use of

damage waivers and leased-property
insurance in court since, in his opin­
ion, the charges have always been ille­

gal. California rental dealers may have
lost the ability to charge fees that they
were not supposed to have been charg­
ing in the first place. For many deal­
ers, the loss of revenues will be no

less painful.
Risk of loss

Rental customers can still be held
liable for damage to or destruction of
the rental property due to their own

negligent, reckless or intentional acts.

A rental customer can also be held
liable if the property is stolen unless
the customer can prove the theft was

due to a burglary of the home, for

example, by filing a police report
CONTINUED ON NEXT PAGE
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California customers have reinstatement rights twice as

long as customers in any other state. (The statute) beefs
up considerably the dealer's obligation to keep the rental

property in good repair during the rental term.

showing forced entry. The customer

can also avoid liability for theft with­
out showing evidence of a burglary
by proving that the customer did not

aid or abet the theft.
California rental dealers, not cus­

tomers, are at risk if the rental prop­
erty is destroyed by fire, flood,
lightning or other natural disaster.

California rental dealers are at risk
if their property is stolen from a cus­

tomer's home. California rental deal­
ers are at risk if the boyfriend of a

rental customer runs off with the
rental property and the customer

can show she did not help the

boyfriend get away. Because the risks
of loss are suddenly so much greater
for California rental dealers, compa­
nies may consider insuring those risks
themselves. If so, one might expect to

see the costs of such insurance to be

passed on indirectly to consumers by
way of higher rental rates.

Reinstatement rights
California rental-purchase customers

under the new law have reinstatement

rights twice as long as customers in

any other state. Customers initially
have seven days on weekly agree­
ments and 10 days on monthly agree­
ments to get caught up on their

payments or to return the property. If

they return the property, they have
one year to reinstate.

If the customer reinstates, the com­

pany must re-deliver not only prop­
erty of comparable quality and
condition as that originally rented,
but also the same brand, if available,
and with the same warranty coverage
as the original property.

Early buy-out formula
The early purchase option is set in

the statute as follows: cash price mul­

tiplied by the number of periodic pay­
ments remaining divided by the total
number of periodic payments. The

language in the statute is awkward,
and the calculation is no less awk­
ward. A weekly customer who want­

ed to exercise an early purchase option
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after having made 13 payments on a

78-week agreement would owe

65/78ths of the original cash selling
price of the property. Not exactly a

calculation most customers, or for that
matter store employees or store own­

ers, can quickly do in their heads. The
statute speaks to this issue by requir­
ing the store to make the calculation
for the customer whenever the cus­

tomer asks-and to put it in writing.
Specifically, the statute requires

the rental dealer to provide the cus­

tomer two calculations in writing: 1,
the early purchase option amount; and,
2, the total amount of rental payments
remaining for ownership.

The dealer must provide this infor­
mation personally to the customer or

send it by first-class mail whenever
the customer asks for it and also when
the customer has paid one-half of the
total rental-purchase price. This
information must be provided with­
out any solicitations for additional
merchandise.

Maintenance
The California statute beefs up con­

siderably the rental dealer's obligation
to keep the rental property in good
repair during the rental term. In the
first instance, the statute places on

rental dealers the obligation to main­
tain the rental property without charg­
ing any additional fees. While it is the
current industry practice for rental

companies to maintain the rental prop­
erty, it is not generally a statutory
requirement for rental companies to

do so.

The California statute is very specific
about a dealer's maintenance obliga­
tions. The dealer has two business

days after notice of a malfunction to

repair or replace the rental property.
If the unit cannot be repaired within
this time, the company must provide
a loaner. And after 30 days, the deal­
er must permanently replace the unit
with another of the same brand and

comparable quality, age, condition and

warranty coverage ifthe original unit
cannot be repaired. Rental customers

18

need not pay rent for any time they
have a unit that is not in good work­

ing order.

Income interruption
As unique as any provision of the

California statute is the section on

income interruption. If a rental cus­

tomer has paid one-half or more of
the total rental-purchase price and
comes to the dealer with evidence
of an income reduction of 25 percent
or more because of "involuntary job
loss, involuntary reduced employ­
ment, illness, pregnancy or disabili­

ty," the company must reduce rental

payments by the amount of the reduc­
tion up to a 50-percent reduction. The
total of payments stays the same, and
the term is extended. The statute goes
on to provide that "when the cus­

tomer's income is restored, the lessor

may increase the amount of rental

payments, but in no event shall rental

payments exceed the originally
scheduled amount of rental pay­
ments."

The statute is silent about how a

dealer is supposed to discover when
a customer gets another job.

For example, a customer who was

making $20-per-week payments on a

78-week agreement, and who had

paid $780 or more on the account,
could come to the store with evidence
of a job loss or other reduction in
income and start paying $10 per week
until his income increased or until
the unit paid out on the original
rental-purchase total. The dealer
would have cash flow on the unit cut

in half and, additionally, have the

stringent maintenance obligations
dictated in the statute run for twice
as long. But, hey, it's California.

Cash-price limits
Like West Virginia, the California

Legislature stepped in to regulate
rental-purchase pricing. It did so by
regulating the cash price of rental
dealers. The statute defines cash price
as: "the price at which retail sellers
are selling and retail buyers are buy­
ing the same or similar property for
cash in the same trade area in which
the lessor's place of business is locat­
ed."
Without more, rental dealers would

have to spend a lot of time shopping
retail sellers of all the different prod­
ucts offered for rent in the rental store,
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and do a lot of guessing as to exactly
which sellers were in their "trade area"
and which ones were not. Records of
cash price must be kept for two years.
The statute, however, allows three

ways for rental dealers to show evi­
dence of a proper cash price:

1. Advertised prices in the trade area

within 90 days of the date of the rental­

purchase agreement.
2. Manufacturer's suggested retail

prices for home electronics only.
3. Two times the dealer's cost, includ­

ing shipping.
One might suppose that most deal­

ers will elect to use the two times cost

calculation for setting cash price. What
is unknown is what will happen to a

dealer who buys a 25-inch color con­

sole TV for $300 and who then sets

his cash price at $600 and who has in
his trade area a WalMart which sells
the same TV for $288. Even though
the dealer has statutory "evidence"
that the $600 cash price is proper, that

price clearly does not fit within the

statutory definition of cash price,
which in this example is $288, the

price at which actual sales are occur­

ring.
This and a host of other unresolved

issues pervade the California rental­

purchase statute, which becomes
effective Jan. 1, 1995.

Rental dealers may have an oppor­
tunity to correct some ofthe problems
in the statute, since the assembly­
man who wanted 90 amendments to

the bill and who got 80 or so has

already announced his dissatisfaction
with the law as enacted and his inten­
tion to introduce additional amend­
ments next year.

Copies of the Karnette Rental­
Purchase Act are available from the
APRO office upon request. PR

Ed Winn is APRO's legal counsel and
a veteran writer on industry issues.

Rental Stores Wanted
We are interested in acquir­
ing Midwestern rental com­

panies or individual stores.

Inquire in confidence to:
CARl RENTALS

Attention: William Kabourek
(402) 553-4950
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legal Reference Index--1994
Grassroots Media Guide (first copy free)
Publicity Handbook (first copy free)
APRO Financial Statement

Presentation Guide

APRO Tax Audit Manual
APRO Industry Profile
APRO Business Plan Development

Guide
APRO Glossary of Terms

APRO Bankruptcy Manual
How To locate Missing Persons

-- A Skip-Trace Manual
Collections Manual

-- Preventative Maintenance &

Efficient Results
RAE Advertising Awards Book
APRO's Who's Who in Rental-Purchase

(Available to members only)
APRO 1994 Industry Survey

(Complimentary to participants)
Progressive Rentals Magazine

(Included with APRO membership)
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$25/$25
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$5/$10
$25/$75
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$20/$75

$10/$10
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�
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Association of Progressive Rental Organizations
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IAAl .IT.�® ;,.� •• �.

19 OCTOBER/NOVEMBER 1994



Newest board members share
their visions for APRO, industry
For this issue, we contacted APRO's
two newest board members-Larry
Sutton, a dealer affiliate of Florida­
based Champion, and Saundra
Blackwell, responsible for franchisee
relations of Texas-based ColorTyme.

Both began two-year terms on the
APRO Board of Directors after being
elected at the industry's Aug. 3-7 con­

vention in Orlando. Since then,
Blackwell and Sutton have partic­
ipated in two meetings of the full
board. The second was part of an

intensive round of association com­

mittee and leadership meetings in San

Antonio, conducted Oct. 13-16.

-John Gormley, editor
•••

Saundra (Sandi) Blackwell
Director of franchising
ColorTyme, Inc.

Irving, Texas

General comments: "As a 15-year
industry veteran, I feel very fortunate
to be able to participate at the board
level during what I consider to be the
most exciting time in the history of
our industry. Attempted govern­
ment regulation and federal interfer­
ence can galvanize an industry into
action to address those problems, or

can just as easily destroy an indus­

try-and certainly individual, inde­

pendent business owners."

On success ofpastyear: "Our col­
lective lobbying efforts this past year
resulted in dramatic conclusions. The

larger our association, the more active
its membership, the more clout we

carry in state and federal government.
We discovered this past year that leg­
islators in home states and inside the

Beltway do listen to their con­

stituents. "

What's next: "We need to solidify
our grassroots and grasstops activi­
ties because after we celebrate victo­

ry in the current legislative and tax

arenas-and I know we ultimately
will-other specters will appear on

the legislative radar screen, such as

health care, discrimination and oth­
er personnel issues. Someone said,
'Democracy is not a spectator sport.'
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We'd all better accept the fact that
we're in the game, so we'd better learn
the rules and develop a game plan for
the next quarter period."

On today's APRO: "The associa­
tion is active on so many fronts today
that there's practically a vehicle of

participation for everyone's interest.
With the recent elevation to full stand­

ing committee status, I expect a new

era of affirmative, aggressive pro­
industry public relations activity. Our
franchise system recently participat­
ed in the APRO Customer Education

program during National Consumer
Week. Both franchisees and customers

reaped benefits from the program-to
say nothing of the increased morale
value to store-level employees.

"These are the types of programs
the industry needs to counter con­

tinued negative press. We'll always
end up on the 'cutting-room floor'
when we go up against electronic
media sound bites. The longer-term
benefits of a continued consumer edu­
cation program just makes more sense.

And I like the fact that it will also
involve more people in the industry.
Store-level personnel often feel at the

mercy of the media and politicians;
their active participation in letter-writ­

ing campaigns, petitions and con­

sumer education programs empowers
all of us to be and do better."

On industry ethics: "The recently
reactivated ethics committee is anoth­
er vehicle where mutual cooperation
will result in mutual benefits. When
we can take care of industry problems
internally, we'll hopefully be able to

avoid another level of intrusion by
well-meaning regulators."

On RTO's future: "There are many
important issues and challenges ahead
of us today-tax, legislation, the direc­
tion and mission of the association
itself. We'll deal with all of these
issues together. And then we'll face
new and even more challenging situ­
ations. We live and work in a dynam­
ic marketplace that mandates changes.
As long as we remember, believe
and act that we are stronger as a whole
than we are separately, we'll over-
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come the current challenges and build
our strength and resolve for the ones

that will surely come after."
•••

Larry Sutton
President
B&L Concepts, Inc. d/b/a

Champion Rent to Own

Tampa, Fla.

On Oct. 13-16 meetings in San
Antonio: "I did not realize how hard
the board members worked. I had at

least two committee meetings every
day and we were able to accomplish
quite a bit. I was especially impressed
with the participation and prepara­
tion by the APRO staff. We are lucky
to have such a high-quality group of

hard-working folks at APRO head­

quarters. I was equally impressed with
the participation and preparation of

my fellow board members. This group
of individuals is dedicated and deter­
mined to improve this industry and
our image as we head into the second
half of the decade."

On immediate future ofRTO: "Last

week, the Wall Street Journal report­
ed that 37 percent of Americans were

considered non-credit worthy and an

additional 15 percent were maxed out

on their available credit lines. If those

figures are even close to accurate it
is a major-league opportunity for those
of us who supply products using non­

obligation agreements with no credit

required. I would imagine that with
this kind of opportunity sitting out

there, there will be some heavy hit­
ters entering this industry.

"I predict constant changes in mer­

chandising, advertising and promo­
tions, as well as innovative marketing
programs. Dealers unwilling to

change, who hang on to old con­

cepts, will not be around in the late
'90s. Because rent-to-own is such a

relationship-oriented business there
will always be successful single-store
owners as well as larger regional and
national chains. All in all, there is a

fantastic future for people involved
in rent-to-own."

On past and future legislative
efforts: "What this industry has

accomplished over the past several

years is absolutely astonishing. With
almost 40 states now operating with
RTO statutes, 95 percent of the pop-

CONTINUED ON PAGE 46
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Professional automation tools for the rental-purchase industry.
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As the need to capture and control information
grows, innovative solutions are the norm in RTO's

INSTITUTIONALIZING THE RENTAL-PURCHASE INDUSTRY. IT'S BECOME MAINSTREAM,

MIDDLE CLASS-A PART OF OUR CULTURE. THE RTO BUSINESS IS A SERVICE BUSI­

NESS, AND IT SEEMS TO MAKE SENSE FOR MORE AND MORE AMERICANS WITH

EACH PASSING YEAR.

• • • • •

In fact, results of a nationwide telephone
survey of rent-to-own customers released
this fall by America's Research Group
prove that rental-purchase options appeal
to a demographically diverse customer

base (see August-September Progressive
Rentals, page 9).

In many ways, highly specialized com­

puter software companies-automation
providers, to use the vernacular-have

helped dealers across the country weave

RTO into the American fabric. They've
done it by understanding the big-picture
concerns of the industry and its dealers,
and instituting controls that help com­

panies legitimize their stature with cus­

tomers, lenders and regulatory agencies.
Today's RTO companies, thanks to

sophisticated, integrated automation solu­
tions, can track and justify income fore­

casting in case of an IRS audit, and easily
pull out product and customer informa­
tion to make better purchasing and adver­

tising decisions. Of course, that's all in I

addition to the day-to-day, point-of-rental
business of running stores.

Sherry Workman, vice president-sales,
of industry automation provider High
Touch, realizes that rental-purchase deal­
ers entering 1995 have much to think
about. And High Touch strives to keep
up with it all, matching innovations with

BY

JOHN

GORMLEY

OCTOBER/NOVEMBER 1994

industry issues.
"Not only do we have a store point-of­

rental system for the management of the
store side and home office, but we also
have accounting packages," says
Workman. "So we are very concerned and
we're keeping on top, from an accounting
standpoint, of all the IRS and legislative
issues. For instance, if any of our clients

get audited and have our accounting pack­
age, we participate in that audit. And what '

we're seeing, from the accounting side, is

people very concerned about how they're
doing things, how their computer system's
doing things."

Workman believes dealers are taking
steps to run tighter operations-and pro­
tect themselves. "I'm seeing them being
more sophisticated in their needs," she
adds, "particularly with accounting. I see

them being more meticulous on how the

system actually transacts something. Two

years ago I think it was much more cen­

tered around features and functions, rather
than how it actually transacts a process."

She adds: "Even if the dealers use anoth­
er accounting system, consider unit-by­
unit depreciation on income forecasting.
How could you do all that without a com­

puter? So I don't know how anybody in
the industry could do income forecasting,

CONTINUED ON PAGE 26
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What RCA Leadership Mean_s To Yo-u.
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
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Base cabinet and audio products sold separately.
Specifications subject to change without notice.
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Continued from page 22

or claim to do it, and not have a com­

puter."
Les Feldser, president of Rental &

Sales Software Systems (RSSS), is also
convinced that tighter controls for ret­

nal-purchase dealers mean better-run,
more profitable businesses.

"We're for the guy who wants real­

ly good controls," Feldser says.
"When we do that then we have inter­
faced accounting: complete systems.
We write special programs for how
to add on products-like air-time

billing for beepers (digital pagers).
Some dealers rent-to-own beepers;
when they (pagers) are paid out the
dealers need a way to keep collecting
on the air time. So we've written spe­
cial programs for that."

Ponder Wright, general manager of
software system provider eRIS,
acknowledges that more and more

dealers want to add digital pagers to

their product lines-and that poses a

challenge to their computer vendors.

Says Wright: "Dealers want to be
able to automatically produce a list
of late people and automatically dial
out and shut them off. That's some­

thing that you have to either integrate
in your (existing) package or you have
to have a specialized package to do
that.

"That seems to be something that's

really coming on and we're working
with another software company that
has a specialized pager package,"

Advances in affordable processor speed
have benefitted the entire computing
community, including RTO operations.

Wright elaborates. "It's a totally dif­
ferent tracking system. You work your
late lists differently; you turn them off

automatically and that type of thing.
You actually have to have specialized
software that goes beyond standard
rent-to-own software to handle the

renting of pagers."
Lori Smith, marketing director of

Rental Information Systems, agrees
that the advent of digital pagers as an

RTO product has dictated some

changes to dealers' traditional soft­
ware systems.

"The only thing I can see that's

changed is when our customers (RTO
stores) started going to beepers, there
was a need to track air time differently
from the beepers." Smith says.

*+¥ High Touch, Inc.
1900 N. Amidon #200

Wichita, KS 67203

(800)326-6059
Software systems
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"Because they rent-to-rent air time;
they rent-to-own the beepers.

"The problem dealers were running
into," Smith continues, "in the way
software was typically set up, was

you couldn't put them both on the
same contract because one was a rent­

to-own and one was a rent-to-rent.

We had to accommodate that so you
always kept renting your air time, but

eventually you paid out some of your
beepers."

David Goldman, president of Ideal
Software Systems, has spent years
exploring ways to get the most out

of software and hardware advances
for his clients in RTO.

"We have seen, especially during
the last couple of years, that we're

doing more with the development of
an interactive collections system,"
Goldman says. "We think there's more

you can do with a computer, and
we're trying to tap into those added

areas-ways you can gain more effi­

ciency; that you can become more

profitable. There's an unlimited
amount, it seems, of things that can

be done. It's just a limit of how much
time there is and how many
resources.

"

Goldman says the incredible
advances in computer technology­
faster processors and larger-capacity
hard drives-is good news for RTO

companies, just like everybody else.

"Today, the replacement hard drive
for the one we bought 10 years ago­
we're spending maybe one-fifth of
what we spent then and it has maybe
200 times the capacity," he says. "The

processors are running 50 or 60 times
faster and handling four times the data
at the same time. They're really hun­
dreds of times faster than they were

just a few years ago."
It doesn't mean dealers are spend­

ing less on their computer systems.
They just get more.

"One thing that I've noticed is that

prices don't drop so much on hard­
ware," says Goldman. "Our systems
usually sell for about the same

amount. The reason is, they discon­
tinue the older models that the price
dropped on for a short period of time
and the new entry-level models take
the place of the old ones. You're

always going to spend, it seems to me,
around the same amount of money.

CONTINUED ON PAGE 36
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APRO 1995 spring educational events set
GET READY FOR A NEW YEAR FILLED

WITH EXCITING TRAVEL AND RENTAL­

PURCHASE EDUCATIONAL OPPOR­

TUNITIES. THE APRO EDUCATION

COMMITTEE, CHAIRED BY OHIO

DEALER AND APRO BOARD MEM­

BER ERNIE LEWALLEN, ANNOUNCES

THESE SITES AND DATES FOR SPRING,

1995:

• • • • •

The APRO 1995 Vacation Seminar
is a Royal Caribbean Nordic Empress
cruise to the Bahamas, set for Feb. 6-

10.
The APRO 1995 Mid-Year

Conference will be April 20-22 at the
Tucson National Golf and Conference
Resort in Arizona.

Vacation seminar
The Royal Caribbean Nordic

Empress Cruise to the Bahamas will
have ports of call in Miami, Freeport,
Nassau, CocoCay and Miami. Cost is

Tucson, Ariz., site ofAPRO's 1995 mid-year conference April 20-22, is known for its
class recreational opportunites.
from $906 per person. That includes:
• Air from Royal Caribbean gateway
cities
• Port taxes
• Meals
• Entertainment
• AFRO educational seminar sessions

And much more. APRO's seminar
sessions will include the most cur­

rent topics in the rental-purchase

industry, according to APRO
Education Director Shelley Martinek.
"Don't miss this opportunity to mix
business with pleasure," Martinek

says.
If you're interested in participating

in the Feb. 6-10 vacation seminar,
please call APRO's Martinek as soon

as possible because space will be lim­
ited and the $150 deposit is due by
Nov. 30. Call her at (512)794-0095.

Mid-year conference
The April 20-22 APRO 1995 Mid­

Year Conference in Tucson has this
tentative seminar schedule:.......
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Thursday, April 20
• 1-5 p.m.-Know Your Customer:
Results of Comprehensive Survey of
Rental-Purchase Customers.

a
VV7lenyou're on a3- or4-night

cruise, make the most of the time

� you have, We did.

We built the Nordic Empress,
thefirst ship deSignedfor short

cruises, to make sureyou don't miss a thing onyour way to

CbcoCay and Nassau, (Freeport, too, on our four-nighter.)
Call II! Th' h' h }bu'vet.,A,jUS,l vow. IS S lp as Got Some \IiROYAL

lots ofroom, but spacegoesfast. CARiBBEAN
Coming""

Alaska' Bahamas' Bermuda' Caribbean Mediterranean
Mexico' Russia' Scandinavia, Transcanal

�199i RCCL. Shipso[Xom'egion, liberian and Bahomian Re8iS'n

Friday, April 21
• 9 a.m.-noon-Open for golf or sight­
seeing.
• 1-3 p.m.-APRO Annual RTO Legal
Update.
• 3-5 p.m.-APRO Annual RTO Tax
and Accounting Update.

Saturday, April 22
• 9 a.m.-noon-Rental Round Table
Discussion.

For reservations at the Tucson
National Golf and Conference Resort,
call 1-800-528-4856. The deadline is
March 10. Be sure to request the
APRO rate of $130 single or double.

For more information on either the

mid-year conference or vacation

cruise, call APRO's Martinek at

(512)794-0095. PR

Join your APRO friends Feb. G-l 0 on this fun cruise.
For more information, call Shelley Martinek at APRO,
(512)794-0095.
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As Important As Your Business.

• Nation-wide Customer Service • Patented Designs • Engineered Products • Chassis Pools

• Full Complement of Options, Designs & Accessories For The Rental Industry

TRUCK YOU BUY?
• Complete Product Line - Truck Bodies, Walk-ins & PDVs

Call Utilimaster Today!
Association of

Progressive Rental Organizations

General Offices • 65266 State Road 19 • P.O. Box 585 • Wakarusa, IN 46573
Phone 219/ 862-4561 • 1 -800-582-3454
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'I ain't nobody's servant!' is wrong attitude
"I AIN'T NOBODY'S SERVANT!"

Is THIS SOME 11ELODRAMATIC LINE

FROM AN OLD WAR MOVIE? OR PER­

HAPS A QUOTE IN SOME HISTORY

BOOK FROM AN HOMBRE OF THE

OLD WEST?

and translate the rental-purchase pro­
gram to customers each day. Some
owners and managers do not know
what drives or motivates their

employees, who are responsible for

making critical business dectsions.
Filling even the simplest position

can cause employers a great deal of
stress. Hiring new personnel is no

simple chore, and there are many
questions to consider. Can employee
actions be disciplined or directed by
operational policies and programs?
What will cause an employee to for­

get or ignore training and company
guidelines? When does an employee
make a purely subjective decision
when facing a specific situation? What
roles do culture and personality play?

When factoring in employee
turnover, the hiring process becomes
even more frustrating. Employers
must also consider how customers

will take to a new employee. Many
customers have expressed aggrava-

CONTINUED ON PAGE 39

BY

KENT

SUTHERLAND

• • • • •

doing a quality job. These employees
do not see the workplace as a great
equalizer, where in the ideal model
the hardest-working and most effec­
tive employee is rewarded accord­
ingly.

The rental-purchase employment
experience is no different than other

types of customer service work.
Business owners are either success­

ful in attracting new customers and

servicing current customers, or they
don't survive. It doesn't get much
more complicated than that.

Some find it frightening that the fate
of their company, and possibly the

industry itself, rests on the knowl­

edge, skills and assumptions of those

people who answer the phones, drive
the vehicles, deliver the product

• • • • •

No. It's actually a quote from a

young man who had worked in a

rental store for a year as a self­
described "route man." He was react­

ing to his company's recent order to

provide more courteous service to

customers. He knew how to get what
. he wanted from customers without

wasting time on pleasantries, and he
didn't feel he needed a company
memorandum telling him how to

get the job done.

"High schools are not producing
students to 'stand and deliver' for the
21st century." This disturbing reve­

lation is from Jaime Escalante, quot­
ed in the magazine HRFocus, July
1993.

Unfortunately for today's America,
Escalante is dead right. And just as

bad, many of today's employers are

just as guilty of providing their cus­

tomers with employees who cannot

stand and deliver. These are the

employers who do not see the con­

nection between customer service and

profits.
Ironically, when these same

employers enter a restaurant or go to
the supermarket as customers them­
selves, they know exactly what should
be said and done by those being paid
to serve them. And their employees,
who were never trained to provide
those simple pleasantries of customer

service, tend to be the most critical
customers at other businesses.

There are occasions when time and

training resources are spent on

employees who refuse to take respon­
sibility for their actions on the job.
Simply, there are many people in

today's workforce who refuse to do
the job for which they are paid. Too
often, today's employers are faced
with potential employees who prefer
to spread the blame for their failures
rather than take responsibility for not

Computer Solutions
.

Rent-to-Own & Retail Sales
Furniture, Appliance and Electronics

• Installation

• Software Only
• Hardware Only

=Turnkey Leasing
Available

o Retail Point of Sale
o Rent-to-Rent
o Rent-to-Own
o Interfaced Accounting
o Purchase Order System

o Service Department
o Barcoding .-
o Inventory An;'ysis
o Inventory Control
o Buying Analysis

o Time & Attendance
o Telemarketing
o Registered Mail
o Direct Mail Advertising
o Bulk Mail Advertising

RSJSS
Systemsfor
Single Stores or

Home Office
with Remote
Stores!

• DOS
• Multi-user
• XENIX
• UNIX

Rental & Sales Software Systems
4S7 Robert DriveIlCorpus Christi, TX ?84l2

l-8OO-334-S224
)
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Some states have guidelines, but
most dealers name their ovvn

IN AUGUST, THE PENNSYLVANIA ATTORNEY GENERAL CHALLENGED THE RENTAL­

PURCHASE TRANSACTIONS OF 25 MUSICAL-INSTRUMENT RETAILERS IN THE STATE.

HE GOT THEM TO AGREE TO CHANGE THEIR BUSINESS PRACTICES AND TO OFFER

RESTITUTION TO MUSICAL-INSTRUMENT CUSTOMERS GOING BACK TO 1991 IN SOME

CASES. WHAT THEY WERE ACCUSED OF DOING, AMONG OTHER THINGS, WAS MANIP­

ULATING THEIR CASH PRICES.

A rental-purchase program for a child's
musical instrument makes a lot of sense

because it allows parents and children to

try an instrument, perhaps for a full school

year-or longer-and then they give it back
when interest wanes without having to

buy it.

Rental-purchase programs are in wide­

spread use among music retailers all over

the country. The problem in Pennsylvania,
of course, is that a rental-purchase trans­

action in that state is a credit sale. Music
retailers thought they had solved that prob­
lem by offering a rental-purchase price
equal to the stated cash price and, there­
fore, had a transaction that charged no

interest. A trumpet with a listed cash price
of $400 could be rented for $20 per month
wi th ownership transferring after 20

months.
The problem was that if a customer want­

ed to pay cash, the customer did not have
to pay the listed cash price. The industry
practice was to discount the list price by
25 percent or more, so there were never

any cash sales at $400. Instead, cash-pay­
ing customers paid $300 and only rental
customers ever paid $400.

According to the attorney general,
instead of transactions with zero-percent
interest, music retailers really had trans­

actions with a 35-percent interest rate, well
in excess of the statutory limit of 18 per­
cent. To date, nearly all ofthe music retail­
ers accused of this business practice have
entered into assurances of voluntary
compliance, agreeing not to engage in this

30

practice in the future, and offering mon­

ey or store credits back to their music rental
customers.

This development in Pennsylvania is a

useful lesson for rental dealers everywhere
to pay attention to the notion of cash price,
as it may apply to their businesses. It is
not an irrelevant concern, ever, which is
the attitude of some rental dealers, even if

they never make cash sales.
It was not so very long ago that the con­

cept of cash price was unused and virtu­

ally unknown in the rental business.
Rental dealers and, not incidentally, rental
customers were concerned with rental rates

per week or month and perhaps totals of

payments, but did not concern themselves
with the cash prices of products, because
the dealers were not marketing to cash­

paying shoppers, nor were cash-paying
customers shopping in rental stores.

Neither, of course, do cash-paying car

shoppers frequent Hertz or Avis for the
best purchase prices in town.

Early on, rental dealers opposed dis­

closing a cash price for rental property,
fearing that consumer advocates would

argue that the difference between the cash

price and the rental ownership price was

interest. Some ofthe very first rental-pur­
chase statutes did not require a cash-price
disclosure. The industry argued persua­
sively that the disclosure was not espe­
cially useful to consumers seeking
information about renting.

Later, consumer advocates began argu­
ing that the cash-price disclosure was use-

PROGRESSIVE RENTALS



ful to show consumers how much
more above the cash price they were

paying to acquire ownership by rent­

ing, even if it was not called interest,
and that argument eventually pre­
vailed. To date, at least 30 ofthe state

rental-purchase statutes require a

cash-price disclosure.
The term "cash price" is not always

defined in rental-purchase statutes.

Where it is defined, the definition is
not surprising:

"The price at which a lessor in the

ordinary course of business would in

good faith after the property that is
the subject of a rent-to-own agreement
to the lessee for each on the date of
the rent-to-own agreement. "}34

A couple of states require that this
amount be disclosed and labeled as

the "estimated fair-market value."
Rental dealers are generally left free
to set cash prices as they see fit.

One criticism leveled at the indus­

try is that since dealers are not real­

ly trying to sell for cash, there is no

market pressure to keep cash prices
down, which is true. Rental dealers
are not generally trying to compete on

the basis of cash price.
Two states have stepped in to reg­

ulate the amount of cash prices: West

Virginia and, most recently, California.
West Virginia does it by administra­
tive fiat. The attorney general's office
has promulgated a legislative rule

allowing dealers to mark "retail val­
ues" at set percentages over cost,
which currently range from cost plus
56 percent for electronics and appli­
ances to 82 percent for jewelry. West

Virginia dealers may also match bona
fide cash prices in their markets, but

may not use "list prices" of manu­

facturers' suggested retail prices.
California dealers can set cash prices
no higher than two times the cost of

goods, which limit is set forth in the
statute. Alternatively, California
dealers, like West Virginia dealers,
can match actual cash sales in their
markets. These legislative efforts have
been in response to the charge that,
too often, rental dealers' cash prices
are not "real cash" prices, but instead
are artificially high.

One might well wonder what dam­

age a "too-high" cash price does in
the marketplace without evidence that

people were making purchases at

those "too-high" prices. No one has

PROGRESSIVE RENTALS

ever suggested that is the case.

In states where the rental-purchase
price bears no necessary relationship
to the cash price, one might well ask

why rental dealers bother inflating the
cash price, if they do. Indeed, it is

unlikely that they do, although they
may not be advertising the best cash

price in town either, since they are

trying to rent TVs, not sell them. They
may simply not follow retail pricing
as closely as retailers, since that is not

the market in which they are com­

peting.
In states where the rental-purchase

price is a function of the cash price,
the pressure to have "higher" cash

prices is more understandable. If the

rental-purchase price is limited to

twice the cash price, then raising the
cash price by $100 would allow a deal-

er to raise the rental-purchase price
by $200. This is the case in at least
five states, and it has been in these
states where the criticism of rental­

purchase cash pricing has been the
most vehement.

In some cases, after enactment of

rental-purchase statutes in these
states, rental dealers continued to

set rental rates the way they had

always done, as a function of their

product cost-cost, times three, divid­
ed by 18, to determine a monthly rate.

Then, to determine cash price, they
simply divided the total rental-pur­
chase price by two. On some low-end
electronic items, this calculation

yielded a cash price considerably
higher than the norm. In some

Connecticut markets, where the cash

price of low-end, two-head VCRs
could be found at less than $200, some

rental-purchase dealers had cash

prices of more than $400.
One difficulty with typical cash­

price comparisons is the spread on

cash prices in the retail marketplace.
Seven years ago in Raleigh, N.C., the

industry was being bludgeoned in the
state legislature over its high pric­
ing. To combat the charge, the indus­

try priced a specific make and model
25-inch color console remote TV. The
same TV was for sale in Raleigh for
$399 at a discount store and also for
sale at the same time for $799 at a

downtown furniture store. The state

association bought the $799 TV to

prove a point. Consumer advocates
had only acknowledged the lower

price when comparing the costs of

rental-purchase transactions to the

legislators in Raleigh.
The advent of the super-discount

chains may have narrowed the spread
some in recent years, but there has
never been a single cash price for big­
ticket consumer durables in any mar­

ket. Neighborhood stores offer more

service and charge higher prices. They
always have. Some consumers pay
those higher prices. They always will.
Those facts are routinely ignored by
rental-purchase critics.

Prudent rental dealers will not

ignore the spread in their markets
when establishing cash prices. There
is no need for rental-purchase cash

prices to be the lowest in town. It is
not primarily on the basis of cash price

CONTINUED ON PAGE 38
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Not to mention the widespread dis­

agreement over how to calculate keep rate.

Some critics assert that all units not lost,
stolen or scrapped are eventually owned

by someone, and that number, as a per­
centage of all units in the system, is the

keep rate. The IRS has said, rather vague­
ly, that their studies show a keep rate of
50 to 60 percent, but they cannot really
explain where that number comes from.
The industry generally calculates keep rate

as the number of deliveries that go to term

divided by the total number of deliveries

during the same period. That calculation
has consistently yielded a keep rate of 20
to 25 percent in most companies, although
a few are higher and a few are lower. Then
there is the question of how to treat

rewrites, reinstatements, bundled agree­
ments and other quirks that affect the
calculation.

There may be some few companies out

there which have rental agreements with

ownership options which do not pick up
any units at all, ever. That means their

keep rate is 100 percent. The question there
is whether they are really in the rental
business?

If, hypothetically, they are not in the
rental business, then what about the

company that picks up a few units, but

only a few? Where do we draw the line?
Is it fair to say that a company with a keep
rate of 50 percent is in the rental business,
but a company using exactly the same

agreement with a keep rate of 51 percent
is not? These are some of the problems
with trying to use keep rate to define the

industry. Keep rate is merely one of the
devices suggested for drawing some lines
around the industry.

Can the kind of product rented affect the
business a company is in? What about the
customer base? Can that affect the char­
acterization of the business? What about
variations on the rental theme, like flex­
terms, quick-to-own, balloon-purchase
options, lengthy initial terms, penalties

Selecting an industIy identity is a vital step in

preparing a defense against critics and Uncle Sam.

o are we?
THERE ARE SOME INTERESTING DISCUS­

SIONS GOING ON INSIDE AND OUTSIDE

THE INDUSTRY LATELY. THEY FOCUS ON

THE QUESTION IN THE TITLE: WHO ARE

WE? THE DISCUSSIONS INVOLVE THE DEF­

INITION OF THE RENTAL-PURCHASE

INDUSTRY, OR RENT-TO-OWN INDUSTRY,

OR LEASE-PURCHASE INDUSTRY, OR

RENTAL INDUSTRY, OR CONSUMER LEAS­

ING INDUSTRY, RENTAL-LEASING WITH

PURCHASE OPTIONS INDUSTRY, OR ...

WELL, YOU BEGIN TO SEE THE PROBLEM.

• • • • •

If an acceptable, unifying name ever gets
chosen, the next question is who is in that
business and who is not. The association
wants to know both who it is actually rep­
resenting, or at least, who it should be rep­
resenting. The Internal Revenue Service
wants to know what businesses to audit
in order to find some disguised sales and
some additional taxes. Consumer advo­
cates want to know who to try to legis­
late out of existence.

These are difficult questions for every­
one and, unsurprisingly, different sides
have very different answers. Even peo­
ple on the same side have very different
answers. Industry representatives are far
from agreeing on who it is, exactly, they
represent.

Take a related question-What is the

industry or a company's keep rate?-for

example. In the first place, no operator
lies awake at night fretting over rising or

falling keep rates because, whatever it is,
keep rate is not a measure of a compa­
ny's success. It may be a measure of what
business a company is in, because it is
some evidence of contractual intent, but,
then again, it is only some evidence, and

probably not conclusive of anything.

32
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It looks like some decisions are going to have to be made

about who we are and what we do. Those decisions may
be painful for some dealers. Some may want to present
their case to APRO before they present it to the IRS.

for early termination, the size of a bal­

loon-purchase option, and the like?
Can they affect the business a com­

pany is in?
Over the years, a lot of commercial

transactions have been structured to

look like leases when they were real­

ly sales, for reasons good and bad.
Transaction by transaction, courts

have considered the lease-versus-sale

question in the commercial context

literally thousands of times. In dif­
-ferent cases in different jurisdictions,
some or all of the following factors
have been cited in opinions as influ­

encing courts' characterizations of giv­
en transactions:

1, is there an obligation by the lessee
to make payments; 2, is there an equi­
ty buildup on the part of the lessee;
3, is there an interest component in
the transaction; 4, who maintains
the property; 5, who pays taxes on the

property; 6, who has title to the prop­
erty; 7, when does the title transfer,
if at all; 8, does the lessee have a pur­
chase option; 9, is the purchase option,
if any, for nominal consideration;
10, is the lessor a financier or a deal­
er in the kinds of goods rented; 11,
who has the risk of loss to the prop­
erty during the rental term; 12, what
are the lessor's rights upon default by
the lessee; 13, is there a nonrefund­
able deposit; 14, will the lease be
discounted with a bank; 15, are nor­

mal warranties included or excluded;
and, 16, how does the lease term com­

pare with the useful life of the rental

property?
The above list is by no means com­

prehensive of all of the reasons given
by courts for characterizing a trans­

action as a lease or a sale.
This lease-versus-sale question is

not an easy one for courts or for AFRO
or for anyone else. But the question is

getting called. The IRS is looking for
some tax money. Is there really any
kind of rental business that can be sac­

rificed to preserve the greater whole?
The answer today is that no one

knows, yet.
The association instinctively wants

PROGRESSIVE RENTALS

to protect as many ways of doing busi­
ness as possible, because it means a

larger membership, more political
clout and more dues revenue. But it
is learning that there may be limits.
Readers who have an opinion about
those limits are invited to share them
with association leaders.

The association has no desire to

make hasty or bad decisions out of

ignorance.
Statement of Ownership,
Management and
Circulation
(Required by 39 us. c. 3685)

(Sl'e II/Sln/(·lIml.� 011 reverse}

However, in the corning months, it
looks like some decisions are going
to have to be made about who we are

and what we do. Those decisions may
be painful for some dealers. Some of
the dealers may want to present their
case to the association before they get
to present it to the IRS, Henry
Gonzalez, or some member-in-good­
standing of the Legal Services

Corporation.
In the meantime, thoughtful people

who represent this industry are strug­
gling with the effort to get the best

possible answers to these questions
that they can. PR

Ed Winn is APRO's legal counsel and
a veteran writer on industry issues.
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BY

BUD HOLLADAY

OCTOBER/NOVEMBER 1994

Traffic's heavy on the infonnation highway

orgetleftbehind
MAYBE, LIKE A LOT OF US, YOU'RE LESS

EXCITED ABOUT EXPLORlNG CYBERSPACE

ON YOUR HOME COMPUTER THAN YOU

ARE ABOUT FIGURING OUT THE DIFFER­

ENCE BETWEEN "DEFROST" AND

"WARM" ON YOUR MICROWAVE OVEN.

IF SO, YOU PROBABLY HAVEN'T

THOUGHT MUCH ABOUT THE SO-CALLED

INFORMATION HIGHWAY. BUT IF YOUR

COMPANY IS COMPUTERlZED, IT'S TIME

TO HITCH A RIDE. BOOT UP OR SHIP OUT.

• • • • •

Late news flash: They aren't bringing
back carbon paper, slide rules or mimeo­

graph machines anytime soon. So if you
still think bytes are a variation on beer
nuts, you stand a good chance of becom­

ing the next roadkill on the Information
Highway.

Understanding computers isn't really
difficult. Computer salespeople will tell
you that a computer is nothing more than
a huge electronic file cabinet. You type in
what you want to store and pull out the
information by hitting a different set of
keys later. Of course they fail to mention
that this particular file cabinet has enough
electricity running through it to satisfy
the Georgia Penal Code and it can make
any document in your company disap­
pear without a trace. They also don't tell
you that the high school graduate who
kept your old files organized must attend

night classes and learn three languages in
order to root around in these files.

34

First realize that computers are made

up of two major components. Hardware
is what they call the big plastic box full
of circuit boards, chips and assorted
kitchenware. Why they call this hardware
instead of Tupperware remains a mystery.
Why you can't buy hardware at a hard­
ware store is an even greater riddle.

Software is the tricky part. This is

something you can't see or feel, but with­
out it, the hardware's useless. Imagine a

kind of invisible hand, organizing and

sifting information at lightening speed
(they call it software because "gobbledy­
gook" doesn't sound very professional
and the Egyptians already used
"Hieroglyphics") .

To understand the concept, recall what
Obe Wan-Kenobi told Luke Skywalker in
Star Wars. When Obe said, "May the force
be with you," he was talking about soft­
ware. This is the kind of information the

computer geeks can't give you.
You'll often hear computer people toss­

ing around terms like "disk capacity" or

"megabytes." Don't be alarmed. This only
means they've read the manual. What

they're referring to is the size of your com­

puter's brain and how much it can hold
before blowing up. This is not an impor­
tant consideration. It'll take years before
you know enough to get the thing full,
and by that time you'll be ready for a new

computer anyway. Ignore it.
As your company's profits rebound fol­

lowing the initial installation of com­

puters, some bigshot will start talking
about upgrading. Odds are it'll be the same

guy who recycled typewriter ribbons a

few years ago. Upgrading means that your
perfectly good hardware and software sud-
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denly become obsolete and the shiny
new stuff introduced at the seminar
in the Bahamas last January is what

you really need.
Be forewarned. Upgrading requires

careful scheduling and close atten­

tion to the budget process. And that
creates a need for more powerful com­

puters. Unlike some other computer
exercises, upgrading is a self-sus­

taining activity.
After upgrading, the computers you

bought last year will have a market
value of zero. So they're handed off
to the people in Operations, where

they'll be used as video games. This
can be important for morale since all

expansion will be canceled until the
new computers are paid for. Of course,

when that happens, it's time to

upgrade again. So you can see how
this thing works. Ross Perot didn't
become a zillionaire telling people
what they had was perfectly fine.

When everyone in the company has
their own computer, you'll want to

network. This is a method of linking
up all those computers so that every­
body fouls up the same project at once

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

PROGRESSIVE RENTALS

Maintenance. And then go around and

unplug all those infernal machines.

Somebody has to get control of this

thing before it gets out of hand. PR

Bud Holladay is vice president ofmar­

ketingfor Alrenco. He is a former RTO
dealer and founder of APRO. His
humor column appears in every issue

of Progressive Rentals.

Upgrading requires careful scheduling and close atten­

tion to the budget process. Unlike other computer exer­

cises, it is a self-sustaining activity.
instead of wasting time doing it indi­

vidually. The benefit to this is the

building of teamwork, while also

holding down overtime expense.
Now after all this, if you still can't

get the hang of computers, just go in
to see the boss and make a full con­

fession. Offer to take a 20-percent pay
cut and work nights in Building

Wade was tired of wasting time and

losing money here and there.
Heather was especially glad her
daddy made the decision to finally
take control of his business. Life's
too short for hassles. Call Ideal today.

f'"!'!!'!���j

RENT-TO-OWNIVIDEO TAPE I SHORT TERM RENTALIPAWN SHOPI CHECK CASHING

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

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

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

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

always a friendly voice waiting to

help out.

Give us the opportunity to show
you r:Wy [dent is Rent-To-Own.

Cn1l800-96-IDEAL

. IDEAL
SoftUlareSystems, 111(,

Post Office Box 2928
Meridian, MS 39302
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IS BUYING SOFTWARE CONFUSING YOU?

The Right Software Doesn't Have To 8e .

The RAM System ...The Solution To The Confusion
•

Rental, Retail and Corporate Systems Available

•
Rental Information Systems, Inc
P.o. Box 1165

Magnolia, AR 71753
"

. 501-234-2200
"----

Continued from page 26

You're still buying, let's say, a $2,000
system, but what you get today is a

whole lot better than it was even a year
ago.

"For the same amount of money,
we're getting much more powerful
machines in terms of speed and stor­

age capacity."
But what does this mean for

Goldman's end-users, the rental-pur­
chase companies?

"We're keeping more facts as we

go along," he answers. "Now, we've

got a lot of things that we can look at

over a longer period of time. We can

keep it all out there on the hard drive,
and then go back and spot trends. So
we're starting to do graphs over peri­
ods oftime, because we have the stor­

age capacity to store a lot more

information. "

Real-world RTO examples:
"We can do graphs showing what

BOR or delinquency or revenue have
done over periods of time," he says.

COMPLICATED OR EXPENSIVE

Feature For Feature - Dollar For Dollar
The RAM System Can't Be Beat!!

WE ARE THE SYSTEM FOR YOU!

"We can put those together and plot
them against each other so you can

see how one affects the other."

Pinpointing product trends and

improved customer demographics are

two areas that directly apply to

increased storage capabilities.
"Now you're starting to get better

trend information from your system,"
Goldman says. "Another thing is you
can store more information about your
customer. You can keep more histo­

ry of what he's done with you in the

past; you've got more on file there."
Feldser cites another example of

dealer control that RSSS employs. It
has to do with product ordering and

tracking. "We have a purchase-order
system that larger dealers just insist
that they've got to have," Feldser says.
"It goes on into accounts payable so

they can have a smooth transition
where you do everything at once­

renting it or selling it, depreciating it,
interfacing with accounting."

Corporate, centralized control of

computer systems in multiple-store
RTO companies has long been prefer-

A·PR:) Associate Member since 1987
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able, but with one caveat.

Reports Wright of Ck.l S: "What
we're seeing is a movement to a home­
office package that brings increased
data communications but with each
of the stores acting individually on

their own data bases. Not really hav­

ing a master data base at one center,
but communications among them.
The reason why is that some of the

companies that had centralized data
bases-the problem with that is if

you've got eight or 10, 20 stores and
the central site goes down, all of them

go down."
Under Wright's scenario, a com­

pany's stores are autonomous as far
as their data bases of customers and
transactions, but they still have elec­
tronic links to the home office so man­

agement can read the reports and
make smart decisions.

"The idea is to set up separate data
bases and then make use of the new

communication tools so they can

bring in any data that's necessary to

the home-office operations: daily
information, cash flow, inventory,"



Wright explains. "That's proliferated
over the last year, with the advent of
lower-cost, high-speed modems."

Feldser of RSSS sees another ben­
efit for the RTO dealer who has con­

trol, through automation, of his

business-although he admits it takes

foresight for dealers to recognize it.
"The difficult thing is trying to

explain to a new dealer or a small
dealer what you really need to grow,"
says Feldser. "Because the day you

RTO automation
needs changing;
vendors adapting
IN THE PAST YEAR, WE HAVE SEEN

MANY CHANGES IN THE AUTOMA­

TION NEEDS OF THE RENTAL-PUR­

CHASE INDUSTRY. MARKETING

AND PRODUCT TRENDS HAVE

DIVERSIFIED FOR RTO DEALERS,

AND WE'VE SEEN THEIR INFOR­

MATIoNAL NEEDS CHANGE ALONG

WITH THAT.
• • • • •

The exciting part is that these

changes have been very positive
and aggressive, even in the face of

pending legislation and tax issues.
Some of the changes include a

wider range in rental products
offered, and the markets RTO deal­
ers are targeting. For instance, there
is a definite market for personal
computers in families. Some deal­
ers are even delivering more than
one computer per household.

The market for digital pagers and
cellular phones has exploded dur­

ing the last 12 to 18 months.
Game and entertainment systems

seem to be another product area

that's doing very well in rental-pur­
chase. The additional products also
represent expanding markets that,
until recently, were virtually
untapped. This includes middle
and upper-middle class families
that have a need for rental-purchase
options. Some dealers are telling
me that they had thought this was

not their type of customer. But as

decide to go into the rent-to-own busi­
ness should be the same day you start

to plan to sell your rent-to-own busi­
ness. If there's ever been a truth that's
it. You can't get the true value of your
business if you operate it manually;
you can't get the true value of your
business if you're on an inadequate
computer system. Plan to get the true

value of your business every day;
get your business under control to

handle the future."

High Touch's Workman believes
dealers are doing just that-both for
their own individual businesses and
as an industry.

"They are positioning their com­

panies now, strategically, to handle
whatever the legislation and the IRS

passes out," she says. "They will go
on and mold, no matter what. They
won't go away." PR

John Gormley is APRO's communi­
cations director.

it turns out, more and more dealers
these days are pleasantly surprised to
find that their range of products and
services=-the complete RTO pack­
age-appeals to broader cross-section
of America.

As the industry grows, the automa­
tion needs of rental-purchase dealers

grow and expand as well. The sophis­
tication, flexibility and information­
al needs of software are changing right
along with that. We've noticed more

new dealers coming into this indus­

try in the past year than any other
12-morrth period in a long time. At
the same time, dealers who've been
around for years are now expanding

I their operations.
This is a time ofgrowth for the entire

industry. Gone are the days when RTO
dealers needed a computer system just
to take payments and print out a list
of late accounts for collection pur­
poses. These things are still vital, but
today they're only a small part of what
automation can do for a rental-pur­
chase operation.

Any software company can provide
a few basic functions and reports to

free up some time. I believe dealers
are looking for a software company
with vision-one that not only sees

the future of the industry, but is will­
ing to enhance and grow with it.
Dealers depend on their software com­

pany to be a partner with them in help­
ing their operations rise to a higher
level. The information needed to

expand business and keep tight cor­

porate control is a must these days.
Flexibility is a major part of a suc­

cessful software package. A software

system cannot be functional unless
it has the ability to be flexible. Not all
rental dealers run their businesses the
same way. A rental dealer should
not have to conform to the way a soft-
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Continued from page 31

that rental dealers are competing.
Rental dealers can even have the high­
est cash prices in town.

But there is some theoretical limit
on how high those prices can be.
The legal limit is set by the doctrine
of unconscionability. Under this doc­
trine, a price might be so high that it
shocks the conscience of the court.

Ordinarily, charges of uncon­

scionability include some procedural
elements in addition to high pricing.
There is usually some over-reaching
by the merchant-getting a non­

English speaking consumer to sign a

contract written in English with oner­

ous terms, including an egregiously
high price, perhaps.

Assuming some ability for a con­

sumer to choose-which would
include assuming a competitive mar­

ket and the lack of any emergency
requiring the consumer to act-just
paying a price that is the highest in

town, by itself, ought not rise to the
level of unconscionability under

state law. Otherwise, the steep prices
charged by your local movie theater
for candy, hot dogs and popcorn
would be ripe for unconscionability
challenges. Nonetheless, the legal doc­
trine does exist and does not neces­

sarily require elements beyond
pricing, although the cases decided
to date have nearly all included such
elements.

Most importantly for the rental-pur­
chase industry: The prices set, how­
ever they are determined and at

whatever level, must be real cash

prices, and there can be only one cash

price for anyone product at anyone
time.

Rental dealers cannot have one cash

price for the purpose of making the
disclosure on a rental-purchase agree­
ment and another cash price for real
cash buyers.

This is the lesson we should take
from Pennsylvania. Twenty-five music
retailers just got caught. Rental-pur­
chase dealers playing games with their
cash prices may well be next. PR

Ed Winn is APRO's legal counsel and
a veteran writer on industry issues .
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';�1 RTO MANAGERS
.
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Do you have CONTROL
of your future?

Please answer the
following questions:

�.' -Are you being �sked 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?

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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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"
g� AMERICA

� �·mR'O·'UR""UR'·Ae"""m
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Continued from page 29

tion at the constant shuffling of

employees at rental-purchase stores.

Through my own research, I have
learned that replacing an hourly
employee can cost our company
between $1,800 and $7,000, depend­
ing on the job description. These are

conservative numbers. Very little of
that total includes the actual costs of

finding a new employee; most of it
comes from customer loss during that
new employee's learning curve. The
loss of new customers in this busi­
ness virtually parallels the average
tenure of terminated front-line

employees.
For years it has been reported that

the industry's consumer keep rate is
somewhere between 20 percent and
25 percent, which I see as a reflection
of shabby customer service. Personal

experience and research puts the keep
rate closer to 20 percent if it is defined
as the actual number of customers tru­

ly renting-to-own. If 20 percent are

true short-term rentals, another 3 per­
cent become skips or stolens and 20

percent are payouts, that still leaves
more than half of this industry's

Business leaders cannot make a strong case for bashing
schools. Each day, employees must listen to customers,

weigh alternatives and make decisions which help the

customer and the company. There is no degree which

teaches these job skills.

meet his or her payroll this week.
Owners must take control of the work­

place and find a fix for their own prob­
lems.

Every employee should have one

goal each day at work-to help the

company make a profit. That is the

only way a company remains in busi­
ness and provides jobs. Sometimes,
though, employees confuse their func­
tion and their goal. Their function in
a rental-purchase environment is to

serve existing customers and acquire
new customers. For a rental store to

make a profit, every store employee
must be able to see his or her role in

managing the store's income and

expenses.
There is more to this business than

just running cards, making deliveries
and calling past-dues. This is where
the job must be very carefully defined

CONTINUED ON NEXT PAGE

customers being lost over 18 to 24

months for some other reason.

Some customers move, lose their

jobs or experience other economic dif­
ficulties, which accounts for some

losses. However, poor service must be
looked at as a likely culprit in the loss
of many customers. Business owners

and operators cannot control the econ­

omy, but they can control losses which
are employee-related.

Who's to blame?
Business leaders cannot make a

strong case for bashing schools. Each

day, employees must listen to cus­

tomers, weigh alternatives and make
decisions which help the customer

and the company. There is no degree
which teaches these job skills. The
blame for poor customer service must

not be placed solely on society's ills.

Blaming government and the educa­
tional system won't help an owner
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Continued from previous page

and the expectations set. If one per­
son sees his job as "gaining," and
another sees his as "collecting," there
will come an internal standoff, dur­

ing which everyone loses. Customers
and employees both lose when expec­
tations of each other is lost, mishan­
dled or misunderstood.

The company often loses both cus­

tomer and employee before the invest­
ment to acquire them is recouped.
And even if that initial acquisition
investment is recouped, and either
the customer or the employee replace­
ment cycle begins again before a

cushion of profit has been realized,
the net effect is the same.

It is essential to hire people who

actually do the work needed, but who
also think and act in a more profit­
producing manner. In the past, com­

panies in this industry had so little

competition and so little government
regulation, they generally felt free to

do what they could get away with.

Today, however, this industry faces

competition and critics. Owners must

look at these as challenges which, if

ignored, can damage business. If these

challenges are met and overcome by
positive changes, business will thrive.

A college degree in psychology is
not essential when guiding employ­
ees to succeed on the job. Anyone can

choose to do the right thing in any sit­

uation, provided they know what that

right thing is and agree that it is right.
Most companies will not take the time
and spend the money to send employ­
ees to personality "fix-it" classes.
Besides, there is no single personal­
ity trait which will ensure a loyal and

hard-working employee.
At the same time, job-skill training

alone will not have such a great impact
on business. As critical as training
is, its limitations are defined by what
is going on in an employee's head at

a given moment. The same holds
true for devising more policies and

programs, particularly if employees
do not feel they are a part of the pol­
icy-making process. Employees, just
like customers, believe their opinions
are valuable. Owners and managers
must be willing to listen to sugges­
tions.

Listening to the people who actu­

ally do the work is the basis for the

following RIGHT model. Although it
has been massaged a little for subjec­
tive purposes, its basic contents come

from those front-line people who are

the real key to profitability.
Respect
Inform
GroweSuccess

Help
Train
RESPECT is assumed whenever a

new person is hired. People come into
new jobs with this expectation high
on their list, and if they feel their con­

tribution is not respected, they lose
motivation real fast. Every person has
the right to expect his or her peers,
supervisors and company to value the
effort and contribution they make

every day. Employees also have the

right to expect that contribution to

be recognized and rewarded. A regu­
lar paycheck should not be the only
motivation for employees. Those

employees who provide exceptional
service and make that extra effort
should see that their work is noticed
and appreciated. Some folks just don't

FLX Master Delivery Trucks ... Desi�ned and Built
Specifically for the Rental Industry s Special Needs.

At FLX, we not only build the most popular
delivery trucks for the Rental Industry, we also offer
fully equipped Dodge, Ford and Chevrolet CARGO
VANS, usually saving you hundreds of dollars over

local fleet dealer prices.
Quality, Service and Value... standard equipment

on all FLX-Master products.
Call us today and ask about our Special 1995

M;�:;;;;S
(sOO)VAN-CUBED(826-2823)

(615)447-2187
* Leasing programs also available.
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realize it's a two-way street. You get
back what you give.

INFORM simply means sharing
information. People want to know
what is happening within their orga­
nization. When a manager returns

from a regional or company-wide
managers' meeting, employees want

to know what went on. They want to

know how their store compares with
other stores. They want to know
how every program and product
works. Information is power.

GROW represents the opportunity
to handle more responsibility. The
best employees want managers to

challenge them with the opportuni­
ty to develop new skills. If employ­
ees don't grow, they can't get
promoted. If employees can't get pro­
moted, they generally can't make
more money. However, employees
must remember that they don't need
their manager's permission to learn
new skills. They can become more

valuable to their organization through
their own efforts. Good managers
make these opportunities available
to every person in the store and the
best managers guide their employees'
skill development.

HELP refers to both business and

personal needs. A good example of
this is the store employee who asked

permission to be a bit late for work to

attend his son's graduation ceremo­

ny. The store manager berated the

employee for being disloyal and hav­

ing his priorities in the wrong order.
While management cannot allow

employees' personal lives to harm
business, there are times when
allowances should be made for spe­
cial occasions and emergencies. No
matter how loyal the employee, few
will put the business ahead of fami-

1y.
"TRAIN me the right way," is the

statement most often heard from the I:

workplace. Regional managers Joel �

Cribb and Jeff White conducted an

informal telephone poll, asking about
50 store employees, "What do you
think your manager can do to help
you succeed in your job, which is not

now being done for you?"
Most of the store employees said

they just wanted to be sufficiently
trained for their jobs so they might
perform all oftheir duties. No matter

what the job description, all new

PROGRESSIVE RENTALS



Quality RTO
Reading

Network News brings you
information on legislative and legal
developments impacting the

rental-purchase industry. The News'
sister publication, Progressive Rentals,
is a full-color magazine offering more

in-depth articles on industry issues
and profiles on the

entrepreneurs-both past and

present-who help make the RTO
business interesting.

APRO members receive

Progressive Rentals automatically as a

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

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

membership, call the APRO offices at

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

subscription form to APRO at:

The Houston Building, Suite 220
9171 Capital of Texas Hwy. N.

Austin, TX 78759 �
1-------------
1 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 _

Address _

City _

State Zip _

NOTE: Please pay by check or

(circle) Visa/MasterCard or AmEx.

[5][11].11
Card # ---------_

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

Signature---------

PROGRESSIVE RENTALS

YOUR SOURCI fOR HIALl"
AND FITNISS EQUlPMINT

• All New Gold's Gym Sets from $133.25
• Dual Action Steppers/Flywheel Bikes
• #1 Bruce Jenner Power Walk Plus

and Jenner Portable Minimaxl I

Call or FAX

today for details.

402-597-1999
FAX 402-597-0099

Aerobic Rental Enterprises
308 Cary Street • Papillon, NE 68046

employees plan to be successful. All

managers must realize that the only
way they can succeed is through their

people. Providing training that is con­

sistent, challenging and fun is the only
way to get there.

Employee turnover may help and

may even be necessary in some

instances, but terminated employees
should be replaced by someone who
is more skilled and more trainable.

Managers must do a better job of train­

ing. It's tough playing manager and

personnel director, but it's better
than playing full-time trainer.

"I ain't nobody's servant!" is a self­
destructive creed for business and per­
sonallife. If a person has dated, been
married, had kids or has ever had to

work for a living, he or she has had to

follow some orders. Few people in the
world are rich and powerful enough
to totally control their environment,
answering to no one. We're all servants.

The future of employment in the

rental-purchase industry requires hir­

ing people who have serving hearts.
Owners and managers must also real­
ize that each of those employees will

need patient instruction in the· fine art

of being a servant. Operating priori­
ties must be established with this in
mind and reward systems which rec­

ognize outstanding employees must

be implemented. Employees must also
realize that service and assertiveness
are not a contradiction in terms. The
most successful employees and com­

panies will be those who develop a

passion for serving and consistently
walk that talk.

Jaime Escalante is correct in the
statement above, and the rest of his

quote from the American Management
Association's magazine, HRFocus,
completes the thought:

"Ifyou expect kids to be losers, they
will be losers. But if you expect them
to succeed, they will succeed. Noone
has the final authority on your des­

tiny but yourself. Choose your own

destiny; you have the privilege. Be a

winner. Winners look for solutions,
losers look for excuses. Which one do

you want to be?" PR

Kent Sutherland is director ofhuman
resources for Mesquite, Texas-based
Action.

Recreation/Entertainment Appeal
Hydro Therapeutic Value

Efficient/Versatile Profitable

41 OCTOBER/NOVEMBER 1994



• • • • •

BY

RICHARD MAY

OCTOBER/NOVEMBER 1994

\

Industry'sfourmain issues represent
pivotal times; theyall will soon be

e

THERE'S A SUBTLE POINT TO THE CLEVER

COVER OF THIS ISSUE'S MAGAZINE SYM­

BOLIZING THE DIRECTION APRO MEM­

BERS STRIVE TO ACHIEVE. A SORT OF

"HOT DOGS, APPLE PIE AND RENT-TO­

OWN" APPROACH TO THE NATURAL EVO­

LUTION OF COMPUTERS, TO BE SURE,

BUT ALSO-TAKING THE HOLISTIC

VIEW-OF THE ENTIRE INDUSTRY.

• • • • •

As individual dealers and APRO lead­
ers dedicate their energy to several indi­
vidual and crucial issues, this column
will attempt to place the pieces together
for the big-picture vision for the future of
RTO in America.

Four separate, but similar, forces drive
the current focus of the industry. Each

just as important, contingent on each oth­
er for the ultimate goal-institutionaliz­
ing the rental-purchase industry in
America.

Four score and seven VCRs ago, the

Congress, IRS, the media and self aware­

ness by RTO dealers converged together
to take a cold, hard look at the existence
of the rental-purchase industry. Before
the obvious conclusion (that will guar­
antee my paycheck), it seems prudent to

layout the facts and occurrences that have
led the industry to sit down and ponder
its existence.

One by one, let's take a look (just the
facts ma'am):

Internal Revenue Service-Well, it
seems after months of a paper-pushing,
staring contest seeking to reclassify the
RTO transaction as sale and not a lease,
the IRS has blinked. Their position, which
was promised to be released in August,
still has not been finalized and rumors

abound that these bean-counting egg
heads may have seen the gray in their
world of black and white.
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Congress-The same foot Henry
Gonzalez used to kick RTO's butt in 1993

is now lodged firmly in his mouth in
1994. The facts: a committee that offi­

cially disagreed with its chairman on how
to legislate RTO; a LaRocco co-sponsor
list of liberal, moderate and conservative

congressmen and senators that triples the
number of congressmen and senators sid­

ing with Gonzalez on how to legislate
RTO; and a failed anti-RTO bankruptcy
amendment.

Media-The second round of media
attacks headed by U.S. PIRG's Bill Wood
culminated in hundreds of stories

throughout the nation. This time, though,
stories consistently presented statements

such as the following:
"Rent-to-own dealers insist they are not

getting rich at the expense of the poor but

providing a much-needed service for
those who do not have the cash or the
credit ...

"

"The need for people that don't have

good credit to buy a TV or washer/dryer
who are such a high risk, charging a high­
er price is just natural."

These examples are just two of many
quotes and sound bites by reporters, con­

gressmen and customers who, by their
own inspection, stated for the public their

perception of RTO.
Ethics-The past year's inspection by

Congress and the media led APRO deal­
ers and leaders to do some introspection.
This type of self-examination may be the
most important component of institu­

tionalizing the RTO industry. An ounce

of prevention is worth millions of dol­
lars oflobbyists, public relation firms and

litigation.
In October, the APRO Ethics

Committee, chaired by Arkansas dealer
and board member Charles Cloud, sat

together to sift through a stack of research
Cloud painstakingly compiled regarding
the creation and adoption of a voluntary
code of ethics. It is truly a mammoth

undertaking. Dealers quickly realized )-

)..
PROGRESSIVE RENTALS



These issues are not random occurrences but symptomatic
growingpains ofa young industry. Each issue is as impor­
tant as the other.

about but must report to the public­
in 30 seconds or less-the RTO sto­

ry. Reporters must tell both sides. If a

story is one-sided-who is to blame?
Most importantly, though, dealers

must commit to offer and provide their
customers with a service, a price and
an honest relationship. Dealers must

ensure that their customers stand taller

leaving the store than coming in. The

pride of your customers is matched

by the pride of the owners. Grassroots
is commitment. Commitment is an

individual choice.
The IRS, congressional, PR and eth­

ical forks of the rental-purchase road
will soon converge again. These issues
are not random occurrences but symp­
tomatic growing pains of a young
industry.

The rental-purchase industry is

growing up in America and, today, we

stand at the crossroads. Each issue is

there's a fine legal line between
enforcement and anti-trust viola­

tions-meaning another difficult hur­
dle dealers must overcome to gain
victory. The significance of this effort,
though, is dealers are now looking
into a mirror instead of pointing fin­

gers through a window.
Those are the issues and the facts.

Draw your own conclusions on the
future existence of RTO.

IRS, Congress, media and ethics­
the four separate roads RTO is trav­

eling in the quest for acceptance and
existence. Paving the way is the truth.
The vehicle driving the truth is grass­
roots.

The RTO grassroots campaign is not

a slick PR stunt, nor is it a legislative
web woven by diabolic spin doctors.
It is also not just dedicated to legisla­
tion. Grassroots is defined as com­

mitment. A proactive commitment to

a cause, issue or belief. In our case,

it's a commitment made by each indi­
vidual RTO dealer to speak the truth
and confront the charges levied against
the industry by the consumer court of

self-appointed advocates.

Grassroots permeates three of the
four issues-legislation, public rela­
tions and ethics, and must be the driv­

ing force to achieve each of these

objectives. Unfortunately for the

industry, grassroots does not affect
the IRS. The IRS issue is a game only
the privileged or the damned may
play, and the people can only watch
and pay for the players and the deci­
sions they make.

Each rental-purchase dealer in every
community must make a conscious
decision to commit to the grassroots
efforts of the industry, for the indus­

try as a whole to guarantee its future.
All dealers must commit to tell their

congressmen and senators the truth
about the lives they live, urging them
to legislate fairness and not to dic­
tate their business. Democracy is not

a spectator sport.
Every dealer must commit to look

reporters eye-to-eye and speak the
truth. To enlighten headline vultures
on an industry they know nothing

Richard May is APRO's assis­
tant director of government
affairs. Regular columnist Ron
Waters is on vacation.

as important as the other. A loss or

victory depends on the commitment

by each individual dealer and their

employees to be honest and proud of
their lives. This is a test. Passing or

failing is irrelevant. These issues are

testing your character, dedication and
commitment.

Because, in the end, ifthese issues
do not kill you, they'll only make you
stronger. PR

17 Rental Stores
-For Sale-

Midwest area

Depositing over One Million
Dollars per Month

Potential Buyers Only!
Send Name, Address and

Phone Number to:

RTO
P.O. Box 2331

Portage, MI 49081
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Action among fastest

growing in Dallas
_

Action TV & Appliance
Rental, owned by APRO
board member Bill White
has been named among the
Dallas 100, a list of the

fastest-growing companies in
the Dallas area.

Action, a 71-store chain
based in the Dallas suburb of

Mesquite, placed 27th on the
list. Companies in the Dallas
100 are listed according to

their growth in percentage of
sales and absolute dollar

growth over the past three

years.
To qualify for the list,

companies must be indepen­
dent, privately held and
based in the Dallas area.

Revenue in 1991 must have
been between $200,000 and
$25 million, and the compa­
ny must have had revenue

growth in 1993 and possess
a satisfactory credit report.

"This award is quite an

honor," White said. "We're

already planning next year's
growth and expect 1995 to

be a big year for us."
White predicts Action rev­

enues to be in excess of $40
million this year. He began
Action in 1975 as a retail
store and jumped into the
rental business in 1977. In

1978, Action started renting
furniture and opened a

second store, and in 1980 a

third rental store was

opened. In 1984, White sold
the retail business and

expanded his rental

operations. Action has stores

in Texas, Louisiana, New
Mexico and Oklahoma, with
488 employees.
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Auto accidents claim
two Texas dealers

A pair of Texas rental­

purchase dealers, both
members of APRO, died in
unrelated auto accidents in
Texas.

Thomas Chorn, a

multiple-store ColorTyme
franchisee, was killed on

Sept. 18 in Hermleigh,
Texas, when his automobile
was struck by a train. Chorn
was 43.

Chorn is survived by his
wife, Caroline; son,

Christopher; daughters
Keeley and Kameron; step­
daughter Tracey Brown;
mother, Mrs. G.E. Chorn:
brother, Granville; and

'

sisters Jacqueline Chorn and
Carole Haynes.

In lieu of flowers, Chorn's

family asked that donations
be made to the G.E. Chorn
Memorial Scholarship
Fund, P.O. Box 195,
Hermleigh, TX, 79526.

On July 30, new APRO
member Brad McCown, 30,
was killed in a single-car
accident in Wichita Falls
Texas. McCown was the

'

owner of Custom Rental­
Purchase.

"We at the APRO office
were very sorry to hear
about these two terrible

tragedies, and our prayers
go out to the families and
friends of both of these gen­
tlemen," said APRO
Executive Director Bill
Keese. "Tom Chorn was a

very active member of his

community and he will be
missed. Mr. McCown had

just joined APRO, and we

were looking forward to

working with him."

APRO appearing at

winter markets
APRO's traditional partic­

ipation in the winter
furniture markets and the
annual International Winter
Consumer Electronics Show
(CES) is all set for 1995

according to APRO
'

Education Director Shelley
Martinek.

• CES: the 1995

International Winter

Consumer Electronics Show
is scheduled for Jan. 6-9 in
Las Vegas. APRO will have
booth No. T-l in the Las

Vegas Convention Center
Grand Lobby. Also, visit the
APRO hospitality suite at

the MGM Grand on Friday,
Jan. 6, from 6 to 7:30 p.m.,
sponsored by Home Theater
Products, Inc. Call CES at

(708)203-1995 for

registration information.
This is a fax-on-demand
line. Preregistration
deadline is Dec. 12.

• The Atlanta Winter
Furniture Market is
scheduled for Jan. 21-24.

Call1-800-ATL-MART or

(404)220-2446 to register for
the market. Call Destination

Inc., at 1-800-241-6405 for
'

discounted air and hotel
information. And don't

forget to visit the APRO
booth during the market.

• The San Francisco

44

Winter Furniture Market is
scheduled for Jan. 21-25.

Preregister by calling
(415)552-MART. Call by Jan.
1 to take advantage of

special air and hotel

packages for qualified
buyers. Special travel
discounts are available to

mart attendees through
Travel Fair. Call 1-800-472-

4172 for details. Visit the
APRO booth located in the
Mart 1 lobby.

• The Mississippi
Furniture Market is
scheduled for Feb. 16-19 in

Tupelo, Miss. Call (601)844-
1473 to register for the mar­

ket. For lodging information,
call 1-800-844-0841. Visit
the APRO booth at the mar­

ket and show up for the
APRO hospitality night,
Friday, Feb. 17,atthe
BenchCraft showroom.
BenchCraft is, of course,

sponsoring the event. PR
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7" B&W Spacemaker" TV
with AM/FM Radio

19" Table Model TV

25" XS® Stereo Table TV

Full-Size
Camcorder
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4-HeadVCR

For more information, write to:

Thomson Consumer Electronics
GE Consumer Electronics
Rental Division
P.O. Box 24458
Louisville, KY 40224-0458,
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.

25" XS® Stereo Console TV 27" Stereo Console TV

GE. Backed By
Popular Demarid,

Your rental purchase customers are the ones that demand brand-name prestigious
products in their home. That's why they back GE for quality, reliability and service.

And our dealers back us for our long-standing reputation, full line of GE Consumer
Electronics, dependable service and timely, efficient national distribution.

•
We bring good things to life.

A·PR:) Charter Associate Member



Continued from page 20 laughed and called you crazy.
"On the federal front, I know there

are dealers out there who wonder why
we didn't get a federal bill passed dur­

ing this (103rd) Congress. They must

understand that some industries that

ulation is covered. If you would have
told people that this could be accom­

plished 10 years ago they would have

Reddell's store visit helps family of 5
RANDy REnDELL CHECKS UP REG­

ULARLY ON IUS FIVE SOUTH TEx1\.s

RENT-BUY RENTAL-PURCHASE

STORES. IT TURNED OUT TO BE A

BLESSING FOR TIlE HOLGUIN FAM­

ILY OF SEGUIN, TEXAS, THAT

REDDELL WAS CHECKING ON HIS
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have been at this a lot longer than
we have, spending millions of dollars

every session, still do not have the

legislation they are seeking. The

Legal Aid and PIRG folks have been
at this a lot longer than we have, and

they're pretty good at it. We went up
against a couple of real influential

politicians and came out on top.
Washington insiders are simply
amazed at what we have been able
to accomplish.

"With the new Congress begin­
ning in '95 we must begin again. We
will shore up past political allies and
work hard to find new ones. What

everyone must realize is, that even

after we pass federal legislation the
battle won't be over. We must stay
connected and monitor the political
scene constantly-for as long as we

have an industry. It is no different for
us than other industries.

"We are not getting picked on, as

some believe. Unfortunately, that's
the way things are, and we must stay
focused and organized if we want to

enjoy the fruits of our labors."
On public relations: "We shipped

over 800,000 'It's Your Option' cards
for National Consumer Week in
October. Frankly, I'm amazed that we

didn't send out over two million
cards. We must get more proactive in
this area. Every dealer should be doing
everything they can to publicize rent­

to-own as a viable option in the acqui­
sition of products. Our first goal
should be to convince our existing
customer base that, in fact, they have
made a wise choice in selecting this

option. Then, we must inform the

public, and help them understand,
that while rent-to-own may not be for

everybody, it is certainly an option to

be considered by at least 50 percent
of the population.

"I urge all dealers everywhere to

order those information cards and
continue to distribute them through­
out the year. National Consumer
Week was only the kick off. We should
be distributing those cards in every
RTO location in America.

"When the public perception of
what we do changes, our critics will
have a much harder time getting an

audience. This won't be an easy task,
nor an inexpensive one. But with
the tremendous opportunities avail­
able to us, it will be worth it." PR

PROGRESSIVE RENTALS



Introducing the 18 cuft. reftigeratar
made specificallyfar the rental market.

duringpickups and deliveries.
It's the most popular top

mount capacity, and other

popularfeatures include twin

crispers, meat pan, adjustable
shelves, largefreezer, gallon

door storage and high energy
efficiency.

And because it comes from
GE, you rest easy with the
assurance of the industry's
most extensive network of
factory service professionals.

For a brochure and to find
out-about our complete
product line, programs, and
distribution system, please
call Stacy Givan at

800-782-8097.

The handles are recessed, so

they're difficult to damage.
The 28" width has no

exposed Jails at the back, so it

fits better through doorways,
thus minimizing damage

thingsWeA·PR:) Associate Member since 1992



Zenith the first
choice of millions
of consumers.

Excellence in a

wide range of VCRs
and Table, Console

i"

and Big Screen Color TVs
in screen sizes, styles, fin ..

ishes and features to please
the most discriminating
rental customer.

• Sleep Timer • Chromasharp ™ Picture Tube • 181 Channel Tuning • Receiver/Monitor •


