
 



19" Diagonal TV/VCR Combination

27" Diagonal Stereo TV

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

Specifications subject to change without notice.

Simulated picture.
*KitchenVision is a registered trademark

of Tucker/Green, Inc.

© 1995 Thomson Consumer Electronics, Inc.

19" Diagonal XS® Stereo TV

13" Diagonal KitchenVision*
TVjVCR Combination

Full-Size VHS Camcorder
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4-Head Hi-Fi Stereo VCR

46" Diagonal Projection TV

GE. The Brand
That Says "HoDle;'

Renters demand products that they'll want to keep ... products ofvalue and distinction.
Ones that will last.

For years GE Consumer Electronics Products have been a leader in the Rental Purchase

Industry for some very important reasons. Your renters know they can rely on the quality
and performance of GE brand TVs, VCRs, Camcorders as well as Audio and
Communications products. We support our products with fast and efficient distribution
and service.

GE - The Consumer Electronics brand they'll keep - The brand that says "Home:'

We bring good things to life.

A·PR:) Charter Associate Member
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Cover design by Joel B. Mathews



Our Furniture Goes
Fast Because \# Put It

.i

On Wheels.

We can get our furniture to your store as fast as our furniture leaves your store. Because we

ship directly to you on our own trucks you can usua11y have your order within two weeks. And when
it's sold, you can have your next shipment in about two weeks. And when it's sold, you can have your
next shipment in about two weeks. And when it's sold, you can have your next shipment in about two

weeks. Because at Frisco Furniture we understand the comings and goings of your business.

U R E

Great Furniture. Fast.
Sales/Marketing: 910-885-5310· 101 S. Main St., Suite 813, High Point NC 27260

Manufacturing: 334-267-3111· 57 Chambers St., P.O. Box 40, Frisco City, AL 36445
A·� Associate Member since 1996



Vlatts bill gaining support
The Consuftler Disclosure and Rental­
Purchase Agreelftent Act (H.R. 2820),
introduced by U.S. Rep . .I.C. Watts, R­

Okla., and supported by APRO, had

garnered 28 co-sponsors by May to.
Watts' bill, introduced in December, was written to legislate federal consumer pro­
tection statutes for the rental-purchase industry, while also recognizing the rental­

purchase transaction as a unique lease, rather than a credit sale. Currently, the
------ Internal Revenue Service

recognizes rental-purchase
transactions as leases for
tax purposes, but there is no

classification of rental-pur­
chase in federal law.

u.s. Rep. Henry B. Gonzalez,
D-Texas, long-time critic of
the rental-purchase indus­

try, has collected 11 co­

sponsors for his annual

anti-industry bill, H.R. 3003,
entitled The Rent - To-Own
Reform Act of 1996.

Break

Rep. J.C. watts, R-Okla., middle, meets

with APRO members George parsons,
Tonya Saunders, APRO lob-

left, and Jim Brown in Washington, D.C. byist and legislative strate-

gist in Washington, D.C.,
said the large number of sponsors on Watts' bill is a good sign, however she warned
that the industry needs more Democrat co-sponsors. Ideally, the bill would have a

bipartisan appearance, showing that the bill has good support from both political
parties.
Saunders said the Watts bill is heavy with Republicans, and that APRO members

need to get more Democrats signed on. Most important, said Saunders, are

Democrats on the U.S. House Committees on Banking and Ways & Means.

Saunders encourages all APRO members to keep up with their grassroots legislative
efforts. Rental-purchase dealers who need addresses and other information on their
federal representatives, should contact Richard May at the APRO office, (512) 794-

0095.

PUBLICLY TRADED RTO STOCKS

RTO Company
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Alrenco acq ires
15 ne"" RT;O stores
Since taking the compa.�1i�ock public on Jan. 23, the

folks at New Albany, 111df;-basedAlrenco have been busy
expanding. In two separate transactions, Alrenco

acquired 21 stores and upped its store count to 87.

On March 1, Alrenco announced the acquisition of 14

Easy Ren al stores, with locations from Dallgs to Miami.

The revenue of the 1 {B'MX Rental stores in 1995 was

$9.8 million.

On April 29, Alrenco announced the acquisition of seven

rental-purchase stores in three Southeast markets.
Alrenco bought one Home Rentals and one Premier

Rental Purchase store, both in Panama City, Fla., four
Pro Rental Corp. stores in Mobile, Ala., and one Quality
Furniture Rental Purchase store in Hammond, La.

"Since the beginning oft�e year we have acquired 21

stores and will continue to pursue opportunities to

acquire well-managed stores in markets where we

already operate successfully or in nearby markets with
similar makeup;' said Michael D. Walts, Alrenco's chair­

man and president.
Alrenco is traded on the NASDAQ under the ticker sym­
QoIRNCO.

Cllanlpian ftlakeS
neurs in Plorida
For the third straight year� readers of the Lakeland (Fla.)
Ledger have named B&L Concepts, d.b.a. Champion
Rent to Own, as the best rent - to-own operation in Polk

County;
f�', j', �,-' .,

The, award €B!me inJlle iakeland Ledger's anJ'llJlal ;

Readers's Choice Aw�rd� �ompetition, which Ta�$10cal
shoppingvenues, restaurants and activities. B&L

Concepts is owned by APRO,board member Larry
Sutton, whose company is based in Tampa.

re
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"This sponsorship ofthe world champion ��lanta Braves

"p'rovjdes'��og�rtunity for national exposure of our

reatal-p cliase�stetes:)Loudermilk said. ':Although we

are not y \,
�

.ional in scope, this advertising pro­
gram is parJ.o,(our pian to continue to expand aggres­
sively throughout the United States. In particular, our

rapidly growing f�allchi;e program will benefit from this

marketing effort:'

Aa:t:Qn's Rental Purchase division is currently opening
new stores at the rate of approximately one every six

it days. The division runs 157 rentai�purchase stores,

including 38 franchise stores. Since 1992, Aaron's has

opened 126 rental-purchase stores.

PINOVA COU.ts RTO
FINOVA Capital Corporation of Dallas has emerged as a

new lending source for the rental-purchase industry, and
the company has joined APRO as an Associate Member.
Traded on the New York Stock Exchange under the ticker

symbol FNV; FINOVA has more than $7 billion in assets.

For its rental-purchase customers, FINOVA offers three­
to five-year revolving lines of credit; accommodation of

borrowing needs from $750,000 to $5 million; and rapid
response to customer needs.

David Fricke, FINOVA vice president, said rental-pur­
chase dealers interested in looking more closely at the
FINOVA Rediscount Finance Division should call 1-800-

432-3221.

Total Package Marketing is based in Moorestown, N. J.. Ed
Brandhorst is president.

NAPS a.ticle gives nlessage
The ..ental-pu ..chase Inessage is get­
ting out the..e, and APRO'S Inaking it
happen. In ea..ly ,anua..y, APRO
teQlned up with North Anle..ican
p..ecis Syndicate (NAPS) to distribute
an educational news ..elease to Ino..e
than 10,000 Inedia outlets.
As of April 19, NAPS reported that the news release, entitled "Budget Stretching
Ideas: Rent - To-Own Products Solution to Staying Out of Debt;' had been published
1,052 times in 33 different states. The newspapers in which the release has already
appeared have a combined circulation of more than 11.8 million and a readership
estimated at just more than 47.2 million.

"We are very pleased with the success of this part ofAPRO's public relations cam­

paign;' said John Gormley, APRO communications director. Gormley, who wrote the
first release, said three more NAPS releases are due in 1996. The second NAPS

release, written by APRO communications staffer John Massey, is entitled
"Consumer Corner, You: A Potential Renter?" It was distributed nationwide the first
week in April and had already seen placement by April 18.

Said APRO's Gormley: "This part of the public relations campaign will cost APRO

just $12,000 for the distribution of all four releases. If we would have had to pay for
each of the 1,052 placements as advertising, it would have cost us more than

$150,000:'
NAPS vice president Dave Siegel reported in early May that APRO can expect to see

the original release appear all throughout the year. In one NAPS campaign, Siegel
said he saw a release appear in a newspaper four years after it was distributed by his

company.

Newspapers typically use the NAPS releases as "filler" items, and some newspapers
even use them several times before they become too worn to be re-printed.
According to NAPS research, as of April 19 , the first APRO release has seen place­
ment in 27 of the nation's top 50 consumer markets, and 40 of the top 100 markets.

"These first two releases provide readers with clear, honest background information
on the rental-purchase transaction;' said APRO's Massey. "It is estimated that our

industry is penetrating less than 10 percent of its potential market, so that means

there are tens of millions of potential customers out there who don't know about
rent-to-own. We've written these releases to give consumers a soft sell-we describe
the transaction and ask consumers to study their options. We have taken great care

in communicating these options in a clear, coherent fashion. That's what this indus­

try is all about-it's an option in the marketplace:'

Placements To Date

972

640

236

APRO's first camera-ready news release of '96 has spread the
rental-purchase message to a wide, middle-America audience.
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bles every 12 months-we are beefing up our

presence in this vast electronic forum of pub­
lic opinion.
For more information on the association's
work in cyberspace, call John Gormley at the

APRO office-(512)794-0095.
Other new products and programs that add

value to membership include APRO's Legal
Ease book of state rental-purchase statutes.

This book was compiled by APRO General
Counsel Ed Winn and unveiled at our mid­

year conference last month in Monterey, Calif.

Now, for the first time, all RTO laws are in one

place for easy reference. To order, call Laurie

Derton at the APRO office.

Another new association-endorsed benefit

that I believe will save dealers both time and

money is alternative dispute resolution (see
February/March Progressive Rentals, page 28).
We have recently entered into an agreement
with the National Association of Alternate

Dispute Resolution (NADR) to provide APRO

members with an alternative to costly
employee litigation. If you'd like more infor­

mation, call Carolyn Fitzsimmons at the
APRO office.

I hope you'll find ample reasons to join or

renew our APRO membership. I think it's

apparent that we are not resting on past suc­

cesses, but continually striving to add value
for RTO dealers.

Bill White, in hisfirst term as APRO president,
is owner ofAction TV & Appliance Rentals,
Inc., based in Mesquite, Texas.

....................................................................................................................................

PRESIDENT'S Vie""

Through it all, our members have risen to

every challenge and united behind a grass­
roots-led program to promote our industry in

a more truthful and positive way.

The principal reasons for joining any trade

association include legislative relief and regu­

latory protection, networking and supplier
contacts, and ongoing education through
publications, conferences and conventions. I

believe APRO has done an excellent job in

these core areas over the years, working hand­
in-hand with the dealer-led network of strong
state associations. Longtime members repre­

senting all levels of dues and participation
should see a good return on their invest­

ments.

Whos Who, our annual membership directo­

ry, is currently at press and will be mailed out

this month. At 216 pages, up from 192 last

year, it is the largest directory we've ever pro­
duced. This is a positive indicator of the solid

growth our industry has undergone during
the past year alone. Whos Who is a great tool

for bringing folks together in our industry­
whether suppliers and dealers, or dealers
across state lines who need assistance from a

fellow member. But it's only available to APRO

members.

By BILL WHITE

Since this sp.ing issue is being delive.ed to
seve.al thousand p.ospective new

association membe.s, I'd like to point
out some 01= the valuable benel=its 01=
APRO membe.ship.

Ove. the yea.s APRO has built a st.ong
p.esence in the business community
and has proudly stood up to legislative
and government bodies which we.e

about to bury au. indust.y with

negative rulings and publicity.

Surfing the Internet seems to be the up-and­
coming communications medium. Shortly,
you will be able to check out APRO's web site

at http://www.apro-rto.com. The APRO com­

munications department has developed a

work-in-progress that captures the look and

feel of the association as established through
Progressive Rentals. However, the electronic
medium provides for a lot more feedback and

two-way communication. We'll be able to

track who visits our site and also determine
what they're interested in.

We have identified two major constituencies
to initially target with our Internet presence.
The first is comprised of opinion leaders and
information gatherers such as reporters, aca­

demics, consumer researchers and congres­
sional staffers. The second group is the finan­
cial community.
In February, we conducted our own Internet

search using the phrase "rent - to-own:' We

came up with more than 300 "hits:' A lot of
these were white papers on the industry from
state attorneys general and university cooper­
ative extension services. We would not have
known about all of these without this search.

With 18 million Americans surfing the
Internet daily-and this figure, I'm told, dou-

• Fun • EmpLoyee Recognition • Excellent Pay
• Industry Leader • Great Benefits • 100+ Stores
• QuarterLy & Annual Bonuses • Advancement
• Aggressive Expansion • Finandalty Strong • Opportunity
• In Business 20 Years • Profit Sharing • Training • Fun

Do any of these describe your company?
Bring .it all Home=with Action Rent to Own!

Call or send your resume' Phone: 214.288.9327
to Kent Sutherland Fax 214.288.7753

714 E. Kimbrough, Mesquite, Texas 75149
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Seal of integrity introduced
Published by

Association of Progressive Rental

Organizations (APRO).

As the APRO public relations and image­
building campaign gains momentum, the
trade association representing the rental-pur­
chase industry introduces an APRO Seal of

Integrity for its mem­

bership.
The seal is an oval, with
Association of

Progressive Rental

Organizations written

across the top. In the
middle is a country
scene with a house and
trees on hills. Across the
bottom of the seal is a

banner which has the
words "Trust, Integrity and Experience:' The
APRO Seal of Integrity was designed by
APRO's public relations firm, TateAustin of

Austin, Texas.

According to Richard May, APRO public affairs

director, the seal will be used to identify APRO

dealer stores. Window stickers with the APRO

Seal of Integrity will be printed and sent out to

all APRO-member rental-purchase stores. The
seal also appears in APRO's national television

commercial, starring Gus the dog (see cover

story, which begins on page 12).

May is working with APRO's public relations
firm to create collateral materials to assist in
the image campaign. He has looked into pro­

ducing refrigerator
magnets, note pads,
stuffed Gus dolls, and

point-of- rent signs,
which will be placed on

store counters. The col­
lateral materials will be
on display at APRO's
annual convention and
trade show, Aug. 11-15,
in New Orleans.

APRO's image campaign began in January
with the distribution of a national, camera­

ready news release entitled "Budget Stretching
Ideas: Rent - To-Own Products Solution to

Staying Out Of Debe' The releases, written by
APRO's communications department, are

printed and distributed to 10,000 newspapers
by North American Precis Syndicate (NAPS).
For more information on the success of the
NAPS release, see page 7.

For more information on APRO's industry
image campaign, call May at (512)794-0095.
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lie's mind. We allowed our enemies to do that

for us and, naturally, it's not favorable to RTO.

First and foremost, we must insist that every­
one in our industry conduct themselves ethi­

cally. Ethical behavior is the only path to long­
term success.

Second, we must treat every customer with

dignity and respect. We cannot presume to

gain respect as an industry as long as even

one customer is treated disrespectfully. Do

what you have to do, but insist that everyone
in your company understands and agrees to

this tenet.

Third, APRO is developing the tools the

industry needs to define who we are to the

public. We must mount the most aggressive
campaign ever, with unified support from all,
to tell our story. This issue of Progressive
Rentals is focusing on the types of tools we

are making available to every APRO member.

These are proven techniques that have aided

many other industries faced with image prob­
lems. We have a high-quality, complete pro­

gram that will work if you give it a chance.

As a native Texan, I was raised with the

knowledge of the old battle cry, "Remember

the Alamo:' I would suggest to you that the

RTO battle cry for the future should be, "You

boys have a real image problem!"
Bill Keese is APRO's executive director.

....................................................................................................................................

_ perspective By BILL KEESE

On a cold, ""intry day in March three years ago,
as I ""as about to I=ace the naost per­
ilous three-and-a-hall=-hour test in our

industry'S history.

One 01= the industry's naost vocal critics, u.s.

Rep . .loe Kennedy, capsulated our No. 1

problena. The canaeras ""eren't on, yet.
Chairnaan Gonzalez ""as about to call

the House Banking Conanaittee to order.

The packed hearing room had the look and

feel reminiscent of the old Joe McCarthy anti­

Communist hearings I had seen so often on

old newsreels.

Ron Waters and I walked up to young

Kennedy to introduce ourselves, hoping to

humanize the industry as much as possible
before the impending public execution. Just
before he publicly accused us of being "sharks

feeding on minnows:' Kennedy privately said,
"I don't have anything against you or your

industry. I don't have any real problems with

the rent-to-own transaction. But you boys
have a real image problem:'
Boom! There it was. An outsider, knowing
next to nothing about RTO, laid it out for us to

see.

While we were consumed in battling, and

defeating, the chairman of the U.S. House of

STORE MANAGERS
Has Your career failed you?

Join one of the oldest and

largest Rental Purchase

companies in Michigan.

�
RENTAL PURCH.4SE

Salary up to $40,000 Base

Excellent Incentive Programs
Annual Bonus Program

Fringe Benefits--With 4 weeks

Vacation a Year

Health and Dental Insurance

401 K Plan and Profit Sharing

For prompt consideration

please fax or forward your
resume in confidence to:

Frank Nichols/ Coleman's

5519 E. Cork St.

Kalamazoo, MI. 49001

Fax- 616-342-9344
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Representatives Banking Committee and

fighting over $1 billion of your money with

the IRS, we fought a third front in the war for

the survival of the industry ... our image. We

were defensive with the Wall Street Journal,
CBS, NBC, ABC and others. But we held our

own.

The atmosphere is better now for you and

your businesses. Hundreds of RTO dealers

across the country united and persevered.
Congress hasn't declared us a sale; the

Internal Revenue Service has declared RTO a

lease; there are fewer negative news stories

and more positive news stories about all of

us; and almost everyone has a better outlook

than ever before.

So why am I rattling on about ancient histo­

ry?
I believe a new dawning is rising on our

industry.
The past is not so ancient that we should for­

get. The primary obstacle obstructing
unprecedented opportunities for ourselves is

our attitude about ourselves. While we must

continue to battle for proper recognition in

Congress and in legislatures across the

nation, and while we have cleanup work left

to handle with the IRS, we must have a funda­

mental shift in emphasis to telling the public
who we are.

We never have defined ourselves in the pub-

Rental Stores Wanted
We are interested in
acquiring Midwestern
rental companIes or
individual stores.

Inquire in confidence to:

CARl RENTALS
Attention: William Kabourek

(402)553-8811 x 314

10

Looking for a fresh

opportunity to
make $$$?

If you know the rental

industry, you can create

your own financial
freedom!
Call Mark

(800)530-0985
APR:) Associate Member since 1994
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Tele-Track has been providing risk assessment, fraud

alert and computerized skip tracing services to

merchants which cater to high risk consumers since 1989.

When an individual falls into the high risk category, often
the only source of current information about them is Tele­

Track ... or a crystal ball.

High Risk Consumer Information

You don't need a crystal ball to find current information on

high risk consumers. Tele-Track's information reduces
losses and increases recoveries of skip accounts. Our

customers tell us that unlike any information service they've
ever used, Tele-Track adds profits to the bottom line.

Tele-Track's risk assessment services are designed to pro­
vide the missing piece of the application verification puzzle.
You are instantly informed if an applicant has a history of

skipping on rental, finance or service agreements, or uses a

fraudulent social security number to get an application ap­
proved.

Tele-Track, Inc. 3841 Holcomb Bridge Road

A·PR:) Associate Member since 1991

PR0396

Call 1-800-729-6981

for complete information.

Norcross, Ga. 30092



 



There's a barrel-chested pooch coming your way. His name is Gus,

and he's the new mascot for the industry image campaign being run

by the Association of Progressive Rental Organizations.

After years of fighting from defensive positions against media

assaults and legislative and legal attacks, the rental-purchase industry
has launched an aggressive, pro-active public relations campaign,

delivering its message directly to the public. A national industry com­

mercial, utilizing stop-motion animation and featuring Gus, will be

the cornerstone of the industry image campaign.

"In the past we allowed the news media, Legal Aid attorneys, so­

called consumer advocates and others to define the rental-purchase
industry, and then we responded to their claims;' says Ernie Lewallen,

co-owner of Cincinnati-based United Household Rentals and chair­

man of the APRO Public Relations Committee. "We were forced to

take a reactive position because APRO was a young, still-maturing
trade association:'

"Well, the APRO Board of Directors has decided that we are all grown

up now;' he adds. "In the past few years, we've defended ourselves in

front of Congress, we've faced down the Internal Revenue Service and

we survived a vicious attack by the Wall StreetJournal. It's time we

brought our message directly to the people who really count-the

consumers. I'm proud of the goods and services my company offers,

PROGRESSIVE RENTALS

and the goal of this campaign is to create good will with the public
and let people know about the goods and services we provide:'

Industry leaders attending APRO's annual mid-year conference in

Monterey, Calif., April 15-17, got the first look at the campaign that

stars the animated canine Gus, whose life is made better by quality

rental-purchase products. A new, colorful APRO Seal of Integrity is

also an important part of the image campaign.

The concept of the campaign was developed by APRO's public rela­

tions committee. Gus was created by Richard May, APRO public
affairs director, and Michael Johnson, director and animator of the

commercial for Fat Cactus Productions, located in San Francisco. The

public relations committee, led by Lewallen and APRO Executive

Director Bill Keese, guided the process and defined the commercial's

message.

May, who also wrote music for the commercial, said the main purpos­

es of the 30-second television spot are to entertain viewers, keep their

attention and give them a good feeling about the rent-to-own option
in the marketplace.

"Stop-motion animation was the most attractive medium for the

commercial because it is almost 'childlike' and it is in no way threat­

ening;' May said. "We are an industry made up of basically mom-and-

Continued on page 16
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By BUD HOLLADAY

Here, in order of importance, are four critical

areas that must be organized, monitored and

managed on a daily basis in operations of any
size, regardless of market area. If the on-site

supervisor can get these under control and

working in your favor on a regular basis,
everything else falls into line. Indeed, in the

early stages of recovery, nothing else matters.

Here's a look at these four critical areas:

• Inventory. It is the only asset in the store

that can deliver jobs, create income and satis­

fy customers. If the manager doesn't know

the location and condition of every piece, the

store will ultimately fail. Damaged, non-work­

ing or missing goods will eat into profits and

the store can never achieve gross margins
sufficient to produce profit, regardless of how
well you control the other costs.

It is absolutely essential that every piece com­

ing or going for any reason be logged with

two signatures regardless of other controls

(such as computers, which don't control any­

thing, but only record and report). Manual

logging reduces both error and thievery. Daily
counts keep everybody honest. If a store man­

ager cannot control the inventory when it is

locked up in the back room, how can he con­

trol anything else?

• Orders. These are the lifeblood of the busi­
ness and take precedence over everything
except service to an existing customer.

Supervisors have to know how many orders
were written, what happened to each, and the

status of agreements not yet delivered. It

helps to know as well the length of time

required to get an order verified and an

agreement prepared. If this is more than IS

minutes, somebody is not paying attention

and priorities are misplaced.

Close-outs stink. Deliveries are do""n (along
""ith BOR). The money is ""ay 01=1= and

overhead is up. So ""hat's ""rong?

Bel=ore you thro"" in the to""el (or toss out the

manager), try this: Gather every
memo, letter, directive, pay plan and

police blotter sent out by horne ol=l=ice
over the last six months.

When you've built this pile of vital docu­

ments, try to make a list of the top five priori­
ties for store managers using the information

you provided them.

After about 10 minutes you will likely come to

realize that the real problem is not unfair

competition or bad workers or dishonest cus­

tomers. The real problem is that everyone
involved has a different idea of what the real

problem is and each person has a favorite

(and sometimes untouchable) program to fix

it.

Too often, problems that aren't killing us get
lots of attention, while the things that are

Wanted: Honest, self-moti­
vated Regional Manager
for an established multi­

island concern with large
RIO stores in the Pacific
Rim. Individual will be
involved with all opera­
tional phases including

auditing, inventory, equip­
ment, personnel, leases,

and advertising. Excellent

salary and benefits.
Minimum requirements: 5

years RIO with minimum

1 year multi-store manage-
ment experience.

Send Resume with salary
history to:

Dial Management Co.
3415 Greystone Dr., #310

Austin, TX 78731
or FAX:

(512)795-0710
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killing us go unchecked. Meanwhile, all miss

the one real priority: RentAndCollect.

But stores get a mixed bag of messages that

change from week to week, all according to

the latest crisis. Instead of blueprints for suc­

cess, they get Do-Better Letters and messy
memos that everybody had a hand in writing
and nobody understands.

Worse, nobody knows what has to happen in

every department and whose job is riding on

it. So the people who care get frustrated at

trying to hit a moving target, and the people
who don't care find a safe place to rest until

the Big Boss catches on and fires the whole

lot. The result is never pretty.
But things don't have to be this way.

Fixing a broken store requires-above all­
that the owner have a clear idea of what he

wants the end to look like. If that means 800

BOR with 6-percent close-outs and IS-per­
cent profit, post those numbers for everybody
to see (except, of course, for the customers).
Play these "goal" numbers up in every com­

munication with the stores. Force managers
to carry the numbers around in their pockets
and whip them out for a sidewalk seminar

whenever they see effort flagging or interest

waning.
Once everybody knows what the end looks

like, it is up to supervisors to set priorities
and follow up. Even the most experienced
managers can get their priorities mixed up in

their zeal to reinvent the wheel and earn gold
stars at home office.

If you are home office (Big Boss), throwaway
the stars and stop answering the phone. You're

confusing the troops. If they think sending in

paperwork is the same as sending in good
numbers and producing profit, you and they
are doomed.

PROGRESSIVE RENTALS14



If you don't use an order-tracking sheet, start.

It is less important to know that four deliver­
ies were completed yesterday than to learn
that eight orders were written but two got lost
in the shuffle, one was turned down, and
another canceled when the customer had to

give up and go to bed.

• Service. This is more than just fixing the

washing machine. Service means that cus­

tomer accounts are handled in a timely and
accurate manner because we owe that to our

customers. It means that every employee hus­
tles to take care of business because that's

why we are here.

Nobody ignores a customer complaint or ser­

vice problem. Each is solved by the end of the

day, or the manager fInds out why. It is con­

sistent, unrelenting, and never grudgingly.
With service like this (it doesn't cost more, it

actually costs less), pickups go down and
referrals go up.

Effective supervisors see that all service
needs and complaints are written down in
one place and somebody checks that list

throughout the day. It is one of the first places
the supervisor looks during a store visit.

Some supervisors consider themselves

blessed when a store manager is able to deliv­
er huge numbers to offset high pickups. He's

missing the point that new inventory is being
turned into used surplus while the store

grinds up customers and employees for zero

growth. Poor service is always the culprit.
Forget "short - term rentals" and "bad deals;'
and other lame excuses. Call former cus­

tomers. Call new deliveries. Then call a meet­

ing.
• Collections. Getting the money instead of
the merchandise requires close supervision
by disciplined people who understand both
the law and the need to grow revenue, and

pay equal heed to both.

Consistent collections are impossible without
clear guidelines on how we do it, what we

can't do, and what steps we follow beginning
at 9 a.m. Monday to meet our Saturday
evening close-out requirement.
Then supervisors must follow up daily and
ask probing, even rude questions at every
stop. Flip through the collections cards for
notes and comments. Check file folders on

"hard accounts:'

Monitor collection phone calls to assure com­

pliance to policy and effective execution.

When a counter clerk takes a payment with
no late fee, discuss policy.
When two account managers leave in one

vehicle, ask why. When anybody but the
account manager takes a commitment, talk
about who will run that card if the customer

doesn't show.

All this information is not something to be
collected at the end of the week and entered
into a little green journal. That is akin to tak­

ing a census in the cemetery: while it's steady
work, the outcome is pretty much a foregone
conclusion.

The effective supervisor gathers information

throughout the day and works with managers
and employees to develop alternatives, solu­
tions, opportunities. What other reason could
there possibly be?

Raymond C. "Bud"Holladay is chiefoperating
officer and executive vice president ofNew

Albany, Ind. -based Alrenco.

For Your Furniture Needs, Please Call

DANNY BOZOF
"National Sales Rep for Rent-to-Own"

CALL 1-800-926-2070
FAX 901-763-2707

A·FJFD Associate Member since 1995

Representing these fine lines:

Gaines • Douglas • Ligo • Rosehill • Bernards
"

Danny BOlOt does a great job as our furniture representative. He carries 3 lines
of furniture giving us the variety we need. Renters Choice can always count on
him. - Dowell Arnette, Renters Choice, Inc.

I have done business with the Bozof family since the early 70's with his father
and since then done a lot of business with Danny. He does very well and is very
helpful in guiding and finding the right styles and fabrics for our upholstery line.
Danny is sincere and honest in working with the rent-to-own dealers.

- Mike Walts, Alrenco, Inc.

My work takes me around the country quite often, and such a customer­
oriented attitude is no at all common. I wanted to let you know that I appreciate
Danny BOlOt'S efforts in working with Rent-A-Center. He has set the standard
for everyone else to follow! - Kent Clark, Thorn Americas

It just makes sense to deal with vendor representatives who have taken the time
to understand the rental purchase business. Danny BOlOt understands our busi­
ness and is always prepared to show us products which truly fit our business.

- David Deignan, Aaron's Rental Purchase "

• 25 Years Experience
• Toll Free Number
• Catalogs Available
• Lines Dedicated to Rent-to-Own Needs
• Quick-ship Programs with Small

Minimum Order Requirements
Available for All Lines
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rent and former rental-purchase customers

reported three overwhelmingly popular char­

acteristics of the rent - to-own transaction: the

ability to get the product immediately; free­

dom to return the product at any time; and

"no credit hassle:'

"This commercial is exclusively for APRO

members, and we give members a chance to

localize the commercial at the very end with

their name and logo in a four-second tag­
line;' May said. "We think this commercial

will create a great deal of excitement within

the industry and with customers. All an

APRO-member dealer has to do is insert this
commercial into his or her regular TV rota­

tion:'

....................................................................................................................................

Set construction for the stop-motion animated 'Gus' television spot-the cornerstone of APRO's new campaign.

Continued from page 13

pop dealers and we wanted to show that

friendly image. Stop-motion animation with

an animal character lets you convey that feel­

ing and avoid possible racial and gender bias.

Most important, it is entertaining:'

Says Dave Wenger, principal and creative

director at TateAustin, APRO's public relation

firm: "When people turn the TV on, they feel

as if they are inviting you into their home.

When they invite you in, they don't want to be

sold something; they want to be entertained.

Stop-motion animation is a wonderful way to

do that. Animation grabs your attention,
entertains, and that's what advertising is all

about today:'
May claims the concept of an animated com­

mercial starring Gus also received favorable

reviews from a panel of executives at the

national advertising firm of GSD&M.

May says that the "Gus" commercial was not

designed to create a stampede of customers

through rental-purchase stores. The Gus com­

mercial was made to stand apart from tradi­

tional "talking head" commercials, catch the

channel-surfers' attention, and give viewers a

quick, pleasant "shot" of rental-purchase.
"This commercial identifies the rental-pur­
chase industry with an entertaining, attrac-

APRIL/MAY 1996

tive commercial,' May says. "In 30 seconds,
our goal is to get the viewers' attention, enter­

tain them with what happens to Gus, and

associate this happy and interesting image
with the rent-to-own image. I believe the

worst thing we can do is deliver a complicated
message and bore the viewer:'

The commercial opens with a distant, exterior

shot of Gus' house. The scene tightens and

viewers can see a flickering light and hear

television static through Gus' doorway; he's

trying to watch a baseball game, but the TV's

on the fritz. An interior shot is next, showing
a frustrated Gus trying to get his old, black­

and-white set to work by adjusting the rabbit­

ear antennae. Nothing's working, until the TV

announcer begins introducing the idea of

rent - to-own. Suddenly, Gus' world brightens
as his TV set "morphs" into a big-screen, color

television; his rickety wooden stool magically
becomes a plush recliner; and finally, outside
the house, Gus' food bowl becomes a brand­

new refrigerator.
As the camera backs from the house, the

APRO Seal of Integrity appears on the screen,

and then a local rental dealer's company logo.
In 1994, APRO's Keese commissioned

America's Research Group to conduct a

nationwide customer survey. From this ran­

dom telephone poll, the vast majority of cur-

16

The APRO Seal of Integrity and various ver­

sions of the Gus character will also be avail­

able for print advertising, from black and
white slicks to four-color separations.

"Everyone is familiar with the Good

Housekeeping Seal of Approval,' says May.
"That's where we're going with the APRO Seal

of Integrity. We want consumers to identify
the seal with a professional image. We want

the public to know that members of APRO are

committed to high standards of customer

service and ethical business practices:'
Construction of the commercial set and the

Gus puppets took place over 45 days, while

PROGRESSIVE RENTALS



actual commercial production took two

weeks. Post-production was completed in 10

days. Johnson, Gus' co-creator, has worked on

a number of feature films for Walt Disney, and

Disney subsidiaries Miramax and
Touchstone.

The APRO public relations and industry
image campaign will officially get under way
at the association's annual convention and
trade show in New Orleans, Aug. 11-15. APRO
dealers will order their copies of the commer­

cial at the convention, and they will also view
the many supporting materials, such as point­
of-rent posters and signs, refrigerator mag­
nets and more.

"We are excited about the future of this cam­

paign:' Keese says. "Right now, the industry is

doing business with fewer than four million
customers annually. That's nowhere near this

industry's potential. We haven't educated con­

sumers on a national level about who we are

and what we offer"

Rauscher Pierce Refsnes, Inc., a Dallas-based
investment banking firm, researched the

rental-purchase industry last year and found
that the industry has not yet penetrated its

potential market. According to conservative
estimates made by the Rauscher Pierce

VANGUARD STUDIOS

---
YOUR COST $99

NONBREAKABLE
PLEXIGLASS

FREIGHT & QUANTITY
DISCOUNTS AVAILABLE

MANY DESIGNS TO
CHOOSE FROM

BOB PHILLIPS
VANGUARD STUDIOS, INC.
(818) 896-7551 - TEL
(800) 699-2835 - FAX

12250 MONTAGUE ST.
lOS ANGELES, CA 91331

Refsnes research team, there are approxi­
mately 25 million households nationwide-
27 percent of all u.s. households-that quali­
fy as potential rental-purchase customers.

The more liberal estimates come up with a

base:' Keese adds. "This is a long-range pro­
ject. First, we need to make the customer feel

good about us and trust us. That's where we

are right now. Next, we can begin educating
consumers about the many benefits of our

May says that the ""Gus" commercial was
not designed to create a stampede
of customers through rental-pur­
chase stores. The Gus commercial
was made to stand apart From tra­
ditional ....talking head" commercials,
catch the channel-surFers' atten­
tion, and give viewers a quick,
pleasant ""shot" of rental-purchase.

potential customer base of 44 million house­
holds.

"If you're looking at 44 million households,
that means we are only attracting 8 percent of
the potential rental-purchase market, accord­

ing to our industry survey:' Keese says. "Even
under the conservative estimates, we are pen­
etrating just 15 percent of our market.

"This television commercial represents the

beginning of the industry's attempt to broad­
en its appeal and attract a broader consumer

transaction. I feel that the APRO Board of
Directors has shown its progressive nature in

embracing such an ambitious, long-term
vision for this industry. APRO has matured to

a point where we are laying the foundation for
the industry's future:'

VANGUARD STUDIOS®
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....................................................................................................................................

In a world of many choices for consumers, rental-purchase

furniture is no different. As the industry has expanded

rapidly in the past decade, the choices for rent-to-own cus­

tomers have grown.

According to the 1995 APRO Industry Survey, furniture

comprises the largest percentage of units on rental.

Furniture is also the item considered most often kept to

term.

Gone are the days when customers had only a handful of

choices from a showroom floor. Now the customers can

browse a furniture catalog and receive quick delivery for the

items they want, so says Emmitt Kelleher, a furniture dealer

in the rental-purchase business for eight years.

The RTO customer's needs are no different from the retail

customer's needs, just the credit history maybe different,

says Kelleher. These customers want quality furniture, and

they want to be able to choose the style and colors, he adds.

To keep ahead of what the customers want, RTO store own­

ers must always be looking for new products. Peter

Harding, vice president of Image of Wicker, is banking on

his line of fiberglass wicker furniture to find a niche in the

RTO furniture business.

Says Harding: "People perceive our wicker to be outdoor,

given that it is fiberglass. But, many people are using wicker

as indoor furniture, especially younger people. They are

looking for something lasting and not too expensive:'

The versatility, of indoor to outdoor use, as well as durabili­

ty of the wicker product line, is something new for the

rental-purchase industry. Harding plans to exhibit at the

APRO Convention and Trade Show, Aug. 11-15 in New

Orleans. (For more on the industry's biggest annual event,

see page 34.)

Another new successful rent-to-own product on the market

is bedding.

Ther-A'Pedic offers "the ultimate sleep system;' says

Richard W. Glaubinger, president of Ther-A'Pedic, based out

of New Jersey. Glaubinger emphasizes the quality and dura­

bility of the company's bedding products, and its commit­

ment to learning the RTO market niche, while also helping
educate store personnel on the Ther-A'Pedic system and

products.

In fact, Ther-A'Pedic produced a training video specifically
for its clients, so store personnel know the product line and

how to present it to customers. Ther-ArPedic is treating the

rent-to-own market as a top priority, "because it is;'

Glaubinger says.

Continued on page 20

By JENNIFER HENSLEY
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Continued from page 18

....................................................................................................................................

"So far we are enjoying some very nice suc­

cess;' says Niles Cornelius, vice president and

national sales manager for Ther-A0 Pedic.

Ther-A 0 Pedic bedding has many features,

including its strong edge-support system,
warranties honored worldwide and guaran­
teed handles that won't come off.

Strength and durability of this product line

makes it a good match for the rental market,
where customer abuse and lots of store pick­
ups and re-rentals are reality.
STYLES FOR DIFFERENT FOLKS

Naturally, geography plays a part in the

rental-purchase furniture industry.

"People in Michigan want different things
than people in Florida;' reports Danny Bozof,
an independent sales representative based in

Memphis, Tenn.

Colors and styles vary, but one consistent

trend Bozof sees is an upgrade in quality.
"Stores are realizing people want nice things
in their homes;' says Bozof. "Leather is rent­

ing very well. It is the hottest thing out there.

People who carry leather furniture are doing
very well. When you rent better quality, it

stays together better:'

Bozof considers the rent-to-own furniture

business to still be in the developmental
stages. Untested areas could be very success­

ful. For example, Bozof is planning on show­

ing home-office furniture at the APRO show

sound and lights attached to the middle

arms. Trade Wind Designs offers unique
products imported from Thailand, Malaysia
and other Asian nations.

1I=0r stores and dealers to stay cOl1'lpetitive,
the l1'Iindset l1'Iany people have

about rental t=urniture needs to

change, says Kelleher. He believes
RTO stores should ot=t=er the sal1'le

quality that retail stores ot=t=er to

custol1'lers.

in August in New Orleans.

"Computers have rented so well;' Bozof says,
"so why not try home-office furniture to go
with it?"

Martin Eberle, president of Trade Wind

Designs, believes he is only the second

importer in the country of a particularly
unique product-a spider speaker lamp.
Already, some 6,000 speaker lamps have been

purchased from Trade Wind Designs, based

in Portland, Ore.

The spider speaker lamp is five arms con­

nected to a stabilized base. Included in the

outer arms are speakers offering surround-

"We are not the belly-button company, some­

thing everyone else has;' says Eberle, adding
that his company also offers solid oak occa­

sional tables, roll-top desks and flat-top com­

puter desks, which are very successful.

QUALITY AND QUICKNESS
Stores want to be able to order small quanti­
ties and have fast delivery from the factories,

according to Bozof, who has been in the

rental-purchase furniture business for more

than 10 years.

For stores and dealers to stay competitive, the

Continued on page 41

We're looking for the best in the industry - managers to run and operate our

superstores and managers to set up stores as we enter new markets across

the USA. We want leaders, people who have great organizational ability, and

the passion to excel, rather than perform.

Aaron's is the fastest growing Rental/Sales company in America with over

350 stores, five manufacturing plants and four distribution oenters. We offer

_til Top Base Salary � Opportunity for Rapid Advancement

... 401K Plan I Medical, Dental and Life Insurance

_til Bonus and Commission Plan ... Unlimited Income Potential

Our stores are bigger. Our selection is better. And our prices are guaranteed the lowest in the indl:l&tey. If you're, searching for a

new opportunity to share your managerial skills with the recognized leading rental purchase company in America, call or send

us your resume.

FURNITURE ELECTRONICS APPLIANCES .JEWELRY

Director of Management Development· Floor Nine' 309 East Paces Ferry Rd. NE . Atlanta, GA 30305-2377

(404) 240-6500 . Fax (404) 240-6575
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Advertising in
the Indus
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help build hard information and understanding regarding advertis­

ing and public relations trends within the industry.

....................................................................................................................................

By RICHARD MAY

The rental-purchase industry's image is a mirrored reflection of its

relationship between its customers and the public-how the indus­

try treats its customers and how the industry interfaces with the

public. Customer relationships build the industry and public percep­

tion determine its future.

Profits help measure the success of the industry's relationship with

customers. Public perception helps measure the image with the pub­
lic. The industry's image is not a tangible product; therefore, it

becomes difficult to determine. Image may not be tangible but is a

real force that has and will manifest itself into media stories, state

and congressional hearings, attorneys general investigations, con­

sumer reports, etc.

The primary interface between the industry and the public is

through advertising. Because the industry's public image is predomi­

nantly determined through advertising, it becomes vital to analyze
and measure the industry's advertising.

Recently APRO conducted its first -ever advertising and public rela­

tions survey. The focus of the survey is to determine the who, what,

where, when, how and how much the industry advertises and com­

municates with the public. One-hundred-nine companies participat­
ed throughout the country, representing a reflective cross section of

the industry by company size and regions.

The survey, mailed to all APRO home offices, is the first of its kind to

gather statistical information regarding the industry's advertising

presence. The survey will be conducted annually or bi-annually to

PROGRESSIVE RENTALS

The survey was broken down into six categories: general informa­

tion, television, radio, print, other, and community relations. The sur­

vey paints an interesting picture on the industry and its approach to

promoting itself to the public.

Regarding basic information, the industry spends an average of 5.1

percent of gross revenues, or $196 million, on advertising. Forty-five

percent of the industry's advertising budget is spent on print adver­

tisement. Thirty percent is spent on television advertisement.

Fourteen percent is spent on radio advertisement, and 11 percent is

spent on "other" forms of advertising.

Eighty-one percent of the advertising campaigns are created solely

by the company. Thirteen percent of the campaigns are created

through a combination of the company and an advertising agency.

Only 6 percent of the industry's campaigns are created solely by an

outside agency. The majority of RTO advertising campaigns are the

brainchildren of each individual company. The advertising profes­
sion spends little energy or time with the rental-purchase industry.

Regarding target audiences, most companies do not base their adver­

tising on any empirical statistics. In fact, 69 percent of the industry
does not conduct any form of customer survey, market research or

focus group. Twenty-eight percent of the companies conduct infor­

mal surveys such as customer comment cards, sit-down question­
naires, or annual customer mail surveys. Only 3 percent of the indus­

try conduct formal customer surveys or formal market research.
Continued on page 31
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_MeSSage

I do not imagine anyone wants to be his

brother's keeper. I have no brother myself, but

can say with certainty that my sons, however

much they must love one another deep down,
have no desire to look after, pick up after or

generally be responsible for the deeds or mis­

deeds of the other. I have had to tell them

occasionally at the scene of some heinous

household crime for which no one will take

responsibility, that they both must pay-the
price for being a twin.

It is not so very different for the rental-pur­
chase brotherhood. I know that many of you
have little desire to claim at least some of your

competitors as your brothers and you certain­

ly do not want to be held responsible for how

they run their businesses. Some of the things

UThen the Lord said to cain, ·Where is Abel

your brother? He said, •• do not kno1ftl;
ani • nlY brother's keeper?' " Genesis
4:9 .

• do not kno1ftl 1ftIhether the Bible has been

cited in these pages previously, but

this quote is a usel=ul opening I=or this

nlessage.

By ED WINN III

"they" do make you shake your head in disbe­

lief or disgust. Believe me, I know the feeling.
But the fact is that rental dealers are often

held responsible for the misdeeds of other

dealers, because critics do not bother to make

fine-line distinctions between honorable, rep­
utable, responsible rental dealers and those

who choose to run their businesses up

against the very edge of what is legal, or over

that edge if need be.

It is easier and more effective simply to

accuse everyone in the industry of being
greedy, uncaring, rapacious and, really, just
sharks feasting upon the minnows.

Therefore, you must pay attention to how

your brothers do business. You do anyway, but

Company Trainer/Human Resource Person

Needed Immediately
Our chain of 12 rent-to-own stores in Ohio and

Pennsylvania needs the support of a full time, well

experienced company trainer /human resource person.
Your goals would be to increase the satisfaction of both

internal and external customers, improve our hiring
process and devise and implement training programs to

help our people be the best in our market areas. You may
become involved in designing our corporate growth
strategy.

You should have three years experience in this position
at a well respected national or regional rent-to-own

company. Some travel may be involved.

Please resond with resume and salary requirements to:

Blue Ribbon Rentals, Inc.
ATTENTION: Bill Wendell

2680 State Road

Cuyahoga Falls, Ohio 44223

1-330-923-3664
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instead of clucking and worrying and rub­

bing your hands together, you need to do

something about clear violations of law.

I am not advocating that you do what you

might want to do. Vigilantism has no place in

the business. I am asking you to do some­

thing. If you know the dealer, buttonhole him

and make sure that he knows what is going
on in his company. Many problems-adver­
tising-disclosure omissions, for example­
are the result of inattention, not malice, and

most dealers are glad to know when some­

thing has gone awry and will move to fix it

quickly. Think about it; all of you would

rather hear about a problem from a competi­
tor than from your attorney general.
There is a protocol for doing this, and these

conversations will be more effective between

owners than, say, store managers. So when

store personnel see something wrong, and

they are the ones, after all, who know best

what is going on in their markets, they should

tell their owner, who can then call the owner

of the miscreant company.

For any reason, if that process either does not

feel comfortable or will not work, call APRO. I

will not tell you that any of us sit around hop­
ing for dealers to call complaining about

another dealer, but we all recognize the

"brother's keeper" thing and the importance
of fixing problems if we can. If you want to

talk to a dealer about an issue, call the chair­

man of the APRO Ethics Committee. That is

Charlie Cloud in Arkansas. If you want to talk

to a lawyer, call me. All of us agree that we

need to identify instances of rental company
misconduct and to take steps to fix it.

If we cannot keep all components of the

industry running as legally as possible, then

the other side's lawyers will get to fix these

problems. That is the most expensive and

painful fix of all. Just ask Cain.

Ed Winn is APRO's legal counsel and veteran

writer on industry issues.
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By GARY A. ROMINE

Recently, I faced one of the hardest decisions I have ever had to

make. Do I "let" my store manager terminate my son's employment
from my company, or do I intercede?

Do I let this decision become one of "Blood is thicker than water?"

When it comes to business and family, what adjustments do we

make? Do we make adjustments?

As my fellow APRO board member, Wayne Sutton, mentioned in an

earlier article, a part of ethics is treating all people equally. Then

again, I've been asked: Shouldn't personal relations have some bear­

ing on the decision-making process?

A lot of us are small-business owners and probably face issues like

this one when friends and relatives become part of our employ. Even

larger companies have to deal with similar problems. And none of us

is exempt from legal concerns, like allegations of nepotism or, worse

yet, the constant undercurrent of gossip.

Ethics can be defined by using many words, such as credibility,

integrity and consistency. In considering the words above, do you

have a policy or procedure on handling employee problems in an

APRIL/MAY 1996

ethical manner? I firmly believe that in order to maintain success

and sanity, all business-related activities must be handled as such,

and in a professional and consistent manner.

There are two basic programs I feel are essential to the consistent

handling of employee problems. The first is a clear chain of com­

mand; the second is an open-door policy. Employees knowing the

channel they must follow through the chain, and the management's

knowledge of where this could go, creates a checks-and-balances

system that requires both parties to be conscious of how they handle

matters and conduct themselves. Simply put, an employee who has a

disagreement with his or her immediate supervisor has the right to

visit with the district manager. That immediate manager, being a

true professional, wants to resolve the issue before it is taken to the

next level, and so on throughout the chain.

In my personal situation, the issue landed on my desk, having passed

through the chain rather quickly.

My dilemma had me wondering how to both support my son as a

father, but at the same time maintain the integrity and credibility of

Continued on page 40
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52" Diagonal Home Theatre'" Projection TV

The RCA Brand has built a long-standing� qua
reputation with our friends in the industry.

As a charter member of APRO, the RCA Brand has been responsive and supportive
critical issues facing the Rental Purchase Industry.
Brand awareness is important to your Rental Purchase customers and the RCA Bra
the highest recognition. The RCA Brand features a complete product line-up of TVs,
combination TVIVCRs, all three formats of Camcorders, complete Audio selection a

sensational new DSS® Digital Satellite System. In short, the RCA Brand is the "One­
all of your customers' Rental Purchase needs.

The RCA Brand distribution network assures you fast and timely merchandise deli

your stores. A complete independent service network stands behind RCA Brand pro

Make RCA Consumer Electronics a friend to your rental business!

For more information write to:

Thomson Consumer Electronics

RCA Consumer Electronics
Rental Division
P.O. Box 24459
Louisville, KY 40224-0459
or FAX (502) 425-3441

"Base sold separately.
Optional components shown in storage units.
DSS® is a registered trademark of DlRECTV, Inc.,

a unit of GM Hughes Electronics.

Specifications subject to change without notice.
Simulated picture.
Picture-In-Picture capability requires VCR
or second video source.

© 1995 Thomson Consumer Electronics, Inc.
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Screen Protectors
Over 100 shields available to
fit every new RCA Projection
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models in the last 5 years.
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It's a Whirlpool® appliance.
We'd rather deliver it ourselves.

Whirlpool and Roper" are proud to introduce the only in-store delivery service of its kind. Now all you have to do to stock your store

with any quality Whirlpool or Roper appliance is pick up the phone, place your order, and then look for one of our prompt, reliable delivery

trucks to pull up in front of your store. (You'll recognize it by the name on the side. The only name in the business that delivers to you.)

In fact, we'll even carry the order right onto your showroom floor. So to place your rental order, simply call 1-800-551-5146.

Ext. 6545. Only from Whirlpool. ®
After all, it's how to make a business run too.

01
Appliances

How To MAKE A HOME RUN�M

©1995 Whirlpool Corporation ®Registered Trademark/TM Trademark of Whirlpool Corporation

A·PR:) Associate Member since 1981'



Continued from page 23 Regarding the quality of ads, almost half of
the industry spends $100 or less on the pro­
duction of a print ad.

Television, the most expensive and broadest
audience-based medium, is the second most

popular type of industry advertisement with
71 percent of the industry advertising on tele­
vision. The majority (80 percent) of
the industry spends $1,500 or less
on the quality of television produc­
tion. Eighty-nine percent of the tele­
vision productions are 30-second

spots that air an average of three months.

Most RTO commercials can be seen outside of

prime time. Prime time, central time, is 7 to

10 p.m. and only 11 percent of the industry
advertises during the prime-time slot. The

predominant times are during the day from
noon to 7 p.m., then in the morning from 7

a.m. to noon and then in the off-hours late

night and early morning. The most popular
shows companies advertise on are the "talk
shows:' Soaps, sports events and music video
shows also top the list of the most popular
shows where RTO promotes itself.

Companies advertise across the channel
selection on all television stations.

Twenty-four percent of RTO com­

mercials air on Fox. Twenty-three
percent air on cable. Nineteen per­
cent air on NBC. Eighteen percent
air on CBS. Sixteen percent air on

ABC.

Survey results also indicate that no company
conducted research outside its current cus­

tomer base and that any formal research was

applied only to the industry's current cus­

tomer base.

These figures reveal the majority of the

industry's marketing and advertising cam­

paigns are created independently and target­
ed at a recycled customer base. Most compa­
nies target a specific market and general mar­

keting research regarding the rent-to-own

concept outside of its current "customer pro­
file" is minimal. This is supported in the
amount and number of companies that
advertise target-specific through direct mail,
fliers and door hangers.
Survey results show the most popular and
common form of advertising is print adver­

tising with 87 percent of the industry con­

ducting some form of print advertisement.

Seventy-seven percent of newspa-

per advertisement is targeted at weekly peri­
odicals-either inserts; the secondary papers
within the community; and/or direct mail.

Direct Flyers Door Yellow Bill other
Mail Hang- Pages Boards

ers

vey can be seen from the "community rela­
tions" section. The survey shows that 71 per­
cent of the industry participates in some

form of charitable and/or civic organization.
Forty percent of the companies participate
through cash donations; 40 percent con­

tribute products; and 20 percent participate
through time-volunteers, store location

drop-off, or direct sponsorship.
There was no single charity that generated
the majority of support from the industry.
RTO contributes according to the differing
needs of its surrounding community and the

differing interests reflective of the owners, as

shown by the number and variety of charita­
ble causes listed in the survey.

Public understanding of the industry stems

from its advertisements. Advertising built the

industry's current image and must be consid­
ered a predominant factor in the evolution of
the industry's image to the public. This sur­

vey paints the first empirical picture of how
the industry communicates with the public
and represents the first step to gain a better

understanding of how the industry presents
itself to the public.
Richard May is APRO's public affairs director.
He designed, collected and evaluated the
results of this survey.

Radio ads represent a significant
component of the campaigns with
61 percent of the industry adver­

tising on the radio. Most compa­
nies spend $250 or less on the pro­
duction of both a 30- and 60-sec­

ond radio spot.
Most radio ads air during "drive
time"-7 to 9 a.m. and 4 to 6 p.m.
The majority (43 percent) of radio
ads air on country stations or

"popular rock" stations (25 per­
cent).

One of the most telling results from the sur-

$250 $251 $1501 $5001 over

or to to to $10000
less $1500 $5000 $10,000

31PROGRESSIVE RENTALS APRIL/MAY 1996



with a grin. He's not talking
about the kind that goes on tor­

tilla chips. He cranks up the

volume.

....................................................................................................................................

Employee

Fourteen Action employees filter

into the training center, pour

themselves coffee, introduce

themselves to each other-and wait to see

what this deal is all about.

Ex-minister Kent Sutherland,

who since 1986 has served as

director of human resources for

Action Rent - To-Own, knows

how to motivate people.

On a clear morning in mid­

March, with sunlight pouring in

through the glass wall at the

opposite end of the hall,

Sutherland mans the powerful
stereo system at Action's corpo­

rate training center on the out­

skirts of Dallas. And they're about to have fun.

Organized into three teams,

these rental-purchase employ­
ees will undergo two intensive

days in which they'll propose many ideas to

improve customer service and store opera­

tions. Before it's all over, they will have identi

Continued on page 36

By JOHN GORMLEY

store manager turned facilitator

Ralph Roath leads a group of col­

leagues in an exercise during the

March 12-13 Action Symposium '96.
"Does anyone like Salsa?" asks Sutherland
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Operations guru Dan Matthews

sports a patriotic red, white

and blue tie. In fact, it is Super

Tuesday. But the Action

employees are not thinking
about presidential candidates.

Today, they are thinking about

their customers.
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Keeps your customers coming back

again, and again, and again!

Why A Preferred Customer Club?
v Value added products and services are the foundations of customer retention!
v Industry proven profit growth!

Why Nationwide?
v Bringing industry experience and technology together. Fully automated options for

your selection; processing, reporting, fulfillment, on-line membership access, etc.
v The only club provider that lets you decide how best to sell the value to your customers -

register membership by rental agreement or by customer.

The choice isyours!
v Insurance products are underwritten by the leading insurance supplier in Rental Purchase.
v Professional assistance in club program designs. Target market your customers.

Nationwide Club Administrators, Inc.
For more information on how you can generate new revenue and profits

with an automated program designed for your convenience, call

(BOO) 771-2582
- A·PR:)Associate Member Since 1984
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"Local Swamp Makes Good!" the headlines could read, for New

Orleans, built on "land" that is largely former swamp and landfill, but

has become a convention destination of landmark proportions.

you won't miss a thing. This is, after all, the rental-purchase event of

the year, and you'll want to be a part of every minute of it.

SAY NAWLINS!

The transformation is so complete, you'll forget it was once home to

pirates, alligators, renegades, and blood-thirsty mosquitoes. As a 1996

First, a word about the convention city. New Orleans is a delightful

amalgam of the several cultures that have shaped it-the French,

Spanish, African-convention venue,

it's a dynamite

place to be.

The 1996 APRO

convention, Rollin'

on the River, is all

set to bring you

plenty of fun and

business know-how

this Aug. 11-15,

and, it's not too

early to make your

plans-and your

reservations-so

APRIL/MAY 1996

American, American

Indian, Caribbean.

These influences

have colored the lan-

guage, the architec-

ture, the customs,

the music, and the

cuisine, and the

result is a truly

unique city of inter­

national distinction.

French explorer

By BARBARA SrOOKSBERRY

Continued on

page 48
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Operations guru Dan Matthews, left, leads a discussion. Team NO.3, above,
includes facilitator Joel Ramirez, right, and, from counterclockwise, Gary
watson, Chris Barnes and Tracy Carmona. Not pictured: Wes Teal.

Continued from page 32

fied those ideas that best serve their cus­

tomers and, over time, will make everyone
more money.

This is The Action Symposium, the third of
its kind bringing together a cross section of

company employees-the vast majority of
them from the store level, where RTO compa­
nies are made or broken. The symposiums
purpose is to elicit employees' ideas for

improvement and make them happen.
The first day of the March 12-13 symposium
focused on customers; the second on

employees.
Says Sutherland: "Employees tend to look at

this from the standpoint of how can

things become better for them. We have

developed better communications media
to let them know how:'

Action employees understand that rent­

to-own, first and foremost, is a service

business. "In order for the company to

win, the customer has to win;' says Ralph
Roath, manager of Action store No.2 in

Greenville, Texas, and facilitator of team

No.2 during the '96 symposium.

Walking the talk is important at Action.

It's not enough to merely provide a plat­
form for collecting employees' ideas.
Their ideas must be acted upon.
Sutherland reports that in the first year
of the symposium Action identified 22

employee suggestions and implemented
all but one within the first five months.
The second year, the company imple­
mented all 19 suggestions. During this

third year, 1996, Action's employees have
identified 17 and, so far, corporate has imple­
mented 12 of those within two months of the

mid - March symposium.
It's kind of like an interactive suggestion box,
only this program is designed to ensure

employee participation and encourage criti­

cal thinking.
The main difference between this meeting
and a suggestion box, says Sutherland, is

"you'll get a lot of input all at once, so you're
able to make changes more quickly. With a

suggestion box-we've tried that-you just
don't get a lot of input. But when you get
employees together in a setting like this you'll
get input. Believe me:'

Sutherland, Matthews and Ken Glasgow,
Action's corporate trainer, help define the

goals of the symposium, provide a positive
framework for the discussions and, after­

wards, work to implement employees' ideas
into company practice as quickly as possible.
Each group has a facilitator. Sutherland typi­
cally meets with facilitators over dinner the

night before a symposium, and begins to

talk about goals and expectations. "I tell
them that this is not a time for us to

come together and beat on the industry
or beat on each other;' says Sutherland.
"That won't produce anything positive.
What we want to do is talk about our

weaknesses, explore ideas and propose
better ideas:'

He also sends out questionnaires a cou­

ple of weeks ahead of time to each hand­

picked participant. The participants, in

turn, are asked to have three of their
coworkers fill out the same two-page
questionnaire. Sutherland collects the

responses beforehand.

"It asks all kinds of questions-about
their employment, their job; what they
like and don't like. Things like that:'

The most difficult thing about running
Continued on page 38

Rita Baker and Heath Yentes have
some fun during team No. 2's

brainstorming session focusing
on customer service.
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Continued from page 36

this type of interactive program, Sutherland

finds, is choosing the right combination of

people. This year, the group is comprised of
"one department manager from the corpo­
rate office-and all the rest from operations.
We also have two MIT (managers in training)
recruits, and then we've got one regional
manager, two store managers, one assistant

manager, two rental clerks and four account

managers:'
Sutherland says there's always the danger of

having a dominant complainer in the group
or, perhaps worse, too many wallflowers. "But
if you get enough of the right people in there,
they tend to motivate the others to either cool
it or step it up:'
Once the symposium begins, employees are

free to speak their minds, although there's a

framework in place to keep things produc­
tive.

"We don't have any sacred cows;' says
Sutherland. ''And that's kind of the way we've
conducted it from the start:'

The agenda includes group discussions, exer­

cises and team presentations. Explains
.

Sutherland: "This afternoon they'll give team

But those changes, identiFied by 1ftIopkers in
the Field, can signiFicantly add to
the bottonl line. The keys ape listen­
ing and inlplenlenting in consistent,
nleasupable 1ftIays.

presentations- 'this is what our team talked

about; this is what we identified; these are the

suggestions we have on how the company can

better do what we do:"

Group activities are interspersed with open
discussions-and more tunes from
Sutherland's diverse CD collection.

On the first day, Matthews drives home the

impact of every employee's actions on Action

and, ultimately, their own compensation lev­
els. He illustrates just how thin profit margins
really are, even for the best-run stores in a

healthy, 1 OO-store Action company. Matthews
makes his point with a revealing exercise on

revenues, expenses and profit. He goes
around the room and asks employees what
their individual stores did in the previous
month. Many are close on revenues, but few

accurately hit the profit margin. Most overes­

timate that. Everyone recognizes the value of

bringing in new revenue, but this eye-opener

13 Years of
Experience

/

Your assurance of
fairness and quality

Strength through Unity
TRIB earns the support of its members by:

• Keeping members competitive with quality products
• Keeping members advised of industry developments
• Encouraging ethical and prudent business practices
• Maintaining strength through unity and numbers

When you join The Rental Industry Buying Group, it's possible for you to experience a 5%
to 20% increase in profits. Just this year TRIB members received over 1 million dollars in
rebates at the annual convention.

For more information contact:
John Blair

3180 Presidential Drive, Suite F

Atlanta, Georgia 30340

(770) 451-4302 • (770) 451·4312 (Fax)
APBOl'ssoclate Member sln�e 1983
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gives employees incentives to watch costs

more closely.
Sutherland reports tremendous competition
among RTO companies for employees these

days, especially in the Dallas area. With

unemployment in Texas well below 5 percent,
there are fewer people in Action's home terri­

tory to choose from than just two years ago.
"In metro areas in particular, the competition

for employees has really heated up;' he says.

Action has decentralized its hiring proce­

dures-shifting responsibility while also

providing incentives to its employees and

managers to recruit new personnel.
Sutherland firmly believes that two-way com­

munication programs like Action's annual

symposia will not only contribute to happy
workers, but also help RTO companies gain a

competitive advantage in their markets­
and improve the industry in the process.

"I had to fight like crazy to get to do it the
first time;' Sutherland remembers. "It had
never been done before:'

But those changes, identified by workers in
the field, can significantly add to the bottom
line. The keys are listening and implementing
in consistent, measurable ways.

"We've made some changes-not major
ones, because our business is real simple; it
isn't complicated at all;' says Sutherland. "But
it might just be a tiny little adjustment that
makes a huge difference when you stretch it
out over six months or a year or three years.

"It takes a while for change to payoff. But I

think the companies that are going to survive
into the next century are going to be the ones

that learn how to do that.

"If every owner would have a meeting like
this and just get some of their employees
together and listen to them, how would it

change the industry? How would it make it
better? The real aim is to motivate other deal­
ers to say, 'Hey, we can do that.' "

As is his way, Sutherland still has music play­
ing in the background. Instead of Salsa, this
time it's a '60s tune by The Kinks: "So tired,
tired of waiting, tired of waiting for you ...

"

John Gormley is APRO's communications
director.



"
"

HIGH TOUCH GIVES
YOU THAT

HAKICK
Fully integrated Store to Home Office accounting features • Automatic report collections

Full line of accounting package options • Custom report writing capabilities
Company ..wide consolidation reporting • Employee timekeeping

CALL 1-800-326-6059, WE'LL HELP YOU REACH YOUR GOALS.

TOUCH A·pt:D Associate Member since 1984

PROFESSIONAL AUTOMATION TOOLS FOR THE RENTALapURCHASE INDUSTRY.



................................................................................................................................. � ..

with this company?""Do I have the company's
support?""Are all of us employees treated

equally?"
All decisions should be evaluated based on

their long-term effects. Your integrity as a

company depends on it.

In my case, no matter how much I wanted to

play God and just fix things between my son

and my managers, I realized that the decision
to terminate my son's employment was a

tough, painful business decision that had to

be made. If you consider the esteem of the
individuals involved and the credibility of

your company in your decisions, being persis­
tent and consistent in practices and proce­
dures will determine the true value of your
business ethics.

Gary A. Romine is owner ofShow-Me Rent- To­

Own, based in Farmington, Mo. He is also a

member of the APRO Board ofDirectors and
serves on the association's ethics committee.

I have been criticized more than once for han­

dling issues in a clinical manner. But, as I said

before, it is important to sanity and success to

have a structure. When I first opened this

business, I was criticized for requiring written

agreements between the company and

investors, who, of all things, were related. I

only wish now that the agreement would have
been more extensive. Whether written for a

salary program, investment agreement, or a

policy and procedure manual, these agree­
ments are positive tools that help eliminate

misunderstandings. No matter how simple
and frivolous they may seem, agreements that

spell out policy provide a solid, consistent

foundation upon which you can operate your
business.

As in the unfortunate situation with my son,

following the procedures proved to be very

important in maintaining corporate integrity,
and just as important, his self respect in this
matter.

I believe that maintaining a set standard of

procedures that apply to all employees will

reduce, if not eliminate, the undercurrent of
doubt and an appearance of instability. You

cannot run a successful business when

employees are wondering: "Where do I stand

Continued from page 26

the store manager. My son doesn't fully
understand my decision process, nor does he

readily accept it.

Without going into too much detail, my son,

of course, disagreed with his dismissal. His

first reaction was thinking that I cared more

for my company than for my family; as owner,

I could have protected his job, if only I had
wanted to.

As I explained to him, I was more than willing
to arrange a meeting to include him, myself,
the store manager and the district manager.
In this meeting we could review the situation
to see if a solution could be reached. After
careful consideration, he decided against this

meeting.
I am very proud of Josh. I know that being the
owner's son comes with its own set of pres­
sures and expectations in the workplace­
from both himself and other employees. I am

also proud of my management team. Some

have commented that it took "guts" to bring
this matter to me, but I really hope it was

more because of a comfort level in the man­

agement decision-making process in this

company.

/

Providing
AtAff

For
CALL UI
R.nt.,·

Itlon
III
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Continued from page 20

mindset many people have about rental fur­
niture needs to change, says Kelleher. He

believes RTO stores should offer the same

quality that retail stores offer to customers.

Trade Wind Designs keeps a large inventory
in its 32,OOO-square-foot warehouse, and is

able to ship orders as low as $1,000 to stores.

Eberle says that when stores order the higher­
end of Trade Wind Designs products, the
rental success rate is great.
"Let the customer vote;' is Eberle's advice to

rental-purchase store owners in deciding on

quality vs. price, encouraging a wider selec­
tion to customers.

"Owners are always surprised at the success

they have with higher-end merchandise;' says
Eberle, who has been in the business for 21

years.

"Stores are telling us they want quality;' says

Barry Brochaska, national sales manager for
Stoneville Furniture, in Stoneville, N.C.

Stoneville specializes in casual dining sets,

produced primarily of metal with some wood
accents.

Because Stoneville is a domestic manufactur­

er, the company can react quickly to changes
and to the needs of the customer.

Communication between stores and the fac­

tory can be speedy.
Even though quality matters more than ever,

price still matters most for many rent - to-own

customers.

"Plenty of people are just looking for price;'
says Ed Pepperman of Higdon Furniture in

Quincy, Fla. Pepperman says business is good,
adding that he has seen a greater demand for
the bedroom suites Higdon offers.

"More and more rent - to-own stores have
started renting furniture, where they used to

just rent appliances;' Pepperman says.

In an effort to stay competitive, about 30 per­
cent of Higdon's line of bedroom furniture,
chest of drawers, entertainment centers, cof­
fee tables and end tables changes every year.

POWER IN NUMBERS

Add-on products for the rental-purchase
industry are important, says John Blair, exec­

utive director of The Rental Industry Buying
Group, also known as TRIB Group.
Some trendy items Blair notices are

screen/room dividers, accent pieces/wall art

(see sidebar at right), and contemporary
accessories/accent vases.

"I'm always looking for add-on products for
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our members;' says Blair of TRIB Group, an

organization which uses its strength in num­

bers to negotiate volume buys on products,
including furniture, for its members in the
RTO industry.

More vendors are looking at rent - to-own to

increase their bottom lines, Blair reports.
Many manufacturers recognize rent-to-own

more this year than ever before, and the TRIB

name is more recognizable, probably because

More vendors are looking at rent-to-o""n to
inc.ease thei. botton'll lines. Many
n'IIanut=acture.s .ecognize rent-to-o""n
n'IIore this yea. than eve. bet=ore.

I=upnitupe add-ons help
elealeps boost revenues

"With add-ons, when customers come into

the showrooms, there is something besides
the regular dinette or table;' Blair says.

For example, one item Blair sees as a success­

ful add-on is the screen/room divider. Besides
the traditional oriental look, a new range of

styles have hit the market.

"It is more of a contemporary look instead of
the regular Japanese design and the floral

look;' says Blair.

In 1991, Manifestations was delivering
between 50 and 100 Magic Effects framed

pictures a month to rental-purchase
stores. This year, approximately 1,000

pieces a month are ship£ed to RtO stores,

says J.R. Phillips, director of sales for

Manifestations International, based in
San Diego.

began to be seen as more than just an

accent, it was helping to rent the furni­
ture. "Word of mouth is a key to the suc­
cess of this industry and has been ,k�yin
our continued growth and expansion in

this industry;' Hofstetter adds. "We are

41

of the group's amazing growth over the past
few years. TRIB Group now represents more

than 1,400 stores.

The rental-purchase furniture market grows
as fast as customer demands dictate. And the
customer is demanding more every year.

Jennifer Hensley is a freelance writer based in

Austin, Texas. She is owner ofJH & Associates,
a communications firm.

constantly receiving calls from new stores

that naven't seen our proCiuct but heard
about us from another source:'

Manifestations brings a unique product to

the rental-purchase industry.
"I'm always looking for something to add­
on for ilie members;' say;s John Blair, exec­

utive dire€tor of The Rental Industry
Buying Group. "It might not be a big-tick­
et item, but it would be, something to

help:'
Blair. says add-tm"products for r�nHo­
own furniture groupings are important.
such as accent pieces and;'WaU art.

"Rent - to-own customers are hmking for

something different and exciting. We fill

thatneetl;' Phillips says.

Currently, the average size of the framed
artwork is 30:;by-36 inches. Phillips
reports thatManifestations will begin
Rfoducing artwork 48��y-48 inches large,
because

..
store owners are asking for big­

ger pieces.
For more information, call 1-800-222-

3645, or visit Manifestations during the
1996 APRO convention-Booth Nos. 518-

520.

-Jennifer Hensley
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Who's 1Arho in l=ulPnitulPe
¥ Accessory Art ¥* Bushline ¥ H&H Furniture Mfgs. Inc. ¥ Network Marketing ¥ Smith Furniture Mfg. Co.

929 W. Barkley Ave. Rt. 2, Box 2926 Miller Rd. P.O. Box 10 432 Pacific Coast Hwy. P.O. Box 7973

Orange, CA 92668 Bean Station, TN 37708-9503 Seagrove,NC 27341-0010 Hermosa Beach, CA 90254-4834 Waco, TX 76710-7973

(714)633-4200 (423)993- 3238 (910)873-7245 (310)546-7666 (817)772-2760
Art Furniture Furniture Furniture Furniture

¥ Accessory RTO ¥ Casual Lane ¥ Higdon Furniture Co. ¥* Next Dimension Studios, Inc. ¥Stoneville Furniture Company, Inc.

10010 Constitution Dr. P.O. Box 2823 P.O. Box 1739 7080 Industrial Road P.O. Box 15

Cincinnati,OH 45215 Tupelo, MS 38803 Quincy, FL 32353-1739 Florence, KY 41042 Stoneville, NC 27048-0015

(513)761-0741 (601)841-0760 (800)544-4366 (606)727 -9701 (919)573-3751
Furniture accessories Furniture Furniture Art Dinettes

¥ Aleco Furniture Mfg., Inc. ¥* Classics Brass Collection, Inc. ¥*+ Home Line Industries ¥ Nolarec Lamps ¥* Stratolounger Co.

4770 E. 50th St. 6180 S. St. Andrews Place 141 E. Huntington Park Ave. P.O. Box 1065 680 N. Lakeshore Dr., Ste. 1326

Vernon, CA 90058-2708 Los Angeles, CA 90047 Philadelphia, PA 19124 Aberdeen, NC 28315 Chicago, IL 60611

(213)581-3551 (213)750-0122 (800)324-0400 (910)944-7187 (312)642-5961
Dinettes Furniture accessories Furniture Furniture accessories Furniture

¥ A Plus International ¥ Concordia Furniture Ltd. ¥* Howard Miller Clocks ¥ Owen-Benton Furniture ¥ Tempo Industries
616 107th Street 11001 Secant 860 E. Main Ave. P.O.Box 820 2137 E. 55th St.

Arlington, TX 76011 Anjou, Quebec HIJ-lS6 Canada Zeeland, MI 49464-0301 Haleyville, AL 35565-0820 Vernon, CA 90058

(817)633-7609 (514)355-5100 (616)772-9131 (205)486-9507 (213)583-2423
Furniture Furniture Clocks, curios Furniture Furniture

¥ Artistry Designs, Inc. * Culp.Inc, ¥ Images Furniture Mfg. *¥+ Philip M. Bell Co. ¥ The Gentry Gallery
P.O. Box 560785 101 S. Main St. 17400 56th Ave. 118 Northeast Dr. 20423 State Rd. 7, Ste. 6248

Charlotte, NC 28256 High Point, NC 27261 Surry BC V3S-I C3 Loveland,OH 45140 Boca Raton, FL 33498-6774

(800)611-6565 (910)889-5161 Canada (800)686-0102 (305)422-2992
Firniture accessories Furniture accessories FAX (604)576-8005 Furniture Furniture

Furniture
¥+* Ashley Furniture Industries ¥ D&W Silks, Inc. ¥*+ Pilliod Furniture, Inc. ¥* Ther-a-pedic International
One Ashley Way 2306 Frankfort Ave. ¥ Image ofWicker 1403 Eastchester Dr. 601 Bound Brook Rd.
Arcadia, WI 54612-1218 Louisville, KY 40206 23527 Calabasas Rd. High Point, NC 27265-2307 Middlesex, NJ 08846

(608)323-3377 (502)895-1777 Calabasas, CA 91302 (910 )410-6741 (908)968-1777
Furniture Silk plants (818)223-3329 Furniture Bedding

Furniture
*B&D Sales ¥*+ Douglas Furniture of CA, Inc. ¥ Progressive Furniture, Inc. ¥* Ther-a-pedic Northwest
3025 Pioneer Way E. 4000 Redondo Beach Ave. ¥ International Silk Plants Imp. P.O. Box 729 7509 5th Ave. South
Tacoma, WA 98443-1602 Redondo Beach, CA 90278 8500 Highway 6 South 2555 Penny Rd. Seattle, WA 98108

(206)922-1400 (310)643-7200 Houston, TX 77083-5709 Claremont, NC 28610-0729 (206)762-3750
Furniture Furniture (713)568-1455 (704)459-2151 Furniture

Furniture accessories Furniture
¥ B.S. Trading Co., Inc. ¥ Fairmont Designs ¥* Trade Wind Designs, Inc.
2707 S. Cooper, Ste. 101 3131 E.Maria St. LABS, INC. ¥ Pulaski Furniture Corp. 26994 SW 95th Ave., Ste. 100

Arlington, TX 76015 Compton,CA 90221-5805 7585 Ponce de Leon Cir. P.O. Box 1371 Wilsonville, OR 97070

(817)261-0671 (310)604-9974 Doraville, GA 30340-3162 Pulaski, VA 24301-1371 (503)682-7600
Rugs (800)752-6877, ext. 22 (703 )980-7330 Furniture

¥ Florence Arts Inc. dba Laurel Arts Furniture accessories Furniture
¥ Barclay Furniture P.O. 18430 ¥ Unique Dinettes, Inc.
P.O. Box 399 Erlanger, KY 41018 *¥ Lea Industries/LADD Furniture Inc. ¥ Quality Dinettes Hwy.5 S., P.O. Box 208

Sherman, MS 38869-0399 (606)342-0062 P.O. Box HP-3 P.O. Box 197 Haleyville,AL 35565

(601)844-6003 Art High Point, NC 27261 Arley,AL 35541 (205)486-9241
Furniture (910)888-6319 FAX (800)223-4041 Dinettes

¥* Fraenkel Co. Furniture Dinettes
¥* Beaulieu Rugs P.O. Box 15385 ¥Vanguard Studios
9709 NE 30th Court Baton Rouge, LA 70895-5385 * Lefort Wholesale Furniture ¥* Rental Resources 12250 Montagne St.

Vancouver, WA 98665 (800)847-2580 5250 Fulton Industrial Blvd. SW 1485 Clearview Dr. Los Angeles, CA 9133-2207
FAX (360)576-6570 Furniture Atlanta, GA 30336 Acworth, GA 30102-3522 (818)896-7551
Rugs (800)241-4711 (770)419-8900 Furniture

¥*+ Frisco Furniture Co. Furniture Furniture
¥* Beekman 101 S. Main #813 ¥*+ Wild Rose Furniture
13610 N. Scottswdale Rd., Ste. 327 High Point, NC 27260 * Ligo Products, Inc. ¥* Ridgewood Furniture P.O. Box 1259

Scottsdale, AZ 85254-4037 (910)885-5310 9100 W. 191st St. One Broyhill Park Newton, NC 28658

(800)445-4318 Furniture Mokena,IL 60448-8727 Lenoir, NC 28633 (704)466-2182
Furniture (708)478-1800 (704)758-3779 Furniture

¥* Gaines Manufacturing Co. Furniture Furniture
¥*+ BenchCraft Inc. 5470 S.Angela Rd. ¥ William's Design, Inc.
P.O. Box 86, Hwy.15 N. Memphis, TN 38120-2208 ¥*+ Liteline Ltd. ¥Schweiger 6921 S.Avalon Blvd.
Blue Mountain, MS 38610 (901)763-0004 1524 South Peoria St. 1152 Hidden Rdg., Apt. 1297 Los Angeles, CA 90003

(601)685-4711 Furniture mfg. Chicago,IL 60608 Irving, TX 75038-7971 (213)759-9135
Furniture (800)245-4448 (610)728-5311 Furniture

* Goldberg Company Inc.!Laurel Grove Furniture Furniture
¥*+ Berkline Corp. 4377 Carolina Ave. ¥* Woodson & Bozeman, Inc.
One Berkline Dr. Richmond, VA 23222-1404 ¥Mafco ¥ Seaboard Trading Co., Inc. P.O. Box 18450
Morristown, TN 37813 (804)228-5732 P.O. Box 771088 1560 S. Archibald Ave. Memphis, TN 38181

(615)585-1679 Furniture Houston, TX 77215 Ontario,CA 91761-7629 (901)362-1500
Furniture (713)643-7676 (909)948-3543 Furniture

* Good Companies Furniture Furniture
¥ Bruce White Galleries 1118 East 223rd St. ¥ Worldwide Furniture Importers Inc.
1030 N. Crooks Rd. Ste. R Carson, CA 90745-4210 ¥ Manifestations, Inc. ¥* Singer Furniture Co. 3123 Ridgelake Dr., Ste. D
Clawson MI 48017-1020 (310)549-2160, Ext. 229 P.O. Box 2346 P.O. Box 11067 Metairie, LA 70002

(810)435-5020 Furniture Carlsbad, CA 92018 High Point, NC 27265-1067 (504)488-9964
Art (619)598-3466 (910)802-4600 Furniture

Wall art Furniture

The rental-purchase industry represents a growing market for furniture manufacturers, distributors and suppliers of all types. All companies listed here are either
APRO Associate Members (*), advertisers (+) in APRO publications or APRO convention exhibitors (¥).
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Imagine for a moment the return of a rented bedroom suite after

six months of obviously heavy use. The drawers in the bureau are

broken or missing, and the headboard has enough nicks and gouges

to make it appear to have been the target of some insomniac's knife­

throwing practice.

Then, there's the mattress. It is heavily stained on both sides. Did the

customer even own sheets or ever use them, much less a mattress

cover? And it smells-bad. Really bad. There are tears or rips in the

mattress fabric, and every now and then little black critters can be

seen scurrying in and out of the holes.

This is a creepy picture to imagine and, as some dealers know, far

worse in reality. But it is a part of

the business, and because it is a part

of the business, rental dealers need

to be aware that in most states there

are statutes and health department

regulations pertaining to what must

be done to that mattress before it

can be legally re-rented. These are

not rental-purchase statutes. They
are health statutes, although the

Washington state rental-purchase
statute speaks directly to the issue

of renting used bedding in that

state.

removed "under penalty of law:' And running afoul of the mattress

rental laws can be serious business. Recently, a rental company in

Massachusetts agreed to pay a fine of $75,000 for failing to comply
with health department regulations relating to the commercial use of

used bedding.

The issue is one of health, and often the coverage of these regulations
extends beyond mattresses and box springs. The Texas statute

defines bedding as:

''A mattress, mattress pad, mattress protector, box spring, sofa bed,

studio couch, chair bed, convertible bed, convertible lounge, pillow,
bolster, quilt, quilted spread, comforter, cot pad, sleeping bag, lounge

chair pad, utility or all-purpose pad,
convertible stroller pad, bassinet pad,
bed rest and lounge-type cushion, or a

stuffed or filled article that can be

used by a human for sleeping or

reclining:'

These laws go far beyond the famous old laws

about mattress tags, which cannot be

PROGRESSIVE RENTALS
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Some state definitions are sufficiently
broad to pull in removable sofa cush­

ions, futons, and a few refer specifical­

ly to all upholstered goods that dealers

typically rent and re-rent.

Many of the statutes relating to used

bedding were written a long time ago,

when goods were less disposable and

used mattresses and other used items

were more likely to circulate in the economy.

Continued on next page
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Today, other than in Goodwill stores, an occa­

sional second-hand dealer, and rental-pur­
chase dealers, used bedding is not likely to

turn up commercially.
The intent of these early statutes was to

require the second-hand dealer actually to

sterilize all used bedding before reselling it,
either by using an autoclave or another pres­
surized process using formaldehyde. An auto­

clave, incidentally, is what doctors and den­

tists use to sterilize their instruments. It

would take a giant-sized autoclave to sterilize

a mattress, and it is simply not practical to

sterilize a mattress anymore, although some

hospitals may still be able to do it.

Nonetheless, that is the law in several

states-used bedding must be sterilized

before it can be re-sold or re- rented.

Other state statutes provide that bedding
must be sterilized or, alternatively, must be
treated in some other fashion approved by the

state's department of health. Advances in

chemistry over the years have allowed these
health departments to adopt rules permitting
sanitization through the use of chemical

agents instead of sterilization. These regula­
tions permit the treatment of used bedding

with approved chemical sprays which contain

cleaning agents, fungicides and insecticides.

Often, these regulations require those doing
the sanitizing to obtain permits from the

department of health and follow detailed pro­
cedures which may include keeping the used

bedding carefully segregated from all other
items in the store.

There may also be procedures relating to the

chemicals used, length of treatment, proper
ventilation of the premises used for sanitiz­

ing, record keeping, and tagging requirements
to show customers that the bedding is used
and has been sanitized.

A few state statutes have been modernized

specifically to allow for sanitization of used

bedding instead of sterilization. However,
rental dealers in states with statutes requiring
sterilization are at some risk if they merely
sanitize their used bedding. They are not at

huge risk if they do nothing.
Some dealers are apparently under the

impression that removable plastic zippered
mattress bags solve the problem. They do not.

These plastic mattress covers came along
after the sterilization statutes were enacted,
and there are no exceptions for mattresses

covered in plastic. The mattresses and their
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removable covers still must be sanitized and,
in theory, sterilized in sterilization states.

So, what is a conscientious rental dealer to

do? The first step is to find out what the law is

in each state where he is doing business. A

call to the state health department will usual­

ly do the trick. It is not unreasonable to ask

for a copy of the statute and any regulations
pertaining to the commercial use of used

bedding. Armed with this information, deal­

ers can decide for themselves whether saniti­

zation only is permitted or required and

whether they want to get into the sanitization

business or investigate the availability of

third-party suppliers of the service.

For some dealers in some states, however, the

whole issue of used bedding is simply too

much trouble for too few dollars. They already
have to deal with vermin in too many of their

rental returns, and the notion of mattresses

harboring "loathsome insects and pathogenic
bacteria;' to quote the Texas statute, is simply
too much. The solution for these dealers has

been either not to offer bedding at all, or to

sell bedding to rental customers instead of

renting it.

Texas, for example, allows sanitization with
chemical agents and sanitizing companies
must get a germicidal treatment permit from
the department of health. A number of Texas

rental dealers have gotten their own permits
and apply the germicidal treatments them­

selves in accordance with regulations issued

by the department of health.

A good case can be made to customers that a

mattress is worth buying because it moves

relatively easily, can be transferred to other

frames and, finally, can be used on the floor if
need be. In either case, the dealers do not

have to confront the issue of used bedding.
However, if rental dealers choose to deal with
the issue of used bedding, they must be aware

of the health issues involved. A company fail­

ing to heed these sanitation laws is subject to

a large fine from the state as well as signifi­
cant tort liability from a rental customer who
can prove he and his family contracted lice,
bedbugs or some communicable disease from
used bedding that the company negligently
failed to treat properly.
A call to the state health department should

provide answers to any specific questions
dealers may have about how to rent used bed­

ding legally and hygienically in their state.

Ed Winn is APRO's legal counsel and veteran

writer on industry issues. Brad Dennison, an

attorney at Rent-A-Center, provided research.
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Brett Stephens was a valued employee. He

started with GoodRentCo in 1991, rapidly
learning sales, collections and the adminis­
trative functions of your operation. He was

hardworking, bright, coachable and every­
thing you look for during the interview

process. In two years he earned a

promotion to store manager of

your Bigtown, Ga., store. He creat­

ed a great rapport with his cus­

tomers and employees, BOR grew,
profits reached an all-time high
and his operation prospered. Brett

was the heart and soul of
GoodRentCo in Bigtown.
Brett resigned Friday.
"I'm unhappy here;' Brett said.
''I'm leaving in two weeks for
OtherRentCo. The pay and the
benefits are comparable. My
friends say OtherRentCo is a great
place to work. My decision is

final"

You are shocked! Brett was one of your top
three managers. Bigtown was a problem mar­

ket for several years and Brett made it a top
performer. He was happy-at least, we

thought he was happy. Now he's gone. He's the
third manager to leave this month and we've
lost eight so far this year. That's half of our

management team. How will we make a 12-

store acquisition with low tenure and an inex­

perienced team?

-

Olce
big loss in BOR. Low turnover or long tenure

must be the cornerstones of your company
and its regional and store teams.

Bluntly stated, if you have high turnover, you
have unhappy employees. And, with unhap­
py employees, come unhappy customers, for

whom OtherRentCo waits ... just
down the street.

The old school of thought was: "This
is a retail business and retailers gen­
erally have high turnover. We are

accustomed to losing employees and
we rectify that by spending lots of
time recruiting:' In today's competi­
tive environment, that philosophy is
as sound as Attilla the Hun's man­

agement style.
In 1987, Remco realized turnover

was at a disturbing 180 percent after

experiencing a series of internal

problems. Like any rent-to-own

company, Remco felt the negative effects of
this turnover. Here are a few of the problems
that result from a high turnover in any RTO

operation.

Turnover and tenure are two of the most

strategic measurements of the health of your
business. They are an often neglected mea­

surement because they don't give you the
immediate "pain" of a weak profit month or a
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EFFECTS OF HIGH TURNOVER

It takes an experienced team to successfully
expand or acquire stores. If your average
tenure is less than two years for store man­

agers and less than four years for middle

management, you probably aren't ready to

expand.
Employees, even the tenured ones, will not

perform to their capacity when the company
has excessive turnover. Rapid turnover causes

the remaining employees to carry an addi­
tionalload. That load can, in turn, create

more turnover.

You will experience more accidents and high­
er insurance cost. One survey showed that 89

percent of all vehicle accidents involved

employees with less than one year of tenure.

Also, the cost of vehicle accidents is substan­
tial when you estimate $7,000 is the average
cost for bodily injuries and $3,000 the average
cost for property damage.
A higher incidence of service calls and more

expense results from poor product installa­
tion and instruction. One service call costs

approximately $60 to $90 and inexperienced
teams will generate many unnecessary ser­

vice complaints.
You will experience a higher charge-off and
idle inventory loss rate, since past-due prob­
lems and lost revenue result from inexperi­
ence in your collections team. Lost revenues

alone can cost you 3 percent to 10 percent of

your monthly gross revenues.

Training programs are ineffective when you
spend time and money developing people for
another company's benefit.

High turnover creates communications issues
with our customers. They don't trust the com­

pany when they can't talk to the former

employee who rented them the product or

made the delivery. Your company and our

industry can't afford to alienate customers.

Non-tenured employees haven't built the rela­

tionships and acquired the day-to-day, front­
line knowledge necessary to create referrals
and second-unit rentals. When a new employ­
ee is struggling to install a stereo, it's tough to

pitch referral business.

Your company must be known as a place to

find a career opportunity, not as a temporary
employment center. Quality applicants will
not respond to your employment advertising
if you have a reputation for high turnover.

Conflict thrives in an environment where
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employees are regularly terminated or resign­
ing. If your turnover is excessive, you will find

your staff dealing with the Wage and Hour

Bureau and the EEOC. Unemployment insur­
ance rates will increase and you may face

Why are people leaving GoodRentCo? Your

management team should be aware of the

major reasons they suspect are causing exces­

sive turnover.

What praise or criticism would your employ-

r-

)

What praise or criticisnl ""ould your enlploy­
ees have about the cOnlpany it:
asked in cont:idence? DeSign and
conduct a cont:idential survey to
deternline the issues. You n1ay need
to consult a third party to get can­

did and valuable results.

)

/

ees have about the company if asked in confi­
dence? Design and conduct a confidential

survey to determine the issues. You may need
to consult a third party to get candid and
valuable results.

After receiving the results of this survey, call a

meeting of your project team. Their input
from meeting with your employees, the sur­

vey and further discussion will allow them to

determine the five most important factors

required to build a productive work environ­
ment for your company.

What is your desired turnover percentage?
Develop high standards that result in quarter­
ly and annual improvements.
Announce the project to your employees: "We
have annual turnover of 155 percent. We are

going to implement programs that will reduce
this percentage to 120 percent by the end of
the year and to 60 percent within two years.
Experienced employees mean satisfied cus­

tomers and satisfied customers mean oppor­

tunity for all of us:'

There are many other things you can say, but

your team must know that you are personally
committed to increasing tenure.

Does your company have a drug-testing pro­
gram? Studies have proven that higher
turnover results when employees are not drug
free. More than 50 percent ofAmerican com­

panies now employ drug testing. Without

testing, your "welcome mat" is theoretically
out to drug users and the problems they bring
with them.

Have you established job descriptions, stan­

dards and values? Your people must be clear
about your expectations. They must know
what great performance is and which viola­
tions of your company's standards or values
will result in their termination. An orientation

should communicate this in the first days of
their employment.

}

r

more workmen's compensation claims.

Recruiting replacements is expensive when

you calculate the cost of losing a single
employee. Add the actual expenses for

recruiting, and calculate the cost of lost rev­

enue opportunities missed by new employees
lacking full product and program knowledge.
Experience shows the replacement cost of a

store manager to be anywhere between

$12,000 to $65,000. That's a blow, even at the
low end.

The project team at Remco was designed to

reduce turnover by creating a desirable place
to work, and did just that. Two years after the

project started, the combined turnover rate of
all store employees was 49 percent and store

management turnover was reduced to 20 per­
cent.

Changing the environment at Remco to

reduce turnover required tough and costly
decisions. A series of often turbulent meet­

ings, diversion of financial resources to the

project and widespread internal changes were

necessary to change the trend from turnover

to tenure. The effort required a passionate
commitment, from the CEO to each store

manager. Remco was rewarded with measur­

able benefits, such as BOR growth and profit
improvements. Just as significantly, an envi­

ronment was developed that co-workers

enjoyed. People were developing, learning and

increasing their earnings. Seeing the impact a

"well" company makes on the lives of employ­
ees certainly made the project worthwhile.

Here are some of the questions and sugges­
tions your management team must contem­

plate if you have turnover issues to resolve:

REDUCING TURNOVER

What is the turnover percentage at

GoodRentCo? Do you currently have an accu­

rate measurement system? If not, develop a

report which gives you monthly information
for each employee position.
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Do you have a quality training program that
fits your company's needs? Exit interviews
show the major complaint of ex-employees to

be, "I was not adequately trained, as

promised. It was strictly learn as you go:'
Training should be specific for each function
that occurs in your stores. Utilize skilled
trainers who have "been there and done that:'

Implement testing to validate the knowledge
of your employees and keep a training index
to measure each store's percentage of trained

employees. Interviewing skills should be part
of your management training.
Do you take advantage of a personality profile
which evaluates the potential and "fit" of your
applicants? Pre-employment evaluations like

Computer Diversified Service's profile can

reduce hiring errors. These profiles can be
customized to match the characteristics of

your most successful managers, as well as

provide training and development sugges­
tions.

Examine your termination policy. Develop a

standard that requires both written and ver­

bal counseling prior to termination. Often,
managers are unskilled at coaching employ­
ees to improve performance. They, together
with their supervisor, should review potential
terminations and work to establish methods
of improving a marginal employee.
How do your managers perceive a termina­
tion? If they see a termination as a failure of
their recruiting and leadership ability, they'll
work much harder to improve the employee's
performance. Great managers take a stand for
their people, and they take it personally if a

good employee resigns or has to be terminat­
ed.

How does your compensation plan compare
to rental stores and retail in general? Are your
employees being fairly compensated? The
APRO compensation survey provides a

benchmark. If you cannot afford pay increas­

es, develop incentive programs that reward
when key results improve.
Show respect and confidentiality toward ter­

minated employees. If you and your manage­
ment team speak negatively of former

employees, current employees will notice.

Again, helping your managers to understand
termination as being, possibly, their failure
and not the failure of the employee, increases
tenure.

Use exit interviews to determine the reasons

employees leave your company. Communicate
the results to your project team and man­

agers.
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Does your company maintain a relaxed

atmosphere or is the fear factor keeping your
employees from being happy and productive?
Do you offer activities and outings at compa­
ny expense to build relationships between

management and the store teams?

JUDGMENT DAY

When the roll is called to evaluate the success

of your business, stockholder return and
financial success will obviously be a critical
measurement. However, your success and

legacy will be incomplete unless employees

can honestly say, "GoodRentCo is a great place
to work. I know I'm a better person since join­
ing this team because I've learned, developed
and contributed toward its growth as a suc­

cessful company:'
Bill Sleep is a consultant to the rental-purchase
industry. He held many managementpositions
at Remco over the past 22 years, including vice

president ofoperations, VP offranchising, and
VP ofdevelopment and support services. You

may contact Sleep at Creative Business

Solutions, (713)578-8020.
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Quality RTO
Reading·

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

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

in-depth articles on industry issues
and profiles on the

entrepreneurs-both past and

present-who help make the RTO
business interesting.

APRO members receive

Progressive Rentals automatically as a

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

rental-purchase industry, and want

to reap the full benefits of

membership, call the APRO offices at

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

subscription form to APRO at:

9015 Mountain Ridge Dr.,
Suite 220

Austin, TX 78759 �
,-

- - - - - - - - - -

--,
, 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---------

Sig nature __
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During the convention, shuttle buses ""ill
run back and I=orth bet""een the
hotel and the convention center, I=or

your greater creature cOnll=ort, it
being August and all.

Continued from page 34

Rene Robert Cavalier, Sieur de la Salle, and his

companions were the first Europeans to sail
down the Mississippi to its delta, boldly
claiming (as was the custom of the day) "all

the land drained by the Mississippi" for
France. The French Quarter, site of the origi­
nal colony, was founded in 1718 by the French

on a sliver of high ground situated in the

great bend of the river, between it and Lake
Pontchartrain. (A former French crown

colony, Louisiana is the only state in the

United States that still bases its civil law on

Roman rather than Anglo-Saxon law.)
Over the next two decades, the city was

shaped by both the French and the Spanish,
each of whom ruled it at various times, and

by the Americans who came down the

Mississippi after the Louisiana Purchase in

1803. Although much of the city was

destroyed by fire in 1788 and 1794, its strate­

gic location made it worth rebuilding.
The early inhabitants were uneasy neighbors.
The citified Creoles and the rural Cajuns, both
of French descent, regarded the Americans

with suspicion and disdain, and the city's
Canal Street marked the boundary between

warring factions. Relatively isolated from out­

side influences, the city grew neighborhood
by neighborhood as sugar plantations were

sold and subdivided, establishing a growth
pattern that differs from the usual trend of

growing outward from a central core.

Today, New Orleans retains much of its early
architecture and Old World charm. If you
want to check out some of the city's attrac­

tions for yourself, you can get tourist informa­
tion from the New Orleans Metropolitan
Convention and Visitors Bureau at 1520 Sugar
Bowl Dr., New Orleans, La., 70112; (504)566-
5019; e-mail address:pubaff@nawlins.com.
For the really up-to-date approach, you can

find the tourist bureau on the Internet at

http://www.nawlins.com.
NORTH IS NOT NORTH

One thing that will help you get around is the

knowledge that north is not north and west is

not west-at least not here. For most purpos-
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es, directions are given in terms of the

Mississippi. Down river is downtown, upriver
is uptown. Toward Lake Pontchartrain is lake­

side, and toward the Mississippi is riverside.

Your 1996 convention headquarters hotel, the

New Orleans Hilton Riverside, is located on

the banks of the Mississippi and is, ta-da,
riverside. It adjoins the Riverwalk

Marketplace Mall and Ernest N. Morial
Convention Center, where much of this year's
convention activity will take place. The Hilton

is within comfortable walking distance of the

Mall, convention center, the fabulous

Flamingo Casino, the Aquarium of the

Americas and IMAX 3D theater, and the
French Quarter.

During the convention, shuttle buses will run

back and forth between the hotel and the con­

vention center, for your greater creature com­

fort, it being August and all.

Convention registration starts Saturday, Aug.
10, at 2 p.m. at the convention center, but the

official kickoff event, as usual, is the

APRO/Joe Eason Golf Tournament at Oak

Harbor Golf Club. Board buses at the Hilton

Bus/Tour Entrance at 6:30 a.m., so you won't
miss the shotgun start at 8 a.m.

Oak Harbor was nominated by Golf Digest as

"America's Best New Course of 1992;' and it

has gotten better and better with each passing
year. Inspired by Pete Dye, this course was

sculpted from 6,896 yards of north shoreline
and designed by Lee Schmitt to both awe and

challenge you. The $50 tournament entry fee
includes cart, but you must register and pay
in advance on the APRO registration form.

Space is limited, so sign up now. (APRO mem­

bers may donate their fees to the APRO

Political Action Committee, by personal check
made out to APRO PAC.)

Registering early is a best bet anyway, because
if you call in your hotel reservations to the
Hilton by June 3, you become eligible to win

your room absolutely free. A drawing will
determine the winner, whose name will be
announced at the convention. APRO has
reserved a block of rooms at a special conven­

tion rate of $110 single/double, but that rate is

guaranteed only through July 1. When calling
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to reserve your room, be sure to mention that

you are with APRO to get the special rate.

Now is also the time to book your travel with
American Airlines for special savings. You or

your travel agent may call Conventions in
America at 1-800-929-4242 (refer to Group
No. 680) or call American at 1-800-435-1790
and refer to Starfile No. 59086AB. By purchas­
ing tickets through Conventions in America,
you automatically receive $100,000 in free

flight insurance and become registered for a

bimonthly drawing for two round-trip airline
tickets. Your rental car can be had at dis­
counted rates if booked through Alamo Rent

A Car. Call Conventions in America at the
number above or Alamo at 1-800-732-3232

(refer to Group No. 77274, Rate Code GR).

HOME SWEET HOME

Well, no sooner do you get there than APRO
sends you back home. That's right. This year's

-

welcome cocktail reception on Sunday
evening is called "Livin' in America:' It's a cel­
ebration of the diversity of America, and
here's how it works: When you arrive, a "con­
ductor" directs you to the section of the ball­
room depicting your part of the country. Each
area will be decorated with familiar land­

marks, so you'll feel as if you never left. It's the

perfect opportunity to make the acquain­
tance of your neighbors. Complimentary light
hors d'oeuvres and open bar, sponsored by
HTP International, will help make you glad
you came.

APRO gets serious on Monday morning with
its general session and business meeting at

the convention center. Keynote speaker Frank

Abagnale will inspire you with his story,
"Turning Points: A New Beginning;' a lesson
in adapting to the changes and challenges
presented by the rental industry and life in

general. The author of Catch Me IfYou Can,
Abagnale is an expert on the detection and

nal fraud protection, diversifying your rental

business, building teams that work, and alter­
native dispute resolution. Other seminars will
cover the basics of the stock market, develop­
ing a company newsletter, planning your cor­

porate future, and simplifying employee
training.
You'll get a 1996 legal, tax and accounting
update from APRO General Counsel Ed Winn
III and Wayne Chambers of Amigo Rentals,
and APRO Public Affairs Director Richard

May will introduce you to Gus, the barrel­
chested pooch who symbolizes APRO's
national public relations and industry image
campaign. The convention will be the first

opportunity for many dealers to meet Gus
firsthand and to order the new rental-pur­
chase video introducing the APRO Seal of

Integrity, as well as to view supporting mate­

rials, such as point-of-rent posters and signs
and refrigerator magnets.
The image enhancement campaign goes hand
in hand with the industry's government rela­
tions efforts, which will be reviewed by APRO

Government Affairs Director Ron Waters and
Chris Korst of Rent-A-Center. With so many
changes during the industry over the past
year, you won't want to miss this important
update.
WHERE'S THE PARTY!

Monday night brings Parti Gras, the Mardi
Gras celebration without the crowds. (During
the real thing, the five main truck parades
feature more than 15,000 masked celebrants
on the floats alone.) The APRO version takes
off when the buses roll from the Hilton at

Continued on page 54

Cafe du Monde is a traditional stop in New Orleans' French Quarter.

prevention of white-collar crime. GE

Appliances sponsors a complimentary conti­
nental breakfast to get you off to a good start.

After elections and general business, the

assembly adjourns for the trade show ribbon­

cutting at noon in the convention center
exhibit hall. As in previous years, this year's
trade show is free and scheduled to avoid
conflict with other convention events. This is

your best opportunity of the year to talk with
vendors serving the rental-purchase industry,
to see what's new, to make your ideas and
views known, and to establish valuable busi­
ness contracts that will serve you throughout
the year. This year's trade show is open from
noon until 5:30 on Monday and 9 a.m. until 1

p.m. on Tuesday and Wednesday.
SCHOOL DAZE

It wouldn't be a convention without some

time spent in the classroom. This year's semi­
nar schedule is better than ever, with semi­

nars covering the 1996 industry survey,
selecting good employees, networking, inter-

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.
Callus today and ask about our Special 1995

M

;�;;;;;;;S
l(SOO)VAN-CUBED(826-2823)
(615)447-2187

* Leasing programs also available.

PROGRESSIVE RENTALS
A·PR:) Associate Member since 1 994
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training for your account representa­
tives and proven marketing strate­

gies. If you are concerned about

extended-term availability, start-up
costs issues, Jerry Bogo Company
representatives can create a program
to meet your specific needs.

Stop by The Jerry Bogo Company
booth (NO. 435) at APRO'S August
trade show, or call the home office at

1-800-251-7640.

PHILIP M. BELL COMPANY

If you're in the market for dining
room furniture, pass by the Philip M.

Bell Company booths (Nos. 427 and

526) at APRO's trade show and take a

look at the handsome Belaire

Collection. The dining room table

with chairs comes in a warm oak or a

light, bright wash finish.

The hardwood table features double­

thick oak veneer, while the side

chairs with upholstered seats are

made extra comfortable by a slightly
curved slatback design. If you can't

wait until August to check out this

line, call Philip M. Bell Company
direct at 1-800-686-0102. Philip M.

Bell Company has been an APRO

Associate Member since 1985.

IC SYSTEMS, INC.

Sure, you can run out and buy a line

of rental computers for your store at

a dozen different places in town. But,
chances are, you'll find yourself hold­

ing boxes of wiring and switches a

month or so later.

Before you throw down a chunk of

cash for personal computers that

may become obsolete next week,
check out the customized line of per­
sonal computers offered by IC

Systems, Inc., manufacturer of per­
sonal computer systems, based in

Clearwater, Fla. An APRO Associate

Member since 1994, the folks at IC

Systems have studied the rental-pur­
chase market and know what you
need.

AG Beeper Accessories, under the

guidance of general manager Peter

Neufeld and president Hank

Goradesky, has increased its unique
product line to more than 2,000

items, and AG offers fashionable dis­

play centers, as well. If you can't wait

until the APRO trade show, call AG

Beeper Accessories at 1-800-583-

2423. Ask about the 32-page, full­

color catalog, and see what new and

hot to help increase your BOR.

Also on display will be the Pocono

Manor Collection full bedroom suit.

For the youngsters, check out the

Scallop honey pine-finished bunk

beds. The handsome bunk beds can

also be easily converted to a pair of

twin beds.

Stop by the IC Systems booths (Nos.
432 and 434) at the APRO trade show

in August take a look at IC Systems'
popular Multimedia Pentium

Computers designed to meet the

demands of the rental market.

System features include larger hard

drives, expandable motherboards

(up to 128MB of RAM), quad-speed
CD-ROM, internal fax/modems, 25-

watt stereo speakers and Windows

95.

And the product is just half of the

deal with IC Systems. Luis Lugo, vice

president of sales and market devel­

opment with IC Systems, says his

company specializes in easy-to­
upgrade computer systems, and

diagnostic support is available six

days a week with a toll-free tele­

phone call.

If you'd like to discuss a deal with IC

Systems before the trade show, call

(813)799-4418. Easy financing terms

are available to qualified dealers.

FRISCO MANUFACTURING CO.

Jeff Holmes, President and CEO of

Frisco Manufacturing Company,
wants APRO dealers to stop by his

company's booths (Nos. 806, 808 and

810) at the New Orleans trade show

to check out three lines of bedroom

furniture Frisco will be featuring for

the rental-purchase market.

Frisco will feature its rustic pine
Winchester Country Collection,
which includes a gallery hutch mir­

ror, dresser, chest of drawers, a two­

drawer night stand and a bed with

footboard and mirror headboard.

Frisco, based in Frisco City, Ala.,

joined APRO as an Associate

Member this year. If you can't make it

to the APRO trade show, give Frisco a

call at (205)267-3111.

AG BEEPER ACCESSORIES

The popularity of the paging indus­

try is phenomenal, and it's one of the

hottest communications tools in use

today. A survey conducted by
Economic and Management
Consultants International, Inc., pre­
dicts the total number of pager users

will top the 35-million mark by 1998.

So many folks use pagers as a conve­

nient way to stay in touch, that many
are making fashion statements with

their beepers. That's where AG

Beeper Accessories comes into the

picture. What better way to compli­
ment this growing industry than by
offering eye-catching, stylish and

attractive accessories? A Beeper
Accessories has carved out its niche

in the marketplace by offering the

latest in high-quality pager and cel­

lular accessories at value prices.
When searching for products at the

APRO trade show in New Orleans,

stop by the AG Beeper Accessories

booth (No. Ej37) and check out the

exclusive, hand-painted Design Air™

line, which features airbrushed hous­

ings and clips. Also, check out the

wide selection of leather cellular

cases and roll out wallets that hold

and protect pagers.

RES MARKETING

RES Marketing, Inc., is a National

Distributor consisting of five dis­

tinct, yet integrated divisions: Rent

To Own Accessories, RCA/GE O.E.M.

Parts, Electronic Accessories,
Audio/Video Communications and

Appliance Accessories. Having such a

solid and diverse product representa­
tion enables RES Marketing to offer a

unique distribution service for the

rental-purchase industry.
RES Marketing, based in Tampa, Fla.,
has been an APRO Associate Member

since 1995. RES Marketing carries an

extensive product line from anten­

nas, connectors and cords to

remotes, chemicals and shirts. With

more than 250 SKU accessory items

available to the rental-purchase
industry, the folks at RES Marketing
say they are the "one-stop-shop" for

multiple vendors.

Visit the RES Marketing booth (No.
713) at the APRO trade show in New

Orleans in August, or call 1-800-444-

7304.

JERRY BOGO COMPANY

Jerry Bogo Company is one of the

nation's top diamond importers and

prime jewelry manufacturers. Based

in a 20,OOO-square-foot home office

in Chattanooga, Tenn., Jerry Bogo
Company boasts of a service-orient­

ed national sales force and a state-of­

the-art manufacturing facility.
When you decide to stock your

rental-purchase store with a jewelry
line, you may want to consider the

turn-key package Jerry Bogo
Company offers. A one-stop shop­
ping trip, the company offers show­

cases, display materials, advertising
materials, high-quality product and

access to jewelry industry experts.

The Jerry Bogo Company diamond

jewelry program offers prompt ser­

vice, total factory support, in-store

servicing by the national sales force,
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their well-earned reputation up in

Benton Harbor, Mich. They're always
working on something new.

An APRO Associate Member for 15

years, Whirlpool will be showing off
its 1996 Laundry E-Line at APRO's

upcoming trade show (Booth No.

405). Account Executive Tom

Kitchens reports that Whirlpool has

managed to increase capacities and

improve the styling and performance
of its always-impressive products.
Look for the new Cycle Logic™
Laundry System, featuring the
LSR5233E washer and the LER5848E

dryer. Color coded controls make

washing and drying clothes easy.
Even the kids can sort colors and

fabrics and pick water levels and

temperatures.

Whirlpool also manufactures The
Water Saver™ Washer (LSS9244E),
which gives the traditional, deep
rinse with the Standard Rise Option,
but also uses 40 percent less water

when switched to the Spray Rinse

Option.
Don't forget to look at the Quiet Wash
Washer™ (LSL9355E), which is 20

percent quieter than other Whirlpool
Brand washers, and the Easy Clean
100™ Lint Collection System, which
is featured on two dryer models

(LEL7646 and LEL8858E). Imaging
drying 100 loads before cleaning out

the lint basket.

For more background on the new

laundry developments at Whirlpool
Corporation, or an update on the

many other Whirlpool Brand appli­
ances, call Tom Kitchens at (616)923-
2417.

SOUTHERN RINGS

Why will the Southern Rings repre­
sentatives be smiling wide at the

APRO trade show in August? One

reason is that it's only a 10-to-15-

minute drive from their Metairie,
La., home office to the Ernest N.

Morial Convention Center. But the
main reason will be that they have a

bold plan to introduce their jewelry
program to rental-purchase dealers.

"Keep It Simply Simple;' is the 1996

theme for the Southern Rings jewel­
ry program specially designed for
the rental-purchase industry. This
innovative program includes train­

ing designed and conducted by the

SPECIAL EXHIBITOR SECTION, APRO '96: ROLLIN' ON THE RIVER
LEA INDUSTRIES
Lea Industries, an APRO Associate

Member since 1991, offers rental­

purchase dealers some of the classi­

est and stylish designs available.
When visiting the Lea Industries
booths (Nos. 616 and 618) at APRO's
show in New Orleans, you will not be

disappointed by the Traditional

Keepsakes and Family Legacy bed­

room collections.

The Traditional Keepsakes line

(Series 544), inspired by the heir­
loom oak furniture handed down
from generation to generation, has a

rich, harvest oak finish, highlighted
by brass hardware with a pierced
backplate. The poster bed features a

broken pediment headboard with

intricately turned posts and graceful,
shaped molding.

Family Legacy conveys the style,
grace and balance that was the trade­

mark of the 18th century craftsman.
A rich, deep cherry finish is high­
lighted by brass hardware, while

flowing lines combine to create a

timeless furniture design. Family
Legacy offers both master bedroom
and youth correlate design.
All pieces from these collections fea­
ture wood veneers tops with wood­

grain finished edges and sides. All

pieces are covered by Lea Industries'

3-year limited warranty.
If you can't wait until the August
trade show, you may call Terri Davis

at (910)888-6319 for more informa­

tion.

NIKKO TECHNOLOGIES
NIKKO has revolutionized home the­

ater in the rental-purchase industry
with the NHTlOOO, NHT2000 and
NHT3000 home theater systems.
NIKKO Technologies, has been an

APRO Associate Member since 1995.

The NHTl 000 and NHT2000 both

include five speakers and incorporate
an Active Logic Surround Sound

amplifier in a stylish TVNCR cabi­

net. To cut down on hassles after

delivery, the NIKKO home theater

systems come pre-assembled in one

box and are simple to install and

operate.

The NHT3000 is very similar to the

first two models, except it offers
more power with a 75-watt Dolby®
Pro Logic amplifier and six speakers.
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In addition to its home theater line,
NIKKO is introducing its Power

Tower™ products (NPTlOO and

NPT200). These one-of-a-kind prod­
ucts allow users to hook up any
audio source, and convert the source

into a powerful, 30-watt, three­

speaker sound system. The amplifier,
speakers and subwoofer are housed

in, or connected to, a black tower,
which serves as an attractive and

practical stand for the consumers

audio equipment.
Pass by the NIKKO Technologies
booth (Nos. 133 and 135) at the
APRO trade show in August, or call a

customer service representative at

(514)683-1771.

MANIFESTATIONS, INC.

As furniture has become the hottest

product in the rental-purchase
industry, furniture accessories have

also become a booming business.
The folks over at Manifestations,
Inc., have developed artwork that
doesn't just hang around the store.

Manifestations artwork gets added to

the rental contract.

When you stop by the Manifestations
booth (Nos. 518-520) at APRO's trade

show in New Orleans, ask to see the

Magic Effects™ line of wall art.

Magic Effects™ pictures appear to

come to life and changes with the
time of day. Designs range from
marine life art by Christian Riese

Lassen, to traditional English Tudor

cottages by Carl Valente, to contem­

porary art by Klimt.

If you can't wait for the August trade

show, call Manifestations toll-free at

1-800-222-3645 to learn about the

company's full line of wall art and
other products and services.

IMAGES FURNITURE
"You will be impressed:'
So says Images Furniture's sales

manager, Amin Ali, who will be

showing his company's line of ready­
to-assemble furniture at APRO's
trade show this August (Booth Nos.

124 and 126). Images manufactures
furniture such as audio/video stands,
entertainment centers, coffee and
end tables, and computer desks. The

company is based in British

Columbia, Canada.

"We manufacture and distribute our

own products, which guarantees you

the finest quality, best prices and
excellent service;' Amin Ali says.
"Also, purchasing Canadian-manu­
factured product in U.S. dollars gets
you more for your money:'
For more information about the
entire Images Furniture line, call

( 604)576-8004.

SANYO FISHER

Sanyo Fisher (USA) Corporation, an

APRO Associate Member since 1987,
will once again be showing a wide

range of its cutting-edge home elec­
tronics products at the upcoming
APRO trade show (Booth Nos. 118-

120).
When you stop by the Sanyo Fisher

booth, check out the ASR-M50

home-theater quality surround
sound audio shelf system. The ASR­

M50 has a Dolby® Pro Logic®
Processor/Amplifier with surround
sound speakers.
Also, take a look at the different mini

shelf home stereo systems (DCS­
M300, DCS-M400 and DCS-M480),
which all include the most up-to­
date stereo features. For the highest
of high-tech listening pleasure,
there's the DCS-5160, which includes
a 60-disc capacity CD player, a dou­
ble cassette deck, powerful speakers
and a remote control system.

Sanyo Fisher offers a tremendous
line of audio/video receivers and

large audio component systems. If

you'd like to check out the Sanyo
Fisher product line, call the

Chatsworth, Calif-based company at

(818)998-7322. If you're surfing in
the Internet, stop by the Sanyo Fisher

(USA) Corporation home page:

http://www.audvidfisher.com.
WHIRLPOOL CORPORATION
Sure, Whirlpool Corporation has

always been about quality, innova­

tion, durability and good prices. But

don't think they are just sitting on
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experts at Southern Rings, simple or

elaborate displays to meet your spe­
cific in-store needs, a consulting pro­

gram to help steer your marketing
and promotional efforts.

In addition to those regular services

Southern Rings is proud of its

Partnership 50/20 Gold Program and

its Alternative to Gold Program. In

the Partnership program, a rental

dealer can buy 50 pieces of fine

Southern Rings jewelry at special
terms, then receive 40-percent
more-which is 20 more pieces on

consignment. This is a program that

can pay for itself. In the Alternative

to Gold Program, most items will be

delivered to your store within 24

hours.

Southern Rings will occupy Booth

Nos. 704 and 605 at the APRO show.

If you need more information on

starting up or improving a jewelry
program, give Southern Rings a call

at 1-800-826-8812. Callers in

Louisiana should dial 1-800-325-

1662. Southern Rings joined APRO

as an associate member in 1991.

NATIONWIDE CLUB
ADMINISTRATORS

Nationwide Club Administrators,
Inc., can assist you in designing a

customized private label "Customer

Retention" Club Program.
With your own customized Club pro­

gram, you can easily add, delete or

modify benefits in response to your
current corporate strategy and

changing marketing conditions.

Nationwide Club Administrators

knows the unique nature of the

rental-purchase industry, and has

been an APRO Associate Members

since 1984. Representatives will be at

the APRO trade show in New

Orleans.

A full spectrum of customized

opportunities are available for your
selection ad design. Nationwide's

computer system has been set up to

allow maximum flexibility. At your

option, Nationwide can track mem­

bers from the initial rental date until

payout or termination of agreement.
It's a virtually paperless management
system.

The Club program requires no capi­
tal, inventory, overhead or employ­
ees; it's efficient and value driven. If

you are interested in increasing your
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gross revenue and generating new

net profits, call Nationwide at 1-800-

771-2582.

ACCESSORY RTO's
No matter your company's size,

Accessory RTO's has the services,

products and expertise to help
increase your rental dollars. Doug
and Sara Weiskopf have a wide vari­

ety of unique packaging and special­
ized add-on products.

Accessory RTO's can help you to cus­

tomize paintings to match your

upholstery lineup, package your

lighting, and customize your line of

silk plants, florals and trees.

Stop by the Accessory RTO's booth

(No. 727) at the APRO trade show in

New Orleans and let the Doug and

Sara describe their many programs.

FASHION CRAFT JEWELRY CORP.

Fashion Craft Jewelry Corp. is cele­

brating its 65th anniversary in the

business of manufacturing fme jew­
elry. That means they are doing a lot

of things right.
In 1988 Fashion Craft began servic­

ing the rental-purchase industry, and

a whole lot of rental dealers have

been doing very well ever since. Rich

Anderson, Fashion Craft vice presi­
dent and member of the APRO

Vendor Relations Committee, has a

strong background in rental-pur­
chase company management, so he

knows what rental dealers are look­

ing for and what they need to score

healthy profits.
Not only does Fashion Craft spend
tremendous resources researching
and developing fine jewelry, but the

company also continues to develop
several programs to custom-fit any

rental-purchase store. The past four

years have seen many innovative

developments, including season

advertising kits from Fashion Craft's

in-house marketing department,
programs to assist dealers with

inventory control, and security pro­

grams, such as serial-number track­

ing and recovery assistance.

Fashion Craft's 1996 efforts will fea­

ture rotating ring samples for dealers

and intensive maintenance of in­

store displays. New items for 1996

include 10- and 14-karat Italian gold
chains and bracelets, watches, jewel­
ry cases, interiors, case lighting and

accessories. Of course, Fashion Craft

continues to offer its standard high
quality services, as well, such as

training programs on video and

wide-open lines of communication.

Fashion Craft will be in Booth No.

612 in New Orleans.

If you can't wait until APRO's August
trade show to join the Fashion Craft

team, call Rich Anderson at 1-800-

877-7907. Fashion Craft will also be

showing at state association meeting
in Indiana, Missouri, Ohio, Texas,

plus a few others.

FRAENKEL COMPANY
Fraenkel Company, established in

1959 in Baton Rouge, La., is an

employee-owned Furniture manu­

facturing and distribution operation
serving the needs of more than 2,000
retail and rental-purchase stores

across the southeast. Fraenkel has

been an APRO Associate Member

since 1991.

From mattresses to upholstery, from

casual dining to occasional tables,
Fraenkel offers it all. Just as impor­
tant, Fraenkel can deliver the high­
quality goods at affordable price
points. With a fleet of more than 40

semi - trailers (45-footers), Fraenkel

can ship to anywhere in its service

area, at least once a week. Fraenkel's

distribution centers are in Baton

Rouge and Olive Branch, Miss.

Fraenkel has a dedicated sales force

of 19 men and women, and the com­

pany offers full advertising support.
The gang at Fraenkel says "Service" is

their middle name. Make them prove
it by visiting their booth (No. 817) at

the APRO trade show in August, or

call a sales representative at

(504)275-8111.

TOTAL PACKAGE MARKETING

Total Package Marketing, an 18-year­
old New Jersey-based marketing and

communications company, is enter­

ing the rental-purchase industry in a

big way. When TPM joined APRO as

an associate member earlier this

year, they made a commitment to be

a one-stop shopping opportunity for
rental dealers looking for help in

marketing, advertising and promo­
tions, according to TPM vice presi­
dent Julie Salazar.

Salazar, who was brought on-board

by company president Ed

Brandhorst, has 12 years' experience
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in the rental-purchase industry. "The

RTO industry really needs a one-stop
shopping opportunity, a company
that can bring all components
together;' says Salazar who will head­

up the rental-purchase division.

Advertising, design, printing, news­

paper and most importantly, direct

mail data-base management capabil­
ity"
Total Package Marketing will cus­

tom-fit a program for companies of

all sizes. Stop by the TPM booth (No.
537) in New Orleans, or call Salazar

at 1-800-394-1 TPM, extension 25.

SEARS CONTRACT SALES

Even in an era of diminishing house­

hold cleaning time, vacuuming
chores are a continuing routine.

Everyone vacuums. That's why the

industry has shown consistent

growth since 1991-with approxi­
mately 11 million vacuum units sold

in 1995, and a projected 15 million in

1996.

If you're not renting vacuums, maybe
you should be. Floor care is consis­

tent; there are no seasonal fluctua­

tions. Dollars per square-foot gener­
ated by vacuum cleaner sales and

rentals are higher than televisions,

major appliances and small electric

appliances.
Al Zagorniak is the man to see at the

Sears Contract Sales booth when

you're shopping the APRO trade

show in New Orleans. Zagorniak
knows how the rental-purchase busi­

ness operates, and he can show you
how to increase your BOR with his

floor care products. Zagorniak will

be touting the new Kenmore Brand

upright vacuum models, which fea­

ture the exclusive Powerl'ath'"

System for hassle- free cleaning.
If you can't catch Zagorniak at the

APRO trade show (Booth No. 100),
but you still want to know how to

transform four feet of floor space
into money-making real estate, call

him at 1-800-359-2000, Press 3,
extension 2199.
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2000 allow you to virtually transfer

money from the customers' hands to

the bank, cutting out levels of people
in between.

SPECIAL EXHIBITOR SECTION,APRO '96: ROLLIN' ON THE RIVER

THOMSON CONSUMER ELECTRONICS

(RCA)
Thomson Consumer Electronics, an

APRO Charter Associate Member, is

changing entertainment. Again.
At APRO's New Orleans trade show,
Thomson will introduce the new

ColorTrak Plus™ Stereo Monitor­

Receiver, which can actually skip
commercials.

Additional features on this unit

include: Optimum contrast screen;

Master Touch"; 43-button universal

remote; multi-language on-screen

display; a five-jack audio/video mon­

itor panel; an on-screen clock,
including sleep and alarm timers;
and channel labeling.
Stop by booth No. 305 and visit

Thomson Consumer Electronics
RCA/GE. Witness the cutting-edge
developments that will be the future

of entertainment in the rental-pur­
chase industry.
GE ApPLIANCES
An APRO Associate Member since

1992, GE Appliances committed
tremendous resources-financial
and personnel-to develop high­
quality, durable merchandise for the

rental-purchase industry. The mighty
effort succeeded.

The $70 million redesign program
has produced superior washers and

dryers that meet the tough demands
of the rental-purchase industry.
Features include: 3.2 Super Capacity
Washer, which is largest in the rental

industry; PermaTuflI™ interior bas­

ket; ArmorGuard protection; color lid

instructions; 100-percent front ser­

viceable; QuickSet installation and
much more.
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Visit booth No. 203 at APRO's August
trade show and experience the future

oflaundry products by GE

Appliances for the rental-purchase
industry.
MAGNAVOX
Who said "

... you can't please all the

people all the time:' Obviously no

one who has seen the AV2767AI, a

beautifully compact home entertain­

ment center from Magnavox.
The AV2767AI, which will be shown
at the APRO trade show in New

Orleans (Booth No.411), has a 27-

inch color receiver/monitor with
Smart Picture, Smart Sound,
MTS/SAP Stereo Sound with dbx®

noise reduction and trilingual on­

screen menu display.
If that's not enough, then check out

the remote control audio system,
which features a five-disc carosel

changer, dual stereo cassette decks,
and a digital quartz AM/FM stereo

tuner with 30 pre-sets.

Anyone who wants this fantastic sys­
tem on a budget will want the

AV2767AI, made by Magnavox.
HOWARD MILLER CLOCKS
Howard Miller is America's largest
supplier of clocks and the fastest­

growing curio resource to the rental­

purchase industry. Howard Miller

has been an APRO Associate Member
since 1995.

As rental customers continue to

demand more home accessories that
offer significant values and up-to­
date styling,Howard Miller is

responding with updated styles and
lower prices on high-quality clocks
and curios.

While at the APRO trade show in

New Orleans, stop by the Howard
Miller booth (No. 534) to check out

the grandfather clocks in the

Kingston, Kenworth, Irvingham,
Ingleton and Nottingham collec­

tions. Howard Miller is offering spe­
cial prices on these clocks until May
31. Call Caryn VanDam at (616)772-
9131, extension 285.

RENTAL INFORMATION SYSTEMS
APRO Associate Member Rental

Information Systems will make its 12

appearance at the APRO trade show
this year. Rental Information Systems
will be exhibiting its RAM System
Software for rental, retail, corporate

and accounting procedures.
Rental Information Systems began
developing software for its own

needs in 1978, and the company is
still a sister company to a chain of
nine rental-purchase stores in three
states.

Available software systems include

programs that handle rent-to-own,
rent - to- rent, cash sales and retail

credit sales. Some new features of the

RAM System include payroll time

and attendance, interfaced with cor­

porate payroll module; purchase­
order system; bar-coding; service

module and vehicle maintenance.
There is also an automatic dialing
system that will enhance collections
for a store owner, as well as the new

paperless commitment system.
Rental dealers are welcome to stop by
the Rental Information Systems
booth (No. 125) and put the RAM

System to the test.

MCGUNN SAFE COMPANY

If your looking to beef up behind­
the-counter security at your rental

store, stop by the McGunn Safe

Company booth (No. 439) in New

Orleans and take a look at the Smart

Safe Bill Reader 2000. This Smart

Safe is an electronically-controlled,
time-delay safe that also serves as a

cash vending machine. This product
can cut down the time it takes to cre­

ate cash drawers and make change.
Let the safe count deposits and track

every penny that comes into the

store.

Through a specific access code, the

Smart Safe Bill Reader 2000 dispens­
es money, keeps track of the balance

and can communicate with you in

three languages-English, Spanish
or French. The Smart Safe Bill Reader
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One Smart Safe option allows you to

track your last 8,000 transactions,
with a printed record. You can have

the Smart Safe Bill Reader 2000 pro­

grammed to meet your specific secu­

rity needs. You may reach a McGunn

Safe Company representative by call­

ing 1-800-298-2816.

TOSHIBA

Douglas Jones, regional sales manag­
er for Toshiba America Consumer

Products, believes the Toshiba

TP48E50 is a great color television

for the rental-purchase market.

Stop by the Toshiba booth (No. 311)
at the APRO trade show in August to

test the 48-inch projection TV. Other

features on the TP48E50 include a

built - in protective shield, single­
tuner Picture-In-Picture; short focus

system; high-contrast, dark-tint

screen; digital convergence; 800 lines

of horizontal resolution; a 42-key
universal remote; three-language on­

screen display; and front surround.

For more information on this or any
other Toshiba product, call Jones at

(214)404-0691.
UNIQUE DINETTES
It doesn't take a genius to figure out

what they do best at Unique Dinettes,
Inc. It will, however, be a sign of

intelligence if you stop by the Unique
Dinettes booth (No. 635) at the APRO

trade show in New Orleans. Dinettes

are hot in RTO.

Two models that Unique Dinettes

will feature at the August trade show
will be a 40-inch oak/wood bordered
table with a tile center. This table,
which comes with four chairs in a

golden oak finish, goes for $299.A
65-inch dinette table, with white­

wash finish, double pedestal and

beige Aztec tiles, comes with six

chairs.

To learn about the complete line of
dinettes at Unique Dinettes, call 1-

800-487-9241.

-
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dressed in black.) The tour wraps up in the

French Quarter, where a professional guide
directs you on a walking tour of "sites where

earthbound spirits dwell:' This introduction

to the paranormal is included in the full

spouse/guest registration or available ala

carte for $50 per person. Your registration
form, with the appropriate box checked, must

reach APRO headquarters by July 1.

IT'S NOT TIME TO GO HOME YET

A post-convention seminar cruise departs
New Orleans on Friday, Aug. 16, for a four­

night steamboat cruise on the elegantly
appointed Delta Queen. An onboard historian

will help you re-live the days when paddle­
wheelers were the way to travel. For cost and

registration information, call Shelley
Martinek at the APRO office, (512)794-0095.
Whether you're rollin' on the river or rollin'

down the river, if you're doing it in New

Orleans, it's bound to be worthwhile. Make

your plans now-a complete registration kit
has been mailed with this issue.

Barbara Stooksberry is a veteran freelance
writerfor Progressive Rentals.

....................................................................................................................................

Continued from page 49

6:30 p.m. bound for Mardi Gras World, across

river where the Mardi Gras floats actually are

made. Here you can watch the creative

process, travel down (make-believe) New

Orleans streets, tryon elaborate Mardi Gras

costumes, sample the food for which the city
is famous, and dance, dance, dance. It's all the

fun with none of the fuss, and after it's all

over, buses will transport you back to the
Hilton. A complimentary buffet and cash bar,
sponsored by Foresight, tops off the evening.
Wednesday night's big event, the Storyville
Jazz Party Awards Banquet, with complimen­
tary open bar sponsored by Thomson
Consumer Electronics, unfolds at the Hilton
Grand Ballroom. From 8 p.m. until midnight
enjoy a nostalgic visit to New Orleans' famed
red-light district-at the turn of the century
that is. Here, among the bordellos and

speakeasys, jazz came of age, as the famous
and not so famous created an alternative to

Old South propriety.
One of the city's top brass bands will enter­

tain during cocktails before leading you to

your tables, New Orleans jazz-funeral style.
Enjoy a scrumptious meal, then follow New

APRIL/MAY 1996

Orleans musical history from the heyday of

Storyville to rock and roll, with stops at rag­
time and blues. Among the highly regarded
talent on tap is Marva Wright, the Blues

Queen of New Orleans, as well as other top­
flight musicians. Awards presentations con­

tinue throughout the evening, as you dance

the night away. This is APRO's dress-up event

of the year!
WHAT'S A SPOUSE TO DO?
For guests and spouses, APRO convention

planners have devised a special program to

put participants in touch with the "Spirits of
New Orleans:' This Tuesday afternoon event

begins with a guided tour of the exclusive

Garden District, where homes built by
American settlers rival those of the French

Quarter in splendor and history. The tour

includes a visit to the Dominique Stella

House, built of Greek Revival architecture in

the 1860s and said to have a ghost or two in

residence. Next you'll stop at Lafayette
Cemetery No.1, one of the city's above­

ground burial facilities necessitated by its

below-sea-level elevation. (This cemetery was

the site of a 1980 wedding, held on Friday the

13th, with the bride, groom and guests all
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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 Bill Scearce at

800-782-8097. or

Siobhan Sheehan
at 800-782-8093.

Introducing the18 cuft. refrigeratar
made specificallyfar the rental maskd.

The handles are recessed, so

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

exposed coils at the back, so it

fits better through doorways,
thus minimizing damage

duringpickups and deliveries.
It's the most popular top

mount capacity, and other

popularfeatures include twin

crispers, meat pan, adjustable
shelves, large freezer; gallon
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Advanced Video Imaging™
Z-Trak™Trackball Remote Control

Advanced Performance Flat Screen
Picture Tube

Seq Front Surround Sound

New Surf's Up™ Favorite Channel Selection

New Icon Based
Trilingual On-Screen Display

New SoundRite™ Volume Control

Parental Channel Control

Sleep Timer

Whether your customers want a 1911 tabletop TV,
a 5211 projection model, or an easily programmable VCR, there's a

Zenith to suit their needs. They'll find cutting edge
performance and viewer-friendly technology in everything we

make. And you'll find sizes, styles, finishes and features to

satisfy your customers ... whatever they're looking for.

When

You Rent,
Rent

The Best!
A·PFD

Charter Associate Member

Contact Norm Smith, Zenith Electronics Corporation,
1000 Milwaukee Avenue, Glenview, IL 60025 (847)391-8231.
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