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19" Diagonal TV/VCR Combination

25" Diagonal XS® Stereo TV

31" Diagonal Stereo TV

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

19" Diagonal XS® Stereo TV

13" Diagonal KitchenVision*
TV/VCR Combination

Full-Size VHS Camcorder

• ,..,..",.,,�,� -..."."'...........��'"'�-- ,_,�"''';.,.. ","'",,<� ....... ��"'� •• -,., .....
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4-Head Hi-Fi Stereo VCR

46" Diagonal Projection TV

Specifications subject to change without notice.
Simulated picture.
*KitchenVision is a registered trademark
of Tucker/Green, Inc.

@) 1995 Thomson Consumer Electronics, Inc.

GE. The Brand
That Says "HOllle;'

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 IVs, 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·PFD Charter Associate Member



TOUCH A·� Associate Member since 1984

YOU'LL LOVE WHAT
HIGH TOUCH

HAS TO SERVE�
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 GET RIGHT TO THE POINT.

PROFESSIONAL AUTOMATION TOOLS FOR THE RENTAL-PURCHASE INDUSTRY.
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Features

Mid-Yeap in Montepey ..2

If you've been shoveling snow for the past several months, focus on this: The 1996 APRO

Mid-Year Conference, which begins April 14, will be in scenic, sunny Monterey, Calif.

Renting on the Intepnet ..8

There's a dynamic new frontier for businesses, both large and

small. Companies are racing to market their products and services

on the Internet, like prospectors rushing to a boom town. Here's an

overview of the possibilities.

Rollin' on the Rivep 20

When you think of APRO conventions, you think of business opportunities and great
times. This year's convention and trade show, Aug. 11-15, returns to New Orleans-a

favorite spot for rental-purchase dealers and one that has even more to offer in 1996.

paying I=op the Tin'le 2&

What about the rental customer who doesn't have $20 today, but

does have maybe $5 or $10? Rather than picking up the item, would

you consider renting for shorter terms than the traditional weekly
period? Ed Winn looks into the pros and cons of this idea.

Negotiating Disputes 28

Alternative Dispute Resolution has become a most viable "court" of

the future because it gets lawsuits settled quicker and less expen­

sively. More and more companies like this alternative to litigation.

Ouality Managen'lent SO

Total Quality Management: in essence, it means teamwork. The

concept is as applicable in large corporations as it is in small busi­

nesses. For your business to truly prosper, your employees have to

believe they're able to-and, in fact, do-bolster the bottom line.

Media Matteps S2

Why is it that every time you open your hometown newspaper, it

seems the same business gets all the ink? You've heard that the

squeakiest wheel gets the grease. Well, media-savvy people know

this to be true. And they know how to approach editors.

Got Ethics? 1111

Standards of conduct and moral judgment have developed for the rental-purchase
industry through the years. The question is whether the industry has come far enough.
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Rent-A-Center loses CEO. Wisconsin banking­
commissioner reverses position on RTO.

Alrenco goes public. APRO publications earn

more awards. Readers respond to APRO news

release. DeMoss joins Rent-Way.

ppesident's

View 8

An attitude that reflects service is a focus we

must not lose. Let's not forget why we're here.

l _

RYO pepspectlve ..0

Whenever you spot sloppy news reporting,
take the time to complain. It's our duty.

RTO opepations ..II

If nothing bad is happening in your outfit, it's

also likely that nothing outstanding is, either.

RTO Message ..&

Even if it's legal in your state to do it, denying
customers an early buyout option late in the

game is just not good business.

Who'S Who i'n

n'lanagen'lent
sepvices 110

Our listing of APRO associate members,
advertisers and trade-show exhibitors in the

Cover design by Joel B. Mathews
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Ext. 6545. Only from Whirlpool. ®
After all, it's how to make a business run too.

01
Appliances

It's a Whirlpool® appliance.
We'd rather deliver it ourselves.

I:
r

l
._------:t

I :

k�..."J

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.

How To MAKE A HOME RUN�M
©1995 Whirlpool Corporation ®Registered Trademark/TM Trademark of Whirlpool Corporation

A·PR:) Associate Member since 1981
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A-Centre stores in Canada, plus 141 Remco stores in 17

states.

Vlisconsin banking
chief: changes Inind
Richard Dean, Wisconsin's commissioner of banking,
reversed a ruling on rental-purchase transactions that may
affect how rental transactions are treated in that state.

Dean's reversal of a ruling he made in 1994 was apparently
made in order to improve his working relationship with
Wisconsin Attorney General James Doyle. Media reports
said that Dean informed Doyle by letter of his reversal, say­
ing that his 1994 ruling in favor of the rental-purchase
industry was a stumbling block between the two state

departments' efforts to protect consumers.

While saying he still believes his 1994 ruling on rental-pur­
chase is correct, Dean admitted that he and the attorney
general should work together to regulate the industry.
Recent efforts to regulate the industry in the state assembly
failed.

PROGRESSIVE RENTALS

DeMoss on Rent-Vlay teaftl

DeMoss, who was instrumental in major industry leg­
islative victories at the state and national levels while
with THORN, assumed his new position on Jan. lO�

Since 1992, DeMoss played'a major role in the passage
of industry-supported state laws in Utah, Idaho, North

Dakota, West Virginia, Oregon, New Hampshire,
Vermont, Arizona and California.

In another personnel move, Rent-Way CEO and chair­
man William E. Morgenstern appointed Thomas E.

Wurm as Rent-Way's vice ,president of operations,
Wurm was previously a regional director with Rent - A-Center, overseeing 116 stores

in 15 states.

Readeps .espond eo pelease

Coming to a newspaper near you: an article touting rental-purchase as an alternative
for consumers who don't want to add to their debt.

A:a?RG�working in conjrtnctiQltwith North American PrecisSyndicate (NAPS), t[e�el"
oped a: camera-ready news release that was distributed to 10,000 newspapers across

the country in January. It is the.first of four to be distributed in 1996 and it appears
on this page under the heading: "Budget Stretching Ideas; Rent- To-Own Products
Solution to Staying Out of Debt."

The message, which takes into account Americans' concerns over their personal debt

levels, is designed to appeal to an expanding middle-class market for RTO dealers.
The news release includes a toH-free number so intetested consumers can call AP1W
formote information about "rent-to-own' stores in theiF areas.

Already, consumers are takingAPRO up on the offer. Said John Gormley,APRO's
communications director:

"This is taking our message to the next level which is true, two-way communication.
With our 800 number for prospective new customers, it gives us a feedback mecha­
nism. We can now gather informal research on consumer attitudes and-best of

all-Rrovide potential new CUlS-

tamers with the phone numbers and BUDGET·· """CH I NG�
locations of APRO-member stores. So I ..,...r::1E: I --

'

" 'I
L__ S I � IDEASthe program serves our members'

marketing aims as well"

The NAPS releases give APRO a big
bang for its buck. While NAPS han­
dles the design and mass distribution
for the "Budget Stretching Ideas"
news release, it also maintains a data­
base and clipping service that tracks

placement, readership and some

reader demographics.
On Jan. 26, just two weeks after the
distribution of the news release,
NAPS reported placements in 16 dif­
ferent newspapers in four states, with
a potential readership of 802,640.
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Rent·To-Own Products
Solution To Staying Out OfDebt

\NAPS)-More and more,
Americans are carefully watching
what they spend in hopes of stay­
ing out of debt.

One way to do this is by taking
advantage of rent-to-own products
and services. Today, you can rent
just about anything you can buy
including televisions� �GUlputers,
home appliances and fWlIishi;ngs
and cellular phones.

There are about.7,5QO stores '-- -'----""""-"::OW

nationwide that offer a unique
choice: To rent with the opportuni­
ty of owning the item jater. More
than three million Americans a

year are now enjoying the flexibili­
ty and convenience of this rela­
tively new consumer option. It
may make sense for you, especial­
Iy when unavailable cash or credit
is keeping your family from buy­
ing what it needs.

Some of the perks of rent-to­
own products and services include
full service and repairs, no obliga-,
tion to buy, Uw abi lity to return
the item a� any tim¢ and no inter­
est charges.

The 19805 may have represent­
ed conspicuous consumption, but
the 1990s are about making- smart

Millions of Americans have
found that renting products and
services with the option tEl buy
makes better economic sense
than buying them outright

economic choices. Studies have
shown that acquiring useful prod­
ucts and services is very impor­
tant to people. That is why conve­
nient rent-to-own businesses are
so popular wibh so many debt-con­
scious consumers.

Por information about a rent­
to-own sbQTle near you, wz:;tte the
Asscciation of Progresswe Rental
Organiza�iol)s (Al'RO) at 9015
Mountain Ridge Drive, Suite 220,
Austin, TX 78759 or call 1-800-
204-2776.
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PRESIDENT'S Vie""

A knowledge of, commitment to, and attitude
which reflects that service is a focus we must

never lose. Service to our association mem­

bers and to our companies' customers will, in

turn, serve us well in the present and into the

future.

As an association, we are committed to serv­

ing the membership of APRO, listening to the

concerns and changing needs of members,
and responding in an appropriate manner. We

realize that the external environment is in

flux; it is always changing. We, too, are pre­

pared to change in order to meet any new

challenges to the industry and help our mem-

By BILL WHITE

not lose sight of this unwavering truth or our

problems will tend to multiply.
The late great inspirational speaker, Earl

Nightingale, knew this all too well.

Nightingale used to tell a story called, "Acres
of Diamonds:' It was about a landowner who
sold his land in order to go search for dia­
monds. Well, the new landowner found an

incredibly rich source of diamonds-right
underneath the previous owner's nose. The
first owner had failed to focus, first and fore­

most, on tending to his own property. If he

had, he would have found riches beyond
imagination-literally in his own back yard.
I think this story has a two- fold message.
First, resist the temptation to act in a fickle
manner when it comes to what you already
have. Second, stay close to the ground.
Yes, it is important to study the landscape
outside of our own companies and think

strategically, even globally, and always in the

long term. However, it is equally as-if not

more- important to pay attention to what

happens on the front lines in our own compa­
nies every day. The daily activity in our stores

is where our companies succeed or fail-and,
ultimately, our industry along with them.

My company is currently re- focusing inward
to determine if our everyday practices contin­

ue to serve our customers in the best way,
according to their needs today. It is so easy to

lose sight of our real business when we're

constantly bombarded by the fog of numbers,
regulations, personnel issues, and all of the
other forces competing for the attention of
owners and managers.

Whenever we focus on serving one customer

at a time and deliver that service consistently,
I believe all of the other issues are less com­

plex and easier to resolve.

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

AS tAle becolne Inore and Inore consulned tAlith
big-picture concerns, such as I=ederal
tax policies, regulatory legislation and
our industry's public ilnage, it's easy ��

to neglect the basics 01= our business
and tAlhy tAle're all here.

Let's not I=orget the Inost I=undalnental ..ea­

son: tAle provide a valuable service,
and that is tAlhy rental-purchase
relnains a viable industry.

bers survive and thrive. Not only are we pre­
pared to listen, we are prepared to lead; to

help interpret changing times and anticipate
what is needed down the road.

As individual companies, we also need to lis­
ten to our customers. It is dangerous to hold
too many old assumptions about our cus­

tomers, because they are also changing.
Customers' needs change as well as the cus­

tomers themselves. Their circumstances and

expectations change.
If we do our core job right-taking care of
the customer within our individual compa­

nies-everything else will fall into place. Let's

Rental. Sales Software Systems

AMERICAIS MOST COMPLETE
Retail & Rental

Complete Beeper
Airtime

Cellular Software

Software Vendor �--- __

Retail Sales

I Rental Purchase I Installmen; Contracts

Revolving Charge

Purchase Order
Interfaced to

Accounts

Payable

we have been

completing the
software loop

since 1979

Combined
Information Analysis

for all
Locations

Interfaced

Accounting

Complete
Service
Module

Time &
Attendance

No limit
on-line

or

Remote Stores
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A 22-year-old firm, TateAustin serves a wide

range of local, regional and national accounts

in diverse industries such as healthcare, retail,
hospitality, transportation and utilities.
Headed by Tate and partner Dave Wenger, who
serves as executive creative director, the firm
is known for tackling tough issues and pro­
ducing campaigns that often become news. In

addition to her agency role, Tate serves as

chair of the Austin Chamber of Commerce.

"In the past, APRO's public relations efforts
were defensive, just responding to negative
news coverage as it occurred:' says APRO's
Keese. "But I think this industry has matured
to the point where it should aggressively pro­
mote its services and value to the marketplace.
I believe this strategy will not only educate
consumers about the rental-purchase option,
but it will bring in new customers into our

membersstores"

APRO enlists TateAustin PR f:i•.,..

APRO has selected TateAustin, a public rela­
tions and advertising agency based in Austin,
Texas, to oversee the association's national

public relations campaign. Central to the deci­
sion to hire TateAustin was the experience of
the staff and the proximity of the firm to

APRO head­

quarters.
"We reviewed
several firms'

capabilities
and were sim­

ply most

impressed
with the
enthusiasm
and experi­
ence at

'Iatezustin,'
says Bill Keese, APRO executive director.

Kerry Tate, president of TateAustin, and a vet­

eran of the

public rela­
tions industry,
says she

appreciates
the challenge
the APRO

business pre­
sents: "The
rent-to-own

industry has
had its share

Kerry Tate

Nancy Edwards
of bumps and

scrapes with the press:' she says. "What you're
facing now is the classic underdog scenario,
and who can resist that? It's time the industry
got recognized for the good things you are

doing:'
TateAustin account supervisor Nancy Edwards

brings 10 years of experience in public rela­
tions and advertising to the APRO campaign.
She most recently developed an extensive pub­
lic relations campaign for the American
Booksellers Association that brought national
media attention to the struggle of independent
bookstores to compete with the encroachment
of chain "super bookstores:' Edwards also

supervised a national advertising campaign
for Toyota dealers, touting their community
relations achievements in the pages of People
magazine.
"I have tremendous appreciation for entrepre­
neurism and its effects on local communities:'
Edwards says. "I think we can leverage that

spirit to shift the APRO debate in a positive
direction:'

9

Details of the new APRO public relations cam­

paign will be unveiled to members at the mid­

year conference in Monterey, Calif., April 15-

17. The firm is currently conducting a random

survey of APRO member companies for input,
developing campaign materials and handling
the association's media relations on an ongo­
ing basis.

For more information or to make suggestions
to APRO's public relations efforts, please con­

tact Nancy Edwards at TateAustin, (512)476-
7696.

STORE MANAGERS
Has Your career failed you?
Join one of the oldest and

largest Rental Purchase

companies in Michigan.

�
RENT.4L 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



could buy health-care plans outside the pro­

posed system and no one was going to jail if
they chose to.

Tell the story and worry about the facts later.

How many times has this happened to us, eh,
Wall Street Journal?
It's going to get worse before it gets better.

Negative news has more than doubled since

1970 and now exceeds positive news cover­

age. I'm not surprised, are you?
The choice is ours. There is quality reporting
available. We can affect the current environ­

ment by listening, reading and watching those
news reports that emphasize substance over

strategy, advocacy over attack and consensus

over conflict. Every time we read an article,
whether it's rent - to-own or not, and we know
it to be sensationalism or a downright lie, we

should write letters, make phone calls, stop
buying those publications; when we watch a

TV report and know it to be one-sided and

shallow, we should call the station manage­
ment to complain, then turn the channel.

Every time our industry or your businesses
are attacked publicly, you should use your
economic strength to fight back.

It does no good to merely complain about the
current state of affairs. I'm certainly not advo­

cating government intervention to regulate
the situation. I am advocating personal
responsibility exercising our constitutional

rights. Speak up. Say enough is enough. Don't

rely on someone else taking the initiative and
don't excuse yourself from lack of action with
the notion that you can't do anything about

bad press. Insist that all of our institutions,
the press, the government and the bureau­

crats act responsibly.
And, by the way, always, always take responsi­
bility for your own actions. Always act

responsibly with your employees and your
customers. We must not tolerate any less.

Bill Keese is APRO's executive director.

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

_ perspective By BILL KEESE .-

Catchy quotes and 10-second sound bites, pro­
viding little, il= any, accurate inl=orftla­

tion, is ""hat ne""s coverage seeftls to

be about these days.

Reasons given I=or "'capsulated" reporting vary,
but include tight deadlines: report I=irst

regardless 01= the consequences: short
reader attention spans: sexy "'hot" but­
tons reporting is trendier than in­

depth coverage: and lazy reporting.

An interesting example of"hot"button-vs.­

in-depth coverage just occurred yesterday
(Feb. 5). I was told that Bill Clinton had pur­

posely withheld information about losses in

Medicare from the Republican-controlled
Congress during budget negotiations. The

Republicans were livid with this transgres­
sion according to the news. The evening
national news reported this story at 5:30 and

the local news repeated it at 6 and 10 p.m.
Like most Americans, I figured the story must

be true, having heard it so often. I was angry.

This morning, I turned on the news and

heard the White House was unaware of the

dollar loss in Medicare. It seems the
President's press secretary read about the

problem yesterday, just as most others.

The Treasury Department published this
information in October, sending copies of the

report to all members of Congress and the
White House. No one bothered to read it.

This certainly must have been embarrassing
for the Washington politicos, but I wonder
how many people heard only the first

report - the one that said the President was

purposely withholding information from the

Republicans. How many of those same view­

ers heard the report stating the information
was available to everyone last October, long
before the budget talks?

I strenuously object to this "report first and
damn the consequences" style of journalism.
No wonder we have begun to recognize a

credibility gap with news reporting. The more

heinous consequence, however, is the under­

mining of our societal institutions. A recent

example of the "news as entertainment"
school of journalism involved an interview I

had with a reporter for the San Antonio

Express-News. The interview quoted me as

saying, "It's not like they're loan sharks or

something:' In reality, the reporter's first

question was "Isn't rent - to-own just another

FEBRUARY/MARCH 1996 PROGRESSIVE RENTALS

example of loan sharking?" To which I

replied: "No, there is no comparison. We are

renting products to customers and the cus­

tomers have no obligation for more than a

week or a month:'

Folks, the truth just doesn't seem to sell

enough newspapers. So why don't we just
combine a little here and a little there and

have a more entertaining story?
A new book is in your bookstores that I find

refreshing. Breaking the News, by James
Fallow, argues that the media's fixation on

mindless conflict is alienating the public. I

hope he's right. The news media have certain­

ly alienated me.

The real question Fallow asks is whether jour­
nalists want merely to entertain the public or

engage it? If journalists want to merely enter­

tain, they will keep doing what they have done
for the past several years.

Entertaining the American public with the

news is always at someone's expense. The sad

fact is the news media doesn't always know or

care about the truth.

Fallow relates an astonishing story about the

misreporting of the Clinton health plan. In an

article in the New Republic, written by
Elizabeth McCaughey, the author states that
the Clinton health plan would not allow peo­

ple to buy their own health care outside the

proposed new system. The story grew when

George Will, a contributing writer for

Newsweek and a popular political pundit on

television, passed on to millions the further

exaggerated claim that anyone buying health­
care programs outside the Clinton plan would
end up in jail. A national magazine award was

presented to McCaughey for her expose about
the Clinton plan. The award and the publicity
lifted Elizabeth McCaughey to the lieutenant

governorship of the state of New York.

One problem, folks. The accusation was not

true according to Fallow's research. People
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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 applications ap­

proved.

Tele-Track, Inc. 3841 Holcomb Bridge Road

A·PR:) Associate Member since 1991

PR0396

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.

Call 1-800-729-6981

for complete information.

Norcross, Ga. 30092



tures, so is its cuisine, and you can find a diversity of ethnic

restaurants here.

Mid-year in
Mon erey

The biggest treat may be for all you golf fanatics out there,

because Monterey is known as the "Golf Capital of the

World:' From the 18 top-notch courses on the peninsula,

APRO has chosen The Links at Spanish Bay for its first mid­

year tournament, which tees off at 1 p.m., Tuesday, April 16,

under sponsorship of Whirlpool. Spanish Bay (800-654-

9300) was carved from a defunct sand mine along the

ocean under the watchful eyes of Frank Tatum, Tom Watson

and Robert Trent Jones. With the addition of 500,000 native

plants and some imagination, they have created a links­

style course that will remind you of bonnie Scotland, where

golf got its start. It is a windy, bumpy, tricky course that

challenges the golfer with rolling fairways, dunes up to 24

feet high, occasional fog, and holes bordered by sand and

native vegetation.

If you've been shoveling snow for the past two months,

focus on this: The 1996 APRO Mid-Year Conference kicks

off on April 14 in scenic, sunny Monterey, Calif. Monterey is

located in the heart of the breathtakingly beautiful

Monterey Peninsula, where the whale played a "big" role in

its growth and development, but the tiny sardine really put

it on the map.

Headquarters for the mid-year conference is the Monterey

Marriott, ideally located downtown, within walking dis­

tance of Fisherman's Wharf, Cannery Rowand the

Monterey Bay Aquarium, and accessible to all area attrac­

tions. The Marriott offers quality guest accommodations

with all the amenities and fine dining in its Ferrante's

rooftop restaurant and bar, casual Three Flags Cafe, and

Characters Sports Bar and Grill. Its 12,000 square feet of

meeting space will assure a successful meeting.

Monterey restaurants serve the freshest of foods, from the

fish entrees just plucked from the sea to fruits and vegeta­

bles from the Salinas Valley. If you happen to down an arti­

choke, it almost certainly is a native, as nearby Castroville

grows a whopping 80 percent of the nation's artichoke crop.

Just as Monterey's history was shaped by a variety of cul-

"Spanish Bay is so much like Scotland;' says Watson, "you
can almost hear the bagpipes:' Register now so you won't be

left out. The golf tournament is limited to the first 40 regis­

trants.

Because tee times are so much in demand at all area

courses, you might want to call one of these public courses

By BARBARA STOOKSBERRY
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takes you into rugged country of unparal­
leled beauty. You'll cap the day off with dinner
at one of the area's most famous restaurants,

Nepenthe. Cost is $6S, not including dinner,
and is on a first-come, first-served basis.

Space is limited, so register early.
Deadline for hotel reservations at the APRO
rate is March IS. Call the Monterey Marriott
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an elegant seaside resort.

The sardine canning industry breathed new

life into the area, and Monterey reigned as the

fish-canning capital of the world during the

1930s, with Cannery Row at the center of the

industry. To this day, the commercial fishing
fleet, now based at Municipal Wharf, harvests

salmon, albacore, tuna, mackerel, rock cod
and squid from nearby
waters each day, but

Cannery Row has
become home to trendy
restaurants, shops, art

galleries, wine-tasting
rooms and a SO-store

factory outlet mall.

John Steinbeck immor­

talized the Cannery Row

of yesteryear in his novel
of the same name, and it

was here that Robert
Louis Stevenson walked
the sidewalks of crushed
whalebone in 1879 and
dreamed up the plot for
his novel, Treasure

Island.

Monday evening is get
acquainted time, with a

welcome reception spon­
sored by The Quantum
Group and Nationwide Club
Administrators.

In the opening seminar on Tuesday morning,
speakers from the National Association for

Dispute Resolution tell you how to avoid the
courtroom and resolve employment disputes
using mediation and arbitration instead of

lawyers and lawsuits. At 10:30,APRO kicks off
its comprehensive public relations campaign
with the introduction of "Gus;' starring in the
first-ever rental-purchase industry commer­

cial designed to polish our image. APRO staff
will be available to answer questions and fill
out paperwork so you can be in on the

ground floor of this nationwide effort.

Wednesday morning brings APRO's annual

legal/tax and accounting update, with APRO

General Counsel Ed Winn addressing such
issues as state litigation, cash-advance

schemes, bankruptcy, and compliance and
collection issues, and the APRO Tax and

Accounting Committee, chaired by Wayne
Chambers, presenting an overview of tax and

accounting issues impacting the rental-pur­
chase industry.
Natural and manmade wonders are on the

agenda that afternoon, as APRO offers a trip
90 miles south along magnificent Pacific
Coast Highway to San Simeon for a tour of
Hearst Castle. The ride through the Big Sur

to reserve a time: Pebble Beach, Spyglass Hill
and Spanish Bay, 800-6S4-9300 or 408-624-

3811; Poppy Hills, 408-62S-203S; Carmel

Valley Ranch, 408-626-2S1 0; Quail Lodge,
408-624-1S81; Old Del Monte, 408-373-2436;

Laguna Seca, 408-373-3701; and Pacific
Grove Municipal Golf Links, 408-648-3177.

APRO BUSINESS

After a weekend of board
and committee meetings,
APRO has its first official
session Monday afternoon,
April IS, with speaker
Bryan Flanagan of the Zig
Ziglar Corporation.
Flanagan, in a seminar on

stress, will challenge you to

put your personal and pro­
fessionallife in perspective
so that you can get the most

out of life and be happy and

productive at the same

time.

at 408-649-4234 for reservations. There is air

service to Monterey Peninsula Airport, as

well as shuttle bus service from San

Francisco and San Jose airports. For shuttle

information, call Monterey Salinas Air Bus at

800-291-2877.

FROM HUMBLE BEGINNINGS

Juan Rodriguez Cabrillo was the first

European to see and appreciate Monterey
Bay, claiming the land for Spain in IS42. Sixty
years later, Sebastian Vizcaino sailed into the
harbor and named the port for the Count de
Monte Rey, a viceroy of New Spain (Mexico).
Colonization began in 1770 with the building
of a mission and presidio on the peninsula.
The Royal Presidio Chapel, which still stands,
dates back to this period.
For a brief time after the Mexicans gave up
the peninsula to the U.S. Navy in 1846,
Monterey was the center of the California

political arena, but that didn't last. A whaling
boom in mid-century drew European and
Asian immigrants to the area, and the fishing
industry flourished for about 30 years.

When the fishing boom dropped off, tourism

kept the economy going, as thousands of visi­

tors each year flocked to the Hotel Del Monte,
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Tourists to the area visit
these remnants of the

past, as well as

Fisherman's Wharf; the Custom House,
California's oldest public building and the site

where Commodore John Drake Sloat and his

troops first raised an American flag in 1846;
and Colton Hall, where California's constitu­

tion was written during the constitutional
convention three years later. These buildings
and others-40 in all-are part of

Monterey's Path of History, which can be vis­
ited all day for a $4 ticket.

Other attractions include the adobes of the

1800s, the Old Whaling Station, and the
Maritime Museum of Monterey. The aquari­
um is supposed to be spectacular, as are the
sunsets. Short side trips allow you to take in

additional sights in Carmel and Pacific Grove.

All in all, Monterey is a great place to say
goodbye to winter and hello to spring, and to

gear up for another year of business success

in this challenging and ever-changing indus­

try.
Barbara Stooksberry is a veteran freelance
writerfor Progressive Rentals.



of direction to achieve outstanding results.
This is scary to some managers. It reduces
their dependence on procedural routine to

organize the workday. In other words, they
have to manage by looking like they are not

managing at alL That can be hard, especially
if you are not a particularly good manager in

the first place.
The real obstacle to bringing Organized
Chaos into your operation is the insecure
middle manager who must have his or her

finger on every button. The idea of people
"rockin' and rollin'" and even breaking a few

company rules (but never any serious ones)
to increase BOR in the middle of the week is

scary to somebody firmly mired in medioc­

rity.
Raising the activity level in any store requires
only a few things. First-odd as it may
sound-the company must decide that it

really wants to grow. As Jack discovered with
the beanstalk, growth is not without some

drawbacks. All the old ideas about advertis­

ing, pricing, merchandising, and even

employee compensation must be thrown out.

Stores have to keep retail hours; that means

staying open until at least 7 p.m. It may sur­

prise you, but there are some rental stores out

there that close about 30 minutes before their
best customers get off work.

Most of the old rule book has to go, too.

Someday we may all learn why people who
don't understand how to grow stores always
end up writing the rules for those who do.
The rules always seem designed to thwart ini­

tiative and foil errors.

It seems the real purpose for these old rules is

to provide a paper trail that makes it easier to

round up the usual suspects when something
goes wrong-as it invariably will if the com­

pany is doing any business at all. People soon

realize that the safest way to work in this
environment is simply to do nothing.
The attitude of ownership looms large in the

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

_Operations By BUD HOLLADAY

Manageps and o""neps like to point ""ith pride
at ho"" sftloothly theip operations run.

SOftie run so sftloothly, in t=act, that
nothing ever gets done.

The ""heels ape gpeased and the engine is
oiled, but instead ot= dpiving the
ftlachinepY ot= ppoduction, all the ftlOV­

ing papts just glide silently along,
nevep touching and nevep Fiping.

If your BOR averages are under 800 with less
than $600,000 annual store revenue, this has
to sound familiar. You know that nothing bad
ever happens, but no giant leaps forward are

being taken, either. The company just rocks

along.
There is something to be said of friction.
Friction causes both heat and light, and sel­
dom has either damaged any enterprise of
note. It has long been my belief that a certain

kind of friction can keep a small business

going and even drive it to new heights.
I call this Organized Chaos.

Now, don't confuse this with ordinary chaos,
which can be described as a mob in search of
a leader-activity gets confused with pro­

ductivity and nobody notices because they
are too busy. Organized Chaos, on the other

hand, occurs when talented and independent
people work toward a singular goal with
unbridled zeal and more or less at the direc­
tion of a strong leader. There is just as much

activity as with ordinary chaos, but it seems

more organized and purposefuL
Organized Chaos has less wasted movement

and fewer trips and falls. The real difference
is that it produces results: more deliveries,
higher revenue and many other good things.
Everybody knows exactly why they are there
and what they are to do. They understand the

company's business and agree with its goals.
They also know that the guy across the desk
is as capable and he'll either cut your throat
or help you, depending on the bonus plan and
where the store's numbers are today.
Organized Chaos begins when everybody
reports to work with the day already laid out.

Individuals are assigned responsibilities,
goals and targets, and everybody is briefed on

where the store stands regarding the rest of
the company, last month and last week. Then
it's all follow-up and monitoring as the man­

ager turns the people loose to do good work
while he roams the store all day, making sure
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good work is being done and the goals are

being hit.

Organized Chaos doesn't work in every
department. The rental store is divided into

two parts: front end and back end. Front end
is where revenue is generated and back end is
where it is put in the bank. Organized Chaos

only works in the front end. This is because
efficient collections-a major back-end

area-requires persistence and close atten­

tion to detail while performing tedious and
routine tasks with frustrating regularity.
Collections also requires strict adherence to

the rules. You can't make it up as you go and

you can't be the new gunslinger in town when
it doesn't work. Organized Chaos here will

produce little more than higher legal bills. If

you have a capable but uninspired drone on

staff, stick him in collections with clear goals
on closeouts and income performance. He

can't hurt you there and can only do good.
The front end of a store working in Organized
Chaos always looks and feels busy. But most

of the paperwork and all the tasks have been
formatted to meet one simple test: does it get
a new rental or keep one on the books? If not,
it is low priority. No document is ever han­
dled twice and decisions are forced to the
lowest possible level where their impact will
be felt. Organized Chaos creates a high level of

activity and output with a minimum of rules
and procedures. Ask the manager running
Organized Chaos what's happening today, and

you will hear things like, "Ten deliveries with
three more possibles. That puts us only 19

ahead of last month, so we need six more to

hit target:'
Ask the same question of the Associate- In­

Charge at the low-volume store across the
street and you will probably be told, "Oh, we're

having a good day. Looks like we might get
five out:' Bet it runs smoothly.
Running Organized Chaos requires that good
people be given their heads and a minimum
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conversion from low-revenue idler to high­
octane thriller. If the owner doesn't endorse
the plan and back it up every step of the way,
it is doomed. Somebody has to layout the
numbers that the company is to reach by a

predetermined date and at the same time

remind the old crusties at home office that a

new day has come and the work ethic has

changed. That person has to be the one whose
name is on the paper. And the figures and the
date must be precise.
"We will have 1,000 BOR per store by July 31,
1997, with average store revenue of $65,000:'
It can be that simple.
And then everybody and everything is

thrown into the battle. Every communication,
meeting and event now carries The Number
and The Day. No one can put in a day's work
without hearing about The Number and The

Day at least once. It is in every facet of the

company's being. It is what the company is
about. Buying decisions and advertising deci­
sions are made with meeting The Number
and The Day foremost in mind.

Organized Chaos can easily become disorga­
nized chaos if management is not on top of

things; certain monitoring and measuring
devices are essential. There are 10 things that

any company must know before it can grow
with the big boys and management must fol­
low them on a regular basis. They are:

1. How many orders do we write?

2. How many of those are approved?
3. How many approvals are delivered?

4. What happens to the rest?

5. Where does our toughest competitor adver­
tise and how much does he spend?
6. What is the competition offering in prod­
uct, price and term, and are we competitive?
7. What is our market; how many potential
rental-purchase households exist within a

five-mile radius of the store?

8. How many pickups can be eliminated, and

through what methods?

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

PROGRESSIVE RENTALS

9. What are all the things we can do to solicit
our past customers, paidouts and new refer­
rals?

10. What will the average employee get from
our BOR and revenue growth?
The answers to these questions are crucial
because they go to the heart of what the store

must do to compete. Make no assumptions
and accept no excuses. If somebody throws
out a figure, make them prove it. If another

person tells you the competition's weekly rate

on 25-inch consoles is killing you, produce
the killer ad to prove it. Everybody gets a real­

ity check. Nobody gets any slack.

Back to Organized Chaos. How will you know
it when you see it? Simple. Your customers

leave happy. Employees hustle and run to the
customer and the phone instead of looking
around to see who is up next. Orders are

being taken and merchandise is being moved.
In the middle of it all, like a traffic cop on the
town's busiest corner, is the store manager.
Directing, checking, encouraging, selling,
pointing, asking.
Raymond C. "Bud"Holladay is chiefoperating
officer and executive vice president ofNew

Albany, Ind. -based Alrenco.

Does manual record keeping of every rental make you feel like you've
scratched the cue ball? Ideal Software Systems, Inc. understands the time
that it costs you to account for each rental you have in inventory. And in the
Rent-To-Own business, time equals money lost. That's why Ideal has created
a software program designed especially for the RTO industry.

Ideal won't let you get stuck between the solids and stripes of needless

paperwork. They can help you process rentals normally taking 10 to 1 5
minutes manually in less than 15 seconds by computer. At the stroke of a

keyboard, you have all the information of customer history, inventory control
and income summaries. No more time spent writing out ledger cards or

missing late fees. Your RTO software automatically asesses those overlooked
fees. That's where Ideal can help you improve your cash flow.

Ideal will help you make the transition from manual record keeping with
on-site training to technical support in answering your questions. We also

provide system updates as the RTO industry grows and your business

changes.
Break the cycle of manual record keeping and paperwork with a software

program from Ideal Software Systems, Inc. The internal security you gain will
make you feel like you have run the table and sunk the 8 Ball.

P.O. Box 110
Meridian, MS 39301

800-96-IDEAL
FAX 601-693-1680

RENT-TO-OWN • PAWNSHOP • SHORTTERMRENTAL • CHECK CASHING
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what I am writing and they will let their feet
do their talking by moving on.

If a customer is leaving the books, it only
makes sense to part friends, so that you can

hope he will tell his friends and family about

how he was treated. It simply makes no sense

to poison what is already a long-term rela­

tionship in this business-IS months-by
squeezing that last dollar.

By the way, it is illegal in a number of states

not to offer an early purchase option for the
full term of the rental agreement.
Dealers in states with mandatory early buy­
out formulas must offer the option until the

end of the agreement. Other states require
dealers to disclose that consumers have an

early purchase option "at any time during the

period that the rental-purchase agreement is

in effect"without mandating what the pur­
chase option shall be.

Intrepid dealers faced with this language
could disclose that the early purchase option
after 15 months is equal to the total remain­

ing rental payments, but they would be on

thin legal ice. It may not be an early purchase
option if you can't save any money by exercis­

ing it. Despite this caution, the fact is that the

practice is probably legal in a number of
states. That does not make the policy any
wiser in those places.
When customers figure out what is going on,

they will either pay you off and resent you or,

worse, they'll quit paying you altogether. Are

you really going to sue a customer who is 15

months into an 18-month deal? Do you sup­

pose that your customer doesn't know that?
Either way you've lost him.

As clever as it may seem, with these disap­
pearing early purchase options, we once again
threaten to outsmart ourselves with a policy
guaranteed to backfire-in about 15 months.

Ed Winn is APRO's legal counsel and veteran

writer on industry issues.

AS the pental-pupchase Inapketplace heats up
and cOlnpetition stil=l=ens, pental deal­
eps quite natupally seek 1ftIays to Inaxi­
Inize pevenues I=POIn each custolnep.

SOlne 01= the things pental dealeps do ape 1ftIise
pesponses to the cOlnpetition-detep­
Inining additional consulnep needs and

renting additional ppoduct, I=op exaln·

pie. SOlne decisions ape un1ftlise.

•Message

An example of that kind of a decision is the

canceling of a customer's early purchase
option during the final few months of the
rental agreement. Rental dealers do this up
front in their agreements by stating that the

early purchase option expires or is not avail­
able during, say, the last 90 days of the agree­
ment. Rental dealers are inspired to do busi­
ness this way because of "too many payouts:'
Note, this policy does not reduce payouts, but
it does postpone them for a few months and it

will, therefore, increase revenues on existing
contracts that are or get to be 15 months old.
A customer making $60-per-month pay­
ments will have paid up to $900 after 15

months. If the company had a 50-percent
early buy-out formula, the customer could
own the unit for another $90, after having
paid most of $1,000. If the early buy-out
option goes away, the customer is locked into

paying another $180 for ownership for a total
of $1,080.

What is wrong with this picture? What benefit
is there to the customer when he loses his

early purchase option late in the deal?

The answer is none.

The perceived benefit is all to the company in

increased revenues. But the benefit to the

company is really only a perceived one unless
the company is going out of business and

knows it. Then it may make perfect sense to

maximize every opportunity from a disap­
pearing customer base. But for the company
planning to be around for a while, the policy
is short-sighted and economically harmful.
Here's why.
Rental customers are simply not as foolish or

gullible as some rental dealers might wish

they were. Rental customers, the moment

they are signing a rental agreement and while
in the rosy glow of getting some long-sought
consumer goodie, may not focus on what is

going to happen to their early purchase
option, the option so highly touted during the
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By ED WINN III

rental pitch, after 15 months. Most rental cus­

tomers never get that far into the deal anyway,
and so they aren't affected by the loss of the

purchase option. Some rental customers will
never get far enough ahead to exercise a pur­
chase option, and they won't really care

whether they have one or not.

Offering a purchase option to these cus­

tomers all the way to the end of the agree­
ment costs the company nothing for all of
these customers. But a few of the company's
very best customers will get there, and they
will have the money, and they will realize
what the company has done to them. These
customers will be very upset. As you would.

Here is a customer who has been with you for
15 months and who has paid you $900 on

average by now. Here is a customer you
should treasure as one who has given you a

steady cash flow with no pick-up expenses for
a long time, when you would have to find two

or three or four average customers to generate
that much revenue. And what do you do?

What you should do is move heaven and earth
to get this loyal customer on another contract

for something else in the store to keep him on

the books for another 15 months, and, you
hope, another 15 months after that. But what
do you do? You upset him only to beat him

out of another $100, almost certainly the last

money you will ever see from this customer,
because he knows you are taking advantage of

him.

No, you can't sign every single payout up

again. Some will move on-to other rental

companies or to retail. But why not make the

very best effort you can to keep them on the

books for another round or two? I'm thinking
not only a sweet early buyout but some free
rent on the next deal.

I just do not believe that a customer who has

made it 15 months with you does not under­

stand what you are doing. Customers may not

say anything, but they are surely thinking
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Keeps your customers cOining 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

(800) 771-2582
A·PR:) Associate Member Since 1984
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Almost overnight, the world-wide computer network known as the
Internet has become a dynamic frontier for businesses, large and
small. Companies are rushing to get on the Internet, like prospectors
heading to a boomtown.

That part of the Internet known as the World Wide Web-or just The

Web, for short-is the fastest growing section of the online world and
the part most useful to companies interested in growth, like the

rental-purchase industry.
Before discussing exactly how to put your rental business on the

Internet, lets take a drive down the Information Superhighway and

pull up at some of the rental industries already on the Internet.

RENTAL SITES ON THE INTERNET
Automobile rental is well represented on the Internet, as demonstrat­
ed by the Freeways site established by Alamo Rent A Car. On Alamo's

homepage, you can book your own car for rental and even specify the
model of car you want to rent. By filling out a form online, you can

specify the cities of departure and destination, and your car will be

ready for you when you arrive.

Rent A Wreck, the unique auto rental company the offers not-so-new

cars at low rental rates, also has a spot on the World Wide Web. The

company's colorful homepage offers an audio file of the Rent A Wreck

advertising jingle as well as a 1-800 number for booking rentals at

one of 400 locations. A potential renter can send a request to any Rent

A Wreck affiliate via E-mail.

Computer and software rental, as might be expected, is thriving on

the Internet. G.E. Rental Lease offers computer rentals of the latest

products from IBM, Apple, Sun Silicon Graphics and others.

Notebooks, peripherals and multimedia equipment is also available.
G.E. Rental Lease's 22 rental centers in the U.S. and Canada offer local

service, but the homepage does not say what to do if you're not a local
customer.

Personal Computer Rentals (PCR), however, has 80 rental centers and
100 affiliates that will deliver and install at most locations. This

Cranbury, N.J.-based firm specializes in renting IBM, Compaq and

Apple computers on daily, weekly or much longer terms. From the

company homepage, you learn that PCR offers 24-hour technical sup­
port and a toll-free number if you have questions.
Vacation and time-share real estate rentals are well represented on the
Web. The World Wide Web's Virtual Library has a homepage with
links to many real estate-related businesses that offer vacation
rentals. Customers can go to this spot for vacation rentals in

Colorado, Hawaii, Bermuda and many other locations. This site also
offers links to other travel-related homepages.
The Swingles Furniture Rental homepage displays some of the furni-

ture rental packages this rent-to-rent company offers, from the bud­

get package to the executive level. Pictures of some of the furniture
and rental options are explained and an E-mail address is provided
for more online questions and answers. Swingles, however, only
serves the Chicago, Wisconsin and Miami areas.

On the eclectic side of the rental business, you can go to the Backstage
World homepage. This is a central meeting place for show business
folks who need to rent sound, lighting and stage equipment. Lists of

equipment companies are linked together and information is provid­
ed for the u.s. and Europe.
We've cruised the Internet, so now let's examine the major business
functions that using the Internet can offer your rental business.

COMMUNICATE VIA ELECTRONIC MAIL

E-mail allows you to send information on demand to anyone who
wants or needs it. E-mail can be useful for distributing announce­

ments, newsletters or descriptions of products and services, as well as

just communicating among employees. Retailers on the Internet can

provide price and availability information or product advice without

paying postage costs or long-distance charges. And an E-mail tool
called Listserv enables you to send E-mail automatically to a target
audience.

MARKETING ON THE WEB
As you've seen, the portion of the Internet known as the World Wide
Web is the fastest growing, most user-friendly and fun part of the
Internet. Information on the Web is linked together-much like a spi­
der's web-so that it is possible to browse among several Internet

shopping and information sites quickly and easily. Internet-savvy
rental businesses will take advantage of this ability to link many
sources of information on their Web pages, providing a central gath­
ering place for all things related to their business rather than simply
renting product only to customers who walk through the door. This

type of value-added approach is appreciated by Web users-and
online shoppers will visit your site often.

The reason the Web is so fun and popular is that it can bring full­
color graphics, sounds and even short video clips to users' computer
screens. A business can provide a colorful photographic "showroom;'
offer customer support via E-mail or have a colorful product catalog
and even make rentals online.

Software programs used to set up such online packages are called
web browsers. The two most widely used browsers are Netscape, pro­
duced by Netscape Communications Corporation (415-528-2555, or

send E-mail toinfo@netscape.com); and Mosaic, developed by NCSA

Mosaic (217-244-4130, or send E-mail to orders@ncsa.uiuc.edu).

Continued on page 34

By JEFF ROSEN AND RON CHEPESIUK
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Sports enthusiasts can relax with casual
munchies while enjoying satellite sports in
the casual environment of Kabby's Sports
Edition & Grille. You can snack or have a full
meal and not miss any of your favorite team

action. For more formal dining, Kabby's on

the River is the epitome of a room with a

view. With floor-to-ceiling windows, Kabby's
sits right on the Mississippi. Chef Stanley
Jackson and his staff offer an appealing menu

of fine Continental, Cajun and Creole cuisine.

Nice as it is-and you'll love it-you won't
want to stay at the hotel all the time. There are

just too many neat things to do in New

Orleans not to try at least some of them. With
convention activities starting on Sunday
evening for most folks, you'll want to arrive

early in the weekend to take in some of the
fun of this city.
LIKE A BOX OF CHOCOLATES

Just as San Francisco, Las Vegas and San
Antonio have flavors all their own, New
Orleans is a one-of-a-kind American city, a

city for which "interesting" seems a gross
understatement. Yet, interesting it is. New

Orleans is an amalgam of the many cultures
that have influenced its growth-French,

What do you think of when you think of New
Orleans-besides food, that is. How about
fun? Opportunity? Convention? That's right.
This year's APRO convention, Rollin' on the
River, Aug. 11-15, kicks off a few short
months from now in magnificent, bodacious
New Orleans.

Because New Orleans is a favorite APRO con­

vention site, most APRO folks are no

strangers to the Crescent City, but the good
news is that New Orleans is ever-changing,
and it just keeps getting better, particularly
where tourism, facilities and accommoda­
tions are concerned.

Take, for example, this year's convention

headquarters hotel, the New Orleans Hilton
Riverside. Hilton Hotels, known the world
over as the first name in hotels, offers the

city's most beautiful riverside view, and it is
close to everything, from all the activities at

the city's state-of-the-art convention center to

the riverfront gambling venues to all the
excitement and color of the French Quarter.
You won't have to leave the hotel, however, to

try your luck in the casinos, because the
Hilton's own Flamingo Casino is one of the
best. This first -class amenity can accommo­

date as many of 2,400 of you at once and
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By BARBARA STOOKSBERRY

offers 1,400 slot and video poker machines,
roulette, craps and blackjack, along with live
music and New Orleans-style snacks to keep
you happy no matter how your luck runs.

The Hilton is also home to Pete Fountain,
King of New Orleans Jazz, who performs five

nights a week at his Hilton nightclub, and to

the South's most extensive racquet and health
club. RiverCenter offers eight indoor tennis

courts, as well as four racquetball and three

squash courts, a complete golf studio, a

weight room, jogging track, and the latest in
Nautilus equipment, Lifecycles, Stairmasters
and rowing machines. A tanning salon, mas­

sage facilities, sauna, whirlpool and exercise
classes all help you keep in tip-top shape.
Just to make sure you have something to work
off, you'll want to try all of the Hilton's selec­
tion of delicious dining facilities. Sunday
brunching has been raised to an art form in
New Orleans, and the Hilton offers your
choice of two brunch venues, Horizons on the
29th floor and Le Cafe Bromeliad. Both offer a

full seafood smorgasbord, with every fishy
thing they could think of, as well as a choice
of steamship rounds of beef and roasted ham
or traditional breakfast fare. They top it all off
with a succulent selection of scrumptious
desserts. C'est si bon!
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clubs, in addition to such mundane business­

es as groceries and laundromats that serve

residents of the Quarter.

With no legal closing time, New Orleans rivals

Las Vegas with late-night entertainment

options on Bourbon Street and beyond. Hear

Continued from previous page

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

Spanish, African - American, American

Indian, Caribbean-each leaving its mark on

the architecture, language, music, customs

and cuisine.

Built on "land" that it is generally agreed
should never have been built on (90 percent
of the area was originally swamp or water),
New Orleans was founded by French Creoles,
if you don't count the Choctaw and

Chickasaw, who were there first.

The delta area was sighted in 1682 by Rene

Robert Cavalier, Sieur de la Salle, who fol­
lowed the Mississippi River to its mouth and

claimed all the land drained by the

Mississippi for France. In 1718, Pierre le

Moyne, Sieur de Bienville, chose the site for

what became the French Quarter.

Meanwhile, back in France, an unscrupulous,
albeit ambitious, Scotsman named John Law

was worming his way into the graces of the

French royal court, which granted him a 25-

year charter to exploit the Louisiana Territory.
The new settlement was named for Law's

good friend Philippe, due d'Orleans.

Perpetuating a land scam that would rival any
we've seen since, Law advertised across

Europe, shamelessly promising wealth of

grand proportions in the new land, only to

draw newcomers to a settlement of crude

shacks sitting precariously on mosquito­
infested swampland. By 1737, New Orleans
had become a French crown colony, only to be

transferred by treaty to the Spanish in 1762.

Disastrous fires in 1788 and 1794 destroyed
much of the city, but because of its strategic
location and value as a port, it was quickly
rebuilt.

The Louisiana Territory was returned to

France under Napoleon in 1800 and, in 1803,
an envoy dispatched to Paris by U.S. President
Thomas Jefferson purchased the entire terri­

tory from France for $15 million. (Jefferson
knew a deal when he saw it.) New Orleans
was incorporated as a city in 1805, and

Louisiana became a state seven years later.

The well-established Creoles, native-born city
dwellers mostly of French descent, and the

Cajuns, the rural version, clung to the French

language and culture. The Creoles were high­
brow and educated, whereas the Cajuns were

rustic descendants from the Acadians ousted

by the British from Nova Scotia in 1765.

Neither group was any too ecstatic over the

rapid influx ofAmericans who floated down­
river to settle in the area after Louisiana

achieved statehood. The animosity was so
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great that Canal Street was declared a neutral

area between the French Quarter and "The

American Side;' and each was governed as a

separate city.
Living on what is essentially an island, New

Orleans residents were isolated for two cen-

With no legal closing tin'lle, Ne"" Opleans
pivals Las vegas ""ith late-night
enteptainn'llent options on Boupbon

Stpeet and beyond. Heap the n'IIusic
01= tpaditional jazz, cajun and zyde­
co, pock and even countpY.

turies from many of the influences of the out­

side world. The first causeway to span Lake

Pontchartrain was not built until 1957 and

the first metropolitan bridge was built a year
later. Until this century, canals and streetcar

lines formed the principal modes of trans­

portation. Because only isolated patches of

land were habitable, the city grew oddly as a

collective of disconnected suburbs, defying
traditional urban growth patterns by growing
together from disconnected suburbs rather

than outward from a central core.

The port city did, however, continue to grow

despite occasional setbacks and the advent of

the steamboat helped boost New Orleans'

population to the fourth largest in the coun­

try by 1840, second in wealth only to New

York. Many of its citizens live in houses their

families have held for generations. In fact, 10

New Orleans neighborhoods have retained

enough of their historical character to be list­

ed among National Historic Districts. In the

classy residential area known as Uptown, 82

percent of its 11,000 buildings were built

before 1935. A ride on the St. Charles Avenue

streetcar transports you from Canal Street in

the central business district to and through
this lovely area at a cost of $2 for a round trip.
To this day, the city's Old World ambiance

charms its visitors and makes it a favorite

convention and travel destination.

UPTOWN, DOWNTOWN, ALL AROUND

Speaking of streetcars, they're not a bad way
to get around. In addition to the St. Charles

line, the Ladies in Red, seven vintage street­

cars painted in the mode of the old French

Market line transport you among the many
cultural and commercial sights along the
riverfront.
It may be old, but the French Quarter is a hap­
pening place. Although most of its buildings
are 100 years old or thereabouts, they house a

variety of fine restaurants, hotels and guest­
houses, bookstores, antique stores and music
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the music of traditional jazz, Cajun and zyde­
co, rock and even country played by some of

the country's best musicians. Last year, the

city celebrated the 100th anniversary of the

birth of jazz. Thanks to such music pioneers
as Louis Armstrong and Jelly Roll Morton, the

city is known for its jazz. A visit to

Preservation Hall at 726 St. Peter Street will

take you back to the early days of jazz for $3.

In a city where history abounds, you can

catch something worth seeing in almost any
direction you turn. In Jackson Square, visit St.

Louis Cathedral, the country's oldest active

cathedral, or the newly refurbished Cabildo,
where the Louisiana Purchase was finalized. It

underwent a complete restoration after a dev­

astating fire in 1988. Exhibits cover settle­

ment, colonization and growth in the area, as

well as the influences of various cultures, and

it features a special Mardi Gras exhibit. The

Jackson Brewery, The Millhouse and The

Marketplace sit on the site of the famed [ax
beer brewery and now house an assortment

of shops and boutiques. Other typical New

Orleans treats include horse-drawn carriage
and walking tours of the French Quarter, and

trips aboard Creole Queen, a replica of a 19th­

century paddlewheeler that transports you to

the site of the Battle of New Orleans.

Personnel Department
P.O. Box 29113

Columbus, Ohio 43229

Management and Executive

Opportunities
Successful rental operation is seeking
experienced Store Managers, Zone

Managers and Operations Executives
for Ohio expansion.
Strong compensation and benefits

package.
For immediate consideration, please
mail your resume and salary history to:



To fully maximize your visit, pick up a copy of
the Tourist Commission's French Quarter
Walking Tour, which highlights historic sites
in the Vieux Carre and includes a driving tour

that takes in the Garden District.

Such writers as Tennessee Williams, Lillian

Hellman, O. Henry and Mark Twain lived and
worked in the Crescent City. A Confederacy of
Dunces, a rollicking tale of New Orleans life
written by the late John Kennedy Toole, won

the Pulitzer Prize in 1980 and is touted by
several sources as a must-read.

KIDDIE, KIDDIE, KIDDIE

Though there's no Disneyland, there's also no

shortage of family focused entertainment. In
addition to being one of the world's finest

aquariums (you can pet a shark!), the rela­

tively new Aquarium of the Americas on the
riverfront offers one of only five IMAX 3D
theaters in the country and features films
with educational and conservation themes.

In addition to the fine existing Audubon Zoo,
the Audubon 2000 expansion project is sched­
uled to bring a 16-acre park, open-air river

museum, themed playground and small per­
formance pavilion, and a 30,000-square-foot
living science museum to the riverfront area

this summer. If you've never seen one million

species of insects at one time, this is the place
to do it!

In 1994, the completion of a $2.8 million

expansion tripled the size of the Louisiana
Children's Museum and made it one of the

premier children's museums in the country.
Among the activities are a plays cape for one­

to three-year-olds; minisupermarket with real
cash registers, carts, bakery, deli and produce
sections; a tugboat onto which children can

load sacks of coffee in a cargo net; a real car

and police motorcycle; waterworks display;
math and physics lab; and historical exhibits.

In addition, New Orleans is home to one of
the nation's largest and most beautiful botani­
cal gardens and to Storyland at City Park, a

children's fairy tale theme park where 26 larg­
er-than-life exhibits bring favorite children's

storybooks to life. City Park also offers golf,
canoeing and paddleboats for the family, as

well as amusement rides and food conces­

sions.

TIME TO EAT, AGAIN

This brings us back to the subject of food.
Start your day off with chicory-laced coffee
and beignets at Cafe du Monde in the historic
French Market-it's a tradition you won't
want to miss-or go for the famous breakfast

at Brennan's. Later in the day, you'll want to

sample such New Orleans specialties as craw­

fish etoufee, jambalaya, shrimp creole or

gumbo, or fine seafood dishes with main

ingredients just fished from the Gulf. Red
beans and rice, po-boys and muffulettas are

New Orleans originals, as are Oysters Bienville
and Oysters Rockefeller. Be prepared for spicy
fare in these parts, especially in the Cajun
dishes. It's also part of the tradition, but may
catch the uninitiated unaware.

Oh, and in between meals, you can visit the
APRO trade show, your best chance in any
year to visit with vendors and see what's new

on the rental-purchase horizon; network with
friends and colleagues in the industry; and
attend educational seminars designed just for

you. In the evenings, there will be plenty of

parties and fun activities-some of which
will also include food!-and all the other ele­
ments you've come to expect from an APRO
convention. More details in the next issue, but

you'll want to plan now to attend the Aug. l l­
lS event. New Orleans never lets you down!
Watch for your registration packet in April.
Barbara Stooksberry is a veteran freelance
writerfor Progressive Rentals.

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 centers. We offer

� Top Base Salary "Ii Opportunity for Rapid Advancement

... 401K Plan ;; Iiii
.

cal, Dental and Life Insurance

_.. Bonus and Commission Plan ... Unlimited Income Potential

Our stores are bigger. Our selection is better. And our prices are guaranteed the lowest in the in� If you're sea.rching for a
new opportunity to share your managerial skills with the recognized leading rental purchase company in America, call or send
us your resume.
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By ED WINN III

One might suppose that after 30 or 40 years of marketplace evolution
the rental-purchase concept has been pretty much perfected. There will

certainly be new product categories to come along, but the question
persists whether the essential nature of the transaction, "rent it by the
week or by the month, with no obligation, and if you rent it long
enough, you own it;' is subject to further refinement or evolution?

Rental-purchase began primarily as a weekly transaction, a response to

a marketplace which was structured to count everything by the month
and a customer demand for products that were not, in many cases,

readily affordable on monthly payment plans. The very first rental cus­

tomers may have wanted to buy by the month, but could not because
their credit was no good, and the business befriended these first cus­

tomers with a weekly payment plan and expanded from there.

Remco under Chuck Sims made an evolutionary step in the late 1970s

when the company make a conscious decision to shift from a 75-per­
cent weekly business to a 75-percent monthly business. The strategy
was to reduce the costs associated with repeated and frequent cus­

tomer contacts and to increase profits. At the time it was a daring inno­
vation. Other companies watched with interest, but many dealers pri­
vately thought that the concept would never fly. Either the monthly
rental business just was not there, or too many TVs would disappear if
someone from the company did not check up on them every week.

The idea did work, for Remco at least, and Sims reported converting
the entire company over to a predominately monthly cycle in less than
a year with resulting bigger BOR per store, higher revenues per store,
and higher per-store margins. A byproduct of the decision to focus on
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the monthly business was a higher income customer, although perhaps
this customer was also as much in debt or even more so than lower­
income customers, and therefore just as attracted to the rental-pur­
chase concept.
Other companies have followed the Remco model. A few rent only new

merchandise by the month and dispose of rental return goods by sales
off the floor or through sales from other outlets. While there may be
room for other companies to follow the Remco model and aim for the

monthly business, clearly not all companies can market here without

abandoning the weekly business which is what made the industry in
the first place.
Most companies today have accepted their customer base to be what it

is, market by market. Location will in many cases determine the week­

Iy/monthly mix. Unless the company has a business preference for a

particular payment plan, customers will end up paying when it is most

convenient for them to do so. The weekly/monthly mix will vary from

company to company and from store to store within a company.

If the industry has proven it could be successful going "up" to capture
the monthly business, an intriguing question is whether a rental com­

pany could be successful going the other way and offering customers

the ability to pay more often than weekly.
There has been little experimentation to date with flexible rental terms

beyond allowing customers to switch back and forth, from weekly to

monthly and adding two-week or semi-monthly options in some com­

panies. A few dealers have used daily rental rates, but they have been

Continued on page 36
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"Generally, if people can just sit down and
talk out their problems, some sort of agree­
ment can be reached. If they can't reach an

agreement, we can end the dispute through
arbitration;' says Faulkner, whose association
has a national panel of more than 3,000 neu­

trals to mediate and arbitrate disputes
nationwide.

In most jurisdictions, by federal and state

statutes, a dispute- resolution system can be

specifically designed to require all employ­
ment disputes be resolved by ADR.

The first step in the process is known as

mediation. Like a therapy session, a skilled

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

By KELLI MONTGOMERY

-

15

Former U.S. Supreme Court Chief Justice
Warren Burger once said that the notion that

people want their civil disputes settled by a

judge and a jury of strangers in a pine-pan­
eled room is wrong. "People in trouble, like

people in pain, want relief as inexpensively
and as rapidly as possible;' said Burger, who
has been a leading proponent for the legal
process known as alternative dispute resolu­
tion (ADR).
ADR is a legal system that uses unbiased,
third-party neutrals to mediate or arbitrate

disputes outside of the courtroom. For many
industries, it has become the most viable
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"court" of the future because it gets cases set­

tled quicker and less expensively.
Many companies in the United States have
even begun to implement private systems
where employees sign contracts guaranteeing
their disputes will be settled through ADR

only.
''ADR is the result of business men and
women seeking rational, reasonable and inex­

pensive ways to resolve their legal problems;'
says Richard Faulkner, executive director of
the Dallas-based National Association of
Alternative Dispute Resolution (NADR) and
an experienced judge.
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mediator walks both parties through the disput­
ed issues. Once everything is on the table, the

parties work together to reach an agreement
both sides can live with.

"The typical 'win-lose' factor of litigation is
eliminated that way;' Faulkner says.

About 93 percent of all mediated disputes are

settled, within a one-day period, according to

statistics from the u.s. Department of Justice.

However, if no agreement is reached in media­

tion, the case then goes to binding arbitration.
In this scenario, the two parties and their legal
counsels present their case to three neutral arbi­
trators who come to a final decision on the mat­

ter.

Critics contend this approach infringes on a

person's right to a fair trial.

By agreeing ahead of time to settle complaints
through ADR, both parties knowingly waive
their right to a jury trial. The parties in the law­

suit, however, do not give up any substantive

rights, says attorney-mediator Larry
Montgomery, NADR president.
''Anything they could win at a courthouse, they
could obtain through a mediation or arbitration

award;' he says.

Primarily, the purpose of ADR is to eliminate
the downsides of the typical jury process for
both parties-the cost, the time, the publicity
and unpredictability associated with the courts.

For instance, administrative fees for court litiga­
tion usually range between $10,000 and $20,000
with an 18-month waiting period before the
case even goes to trial, according to a study by
the RAND Corporation Institute of Civil Justice.
Mediation costs about $1,500 to $2,000 per day
and cases are typically settled within one to two

days, the study indicates.

So what does all this mean for the rental-pur­
chase industry?
"With the justice system and legal system the

way it is today, I think ADR is something that all
dealers are going to need to look at;' says APRO
President Bill White, owner of Action TV &

Appliance.
White recalls: ''A few years ago, Ed Winn

(APRO's general counsel) told dealers it's not

going to be the customer complaints you worry
about; it's going to be employees filing com­

plaints. He was right"
Since the 1991 Civil Rights Act and the
Americans with Disabilities Act took effect, lia­

bility lawsuits by employees suing their employ­
ers have soared. Claims alleging sexual harass­

ment, wrongful termination, discrimination
and so on have led to huge jury verdicts.
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In the past two decades, discrimination claims
alone have risen 2,200 percent in the United
States.

Currently, the Equal Employment Opportunity
Commission (EEOC) reports such a backlog
that there's an expected two-year waiting period
to hear each case.

As the court process drags on, costs escalate. For

small businesses, defense costs can be stagger-

being fired.

For employers, that means lots of time and

money wasted defending claims that may not be
valid.

In January, White signed up his employees with
the National Association of Alternative Dispute
Resolution, Inc. Any employment case that aris­
es will now be mediated or arbitrated by a neu­

tral third party.

cuppently, the Equal Ell'lploYll'lent
Oppoptunity COll'lll'lission (EEOC)
pepopts such a backlog that thepe's
an expected t1ftlo-yeap 1ftIaiting pepi­
od to heap each case.

ing. To defend one claim at the EEOC, adminis­
trative and other costs through the trial com­

monly add up to around $170,000. Employees
may also sue for punitive damages, like pain
and suffering, for up to $300,000.

Generally, these types of costs lead employers to

settle immediately rather than try to defend the
claims.

''As an employer it's very frustrating. There are a

horrid myriad of things happening in the legal
climate these days;' says Larry Sutton, owner of
B&L Concepts, a Champion affiliate. "It seems

like any time you fire someone, you can expect
to be sued:'

Many employees who should be fired, he adds,
are often kept on staff because of the threat of
lawsuits. "It costs more to defend an invalid
claim in litigation than it does to win. That
takes money away from the legitimate griev­
ances;' Sutton says.

Seeing the problems associated with the courts,

many Fortune 500 companies have mandated
arbitration for employment disputes since the
1920s. Well-known companies like Kroger Food

Stores, Texas Instruments and PepsiCo also

began using ADR recently following multi-mil­
lion dollar jury verdicts resulting from employ­
ee lawsuits.

Following the enactment of ADA legislation, the
EEOC received approximately 14,330 charges of
discrimination claims against the disabled in
1993. Of those, "back impairments" accounted
for almost one-fifth of all complaints.
Additionally, more than half of the complaints
filed at the EEOC were from workers who had
been dismissed from their jobs.
White says he's seen a significant increase in

employment liability claims against his compa­
ny in the past few years. Many of them, he says,
have been frivolous, often the result of a dis­

gruntled employee suing the company after
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The way it works is that an employer pays a per­
employee negotiated fee to sign up all employ­
ees for ADR process. Everyone in the company
becomes bound legally by the same system. If a

dispute arises, the case first goes to mediation
with a third-party neutral. If mediation does
not settle the dispute, it goes to binding arbitra­
tion and is settled within a 180-day time frame.

White adds: "We're pitching this as a benefit.
Not only does it save money in attorneys' fees,
but it's private and it gets the matter resolved

quickly without going through a process that

drags on and upsets the employees:'
Not alone, White says he's fed up with the cur­

rent civil court system. In one employment dis­

pute case, for example, Action TV & Appliance
spent about $500,000 and two-and-a-half years
preparing for the trial, only for it ultimately to

be settled in mediation for a fraction of the cost.

"If I would have gone through mediation first, I

wouldn't have had that problem.White reasons.

Other dealers share similar sentiments.

At the heart of the problem is the fact that most

of today's personnel disputes are not covered by
standard insurance policies. While it's relatively
easy to buy a standard policy that protects a

business from catastrophic losses like fire or

Continued on page 41
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Management

and the
Value of

Teamwork
By CAROL AND VINCE BRZOZOWSKI -GARDNER

The still-in-vogue buzzphrase in today's business circles is Total

Quality Management, or TQM. In essence, it means teamwork. And

the concept is just as applicable in large corporations as it is in small

businesses with a handful of employees.

The underlying philosophy of Total Quality Management demon­

strates that if you want to please the customer-and reap the bene­

fits in an ever-increasingly competitive business environment-a

"dictator" style of management will be less likely a way to get your

people on board than a "teamwork" approach.

Every employee wants to feel good about their role in the business.

Think about a job you had that you came to detest because of a lack

of appreciation. You resented the boss. You drove to work with your

hands clenching the steering wheel. You loathed Sunday nights, since

it brought on Monday morning.
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Now think of a boss you've had who made you feel so good that you

would gladly go the extra mile. Overtime? No problem. Because you

knew he or she would come through for you when you needed a

favor.

Traditionally, managers were either expected to-or believed they
had to-handle problem-solving singlehandedly. Typical thoughts

accompanying this scenario: "If I can't do it, no one can:' Or, "If this

can't get done, my neck is on the chopping block:'

This style of management does not allow for full use of the skills and

talents of the employees. To make the system run smoothly, the man­

agement needs to tap into those vast human resources.

And what is that system? Teamwork. The team of employees can

make a manager's job much easier. Ironically, some supervisors are

Continued on page 39
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behalf. If you don't have the time to

do this and there is no one in your

company who can handle the

responsibility, consider hiring a

freelance marketing or public rela­

tions person. A freelancer is more

likely to work less expensively than a

firm.

2. Whoever your media contact per­
son is, make sure they meet with
and get to know the local business
editor or writer. A greater under­

standing can be achieved when peo­
ple meet face to face and get to

know each other on a personal level.
Trust is important.
It's crucial to remember that,
whether your conversation with a

member of the news media is an

interview, just a "background" talk
or a chat about each other, your
comments are considered to be "on
the record:' Reporters and editors

take notes or record conversations,
so it's best not to make off-hand comments you'd rather not see in

Continued on page 40

Why is it that every time you
open your hometown newspaper,
it seems the same business is get­
ting all the ink?

That's because-pardon the

slang-they're the greasiest
wheel. There is someone at that

business who knows how to pro­
mote the business in the news

media.

Most likely they built that rela­

tionship by establishing them­
selves as the experts in their
field. They also probably have,
over the years, flooded local edi­

tors' desks with press releases
about their business and their

industry.
No need to be shy. You can do

this, too.

Here are some tips on how:

1. Assign a person in your organi­
zation, be it yourself or someone

experienced in public relations, who can serve as a media contact.

The media contact can field questions and do marketing on your

By CAROL BRZOZOWSKI -GARDNER
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More Industrv leaders
Join FORESIGHT

Continuing the phenomenal

growth pattern FORESIGHT has

experienced over the past five

years, more industry leaders

, have joined in offering the FORESIGHT Preferred

Customer Club to their customers.

While Rental Purchase companies decide to go

with FORESIGHT for many different reasons, the

key interest for most is in the potential addi­

tional income the Club program brings to their

operations.

What makes the Club even more attractive is

that dealers realize the increased income with no

investment. This is something no other product
can do for a store.

In addition to increasing profits, FORESIGHT also

adds value to the rental transaction. This is a

significant factor in attracting and retaining cus­

tomers.

"The added benefits of the FORESIGHT program

provide a real value to our

customers," said Charles

Cloud, Chairman of FAST­

WAY Rental Purchase.

Both FASTWAY and AMIGO RENTALS have

recently converted to FORESIGHT from another

Club program.

FORESIGHT Inc., an Oklahoma based company,

has been providing Club benefits exclusively to

the Rental Purchase Industry since 1989.

They are the largest Club provider in the

Rental Purchase industry with over 2,500

stores who realize the benefits of FORESIGHT by

offering this Club program to their customers.

To find out more about FORESIGHT Preferred

Customer Clubs, call 1-800-733-0811 or write

FORESIGHT at 3700 W. Robinson, Suite 230,

Norman, OK 73072.

Paid Advertisement



Continued from page 19

Use one of these software packages and the
World Wide Web will enable you to create a

truly graphic storefront (One virtual mall on

the Internet actually has a food courtl), where

potential customers can browse through pho­
tographs of your products and even rent

goods online. The marketing possibiliti_es are

endless.

DEVELOPING AN INTERNET PLAN

Before getting your rental business onto the

Internet, you need to develop a well thought­
out business plan. Ask yourself some impor­
tant questions:
• What do I want to accomplish by placing my
business on the Internet?

Perhaps meeting rental goals is your motiva­

tion, or maybe you want to get the edge on a

competitor by being the first guy on the block
with the latest marketing technology.
(Editor's note: See "Renting on the 'Net;' page
22, December 1995/January 1996 Progressive
Rentals, for an RTO dealer's story.) Whatever
the answer, it's important to know what you
want before you begin this project.
• In what ways do I want to use the Internet?

Perhaps you have multiple stores spread far

apart and you plan to improve employee
communications via E-mail. Maybe you want

to provide customer-service information
online so you can free up your toll-free ser­

vice line.

• Do I have someone on staff who can get me

online and deal with Internet matters?

You'll be lucky to find someone on staff, but
even if you do, you must be willing to invest

time and money in training your people well.
In terms of your business Internet presence,
design and implementation, the more you
can accomplish in house, the more control

you have and the lower your costs.

The quickest Ulay to get your business onto
the Internet is to I=ind a service

provider. The advantage? Costs are

spread over nlany businesses.
Check your telephone directory
under the headings Ulnternet" or

66Conlputer Services."

CONNECTING TO THE INTERNET
The quickest and easiest way to get your busi­
ness onto the Internet is to find an Internet

service provider. The advantage? The costs

are spread over many businesses. It's difficult
to provide specific numbers for costs, though,
because the cost of Internet access can vary

widely, depending on the level of service pro­
vided.

To find an Internet provider, check your local

telephone directory under the headings
"Internet" or "Computer Services:' With your
well-thought-out business plan in place, you
have a clear idea what your present and
future needs may be. But when talking with a

service provider, get answers to these impor­
tant questions:
• Does the provider charge flat fees for unlim -

ited usage or basic fees with added charges
for additional hours of use?

It's important to shop around for good ser­

vice, and then compare providers' rates. Some

rates change depending on what time of the

day the system is online.

• Are there sign-up charges in addition to the

monthly fees?

• Will the service provider charge storage fees
for E-mail and other files?

• What modem speeds can the provider sup­

port?
It's important to know that while a slow­

speed access line is fine for text files, any­
thing slower than 14,400 bauds-per-second
(BPS) will not easily support color graphics

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

At FLX, we not only build the most popular
delivery trucks for the Rental Industry, we also offer

fully equipped Dodge, Ford and Chevrolet CARGO
VANS, usually saving you hundreds of dollars over

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

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

M��;;;;;;!
(800)VAN-CUBE (826-2823)

(615)447-2187
APR:» Associate Member since 1994

* Leasing programs also available.
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displayed by Web browser software.

• Is technical support provided, or is that an

additional expense?
• Can the service provider provide references
from businesses currently using the service?

• Does the service provider have a toll-free or

local access telephone number so customers

can reach the Web site without long-distance
charges?

WHAT A SERVICE PROVIDER CAN DO

A service provider can help you supply infor­
mation about your business to the rest of the
world. The provider will place the storefront
or homepage that you design on the Internet,
or the provider will help you find the right
design to promote your business.

So what's the best strategy for estimating
your costs? Talk with several Internet service

providers, give them your business plan for
the Net and explain to them what you want to

accomplish on the Internet. Then ask the ser­

vice provider to quote the costs for these ser­

vices, preferably a quote in writing that they
will stand behind.

THE BOTTOM LINE

To summarize, it will take several steps to get
your rental business on the Internet:

1. Get your personal computer "wired" to the
Internet through a local access provider.
2. Take some time to learn how to use the
information highway's key tools, including E­

mail and the World Wide Web. Look how
other businesses are using these tools.

3. Plan what you want to do with your busi­
ness on the Internet. Then find a service

provider who understands your goals, and is

able to help you deliver your goods and ser­

vices online.

Follow these steps and you can become a

favorite pit stop on the Information

Superhighway for cyber travelers who want to

rent online.

JeffRosen and Ron Chepesiuk are freelance
writers residing in Arizona and South

Carolina, respectively. They collaborate long
distance via the Internet.



Your assurance of fairness and quality

S1renl1h 1hroulh Un.1,
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.

TRIB members will receive over I million dollars in rebates at the 1996
annual convention to be held May 16th.

For prospective members, please contact John Blair in order to attend
the convention.

TRIB Annual Convention
May 16-18, 1996

Opryland Hotel

Nashville, Tennessee

For more information contact:

John Blair
3180 Presidential Drive, Suite F

Atlanta, Georgia 30340

(770)451-4302 • (770)451-4312 (fax)
1250 STORES & GROWING
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.,.'i�'.; ���:e' ��� ���: �� �:��� :�::r"""""""""""""""""""""""Rental customers know that they cannot get
rental agreements and keep the property but another week of TV for $5 if the regular week-

who do not have the $70 to make another ly rate is $20. They might be willing to go into

monthly payment or the $20 to make another debt with the rental company and make up

weekly payment. In any store at any time, the $15 shortfall later, but that changes the

from 10 percent to 30 percent of customers nature of the business from renting to extend-

will be in this position. ing credit and is probably not a good idea

The business has always been willing to
over the long run. But what if that customer

accommodate the monthly customer by con- could, with his $5, buy $5 worth of time from

verting the agreement from a monthly pay to the rental company and not be in arrears on

a weekly pay, assuming that if the customer
the company books until that $5 worth of

didn't have $70, he could find $20. Otherwise, time had expired. Five dollars won't buy much

the deal was off and the unit was retrieved. these days and it might only carry a customer

But what if the customer only had $5?
from Saturday to Monday. But by Monday, the

Traditionally, it has not been enough,
customer might have found another $5 to

although some companies will accept a par-
carry him until Wednesday. If not, the store is

tial payment from an otherwise good cus-
exactly where it was on Saturday, with a cus-

tomer at least occasionally. To most dealers,
tomer whose agreement has expired. And $5

though, the lack of a weekly payment was evi-
more in revenue.

dence of the beginning of the end, and the But is the store in the same place? The store

dealer would insist on payment of all past_may have had to crank up some collection

due charges plus at least a week going for- efforts on Saturday to get the $5. It will have

ward-or go get the product. t� crank up those efforts again on Monday,
either to get another $5 or to recover the unit.

That does not sound as if the benefits-$5-

outweigh the costs-collection efforts­

which is why most dealers have not tried such

programs on a regular basis.

To make it work, customer thinking and store

used more as devices to collect late charges
rather than an effort genuinely to rent prod­
ucts a day at a time.

Rental dealers have, of course, done consider­

able experimentation with the length of a

rental agreement for ownership. Originally, it

was 18 months; not because some focus

groups all said that they would like to own

their TVs in 18 months, but because the ini­

tial commercial financing offered to rental

dealers to purchase rental inventory was

structured with 18-month term notes on the

merchandise. No one has ever explained why
the lenders chose 18 months.

In any case, rental dealers have moved up and

down from 18 months, although that term is

still a mainstay of the business. There are

terms as short as six months for used goods
and as high as 36 months for some higher­
end furniture. By contrast, the old 36-month

car note has undergone similar evolution,

although generally for longer terms, not

shorter ones. Car dealers regularly offer 84-

month car loans today.
The argument for adding flexibility to the

rental term beyond the weekly/monthly
model is that there is currently a pool of cus-

The question is whether dealers are leaving
money on the table. Presumably, yes-at least

$5. Then the question becomes whether the

costs of collecting the money are greater than

the funds tendered.

Rel1tallnfQfrnatiQn Systems" '"��
P.O. !lax 1165 ... 6�4 Jei).n�tte Ave.
MagOQHa� AR 'Jr17!53
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thinking would have to change dramatically.
The store would have to get out of the busi­
ness of renting TVs by the week or month,
and instead get into the business of renting
TVs for whatever period of time a customer

would or could rent one for. It might be a day
at a time or, in theory, even smaller incre­

ments. Rental yards, after all, rent their tools

by the hour.

The theory is that the 10- to 30-percent exist­

ing customer base, many of whom currently
avoid contact with the store because they
don't have a full weekly or monthly payment,
would feel free to come in with whatever

money they did have and buy some more

time. In addition, the store should attract

some customers who do not ever seem to

have quite enough money on hand for a full

weekly or monthly payment to get them start­

ed in a rental program in the first place.
The common wisdom among people unfamil­
iar with how the business really works is that
it is folly anyway to rent a TV that costs $300
to someone for a $20 rental payment without

running a credit check on the customer­

and without committing the customer to

making any additional payments. And yet,
that is the nature of the business. And many

millions of customers later, the industry has

proven the fallacy wrong. Is it so fatal to sup­
pose the deal cannot work for a period of
time shorter than a week and for a $10 pay­
ment, or even a $5 payment, instead of $20?

From a risk-of-loss-from-theft point of view,
there should be some additional comfort
because the store will have to have contact

with the customer more often if he only pays
$10 instead of $20. Many rental dealers like

plenty of customer contact. They know that if

they are in contact with their customer, they
still have a unit whose whereabouts are

known, and at least a chance of getting it
back.

But, of course, all of that customer contact

costs money and, at some point, it costs more

to get the money than the customer is likely
to pay.

Then there is the significant question of what
effect such a program would have on the 90

percent to 70 percent of customers who pay
weekly or monthly more or less on time. If

they know that instead of having to come up
with $20 each week for renewal, they could

keep watching TV for $5, would the system
spoil them, allow their discipline to lapse, and

I-year limited warranty

Onyx Distributing
13650 Aoyd Rd #262 Dallas TX 75243

Contact CurtislSpain 214-234-646�. 800-953-5550
A·PR:) Associate Member since 1995 !
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cause a lower payment for the rental store and

subsequent pickup? Rental dealers who are

persuaded that they must help customers

manage their money and impose the disci­

pline of requiring regular payments at timed

intervals, usually closely associated with pay­
days, will think this whole idea is heretical.

In a pure pay-for-the-time system, all mer­

chandise would be available to all customers

at daily or other rates. As a practical matter,
rental dealers are not going to want to deliver
an apartment full of furniture one day and go
pick it up the next. And so, the system would

likely have a minimum initial rental period, at

least for certain items.

Rental dealers could certainly charge higher
rates for shorter periods of time and, in fact,
already do. Nearly all rental stores charge
monthly customers less than weekly cus­

tomers. Daily customers might reasonably
expect to pay more by the day than by the
week.

This system could give a company a market­

ing edge over other traditional rental compa­
nies. The angle would be that customers rent

for as long or as short a time as they want and

Continued on next page



Is there some magic, minimal amount of

money that a store must get from a customer

below which amount it is not economically
feasible to do the business? If so, how much is

it, and can that amount of money be comput­
ed as rental time?

There was a business many years ago that

rented TV sets to customers by the hour.

Customers had coin boxes attached to the
TVs in their homes and when they wanted to

watch some TV; they dropped in a quarter for
30 minutes or an hour's worth of viewing
time. In those early days of television they
were paying for the time. Similar TV-viewing
systems can be seen in a few airports around
the country.
If some brave rental entrepreneur out there
has tried this pay-for-the-time concept, we

would like to hear what happened. It is not a

glamorous notion. But it would change how
we all are used to thinking about the busi­
ness. And, obviously, everybody cannot do it.

The question is would it work?

Ed Winn is APRO's legal counsel and veteran

writer on industry issues.

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

Continued from previous page

pay only for the time they actually use the

product.
Rental dealers know that for many cus­

tomers, every week or month, there is a strug­
gle to pay the bills. There are always more

bills than funds available, and the secret for
rental companies and for all companies with
whom the customer does business is to get to

the top of the payment list. Some weeks, the
rental company will get to the top and some

weeks it will not. When it is at the top, the

company gets a renewal payment. When it is

not, it gets a rental return.

The pay-for-the-time system takes some

pressure off of the customer by allowing him
increased flexibility to pay the rental compa­
ny. It does not, finally, put any more money in

the customer's hands and the question is
whether the system will generate more rev­

enue for the rental company than the tradi­
tional system.
Would the system increase BOR? Is there real­

ly a pool of would-be rental customers who
can never or only rarely manage to come up
with a full weekly or monthly payment, but
who could nonetheless regularly come up
with $5 or $10 and who would like to spend
that money renting some modern conve­

niences?

Ideally, a rental dealer would implement a

pay-for-the-time program for that pool of
customers and keep all of the regular pays on

weekly or monthly programs. But how to dis­

tinguish between customer groups? Rental
dealers can only determine payment habits
after the fact; as a practical matter, there is no

way to tell.

Making a pay-for-the-time system available

only for some class of good, regular, paying
customers would defeat the purpose of the

program because it would not add new cus­

tomers to the store and would perhaps spoil
the paying habits of existing good customers.

In the days of manual operating systems, a

pay-for-the-time notion would have been
unthinkable. Too much paper shuffling. But

computer programs today would easily allow
the computation of rental rates for any period
of time.

Some of the common wisdom in the industry
to date has been that if a customer cannot

come up with at least enough money for a full

weekly payment, then the best course of
action is for the dealer to retrieve the unit and
rent it to someone who can. But this system

FEBRUARY/MARCH 1996

costs money as dealers well know. It costs

money to pick up a unit and it costs more

money to find another customer for the unit.

Ideally, a pay-for-the-time system would keep
units out on rent better. Keep rates should

improve modestly because customers would
not have to come up with much money at any
interval to renew. A small amount of money
would buy a small amount of time.

Of course, it would do no good to take in just
enough money to get the customer current

without more. That is not a pay-for-the-time
system. The customer would have to pay for
some period of time in advance or return the
unit.

Such a system would surely increase employ­
ee activity in the store. No longer would

employees see those long, lazy Tuesdays and

Wednesdays of polishing TV screens-fol­
lowed by the chaotic crush of Fridays and

Saturdays. Store traffic would increase every­
day with customers making several $5, or $6,
or $8, or $10 payments during the course of a

week instead of one $20 payment. Whether it

would increase store activity sufficiently to

increase store labor costs would depend on

how fully utilized store employees are to

begin with.
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them for personal gain. Total Quality
Management helps change that mindset by
emphasizing that it is not the boss vs.

employees, but the boss with employees: that

together, you work toward the common goal
of success for the business and, by achieving
success, all stand to benefit.

The biggest asset to winning your people over

is to gain the trust of a few natural leaders in

your business; others will eventually follow.
Most important is to show sincerity and trust.

How do you identify the natural leaders?

They're not necessarily supervisors, but at

times have more influence on the other

employees than supervisors. Keep an eye out

for people who exhibit leadership qualities
such as: fast learners, those who help new

workers learn their jobs, those who don't have
to be told what to do before they take action,
and people who are willing to take risks to try
to solve problems on their own.

Your bull's eye for Total Quality Management
should be this: Increase quality production
and service at the lowest possible cost, and

satisfy your customers by having everyone in

the company take responsibility for the quali­
ty of their work.

Look to others who have already implement-

ed Total Quality Management, such as large
corporations or successful government agen­
cies, and seek out what knowledge they have
to share. Educate yourself by reading up on

the Total Quality Management concept in

business journals.
Your goal needs to be clear: trust your people
as they must trust you. Everyone has to be

willing to give or receive feedback without
fear of criticism or reprisal. A workplace built
on trust and a desire for improvement is a

workplace of winners.

Workers are not solely motivated by money.
For most workers, a feeling of accomplish­
ment and job satisfaction is just as important
as monetary compensation. By allowing for

feedback, self-initiative and creativity, you
will find that workers will have these priori­
ties met. Once they are met, workers will
exhibit enthusiasm and greater productivity.
If the employees are happy and feel good
about their jobs, it will reflect in the quality
effort they put into those jobs, which ulti­

mately will accomplish the goal of customer

satisfaction.

And that's the bottom line.

Vince and Carol Brzozowski-Gardner are

Florida-basedfreelance writers.

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

Continued from page 31

put off by the teamwork concept, believing it

undermines their authority.
On the contrary: when applied properly, it

enhances the cooperation of the subordinates
with the supervisor.
Not only does the idea of Total Quality
Management scare supervisors, but so too

does it scare employees. New buzzwords and
catch phrases turn some people off, especially
those of tradition.

How a manager introduces Total Quality
Management can make a big difference. Let

your people know that you are not changing
the way they have to do their job. You are

empowering them to improve their work situ­
ation.

Total Quality Management is a process that

gets everyone involved in the task of achiev­

ing quality in the organization. This is accom­

plished by eliciting ongoing feedback and del­

egatingresponsibility (and thus allowing the

person to act upon that responsibility, rather
than having management constantly interfer­

ing in their work).
Here are six ways managers can elicit feed­
back:

1. Place a suggestion box in a common area

for employees. Allow them to remain anony­
mous if they so choose. Always follow up on

suggestions, no matter how trite.

2. Ask your senior personnel to list those
obstacles to getting their jobs done well. Make
sure they get feedback from co-workers.

3. Get out of your office and spend time

among the people "on the floor" Let them see

you present while you ask them if there is

anything you might do to help.
4. Give your people a pat on the back, even for
the smallest accomplishments. Tell them how
much you appreciate their efforts.

5. Inform your people that they now have a

chance to make their work easier and more

productive. Don't promise or even suggest
something you cannot guarantee.
6. Ask your employees to get feedback from

your customers. The ultimate goal of Total

Quality Management is customer satisfaction.

These steps can help foster a feeling of kin­

ship among you and your employees, which is
the key to getting Total Quality Management
off the ground.
Unfortunately, for years, workers have
believed the boss is just waiting to "catch
them" doing something wrong or is "using"

PROGRESSIVE RENTALS

If you missed jewelry last . Christmas,
don't make the same mistake for

Mother's Day, Father's Day & Graduation.

Make the change now!

With the Fashion Craft

lI�ood-as-Gold" Jewelry Program

Jewelry isn't just for Christmas - not with the comprehensive
Fashion Craft program. It's the program that supplies you

with all you need to get started including
the best support system in the rental industry.

For just $1925. you receive a complete sample line to display.
Sell a ring, size the customer, then order the genuine ring using
our toll-free number. You'll receive it in just three working days.

Call now toll-free for complete information.

The Fashion Craft Corporation
1824 Johns Drive Glenview II 60025 1-800-877-7907 Fax 708-998-0283
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Continued from page 32

tomorrow's newspaper. Nothing is "off the
record" until a journalist agrees to it-and
even then it's best to just avoid those situa­

tions.

3. Promote even your smallest events, promo­
tions or product developments. Many news­

papers these days have separate business or

community sections which feature small
news items, so don't be afraid to send out

reams of press releases for these sections.
And don't ever underestimate the power of
the news media; people read those columns.

Prolnote even your slnallest events, prolno­
tions or product developlnents.
Many newspapers these days have

separate business or cOlnlnunity
sections which Feature slnall news

itelns, so don't be aFraid to send out
realns of press releases For these
sections.

You could gain a great deal of business expo­
sure with just a small press release.

4. Announce upcoming days or events which
tie in to your business and write a press

release explaining them. Don't assume

reporters know everything about your busi­
ness. Explain terminology, no matter how

Continued on page 43
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Dallas, TX 75265-0282 (708)349-3900 3609 W. Alexis Rd., Ste. 202 Atlanta, GA 30340
* Associates Financial (214)890-5367 Health insurance provider Toledo,OH 43623-1348 (770)451-4302
Services Co. Financial services (419)473-9012 Buying organization for RTO
250 Carpenter Frwy. ¥ Moore Business Forms Mystery shopping industry
Irving, TX 75062 * Equitable Securities Corp. 10300 Linn Station Rd., Ste. 400

(214)541-4000 800 Gessner Rd., Ste. 1130 Louisville, KY 40223 * Shoppers View > Unishippers Association of
Financial services Houston, TX 77024-4257 (502)426-71 05 3939 Mayfield Ave. NE San Francisco

(713)722-8693 Rental agreements Grand Rapids, MI 49505-2368 2171 Pacific Ave., Ste. 203
¥* Avant, Inc. Financial markets/Wall Street (616)361-5677 San Francisco, CA 94115
One Avant Way ¥* Nationwide Club Mystery shopping (415)346-2073
West Concord,MA 01742 * Finova Capital Corp. Administrators Airborne Express provider
(508)369-0860 1 Galleria Tower 2801 N. University Dr., Ste. 306 * Smith, Todd, McEntee &
Photo ID equip., laminators, l3355 Noel Rd., Ste. 800 Coral Springs, FL 33065-5054 Company, P.A., CPAs ¥ Universal Screen Graphics
related supplies Dallas, TX 75240 (305)753-5849 2646 SW Mapp Rd., Ste. 201 8402 Sabal Industrial Blvd.

Financial services Club programs for RTO Palm City, FL 34990-2740 Tampa, FL 33619
* George K. Baum (407)288-3797 (8l3)623-5335
120 W. 12th St. ¥+* FORESIGHT, Inc. * Rauscher Pierce Refsnes, Inc. Accounting services Promotional
Kansas City,MO 64105-1917 3700 W. Robinson St., Ste. 230 2711 N. Haskell Ave., Ste. 2400

(816)283-5394 Norman, OK 73072-3639 Dallas, TX 75204-2936 ¥ * Sold on Hold * White & Company
Financial services (800)733-0811 (214)989-1000 12700 Park Central Dr., No. 1401 1020 N. Main St., Ste. B

Club programs for RTO Financial services Dallas, TX 75251-1502 Wichita, KS 67203-3617
* Blue Ridge Burke Insurance (214)404-1000 (316)265-4877
P.O. Box 168 * G-K-S Insurance Agency * Rent America, Inc. On-hold message producers Accounting services
Winston-Salem, NC 27102 10600 W. Alameda Ave. 11300 N. Central Expressway, No.

(800)466-0488 Lakewood, CO 80226 219 * Stockbridge Partners > Harry Weisbrod Associates,
Insurance programs for RTO (303 )988-1234 Dallas, TX 75243-6705 425 Sherman Ave., Ste. 220 Inc.

Insurance programs for RTO (214)690-4900 Palo Alto, CA 94306 P.O. Box 821329
¥* Bonnie "The Flyer RTO store licensing (415)688-3135 Dallas, TX 75382

Specialist" ¥* Inform Business Systems Financial services (214)373-0435
7569 Barrett Rd. 1209 S. Ridgewood Ave. * RTO Media Wage-and-hour consultation
West Chester, OH 45069 Daytona Beach, FL 32114-6127 5114 Balcones Woods Dr., Ste. ¥+* Tele-Track, Inc.

(800)83-PRINT (904)252-5766 307-329 3841 Holcomb Bridge Rd. * Wheat First Butcher Singer
Advertising-direct mail Business forms/rental agree- Austin, TX 78759 Norcross, GA 30092-2205 901 E. Byrd St.

ments (800)947-4786 (800) 729-6981 Richmond, VA 23219-4069
¥ Century Graphics Corp. Advertising-TV commericals Skip-trace network (804)782-3297
1013 McDermott Rd. * Kirkpatrick, Sprecker & Co. Financial services
Metairie, LA 70001-6227 311 S. Hillside St. * RTO Systems, Inc. * Grant Thornton LLP

(504)836-6000 Wichita, KS 67211-2130 19N."D"St. 1445 Ross Ave., Ste. 3600 * Whitsell & Company, P.C.
Circulars & advertising premi- (800)275-5935 Sierra Business Center Dallas, TX 75202-2774 1250 E. Copeland Rd., Ste. 600
urns Accounting services Porterville, CA 93257 (214)855-7300 Arlington, TX 76011-4914

(800)457-9362 Financial services (817)261-4454
* ColorTyme, Inc. ¥ McGunn Safe Co. Insurance programs for RTO Accounting services
P.O. Box 168328 4917 S. Central Ave. * Triad Learning Systems, Inc.

Irving, TX 75016-8328 Chicago,IL 60638-1528 * The Robinson Humphrey Co. P.O. Box 450392

(708)458-7233 3333 Peachtree Rd. NE 9th Floor Garland, TX 75045-0392

The above list of management-services providers cater to the rental-purchase industry. All are either APRO Associate Members (*), advertisers

(+) in APRO publications or APRO convention exhibitors (¥). In addition, three are APRO-endorsed consultants (».
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Continued from page 29

theft, how does the employer protect against
big employee lawsuits?

Historically, civil cases were never intended
for jury process. The English system of law,
from which ours is modeled, excludes juries
from hearing civil dispute cases. Instead, a

judge hears the cases and decides on the
matter. Civil trial by jury was purely an

American wrinkle. Few other countries in
the world practice such a process.

ADR precedes the court system. It has its

early roots in ancient Mesopotamia, where a

king required all civil disputes be mediated

by the village elders first before a case could
be tried.

In England, when the civil courts were creat­

ed as revenue generators for the English .

Crown, business people decided they would
be better off handling matters themselves
and adopted a system of ADR.

Internationally, business transactions are

frequently sent to arbitration as a way to

determine before a dispute arises where the
case will be tried, what laws will be used and
what language will govern the negotiations.

.

)._

"It has been the preferred method of resolv­

ing civil and commercial disputes for thou­
sands of years:' claims Faulkner. "It's a phi­
losophy that allows commercial businesses
to work out their disputes without interfer­
ence from the government:'
In the U.S., federal mediators have frequently

services. He signed up his employees for an

ADR system last year.

"For employers, it's something that is kept
confidential and is not subject to the wild­
card settlements of today's juries:' Gersema

says.

White says his company already had a for-

Historically, civil cases ""ere never intended
I=or jury process. The English system
01= la"", I=rom ""hich ours is modeled,
excludes juries I=rom hearing civil
dispute cases. Instead, a judge
hears the cases and decides on the
matter. Civil trial by jury ""as purely
an American ""rinkle.

been used to settle labor strikes. Today, many
judges at the local levels are requiring medi­
ation before trial as a way to eliminate some

of the bottlenecks in their dockets.

Proponents say it lessens the tension of the

grievance process .

"It gives employees with legitimate griev­
ances a fast, fair and reasonable judicial
process:' says George Gersema, CEO of

Employer's Resource Management, Inc., a

national organization for co-employment

mal grievance procedure in place. However,
employees saw it as having "the cards
stacked against them:'

Adds White: "What ultimately sold us about
the ADR system was the fact that a neutral

party comes in to settle the disputes.
Everyone gets a fair deal that way:'
Kelli Montgomery is a magazine journalism
graduate from the University of Texas at

Austin andformer APRO intern (1993).

Join over 2,500 other Rental Purchase stores who realize the increased profit poten­
tial of the FORESIGHT Preferred Customer Club. FORESIGHT also gives you:�

� Added Value to Your Rental Transaction.
� The ability to Attract New Customers & Retain Existing Customers.
� Flexibility to Customize Your Club Program
� A Comprehensive Package of Benefits
� Innovative Pricing Options
� Minimal Administration

Call the industry's largest Club provider today to find out how you can increase youri7
.

profits with no investment.

............_ .."...., ..,..,_
.... ." JIIIT.....r .._. ......,. ..
. ....,...- ........., __..,..,..,

PREFERRED CUSTOMER CLUBS

PROGRESSIVE RENTALS

A·PR:»'s 1995 Vendor of the Year

Serving the Rental Purchase Industry Since 1989 .

CaI/1-BOO-733-0B11 Today!
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22. Do you set clear agendas for meetings and
then stick to them?

23. Do you stop working on a task when you

begin to feel stress or a loss of energy?
24. Do you keep a simple time log to systemat -

ically assess where and how you spend your
time?

Test youp tilfte-Iftanagelftent quotient �

Wise sages and time-management experts
have reminded us for years that we can never

really "save" time. We can only spend it.

How effectively do you spend time? Do you
plan your time carefully, treating your min­

utes and hours as the truly precious resources

they are? And even more important, do you
spend your hours achieving the personal and

professional goals most important to you?
How well do you really manage time? To

answer this question-and to brush up on

the key principles of time management­
grab a pencil or pen and scratch pad, and take
this brief "time test:'

Give yourself 1,2,3, or 0 points, according to

the following scoring key, as you answer each

question. If your answer is "always:' give your­
self 3 points. If your answer is "usually:' give
yourself 2 points. If your answer is "occasion­

ally" or "sometimes:' give yourself 1 point. If

your answer is "rarely" or "never:' give yourself
o points.
TIME TEST
1. Do you regularly review long-range goals
for your personal and professional life?

2. Do you spend a few minutes thinking about
and planning your day before you start it?

3. Do you outline each day's appointments
and key tasks in your calendar?

4. Do you list your tasks and activities in pri­
ority order and concentrate on these top pri­
orities?

5. Do you keep and use an ongoing "to-do"

list, consisting of things you'd like to do in the
future?

6. Do you handle the most important tasks of
the day when you feel the most alert?

7. Do you group similar tasks together and do
them all at the same time?

8. When you enter your office or pick up your
mail, do you immediately discard messages
and items you don't need?

9. When you're working on a large project, do

you break the task down into small chunks
and work on one piece of the project at a

time?

10. Do you shut your door or engage in "quiet
time" when you must handle "detail work?"

11. Do you keep reference materials, like tele­

phone books, address books and important
manuals within arm's reach of your primary
work area?

12. Do you organize your working tools, like

FEBRUARY/MARCH 1996 PROGRESSIVE RENTALS

pens, rulers, telephones and other equipment
so they're ready to use the minute you want

them?

13. Do you maintain a simple, but well­
defined filing system, into which you place all
loose papers and materials?

14. In completing paperwork, do you handle
each piece of paper only once?

15. Do you use a dictating machine to handle

memos, messages and correspondence?
16. Do you skim magazines, journals and

reports to learn key information?

17. Do you use waiting time and travel time to

handle small tasks or to catch up on reading?
18. Do you make decisions and embark on

courses of action quickly?
19. When you start a project or task, do you
have "backup" plans which can be quicklyand

easily implemented if your original plans
don't work out?

20. Do you keep your secretary, assistant or

colleagues informed about your work so they
can handle minor tasks without interrupting
you?
21. Do you give clear instructions to subordi­
nates and colleagues-clear enough so they
do not have to return several times?

"i--

25. Do you take time each week to appraise
your productivity and determine whether

you've completed the goals you set out to

accomplish?
To determine your "time-management quo­
tient:' total the number of points you received
on the time test. If your score ranges between
65 and 75, congratulations. You're a fine time

manager and, chances are, you're using your
time to get top results.

If your score ranges between 45 and 64, not

bad. With some modest improvements in your
time-management habits, you can probably
become more productive each day.
If your score ranges between 25 and 44, you've
got the right idea, but you'll have to work hard
to begin using time-management principles.
If your score is below 25, you've got a lot of
work to do to achieve more of your goals.

-Richard G. Ensman Jr.

1
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This announcement is neither an offer to sell nor a solicitation ofan offer tv bu'y wry of these securities.
The offering is made only by the Prospectus.

January 24, 1996

\

1,800,000 Shares
...

_

ALRENCa
FOR THE HOME

,

.J

Common Stock

Price $14 Per Share

Copies of the Prospectus may be obtained in any State onlyfrom such of the several

Undcnoruers, including the undersigned, as may lawfully offer the securities in such Suue.

EQUITABLE SECURrnES CORPORATION

WHEAT F1RST BUTCHER SINGER

J.J.B. HI1llARD, W.L. LYONS, INC.

GEORGE K. BAUM & COMPANY J.C. BRADFORD & CO. FURMANSELZ

INTERSTATE/JOHNSON LANE JANNEY MONTGOMERY SCOTT INC.
Corporation

MCDONALD & COMPANY MORGAN KEEGAN & COMPANY, INC.
Securities, Inc.

NEEDHAM & COMPANY, INC. THE OHIO COMPANY RAUSCHER PIERCE REFSNES, INC.

THE ROBINSON-HUMPHREY COMPANY, INC.

FRIEDMAN,BILLINGS,RAMSEY &CO.,INC.

NATCITY INVESTMENTS, INC.

DAVID A. NOYES & COMPANY

TUCKER ANTHONY
Incorporated

HOWE BARNES INVESTMENTS, INC.

EDGAR M. NORRIS & CO., INC.

STERNE, AGEE & LEACH, INC.
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the news media with generalizations, just as

it's easy for the news media to generalize.
Nothing speaks the truth louder than the facts.

As a former newspaper reporter and now a

Continued from page 40

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

elementary it may seem to you. These releases

may prompt a call from a reporter and get you
quoted.
If you live or work in a town that has a small

newspaper, offer to write a column highlight­
ing your expertise-perhaps a question-and­
answer column, popular in many small com­

munity newspapers. You won't get paid
much-if anything-for your writing, but the

exposure is good for business.

5. Be available for important stories. Make sure

the local reporter has a phone number where

you or your media contact may be reached at

night. Many reporters work well beyond the
dinner hour. It is better to have your evening
meal disturbed by a telephone call than to

open the newspaper the next morning and
read an incomplete story which could have
been more balanced with your input.
6. Know how to write an effective press release.

Every press release should be typed, double­

spaced and include the basics-who, what,
when, where, how and why. Include phone
numbers for contacts and get the press release
to the editor's desk well before deadline.

7. Don't be discouraged if something you sub-

mit is not published. It's a game of numbers in
the news business. You're bound to "win" col­
umn inches at some point.
8. Have your business invite the local business

I. you live or 'Work in a to'Wn that has a

slnall ne'Wspaper, o••er to 'Write a

colulnn highlighting your expertise­
perhaps a question-and-ans'Wer col­
ulnn, popular in Inany slnall COInInU­

nity ne'Wspapers. You 'Won't get paid
Inuch .or your 'Writing, but the expo­
sure is good .or business.

writer to speak to employees at a seminar or

less formal gathering. Unveiling the media

mystique can do nothing but improve your
relati0nship.

9. The newspaper is the pulse of the communi­

ty; don't shy away from getting your business
to be a beat in that pulse. Organize letter-to­
the-editor campaigns to praise and protest
certain types of coverage. This lets editors
know you are alive and standing to be counted.

10. Avoid broad-based criticism of the news

media. Focus your comments on the facts and

stay with those facts. Explain how you believe
fairness may be achieved. It's too easy to blast

SmartSound™
automatically adjusts annoying changes in volume

SmartPicture™
SmartSurf™
Store up to I 0 stations
in a "ring memory" and

then "surf the loop"
enhances viewing with preset adjustments

RemoteLocator™
remote beeps to reveal location when missing

SmartReplay™
Play back the previous eight seconds video In slow motion
or standard speed.

A·PR:) Associate Member since 1981

freelance writer, I've always believed people
underutilized the opportunities local media
outlets afford. The people whose news items
made it into my "people" column, and whose

quotes made it into my news stories, made
themselves known to me through phone calls,
mail and personal contact.

If done in a tasteful and polite way, you can see

a positive increase in your media exposure by
following these steps.
Carol Brzozowski-Gardner is a Florida-based
writer.

for a Smart RentalPlan.
Telephone 423.521.4711

Fax 423.521.4744

MAGNAVOX
Smart. Very smart.®

© 1996 Philips Electronics North America Corporation
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down. Therefore, the establishment of those values begins with the

quality of the people hired, the training they receive and the ethical

practices embraced by the company's management and ownership.
A few things to consider which will improve the standards of conduct
within your rental-purchase operation:
• A clearly defined mission statement that includes a statement about
the treatment of customers and employees.
• A set of philosophies that clearly defines your company's position
toward customers, employees, business relationships and the commu­

nities in which your company conducts business.
• A strong set of corporate policies, detailing codes of conduct and val­
ues.

• An employee policy and procedure manual that again outlines your
company's standards of conduct.

All of the manuals, training and verbal statements mean nothing,
though, if the commitment of management and ownership is not there.
Ethics begin at the top and filter down, so managers and owners need
to look at themselves and see what example they set.

As a manager or owner, ask yourself these questions:
• What do I do when a coworker or employee mistreats a customer? Is
this the way I'd like to be treated as a customer?

• When do I take corrective action when someone breaks policies or

procedures? Now or later?

• Have I ever made a derogatory statement about a customer or

employee in front of another customer or employee? Why?
• Does my company stress customer and employee relationships or just
numbers? Why?
• As the owner, have I ever made a commitment to a customer or an

employee that I knew I could not keep? Why?
• Have I ever underreported income for tax purposes? Why?
Of course, these questions can go on and on. Most of us have broken a

rule or two and have allowed our standards of conduct to slip at one

time or another. But it is important to remember that it's up to us to

maintain a strong system of ethical conduct.

If we do not take individual responsibility for upholding high moral
and ethical values in our businesses, then we really do not have room

to complain how we are treated.

Wayne Chambers is chiefoperating officerfor Albuquerque, N.M. -based

Amigo Rentals. He is a former dealer and two-term president ofAPRO

(1991-93J. Chambers continues to serve on the APRO Board ofDirectors
and chairman Charles Cloud's ethics committee, among others.

..............................•................•..•.•...............................................................•...•...........

By WAYNE CHAMBERS

Ethics encompasses a system of standards of conduct and moral judg­
ment for a particular person or group. The standards of conduct and
moral judgment have developed for the rental-purchase industry
through the years.
The question is whether or not the industry has come far enough.
Compared to 20 or 25 years ago, the standards of conduct have

improved considerably. Many of the improvements have been dictated

by the size of the industry and the exposure to outside influences such
as government regulation, media exposure, state and federal taxing
authorities, and state, local and federal courts.

Credit should also be given to the formation of a national trade associ­
ation and the education processes that are brought to the industry.
However, is that enough? And how far should the standards of conduct
be developed?
Outside forces have determined many standards that have been estab­
lished, perhaps because the industry did not move fast enough. Those
standards include:

• The language mandated in most every rental agreement;
• Disclosures mandated in all advertising;
• Pricing restrictions in many cases;

• And even the way in which dealers may mark merchandise in their
stores.

Yet even with some of these guidelines established in state laws, some

dealers have knowingly maintained old language in their rental agree­
ments, stretched their interpretation of advertising disclosures,
ignored pricing requirements and not provided customers with proper
pricing disclosures. Interestingly, it seems these dealers are also the
ones who show little interest in joining their state and national trade
associations.

Many of these dealers are driven by numbers-the bottom line-and
show little respect for their customers and employees, and foster a poor
company culture. Unfortunately, those are also the dealers who get
caught, make the nightly news and daily newspapers, and end up fos­

tering a negative perception of this industry with the news media. A
news story on these types of dealers gives the impression that there is
no system of standards and proper conduct within the rental-purchase
industry.
A level of numerical greed may also be part of the problem. In a quest
for numerical supremacy, companies often forget that high standards
of conduct have the customer and employee in mind. The employee is
the first line of contact with the customer-and if employees do not

show a high level of moral and ethical values, the system will break
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HereTheyAre!
Introducing the new GE Washers and Dryers

Designed for the Rental Purchase Industry

l '

Washer
• Easy delivery, only 1381bs.
• QuickSet Installation with Tie-Rod

and Kick-off Skids
• 100% Front Serviceable
• Super 3.2 cu. ft. Capacity-Largest

in the industry
• PermaTuf II™ interior basket with

20-year warranty
• Snow-white basket for fresh, clean look

Dryer
• Extra-large door opening for easy loading

and unloading
• Reverse-A-Door for right or left hand

installation
• New 6.0 and 7.0 cu. ft. capacity models
• Up-front lint filter



�roducts that are easy to rent,
w in maintenance?

GEWasher

Super-Wide 1-1/2"
opeaing with easy-to-usel-_--.

graphic wash cycle
instructions under
the lid

Quiet-Flo water inlet
fills with sheet of water

Auto Bal�!lJ'@e Suspension
System for .superior
out-of-balance performance

Steel Drive 5rransmission
l--�

for durability

No-Scuff leveling legs
made of durable plastic

Closed bottom with galvanized
.

steel construction

3.2 cu. ft. capacity
largest ever

Newly designed
transmission

requires only 5 oz.

transmission oil

GE and Hotpoint, the complete product lines for the Rental Purchase Industry.

For more information on our new laundry products, the complete
product line, programs and distribution system, please call

Andrew Liebert at 800-782-8093 or Bill Scearce at 800-782-8097. •
A·FIR:) Associate Member since 1992

We bring good things to life



choice of millions
of €:8nsumers.

� Excellence in a

wide range of VCRs
and Table, Console
and Big Screen Color TVs

in screen sizes, styles, fin-"
ishes and features to please
the most discriminating
rental customer.

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


