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"It all started in Reno," starts Ed Winn in this
chronicle of preparing for the prime-time
nightmare that has dogged APRO and the

industry for the past three months. As the
selected industry spokesperson, Winn shares
his newfound insight into talking to reporters,
media training and being grilled by not-so­

kind interviewers.

Which furniture market is right
for you? Writer Julie Harris
researched the five top furniture
markets in the country to find
out what each market has to

offer rent-to-own dealers. From

High Point to San Francisco,
each one possesses its own

unique flavor. And, not

surprisingly, more of the markets
are recognizing the increased

buying power of RTO dealers.

At the zenith of his career, RTO pioneer Norm Smith
isn't really retiring, he's just taking a step down from a

successful IS-year venture into rental-purchase. Smith,
one of the industry's best-known consumer electronics

experts, was responsible for creating Zenith's unique
partnership with the RTO market.

Jessica Schneider explores the pros and cons facing RTO dealers when renting
computers. Once a dealer's techno-fears are addressed and resolved, however, the

potential for growth is great for increasing customer base and gaining an edge on

the competition.
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RTO in the national

spotlight; Positive

press/negative press;
Aaron Rents makes Forbes
list; and more.
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Darrell Tissot recaps
current issues facing the
Association.
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APRO Executive Director
Bill Keese lends his

perspective on media
crises.
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APRO General Counsel
Ed Winn III apprises
members of additions to

the APRO Code of Ethics.
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An annual listing of

companies that supply
computer products and
services to the RTO

industry.
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New products and
services.
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How do you boost morale
when bad press hits?
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Office Star's EXII0features a generously contoured seat ana back with lumbar ..:

support. Matching low-back ana sled-base visitor's choirs also available.

Work Sm.art,
the affordable new seating

from Office Star,
the

hang tags. And an innovative

"Quick Ship" program (with
warehouses on both coasts!)
that gets merchandise to

you faster than

Add it all up

you'll
Office

collection
lets you create just
chairs your customers

want. Over 40 elegant
patterns" all made in

the U.S. and backed

by a IS-year limited

warranty. Colorful new

ever.

and

thatagree
Star makes

working smart easier.

And far more prof-

For more information, call toll-free

'·800·950·7262 �OFFICE STAR
�-PRODUCTS

2883 Surveyor Street Pomona, CA 91768 FAX (909) 594-2280
APR:) Associate Member since 1996

2 PROGRESSIVE RENTALS

Bals
PUBLISHED BY THE

ASSOCIATION OF PROGRESSIVE
RENTAL ORGANIZATIONS

EDITOR

Julie Stephen Sherrier

ART DIRECTOR

Neil Ferguson
DIRECTOR OF MARKETING

(ADVERTISING)

Cindy Ganther

EXECUTIVE EDITOR

Edward L. Winn III

EXECUTIVE DIRECTOR

Bill Keese

COLUMNISTS

Bill Keese, Darrell Tissot
and Edward L. Winn III

CONTRIBUTORS

Alfred deLeon, Julie Harris, Jessica
Schneider and Edward L. Winn III

DIRECTOR OF CIRCULATION

Laurie Derton

EDITORIAL/ADVERTISING OFFICES

9015 Mountain Ridge Dr., Suite 220

Austin, Texas 78759

512/794-0095; fax 512/794-0097
E-mail jsherrier@apro-rto.com

http://www.apro-rto.com

APRO OFFICERS AND DIRECTORS

PRESIDENT

Darrell Tissot

FIRST VICE PRESIDENT

Ernie Lewallen
SECOND VICE PRESIDENT

Ronald DeMoss

SECRETARY

David P. David

TREASURER

Gary McDougal
IMMEDIATE PAST PRESIDENT

Bill White

DIRECTORS

Joe Arnette, Rich Bartel,
Saundra Blackwell, Richard Eichlin,

J. Kieffer, Mac McCullar,
Gary Romine, James Strong,

Larry Sutton and Wayne Sutton

PROGRESSIVE RENTALS (ISSN 8750-6106) is

published bimonthly by the Association of

Progressive Rental Organizations (APRO) at

9015 Mountain Ridge Drive, Suite 220,
Austin, Texas 78759; 512/794-0095. Basic

price $1 per year to APRO members. Addi­
tional subscriptions: U.S. and Canada-
1 year (6 issues), $30; 2 years (12 issues), $50;
3 years (18 issues), $65. Periodicals postage
paid at Austin, Texas. POSTMASTER: Send
address changes to Progressive Rentals,
9015 Mountain Ridge Drive, Suite 220,
Austin, Texas 78759.

Copyright © by APRO, 1997. All rights
reserved. Cover and contents may not be

reproduced in whole or in part without prior
written permission. Back issues $5 each, sub­

ject to availability. For subscription, change of
address, back issues, write to above address.
Three weeks required for changes on orders.
Allow six to eight weeks for the first subscrip­
tion copy to be shipped.

APID



VE ou an
With Rental & Sales Software Systems'

MOST COMPLETE RTO & Retail
Software System in America

• Rental Pu rchase
• Rent-to-Rent

• On-Screen Collections
• Pager/Cellular System
• Service Department
• Electronic Mail (Registered)
• Telemarketing
• Price Tag with Bar Code Control
• Time & Attendance Interfaced to Payroll
• Home Office & Warehouse
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• Retail Point of Sale
• Retail Sales with A/R
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• Purchase Order System
• On-Screen Receiving
• Interfaced Accounts Payable
• Interfaced General Ledger
• Bar Code Inventory Control
• Inventory Analysis Buying System
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All RSSS programs are interfaced to each other ...
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• Multi-User On-Line
• Flex Pricing
• Combined or Separate Reporting
• Home Office Mirrors Each Remote

• Windows NT

• Unix/Xenix

• Turnkey Software/Hardware
• Hardware Only - Software Only
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1-800-334-5224
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After 85 years of laundering,
we know a little something

.about helping you make money.
Making money for your rental business is easier when you carry

�ltlp(')Dl® products. Not only is Whirlpool one of the most

names, but our appliances are aro0I?-g the tll0st respected.



 



this crisis. During the
months of October and
November, APRO Gener­
al Counsel Ed Winn,
RAe executive vice presi­
dent George Hanson and

Champion's Jeff Under­
wood received intensive

RTO in the
national
spotlight

Despite the industry's
efforts to clean up its

image and put its best
foot forward, negative
press still dogs us. This

year has not been a good
year for positive press. In

June, the u.s. Public
Research Interest Group
held a press conference

slamming the industry,
which generated hun­
dreds of print and
broadcast reports. The

coming months may to

our mettle further as

ABC's 20/20 and CBS's
Public Eye news shows

September, during the
Public Relations Com­
mittee meeting, it came

to light that these two

television shows had
made contact with the

industry and were

requesting interviews.
The producer of 20/20
revealed to APRO Execu-

COMPILED BY

JULIE HARRIS AND

JULIE SHERRIER

media t�aini�g for s�hed­
uled interviews with
Public Eye and 20/20.

---------------------

Needless to say, the interviews with

20/20 and Public Eye were not RTO friendly.
Questions surround the credit vs. lease issue,
exorbitant "interest rates,

,I t�rgeting the

poor and IIduping customers, were fired at

industry spokespersons.
---------------------

tive Director Bill Keese
that two RTO compa­

nies - Rent - A-Cen­
ter and Champion­
were the initial focus
of the piece. A task
force was formed

immediately during
that meeting with

Rent-Way's Bill

Morgenstern serv­

ing as task force
chairman.

Morgenstern,
with APRO board

approval, contracted
with Hill & Knowlton, a

New York public rela­
tions firm, for profes­
sional guidance during

Needless to say, the
interviews were not RTO

friendly. Questions sur­

rounding the age-old
credit vs. lease issue,
exorbitant "interest
rates;' targeting the poor,
"duping" customers and
more, were fired at these

industry spokespersons.
To prepare the APRO

membership,memoran­
dums were delivered

alerting members of the

pending news stories and

airing dates. APRO asked
that members also pre­
pare for local press run­

ning similar stories once

the national stories have

are focusing their cam­

eras on RTO.
At the 1997 APRO

board meeting in Reno in

6 PROGRESSIVE RENTALS



aired. APRO press kits
are available from the
APRO office and a "key
messages on rent-to­

own" was delivered to

APRO members on

November 11.
As a result of this

unfavorable attention,
APRO is soliciting bids
from several media train­
ers in order to train key
members in dealing with
the media. If your store

is contacted by the Iocal
or national press in the

coming weeks, please call
Richard May at APRO at

800/204'-2776 or

512/794-0095.

EDITOR'S NOTE: The 20/20
story aired on Friday,
November 28, right before
Progressive Rentals went

to press. As expected, the

story was not RTO­

friendly; however, the
APRO office has not expe­
rienced any additional
media attention since the

story ran. Several ele­
ments were in our favor:
1) the story ran during a

holiday weekend; and 2)
the story was weak. APRO
members were notified of
the November 28 air date

prior to the Thanksgiving
weekend. The Public Eye
segment on rental-pur­
chase mayor may not

run; APRO will keep you
posted. See the related fea­
ture article on page 20.

Forbes list
includes Aaron
Rents

Aaron Rents Inc. was

chosen as one of "The

200 Best Small Compa­
nies in America" by
Forbes magazine. More
than 6,000 companies
were reviewed to make
the list. Aaron Rents
ranked 181 st on the basis
of profitability and

growth in sales and

earnings.
The company's prof­

itability record included
a five-year average return

on equity of 15 percent.
Sales growth averaged 15

percent over five years
and earnings per share
had a five-year average of
25 percent.

Aaron Rents' sales for
the latest 12 months
were $296 million and
net income was $16.3
million. According to

Forbes, the company's
market value was $344
million based on a recent

stock price of $17.50 per
share.

Forbes magazine's
selection criteria includ­
ed earnings of at least $1
million for the latest 12-
month period, five-year
average return on equity
of at least 14 percent,
five-year average sales

growth of at least 15

percent and five-year
average earnings per
share growth of at least
8 percent.

Lefort moves

into RTO
business

Furniture!Today's "Dis­
tributors Report for
October" includes RTO as

an option for wholesalers

trying to adapt in chang-

1998
CALENDAR OF EVENTS

JANUARY 1998

7-16 Atlanta Furniture Market,
404/220-3000 or 800/AlL-MART
CES Las Vegas, 703/907-7600
APRO/Audiofile Home Theater;
Hospitality, January 9

Dallas Furniture Market, 800/325-6587
San Francisco Furniture Market,
415/552-2311; APRO/Emerald Home

Furnishings Hospitality, January 24

Texas Association of Rental Agencies
[TARA] seminar and board meeting,
Lubbock, Texas

FEBRUARY 1998

8-10 APRO Legislative Conference,
Washington, DC, 512/794-0095

16-19 American Rental Association, Orlando,
309/764-2475

19-22 Tupelo Furniture Market,
601/844-1473; APRO/Benchcraft
Hospitality, February 20

APRIL 1998

23-May 1 High Point Furniture Market,
910/888-3700; APRO/Progressive
Furniture Hospitality, April 25

1 998

1998 APRO Mid-Year Conference,
Puerto Vallarta, Mexico, 512/794-0095
TRIB, Opryland, Nashville,
770/451-4302

1 998

Dallas Furniture Market, 800/325-6587

1 998

Texas Association of Rental Agents
Annual Meeting, 903/581-4943
Indiana Rental Dealers Association
Annual Meeting, 812/949-3370
Atlanta Furniture Market,
800/All-MART

San Francisco Furniture Market,
415/552-2311

AUGUST 1998

12-16 APRO Annual Convention and Trade
Show, Orlando, 512/794-0097

20-23 Tupelo Furniture Market, 601/844-1473
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23-27
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DID
YOU KNOW?ing markets. Atlanta's

Lefort Wholesale Furni­
ture had some serious

adapting to do. When the

company went into busi­
ness in 1982,99 percent
of their customer base
was small independent
rural dealers. Today
Georgia is served by more

chain stores per capita
than any other state.

"We reinvented our­

selves;' President Mike
Lefort says. "We began to

service rent-to-own."
Lefort says his company's
immediate goal is to

increase business in rent­

to-own, despite the

industry's troubles.

"Many state legislatures

attempted to outlaw
RTO, but 45 states now

have protective legisla­
tion in place thanks to

APRO;' Lefort says.

The
transaction
still depends
on the com­

pletion of
due diligence,
the preparation
of a definitive clos-

ing agreement and other
standard closing condi­
tions. Rent-Way, with 184
stores in Colorado,
Delaware, Florida, Illi­
nois' Indiana, Kentucky,
Virginia, West Virginia
and Washington, D.c.,
stands to gain a stronger
foothold in the south­
east's growing RTO mar­

ket with the acquisition.

of Aaron
Rents. In

1988, he was

named vice

president and
served in that

position until
1990. From 1990 to

1991, he served as execu­

tive vice president of Ball
Stalker Co., then a sub­

sidiary of Aaron Rents.

During the next two

year, he was in a private
investment business
before rejoining Aaron
Rents in 1993. Since
1993, he has served as

vice president, real estate.

"Robin Loudermilk
has been instrumental
in the rapid growth of
this company;' said Lou­
dermilk Sr. "His back­

ground is especially
valuable in facilitating
the continuing accelerat­
ed growth of Aaron

Rents;' he said.

The APRO bylaws are

published annually in
the back of the Who's
Who in Rental-Pur­

chase directory.

Rent-Way to

acquire 50-store
chain

Rent-Way Inc.
announced on October
14 that it signed a letter
of intent to acquire a

chain of 50 rental-pur­
chase stores concentrated
in South Carolina. The
chain is privately owned
and brings in annual rev­

enues of approximately
$22 million.

Robert C.
Loudermilk
named
president of
Aaron Rents Inc.

Robert C. Loudermilk
Jr. was appointed presi­
dent and chief operating
officer of Aaron Rents

Inc., one of the nation's

leading furniture rental
and sales companies.
Previously, these respon­
sibilities were carried out

by R. Charles Louder­
milk Sr., who continues
as chairman and chief
executive officer.

Loudermilk Jr., 38, has
been a director of the

company since 1983. He

began his career with the

company as an assistant
store manager in 1985;
two years later, he
became general manager
of MacTavish Furniture

Industries, the furniture

manufacturing division

Zenith gets a face-lift

B·
e on the lookout for a new and improved Zenith,

reports TWICE magazine. Zenith executives have

re-evaluated the way they manufacture, distrib­

ute, price and sell their products and President/CEO Peter S.

Willmott has vowed to keep the changes coming. Finally,
after years of operating in the red, executives have stabi­

lized pricing and losses are slowly narrowing. But, says Will­

mott, it may be months before the company regains

profitability.
Some changes include emphasizing big-screen televisions

and putting more importance on projection television. The

company will also focus on marketing improvements and will

spend $10 million on a national advertising campaign,

something the company hasn't done in five years. In an

attempt to reach a younger consumer group, Zenith will

sponsor a blues tour this summer. Also, Zenith plans on

leading the HDTV pack, stressing the company's role as a

pioneer in the development of the technology.

West Palm
Beach praises
Alrenco's good
deed

After loaning bed­
room furnishings for

West Palm
Beach's
Freshwater
Lakes

Develop­
ment

model home, Alrenco
Vice President Bud Hol­

laday received warm

thanks from the city. "To
date, your commitment
to the project has assisted
us with making home

ownership a reality for

8 PROGRESSIVE RENTALS



:W·, ,.
hat

bet.,t€r
way to get through a cold win­

ter than by dreaming of a great getaway
trip in sunny Mexico? Plans are already

-

_ 'underway for the 1998
.. ---- -----_---_-_

APRO Mid-Year Conference, to be
held May 4-6 in Puerto Vallarta, Mexi­
co. The 1998 Conference is scheduled
to be held at the expansive Marriott
Casa Magna resort - a tropical par­
adise with all the amenities.

The Mid-Year Conference is an

annual gathering for both APRO
members and non-members who
want to learn about the most recent

tax, accounting arid legal issues facing
the rental-purchase industry. In addi-

- tion to these regular seminars, a

human resource forum has been
added to the agenda-due to high inter­

est, along with a

rental round table
discussion.

In between

meetings, atten­

dees are encour­

aged to take full advantage of

everything Puerto Vallarta has to

offer: swimming, snorkeling, scuba,
golf, tennis, fishing, horseback rid­

ing and more! Nestled on the Bay
of Banderas, Puerto Vallarta has 25
miles of soft sand beaches, fine din­

ing, movie-star fame and a pic­
turesque downtown with quaint,
red-tile roofs, whitewashed adobe

buildings and clusters of bright
tropical flowers cascading down
walls and balconies.

Club Corp of America manages
the Marina Vallarta "Club de Golf"
18-hole championship golf course

designed by Joe Finger. The colo­

nial-style clubhouse is just across

the street from the Marriott, within

walking distance. The course's fair­

ways are dotted with lakes, ponds
and lagoons. Postcard-perfect

I J- �
Resort to Puerto Vallarto for the

1998 J\PRO Mid-Year Conference in May
obstacles include waterfalls at the green sites, a penin- .

sula filled with cocoa palms and a natural lagoon with
white herons, ducks and Mexican sand cranes. Playing

the 2l0-yard par-three 13th
hole - from tee to green­
golfers have an unequaled
view of the sea and the Sierra
Madra mountains.

The 1998 APRO Mid-Year
Conference will prove to be
an education in relaxation as

.

well as in the latest issues fac­

ing the rental-purchase
industry. The deadline for hotel reservation is April 1.
Room rates are $90. Call 800/228-9290 for reservations
or call AFRO at 800/204-2776 or 512/794-0095 for
more information. Watch for future issues of Progres­
sive Rentals and Network News for registration
information.

NOVEMBER-DECEMBER 1997 9



America ta�es a new loo�

Aaron Rents
executive
advises leaders'
conference

Charlie Loudermilk of
Aaron Rents has been

named to

the adviso­

ry com­

mittee for
the Furni­

ture/Today
Leadership Conference.
Loudermilk is one of 24
committee members cho­
sen for the conference.

The leadership confer­
ence, scheduled for
December 7-9 at the Ritz
Carlton in Palm Beach, is

designed to bring togeth­
er top retail and manu­

facturing executives from
all over the country to

address challenges in the
furniture industry. Steve
Forbes, president and
CEO of Forbes Inc., will
be the conference's

keynote speaker.

The
new rental-purchase advertising campaign began its first month

with a bang. As of October 1, reports of the Association-sponsored
television spots, "Couple" and "Image," ran nearly 1,000 times

over 40 broadcast groups in 23 markets. Twenty-two of the 23 markets repre­

sent the top 20 markets in the country. The top 20 markets represent the

highest audience penetration and media dollars spent through advertising.
The two APRO spots are encrypted with invisible codes allowing accurate

tallies of when and where they air. This tracking also helps establish a guide­
line for media dollars spent on Association advertising as a national campaign
even though the commercials are run individually by companies throughout
America. Media dollars are important because they reflect audience penetra­
tion for a message, commercial, advertisement, etc. So far, media dollars

spent for the two spots represent more than $100,000 in one month.

More accurate figures will be generated after an 11-week cycle.
Another strategy to spread the word and exploit the media dollar is to co­

op the media buy through your rental-purchase state association. The Iowa

Rental Dealers Association successfully assessed each RTO store member and

also used state association funds to air "Gus" throughout the state on a

heavy rotation. Now, with the two new commercials, other state associations

are looking to organize through the statewide media buy. Missouri, Illinois,

Oregon, Idaho, Washington, Virginia and North Carolina currently are all look­

ing to maximize their state association's buying power and media dollars. For

more information on APRO television advertisements, contact Richard May at

APRO at 800/204-2776 or 512/794-0095.

13 first-time homebuy­
ers," wrote Faye Outlaw,
director of housing and

community development
for the city.

Professional designers
added accessories to

from near and far," Out­
law wrote. Alrenco's
contribution will be rec­

ognized on a display
plaque in a new model to

be completed by Decem­
ber 1997.

Alrenco's furniture and
the result brought praise
for its interior design
merits. "Ultimately, the
model home was breath­

taking and its decor
attracted homebuyers

10 PROGRESSIVE RENTALS

Positive press/
negative press

� Furniture/Today
reported that Jerry
Robinson, RTO analyst
for the Stephens securi­
ties firm, called the

pending merger of RTO
and Alrenco "a good deal
for both." Robinson said
the merger will enhance
and strengthen the entire
RTO industry and bene­
fit shareholders of both

companies.
According to Robin­

son, the merger will

solidify the efforts of



RTO and Alrenco when
it comes to acquisitions.
After many tries 'at buy­
ing the same deals,
Robinson said the merg­
er will "take a strong
competitor out of the
market."

R'I'O'sstrength will
benefit the combined
company, according to

Robinson. He cited the
"deep organization" built
at RTO through this

year's addition of leaders
like Larry Sutton of

Champion RTO, Wayne
Sutton of Instant Rentals
'and Wayne Chambers of

Amigo Rentals. Robinson
also called RTO chair­
man George Johnson an

executive "who can tun a

5,000-store company."
In Robinson's estima­

tion, the entire rental­

purchase industry will
profit from the visibility
provided by the merger.
"This will be over $300
million in capitalization;'
he says, "and that will
attract an entirely differ­
ent group of investors."

�. In the September 3
issue of the Gazette in
Trenton, TN� writer Deb­
orah Seward gave her
answers to. common con­

sumer questions about
the rental-purchase
industry. After receiving

18 calls for infor­
mation about RTO
in the past month,

Seward, a creditser-
vices agent, took her

answersto print.
"Items such as appli­

ances, furniture and elec­
tronics will cost you
more and a matter of

personal preference;'
Seward wrote, "but con­
sumers should know the
facts of this purchase

.

plan." She went on to say
RTO agreements are

often used by individuals
who do not have good
credit or have difficulty
saving for wanted items.

She emphasized that
"most consumers are not

aware that purchasing
items this way usually
costs two- to four-times
more," but she did not

warn customers away
from RTO agreements.
«If the item is one you
must have," Seward

wrote, "shop
around to'select
the best rent-to­
own agreement
and remember, read
before signing on the
dotted line."

� In the September 23

Seguin 'Gazette­
Enterprise, a four-page
story touted the conve­

nience of renting to own.

«Rent-Buy, like Tire
Time Rentals, like Col­

ortyme, like ET Rentals,
has been [renting conve­

nience] since the day the
doors opened," the story
says. "And they're doing
it well."

The overwhelmingly
positive article featured
comments from Ernesto

Torres, a happy Tire
Time Rentals customer.

Tire Time, a three-year­
old franchise operation,

tires and'
wheels. With only

his Social Security
income, Torres was

unable to buy tires and
Tire Time made him a

. rent-to-own fan:"There
are people who say they
don't like it, that [renting
is] not good for them. '

But, to me, to let you
rent it is sometimes the

only way�" Torres
, says. '

James Sims, a Rent-
. Buy customer, says he

disagreed with the criti­
cisms of RTO detractors.
Sims and his wife have
been Rent-Buy cus­

tomers for years. They
use renting to own as a

way to space out pay­
ments on household

purchases.
� An August 27

Miami Herald editorial
had strong words for the

rental-purchase industry:

pUler martel
� Customers who make tess than $20,000 a year in total family income want a personal

computer to access the Internet, play games and work at home' as much as customers who

make more than $30,000 a year.

� Only 12 percent of customers who make less than $30,000 have a PC [USA To,day].
� More than 40 percent of customers who make more than $30,000 a year have a PC

[USA Today].
� Based on this information; there is 28 percent of market share to gain in the USA.

� Market surveys conducted indicate the average priceto rent a PC is $170-$190 a month

and most stores have a waiting list of potential customers.

� RT� store personnel estimate that each store could rent between 10 and 30 units each

month at the current pricing if inventory was available.

� Previously stated market share could be captured very quickly if price points were �argeted
. at $120-$130 a month.
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Cornelius named
Ther-A-Pedic president

According to Bozof, New Generations furniture is

well suited for the RTO business because of its fea­

tures and benefits. "Our seat cushions carry a five­

year warranty," Bozof says. "That is unheard of in

promotionally priced uphoLstered furniture." Bozof

aLso cited the ability to ship small quantities quickLy
and without damage. "Not onLy do we wrap the goods
in pLastic but we carton everything as well," he says.

"We ship all over the country. By taking the extra

steps in packaging, we greatLy reduce the potentiaL
for freight damage."

Bozof says New Generations CEO Ben Gaines and

President Rich Fivata bring great industry experience
to the tabLe. "I am very proud to be associated with

them and am excited to have such a great Line to

sell," he says. "I feeL this Line will prove to be very

profitabLe for my customers. Not onLy do we have the

best Leather-match Lineup in the industry, but our

fabric Lineup is every bit as strong."

RTO Inc. names Stec�art EVP ICOO

James
Steckart was appointed executive vice presi­

dent and chief operating officer of RTO Inc. in

November, announced Bill White, president and chief

executive officer. An industry veteran, having most

recently served as president of Comcoa, a pubLicly
traded Rent-A-Center franchise, Steckart has served in

a variety of senior LeveL management positions,
including regionaL director and director of franchise

operations and deveLopment.
"Jim brings a unique combination of extensive

industry experience and proven success to our team,"
said Bill White. "He was our first choice to take our

operations to the next LeveL," he said.

RTO Inc. is expanding rapidLy in the South and Mid­

west through store acquisitions and new store open­

ings. The chain opened four new stores in October and

two new stores in November, bringing its totaL store

count to 254.

T her-A-Pedic InternationaL, one of the rentaL-pur­
chase industry's Leading suppLiers of bedding

products, announced the promotion of Niles Cornelius

to president on October 7. CorneLius

will repLace Richard GLaubinger, who

died May 8.

CorneLius has been in the bedding
business for 25 years, with experi­
ence as a regionaL saLes manager at

SeaLy and Stearns & Foster before joining Ther-A­

Pedic's FLorida Licensee as vice president of saLes. He

was Ther-A-Pedic InternationaL's vice president of

saLes from November 1995 until his appointment as

president.
Two changes in the Ther-A-Pedic board of directors

accompanied the appointment of a new president.
Jeffrey Sherman, president of Ther-A-Pedic Licensees

in Rock IsLand, IL, and South Bend, IN, was named

chairman. Joseph Roff was aLso appointed to the

board. Roff is president of Ther-A-Pedic's Texas

Licensee, with pLants in San Antonio and Houston.

Based in MiddLesex, NJ, Ther-A-Pedic is one of the

worLd's Largest sLeep products associations. In addition

to continued saLes responsibilities, Cornelius will

assist in all LeveLs of factory support to heLp add to

the company's successfuL growth.

Bozor to represent New Generations

Danny Bozof, formerLy Gaines Furniture Manufac­

turing Company, will now represent New Genera­

tions Furniture Company in its deaLings with the RTO

industry. "An opportunity to represent a company mak­

ing a product so perfectLy suited for the rent-to-own

industry was one which I couLd not pass by," he says.

Bozof says he enjoyed working for Gaines, which

he considers to offer a great Line of furniture. "It was

definiteLy one of the hardest decisions I have ever had
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ket research statistics

showing that 94 percent
.

of RTQ customers have a

high school degree, more

than 20 percent have col­

lege or graduate school
degrees and more than
20 percent have annual
household incomes of at

least $50,000.
"Our customers are

wealthier and more edu­
cated then the propo­
nents of Gonzalez's

legislation would have

you believe;' Keese says
in response to critics who

say RTQ is part of the

"poverty industry" found
in low-income urban
areas. "They have a very
paternalistic view of cer­

tain people in our society
and other industries."

"Knowledge is'power,
particularly in the mar­

ketplace;' the editorial

began. "Pull disclosure
about terms of a sale and

.
costs should be routine."

"Baloney;' the Herald

.said to the industry's
claim that RTQ transac­

tions are extended
rentals and not exten­

sions of credit. "for
those who have been
shut out of the economic
mainstream for disparate
reasons, rent-to-own

may seem like a good
deal, but they need infer­
mationto know for
sure. Por two years, the

industry has defeated
attempts to require such
information."

. The editorial main­
tained that '''just as

Americans have a right
to know how monthly
interest rates translate

. into annual percentage'
rates, Consumers who
rent-to-own are entitled
to know exactly how
much they'll pay."

� APRO Executive
Director Bill Ke�se
defended the rental-pur­
chase industry in an

.August 31 story in the
News Tribune of Tacoma,
Wash. The article cites

unhappy RTQ customers

and consumer advocates
who say the industry
misleads its customers.

"Our customers are

primarily people with
short - term needs or peo­
ple in transition and the
benefit of rent-to-own is

they can get a product
immediately with no

long-term commitment;'
Keese says. He cites mar-

APRO garners
two Gold Circle
Awards

APRQ recently won

recognition to the best in
association publishing
and public relations
works achieved by asso­

ciation executives. The
. awards are objectively

judged and scored by a

panel of qualified peers.
The 1997 competition
attracted more than
1,000 entries in 22

categories.

two first place awards in
the national 1997 Gold
Circle Awards competi­
tion for its 1997 Annual

Report and Progressive
Rentals magazine. The
Gold Circle Awards are

sponsored and awarded
annually by the Ameri­
can Society of Associa­
tion Executives to

recognize excellence in
communications.

The Gold
Circle
Awards

program
has given.
annual
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The state of the RTO nation

he APRO board of directors and
its committees met in Reno (the
site of our 1999 Convention) dur­
ing the last week of September.
Along with the usual agenda, the
board was informed of a develop­

ing news story by ABC's 20/20. According to our

information, 20/20 personnel had visited the
stores of at least two APRO members to obtain
video footage for the story. Subsequently, repre­
sentatives from CBS's Public Eye also contacted
APRO concerning a piece they were planning.

Because of the high profile of these two news

venues, the APRO board decided to enlist the ser-

vices of Hill & Knowlton, a New York-based pub­
lic relations firm, to help formulate our industry's
and member's responses to any inquiries and/or
developments. The APRO board felt that the
industry had progressed too far these past few
years correcting the negative and inaccurate state­

ments spouted by our enemies and the misin­
formed to ignore these expected attacks. APRO
General Counsel Ed Winn and a representative
from two APRO member companies were inter­
viewed by each of the networks.

Additionally, your board has committed to

continue to work toward federal legislative recog­
nition of our industry's transaction as a lease, not

a sale. I want to encourage each of you to become
more politically active and educate your con-

gressmen and senators about our indus­
try and explain the importance of fair
legislative treatment.

APRO's annual Legislative Confer­
ence is scheduled for February 8-10,
1998, in Washington, D.C. You should
have already received a flyer with all the

By DARRELL TISSOT details of the Conference. I urge you to

APRO's President attend so that our elected officials will
................................. know we are observant and concerned

about the actions they take. Our industry does
not have millions of dollars to spend on lobbying,
but we can mobilize and underscore our concern

with effort. I challenge you to follow our "Rally at

Bally's" example by making this year's Legislative
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lIThe APRO board

feLt that the industry
had progressed too

far these past few

years correcting
the negative and

Conference the largest
attended to date. See

you at our nation's

capital.
The APRO board

also discussed its
structure and makeup.
With all of the recent

consolidation, some

members have ex­

pressed concern about
whether there will be

enough quality people to serve the industry if we

maintain the one-person-per-company rule. We
must not only address po­
tential number of repre­
sentatives per company,
but also define what a

company is and how relat-
ed companies are viewed.

Please talk to your board and let us know your
concerns and views on this important matter. I

guarantee that this subject will be addressed at the
,1998 APRO Mid-Year Conference in May.

Finally, the board reviewed APRO's current

dues structure. There have been some concerns

about underpayment of dues and as dues are now

based on revenue, it is difficult to verify the prop­
er amount each company should pay. Several dif­
ferent scenarios have been discussed, from basing
dues on store counts to also including Team
APRO funds in the general budget and adjusting
the dues accordingly. Since any change in this
area could have a major impact on individual

companies as well as APRO's overall budget, it is

important for the board to hear from members so

that the action we take will represent the desires
of our members.

As you can see, the APRO board constantly
faces a variety of issues that impact each of our

members. Your input on these issues is essential
for the continued success of this organization and
the health of our industry.•

inaccurate statements

spouted by our

enemies and the

misinformed to iqnore
these expected
attacks."

Darrell Tissot is owner of Countryside Rentals,
based in Bainbridge, OR. .



Time and money. And a whole
lot of other things you'd never

expect from a rental car company.
There aren't too many places left where someone is committed to saving you time

and money At Alamo'" we're committed to offering our most loyal customers a lot

of little extras -like Alamo's Travel Smart Extras'" which include frequent
flyer rewards with all major airlines. And, things like unlimited free mileage
and Alamo's Quicksilver" 60-second rental transaction kiosk.

Member benefits:
• Year-round discounts on Alamo's low retail rates

in the United States, Canada, and Europe
• Additional driver fee waived
• Unlimited free mileage
• Frequent flyer rewards with all major airlines

For reservations contact your
travel agent or call Alamo at

1-800-354-2322
For interactive reservations, access us at

www.goalamo.com

When it's your time and money

Travel Smart=

One Free Upgrade
• Certificate is valid for one free upgrade to the next car category (with same

transmission in Europe).Just reserve a compact through a premium 4-door car

in the United States or Canada, or a Group B through F car category in

Europe:* Valid on rentals of 3 to 14 days.
• Upgrade is subject to availability at time of rental, as certain car categories may

be sold out.Valid on self-drive rentals only.
• Only one certificate per rental; not to be used in conjunction with any other

discounted or promotional rate. Cannot be used with an Alamo Express Plus'"
or a Quicksilver'" rental.

• Please make your reservation at least 24 hours before arrival. Travel Agents:
Please include /SI-C-UE3B in the car sell.

• You must present this certificate at the Alamo counter on arrival; it is void
once redeemed.

• Certificate has no cash value and does not include taxes (including in

California, VLF taxes ranging up to $1.89 per day), registration fee/tax

reimbursements, fuel, other optional items, and airport access fees (if any).
• Any unused portion is non-refundable.
• Reproductions will not be accepted, and expired or lost certificates cannot

be replaced.
• Offer is subject to Alamo's standard rental conditions at the time of rental.
• Offer valid through December 15,1997.The following blackout dates apply: In

the United States and Canada: 3/27-3/29/97, 5/22-5/24/97, 7/3-7/5/97,
7/17 -8/16/97, 8/28-8/30/97, 10/9-10/11/97, and 11126-11128/97.
Also in Canada: 5/17-5/19/97 and 10/11-10/13/97. In the United Kingdom,
Germany, Belgium, The Netherlands, and Switzerland: 6/15-7/31/97.
In Ireland, Greece, Portugal, the Czech Republic, and the Republic of
Malta: 7/15-9/30/97.

* Coupon valid at participating European locations operating under the name ifAlamo.

For reservations, contact your travel agent or call Alamo at

1-800-354-2322.
Be sure to request J.D. Number 204856

Rate Code BY and Coupon Code UE3B

at time of reservation.

When it's your time and money

lMhi.Jl
Travel Smart=

1347-28-397



Stay calm. Stay the course.

ome of the readers of Progressive
Rentals may be new to the rental­

purchase industry and may not

have been involved with APRO or

the industry in 1993-94. Most of
us old-timers remember the days

of the Wall Street Journal article, the Gonzalez

hearing and the accompanying media attention.
In retrospect, those would appear to be the dark­
est days for RTO. Full-page articles with accusa­

tions of outrageous behavior, stories by ABC,
CBS, NBC, CNBC, CNN, NPR and other nation­
al news organizations filled the air waves and

print media with negative stories about our

industry, some companies and the entire concept
of rental-purchase.

A handful of us were in the trenches back then.

Wayne Chambers, Kevin Quinn, Chris Korst, Ed
Winn, Ron Waters and I lived with the reality that

every day and every hour a reporter, a television

network, a congressman or even an IRS official
would deliver a crushing blow to our industry.
Most of the rest of the industry believed in APRO
and waited anxiously for news from the front.

We all worked together, stayed together and
held together. The main characteristic of the lead­

ership was the ability to stay calm and reasonable
at all times. We did the best we could. We made
some mistakes; we could have done some things
better. But the results speak for themselves. We

beat the IRS, we battled our opponents
in Congress and the one-sided, outspo­
ken, truth-be-damned journalist failed
to convince the public, state and local
decision-makers and the financial com­

munity that there was anything illegal,
unfair or unjust about our industry.

By BILL KEESE Recently, we learned that two major
APRO's Executive Director national network television shows are
.................................................. focusing on RTO. ABC's show 20120 and

CBS's new show Public Eye have "investigated"
and "interviewed" various people about rent-to­

own and our unique transaction. RTO has never

had this kind of prime time coverage before.
Some subscribe to various theories about what
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.

IIWe can aLways
do a better job,
be more aLert to

potentiaL danger
and sharpen our

effect this kind of cov­

erage will have on the

industry. Some
believe in grand con­

spiracy theories that

somebody or some

organization is manipulating the media to

"uncover or expose" the underbelly of RTO. Some
believe this coverage to be the most significant
event in the history of RTO. Some believe that we

are unprepared for such an attack and must scur­

ry to big-city professionals for our salvation.
Let's weigh our collective experience. First of

all, we have the truth and the facts on our side.
Our customers know that

they have all the facts they
might possibly need to

make a rational decision
that fits their needs.

Secondly, there isn't a

politician alive today nor is there a single group
that has the clout to manipulate two major net­

works. Even if there were, we're simply not that

sexy of a story.
And let's not forget that back when we had the

chairman of the House Banking Committee tak­

ing pot shots at us in front of the nation's leading
news sources. We were on all the national evening
news and dozens of local newscasts back in 1993,
which triggered hundreds of calls and stories in

newspapers and radio spots all across the country.
Our industry spokespersons told the truth about
the industry and, in some rare cases, our respons­
es were even included in the news coverage.

The fact remains that we still have many of
those same industry leaders around that we had
back then. Added to that is four more years expe­
rience dealing with politicians and the press.

Don't misunderstand me. We can always do a

better job, be more alert to potential dangers and

sharpen our message. But we can't afford to lose
our cool or panic.

o

Our most important message is to stay calm
and stay the course. Otherwise, we risk tipping
the boat and sinking to the bottom.•

message. But we

can't afford to Lose

our cooL or panic."



Tax Preparation: Software

that calculates and verifies

as the fields are populated,
guarantees quick, accurate

completion of each return.

Forms based screens tie

directly to required tables

with retention of captured
client data. IRS fileable

laser printed forms.

Electronic Filing: Software

which passed IRS

suitability testing to assure

error free returns and

acknowledgements within

24 hours. Refunds that are

promptly deposited to the

taxpayers account.

Financial Products: Bank

sponsored programs

providing the taxpayer with

a temporary safe account

for deposits of anticipated
refunds, refund anticipation
loans to qualified applicants
or refund based debit cards.

Refund checks that are

printed in the store.

(209) 835-2720

Petz Enterprises Inc.

Tracy, California
Since 1974

APR:) Associate Member since 1996



New canons for the Code

DC] mil! mm

thical concerns remain a focus of
Association leaders. Lately, their
attention has turned to recruit­
ment of rental company employ­
ees. With low unemployment
and high turnover, competition

for employees has become vicious at times. There
have been reports of signing bonuses, rumors of
an imminent sale floated among store employees
and bold mid-day raids into stores with offers of
raises right across the street.

The APRO Ethics Committee, Executive Com­
mittee and the full board examined this activity in
the personnel marketplace as well as their own

conscience as employers and adopted three new

canons for addition to the AFRO Code of Ethics:
1. Members shall respect the employer/

employee relationship of other members and shall
recruit employees of other members, if at all, only
during the employee's personal time and never on

or about the premises of other members.
2. Members who successfully recruit the

employee(s) of another member will allow the

employee(s) reasonable time off to assist the for­
mer employer in litigation matters as reasonably
requested and required by the former employer.

3. Members who successfully recruit the

employee(s) of another member shall insist that
the employee(s) return all confidential and pro­
prietary information, including customer lists, to

the former employer without making
use of any such information.

The industry has long had a well-es­
tablished grapevine. This informal net­

work serves a lot of useful purposes­
mainly the tracking of skips and stolens,
the recovery of property and generally

By ED WINN III keeping the competition keen. When
APRO's General Counsel considering the issue of store empire re­
..............................................

cruitment, most dealers know they
could not reasonably expect employees not to talk
to competitor's employees. Nor would it be useful
to try to dictate the content of those conversa­

tions. "Thou shalt not attempt to recruit the em­

ployees of a competitor" could never be enforced.
But it did seem fair for employees not to make re-
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cruitment pitches in a

competitor's store on
.

a competitor's time.
Thus came the first

· .

·
·

"By adopting these

new canons, APRO

took an important
step to regulate a

crucial aspect of

relations among

competitors."

new canon, which many Ethics Committee mem­

bers consider the most important.
The second canon was inserted to ensure that

an employee with valuable information impor­
tant to the former company would provide that
information in litigation. The company needing
the information might or might not be able to get
the employee to testify, but at least the new com­

pany should not get in the way.
The third canon simply mirrors the law in most

states. A company's trade secrets, including such

things as customer lists and opera­
tions manuals, are protected every­
where, usually by criminal statutes.

It is a felony in most states for an

employee to steal an employer's
trade secrets.

The Ethics Committee considered other

aspects of the employee recruitment issue. It con­

sidered requiring the new employer to reimburse
the former employer for any recent relocation
costs. The committee considered limiting an

employee's ability to work in a store close to the
former employer's stores for a period of time. The
committee considered requiring the new employ­
er to reimburse the former employer for any
debts the employee owed the former employer
under certain circumstances. After thoughtful
and, at times, forceful discussion, these proposals
were rejected. Only the three canons listed above
were adopted.

These additions to the Code are the first in a

number of years. They mark the first time APRO
has turned its attention specifically to employer/
employee relations. It will do no good for the

industry to make ethical commitments to cus­

tomers if it is not willing to make similar ethical
commitments to employees, suppliers, competi­
tors and all the others who deal with the industry.

By adopting these new canons, the Association
took an important step to regulate a crucial

aspect of relations among competitors. They were

adopted after careful reflection on what is best for
the future of the industry and not an individual
dealer's lament over the loss of a crackerjack store

manager.•



 



 



RECENTLY, RENT-TO-OWN BECAME THE FOCUS OF TWO

NETWORK NEWS PROGRAMS: 20/20 AND PUBLIC EYE.

APRO'S GENERAL COUNSEL ED WINN FLEW TO NEW

YORK TO FACE THE CAMERAS AND REPORTERS ON

BEHALF OF OUR INDUSTRY. BUT HE- ALONG WITH

SOME OTHER APRO MEMBERS- ALSO WENT THROUGH

A SORT OF MEDIA-HANDLING BOOT CAMP, WHERE HE

LEARNED THAT IT'S NOT JUST WHAT TO SAY AND WHAT

NOT TO SAY- BUT HOW TO SAY IT.

It all started in Reno
at the annual fall board
meeting ...
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irst one call and then more calls
came in to rental company home
offices and then the APRO office.
ABC's 20/20 was doing a story on

some rental companies - or maybe
on the rental-purchase industry­
and wanted some inter­
views with company
representatives - or

maybe with industry
spokespeople. Tentative

and cautious callbacks disclosed that 20/20 had
found one or more disenchanted customers in

Virginia who had complaints "too numerous to

list." Before the group could do very much

hand-wringing over the 20/20 piece, CBS start­

ed calling rental companies and then APRO to

get interviews for a piece on Bryant Gumbel's
new Public Eye show.

It does not take the prospect of much nega­
tive publicity to work rental dealers into a fren­

zy. The first question on everyone's mind was:

What is suddenly making the industry so news­

worthy? Was Henry Gonzalez going to reintro­
duce his bill? Is Ernie Preate, the former

Pennsylvania attorney general, trying to make a

political comeback on the rental industry's back?
There were new and provocative allegations of
racial discrimination versus a rental company in
the Midwest. The same company in New Jersey
had just been socked with a $120 million judg­
ment by a .state trial court judge there. Maybe
PIRG and Legal Aid, having witnessed Congress
change the tax law in August to recognize the

rental-purchase transaction as a lease, feared los­

ing the war and decided to pull out all the stops
to prevent any additional federal legislation.

Speculation ran wild and furious. We still do
not know what generated the sudden media
interest, although the latest rumor is that Rep.
Joe Kennedy intends to introduce the Gonzalez
bill and has engaged the Kennedy mediamachine, The net­

works, when finally asked, lamely told us they really did not

know-maybe it was the nine-figure New Jersey judgment,
since it was reported in the The New York Times.

Whatever the genesis of the interest, it had to be faced
head on.

ARMING TH� TROOPS

(and eventually industry spokesperson) with the networks
to learn what the stories were about. At the same time, the
APRO board appointed a media crisis task force to develop
and organize a strategy. Bill Morgenstern, president of pub­
licly held Rent-Way Inc. and veteran of a decade of political
and media battles in Pennsylvania, was named chairman. A

handful of industry leaders were given the task
of putting the industry's best foot forward on

national TV during prime time - not once,

but twice.
The task force went looking for a heavy­

weight public relations firm and lit on Hill &
Knowlton in New York City. (When the U.S. sent

troops into Iraq in 1994, Saddam Hussein al­

legedly hired Hill & Knowlton to do PR for his

country and paid them $10 million.) Hill &
Knowlton has media crisis teams and we

hired one.

Hill & Knowlton proposed a multi-level
media crisis response with notices and alerts to

affected parties, selection and training of indus­
try spokespeople, preparation of key messages
and delivery systems for those messages to iden­
tified targets; a post-crisis strategy to regain any
ground lost because of the negative stories; and
a long-term strategy to polish the industry's
image further and reduce the likelihood of such
attacks in the future. Today, we are still in phase
one, negotiating with the networks and attempt­
ing to get the fairest possible stories on the air.

tfLearning to
deal with the

media is
counter­

intuitive.
We are all

taught from
childhood
to answer

questions when

they are asked.
News people

know this and

play on that
instinct. They
feel entitled-­
not to uncover

the truth, but
rather to

capture a

provocative
sound bi te by
asking unfair

or unanswerable
questions.
It makes for

exci ting TV. tt

PREPARING FOR BATTr.,�
The initial communications from ABC and CBS both

were to specific companies. The networks .wanted to give
these companies a chance to respond. Fearful of a media

lynching, the companies argued that the industry should re­

spond, at least to the extent that the stories were about the

rental-purchase transaction itself or rental-purchase cus­

tomers, rather than some isolated company-specific prob­
lem. I thus began my role in the media crisis as negotiator
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Hill & Knowlton recommended that the
.

industry put forward a spokesperson to speak
about industry-wide issues and company
spokespeople to address company-specific
issues. Both networks insisted that they intend­
ed to do "balanced" pieces.

Without agreement among industry mem-

bers about who the spokespeople would be, how

many there would be or when they would be available for an

interview, we began crisis media training in the studios of
Hill & Knowlton. Hill & Knowlton was not wild about hav­

ing a lawyer speak for the industry, but after a few practice
runs under the lights, I was given the nod.

Learning to deal with the media is counter-intuitive. We
are all taught from childhood to answer questions when

they are asked. News people know this and play on that
instinct. They feel entitled - not to uncover the truth, but
rather to capture a provocative sound bite by asking unfair
or unanswerable questions. "Why do you insist on charging
the poorest, neediest Americans 300 percent interest when

you sell them shoddy, second-rate goods?" They can only
hope for an angry, emotional response - even a flat denial.
It makes for exciting TV. They also ask the same question
over and over again until, out of weariness or exasperation,
the interviewee gives a less than perfect response. And then,



,

finally, they own the cutting room.

In the interest of TV ratings, the media feel perfectly jus­
tified in snipping an answer here and there to craft a sound
bite to fit the angle of the story they have chosen. For exam­

ple: Question: "Why do you hide your high interest charges?
Why don't you tell those welfare mothers that you are charg­
ing them 300 percent interest?" Answer: "We aren't hiding
anything. We make full disclosures in our rental-purchase
agreements and, indeed, are required to do so because of very
stringent rental-purchase legislation in 44 states. We must

disclose rental rates and terms, whether the property being
rented is new or used, the total of rental payments to acquire
ownership, the terms of any early purchase option, etc." All
the while the interviewer nods understandingly and patient­
ly. In the cutting room, the sexy part is at the beginning­
the instinctive answer to the question, "We aren't hiding
anything."

Juxtapose that with an unhappy customer who insists she
was never told how much her washing machine would real­

ly cost and the interviewee can be made to look just like
Richard Nixon declaring his famous "I am not a crook" line.

THE INTERVIEW FRONT
One of the secrets of media training is to turn off the

instinct to answer the question and instead use one of
the topics raised by the question to bridge to one of the
handful of key messages you want to deliver. The
answer above might contain a key message about the

industry being a highly regulated one, with a number of
state laws requiring disclosure of the important terms

of the transaction in contracts and in advertising.
The best an interviewee can do is say nothing

provocative, deliver key messages politely,
emphatically and repeatedly and to frame a

response close enough to the topic raised by the

question so as not to appear evasive. Then, if any
of the interview actually makes it on TV, it will be
the interviewee delivering a key message.

The real artistry in media relations is to do all
that in a three- or four-second sound bite that is

catchy and memorable. The, idea is to speak in
headlines. A careful and lengthy explanation of
how the rental-purchase agreement works and the
benefits of the agreement for different people in dif­
ferent circumstances would take a long time and drive
viewers to other channels. What the journalist wants

is some brief retort to the charge of 300 percent inter­

est, which must be an effective sound bite. At the same

time, the industry sound bite cannot seem negative or

defensive.
I can only tell you that the process is a lot easier to

write about than it is to do. It takes a lot of practice.
Media training consists of being interviewed with the
cameras rolling while your friends and allies pepper you
with the hardest, crudest and most unfair questions
they can think of. The answers are played back and

critiqued by everyone, who then offers suggestions

about how to respond more effectively to the different ques­
tions. And you do it again and again. The trainers told me

that after about seven hours you hit the law of diminishing
returns and may as well call it a day.

TIPS FROM THE MEDIA COLONELS
Some of the media training is pretty common-sense

stuff. Journalists are never off duty. You can never assume

anything is "off the record," even if you ask it to be. The
safest course is simply not to say anything you are not will­

ing to have broadcast on TV.
APPEARANCE. Appearance obviously matters on TV. The

trainers told me how to dress and - to the extent that crit­
ics accuse the industry of being unprofessional- they
wanted me to dress professionally. Where you look during
the interview and how you sit are important elements of the

training. What you do with your hands matters. Theaudi­
ence is watching as well as listening. Here is some verbiage
from the written materials to give a flavor of media training.

EYE CONTACT. Good eye contact with the interviewer

throughout the question and into the first part of your
answer is critical to your credibility. To lose eye contact is
the crossover moment. To shift eye contact between ques­
tion and answer can be perceived as evasion, anxiety or

dishonesty.
POSTURE. Sit fairly erect during the interview. It will

help to 'maintain a high energy level and you'll look
attentive and eager to participate. Avoid any tendency

to swivel or lean to one side. Further, animate

your delivery by using gestures when you
make your important points. Make sure,

however, that the gestures are shoulder-high
so they'll be seen on television close-ups.

D I C T ION. Speak up clearly and distinctly
with an even pace to your delivery so messages

will not be lost by too fast a pace or bore the
audience by too slow a delivery. Maintain a high­
energy level. And give some extra "punch" to

your key messages to drive them home.

SHOOTING THE CANNONS
And so when Cindy Bauer of CBS asked me

questions, damned if I still didn't want to answer

them first before getting on with my mission of

delivering key messages. With the cameras rolling,
she told me that I probably thought she was going
to do a hatchet job on the industry, but that she was

really interested in doing a fair piece. I wanted to

believe her. She then asked me ever so sweetly how
I could live with myself as a representative of an

industry that preyed on the poor and sold them

goods under false pretenses.
Arnold Diaz of ABC spared me any false pleas­

antries. He just wanted to know how I could justify
selling a VCR worth $450 for $1,800. He showed me

a rental agreement, or what he said was a real rental
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RCA and the Rent

56" Diagonal Home Theatre™ Projection TV

52" Diagonal Home Theatre™

Projection TV

32" Diagonal ColorTrak Plus™ TV

36" Diagonal ColorTrak Plus ™ TV
25" Diagonal TV/VCR Combo

The RCA Brand has Maintained It's Reputation of Integrity ,�

in the Industry for Many Good Reasons ...

The RCA Brand is a charter member of APRO and has
been responsive and supportive of the critical issues

facing the Rental Purchase Industry.

Brand awareness is important to your Rental Purchase
customers and the RCA Brand offers the highest
recognition. The RCA Brand features a complete
product line-up of TVs, VCRs, combination TVIVCRs, all
formats of Camcorders, complete Audio selection and
the sensational DSS® Digital Satellite System.

In short, the RCA Brand is the "One-Stop" for all of your
customers' Rental Purchase needs.

The RCA Brand distribution network assures you of fast
and timely merchandise delivery to your stores. A com­

plete independent service network stands behind RCA
Brand products.

RCA Consumer Electronics will continue to build our

partnership of integrity with the Rental Purchase Industry.
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4-Head Hi-Fi Stereo VCR

27" Diagonal ColorTrak Plus™ TV

Bush® Universal Bases Available For

27", 31 "-32", 35"-36" Diagonal Table
Model TVs. Video Components Sold Separately
* Bush is a registered trademark of Bush Industries, Inc.

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

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

For more information write to:
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Digital Video Disk Player

DSS® Digital Satellite

System

Base sold separately.
DSS® is a registered trademark ofDIRECTV, Inc.,
a unit of Hughes Electronics Corp.
Specifications subject to change without notice.
Simulated picture.
Picture-In-Picture capability requires VCR
or second video source.

(Dolby) and the double-D symbol are trademarks
of Dolby Laboratories Licensing Corporation.
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agreement and those were the numbers. He stuck it under

my nose right there with the lights shining and the cameras

rolling. "Here, read it," he said.
I was caught off guard because it was not a form with

which I was familiar. He did sit there patiently while I tried
to make sense out of this strange piece of paper. It was a long
few moments of silence. I kept having this
vision of a deer caught in headlights. Finally, I

deciphered the document, sort of. It was some

sort of disclosure statement, not a complete
rental agreement, and it was from New Jersey
and it had a large balloon purchase option at the
end of it. But the fact remained that it referred
to a rental transaction for a VCR and the total
cost to own that VCR was right at $1,800. I did­
n't have a good answer for the question of how
a VCR could possibly be worth that much with
the cameras rolling. And you know what? I still
don't have a good explanation. I can explain the
difference between an installment sale and a

rental-purchase transaction. I can explain why
comparing low-end cash prices to rental-pur­
chase prices is unfair and misleading. I can

explain the value of no obligation and the ser­

vices provided in a rental-purchase transaction.
But I can't explain why a VCR costs $1,800. I
couldn't do it then; I can't do it now.

y key messages were not really
novel, but they were and are gen­
uine. The transaction is unique in
the marketplace; it is convenient
and, above all, it is flexible. I told
both reporters in response to their

persistent and hostile questions about why the
transaction costs so much that if a consumer

knows exactly what product he or she wants, the brand,
size, color, model number, etc. and, also, looking ahead
sees no personal or financial uncertainty over the next 18
to 24 months - no job layoff, no move, no change in
income level, no divorce, then that consumer can go buy
that product and put it on a credit card and get it

cheaper than through a rental-purchase transaction

(yes, I know we are very competitive on some furni­
ture and some large brown goods, but this is TV.) But,
if the consumer is not absolutely sure what he or she
wants, and perhaps wants to "try it before buying it"
or if the personal or financial circumstances are less
than certain, then that consumer ought to think about

renting.
There is a good value there. That was my mantra, with

variations, and I said it many, many times during both
interviews. I hope it gets on TV, but it probably won't. My
key message about the industry, overall, was that it is high­
ly regulated, highly competitive and is fundamentally a

relationship business and not one where we merely try to

push product out the door. I went to this point repeatedly

26 PROGRESSIVE RENTALS

when confronted with sundry questions about consumer

abuse.
I described our customers as working Americans who,

for a variety of reasons, want flexibility. I insisted that all of
our customers have choices. No one is forced to do business
with rental-purchase stores, although that was the insinua­

tion in a number of questions in both inter­
views. I described our customers as generally
savvy consumers who know and understand
their choices. They are often on a budget, must

watch their dollars carefully and have come to

rental-purchase because the transaction works
well for them in their particular circumstances.

I gave our critics a shot when I could and

argued that they really wanted the government
to decide how people can spend their money
and allowed as how I did not think that would
work in this country.

In response to questions about unhappy cus­

tomers, in addition to the relationship rap, I
cited the Better Business Bureau Survey in
which out of 1.3 million consumer complaints
filed nationally in 1995, 126 were logged against
rental-purchase companies.

I also explained why rental-purchase transac­

tions bear no interest and why it would be mis­

leading to consumers to impose an APR disclo­
sure on a transaction in which there is no debt.
I challenged the bargain basement cash price
versus rental-purchase price components in the
ABC interview and insisted on an installment
sale with service and interest comparison, and

acknowledged that our transaction would still
cost more because of the flexibility. I made all
these points and more.

Now, if I just had access to the editing room,
I could produce an interesting piece that would

not only inform the American public about the rental­

purchase agreement, but drive some new business into
stores. But I do not have the key to that room and

those who do, I fear, have little interest in a story
with a pro-business slant. So, rental dealers of
America, hang on to your hats when you sit down
with Bryant Gumbel, Cindy Bauer and Arnold Diaz
for two prime time pieces about your business. I
told your story the best way I knew how and I was

well-trained to do it just the right way. But I suspect
my story - your story - has been left lying on the

cutting room floor. Stay tuned.•

"Now, if I just
had access to
the editing

room, I could

produce an

interesting
piece that

would not only
inform the

American public
about the

rental-purchase
agreement, but
drive some new

business into
stores. But I do
not have the key
to that room and

those who do,
I fear, have

li ttle interest
in a story with
a pro-business

slant."

EDITOR'S NOTE: At press time, Public Eye had not broad­
cast the RTO piece. The 20/20 report was broadcast on

November 28 and included portions of the interview
with Ed Winn. The Public Eye piece was scheduled to

run in late October, but was bumped and has now

been postponed indefinitely. Watch for future issues of
Progressive Rentals for coverage of the story when and
if it is broadcast.
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rom big-city variety to small-town hospi­

tality, there's something for nearly every­

one on this year's furniture market calendar.

We could oversimplify things and tell you Dallas is the

place for more than just furniture, High Point will show

you more furniture than you ever dreamed of seeing and

Tupelo's the place to go for locally made products and

hometown hospitality. But we won't. This year's slate of

furniture markets offers variety that could make any

potential buyer dizzy, so we've put together a summary

of what's out there to help you make the best market

plans for the coming year.
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OF THE SEASON

Kisner says Atlanta planners
have not specifically targeted the
RTO industry so far. "We're in a

metamorphosis," she says,
"adding different product centers

and categories to the market."
Staffers ask specific questions of

buyers when they register in order
to determine which category they
fall into, but Kisner says they

haven't sought information that
would tell them whether buyers were

part of the RTO industry or not.

"You're going to find something a little
more upscale here," Kisner says, adding

that the market includes everything
from reproductions to contemporary de­

sign furniture. The Atlanta market is "de­

sign-oriented;' according to Kisner, and of­
fers a wide variety of accent furniture and

accessories instead of casegoods.
Planners of the Atlanta market say efforts

at cross-merchandising set it apart from the
rest. The market is most similar to Dallas

because it offers about 1,000 permanent show­
rooms set up like actual stores, as well as 4,000

booths of temporary exhibitors.
Another difference between Atlanta and other

hI·gh pOI·nl High Point, North Carolina, was the home of the
first Southern Furniture Market in 1909. Today,

70,000 people descend on High Point and nearby
Thomasville each year for the International Home

Furnishings Market, which bills itself as the largest
assortment of casegoods, upholstery, accessories,

lighting, bedding and rugs on display in the world.

Rental-purchase buyers are welcome at High Point, according to Richard
Barentine, executive director of the International Home Furnishings Market­

ing Association. Barentine says 60 different channels of distribution, includ­

ing RTO, are represented at the market. "We're very user-friendly for all those
channels of distribution," Barentine says.

APRO members were officially represented at the October market. Cindy
Ganther, APRO's marketing director, and Carolyn Fitzsimmons, APRO's

membership director, hosted a wine-and-cheese event for rental-purchase
dealers at High Point and manned the APRO booth at the market.

Significant growth in the past lO years has strengthened High Point's
claim on the furniture market: attendance has risen 62 percent and the
number of exhibitors is up 47 percent. Permanent showrooms take up
7 million square feet of space in 150 separate buildings, which equals
160 acres of square footage. Ten percent of each market's 2,300
exhibitors come from other countries.

The Mid-October and late April markets don't really differ
much, according to IHFMA's Barentine. "Some things like cli­
mate determine when international buyers want to come,"
because they want to leave their countries when it's cold and
come here when it's not, but Barentine "can't tell an appre­
ciable difference" between the two markets each year.

For registration information, contact the Internation­
al Home Furnishings Marketing Association at

9lO/889-0203.

�

APRIL 23-MAY 1 AND
OCTOBER 15-23

TWICE-A-YEAR Atlanta's Americas-
T R A I N TO. Mart stages the

georglQ Atlanta International

�
Gift and Home

JANUARY 7-16 AND Furnishings Show
JULY 8-12 twice each year.

The show is Atlanta's largest convention; the
amount of planning that goes into it re­

flects its size. A staff of eight handles noth­

ing but buyer relations, according to

Masa Kisner, executive director for buyer
relations and international develop­
ment for AMC Inc.

The show draws 45,000 qualified
buyers in January and 42,000 in July.
Thirty percent of those buyers are

from outside the region - they
come from all over the United
States and 70 different countries.
AMC Travel, the market's own

travel agency, helps with travel

plans and accommodations.
Kisner says AMC Travel regularly
reserves room blocks in about 40
hotels.

markets is the infrastructure the city offers. For about
$1.50, buyers can take a monorail from the airport into

the bottom of the market building, where they have access

to five major hotels and connections to the market campus
via sky bridges - without ever going outside.

For information on the Atlanta market, call 800/ATL­
MART.

EVERYTHING'S
BIGGER IN

teXQS
There's more to the Dallas furniture

market than just the Dallas Furniture
Market. The "Super Market" concept allows

Dallas Market Center to draw people look­

ing for everything from home furnishings to

handcrafted gifts to decorative accessories. It
combines the Dallas National Gift and Decorative Accessories Market,

Dallas International Lighting and Accessories Market, Beckman's Hand­
crafted Gift Show and the Dallas Furniture Market. Also included are

showings of bed, bath and linens items and gourmet food.
"We cater to the small specialty store, but we also have department stores

and on up;' says Ellen Horton, spokesperson for Dallas Market Center. "That's

really our claim to fame, because we combine all the smaller markets into one

large market." The Super Market attracts buyers from all 50 states and 35 for­

eign countries, Horton says.
The entire Super Market runs January 8-16, with the furniture portion open

January 10-13. "There's a ton to see;' Horton says. Two buildings, the Trade
Mart and the World Trade Center, comprise the home furnishings part of the
market, taking up a total of 4.1 million square feet. About 1,500 permanent
showrooms and four floors of temporary exhibits constitute the market's home

furnishings space.

JANUARY 10-13 AND
JUNE 27-30
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Risk Assessment, Fraud Alert & Skip Tracing Services
for the Rental-Purchase Industry

Tele-Track provides applicant pre-screening
to quickly and cost-effectively identity consumers

who are most likely to skip. Services are provided
to rental-purchase stores via touch-tone telephone
or modem from Tele-Track's computer systems in

Norcross, Georgia.

During the application verification process,

Tele-Track provides information to identity if an

applicant has a history of skipping on rental-

purchase, sub-prime fmance or service agreements,

obtain application approvals.

or uses fraudulent social security numbers to

Tele- Track's umque fraud alert servrcc

identifies applicants who have entered into �

multiple rental agreements in the last 60 days. Tele-

Track's skip tracing services provide current

address and employment information on skip
accounts. RentScreen reduces losses and

increases recoveries of skip accounts.

Be sure to ask about RentScore, Tele-Track's

application scoring system that can standardize

the way your company verifies applications.

APR:) Associate Member since 1991

Tele-Track, Inc. • 3841 Holcomb Bridge Road • Norcross, GA 30092 www.teletrack.com

Call 1-800-729-6981 for complete information.
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Horton estimates that be­
tween the Trade Mart and the
World Trade Center there are

about 17,000 lines represented by
both manufacturers and sales

representatives. Of that number,
1,340 are furniture lines, 240 are

portable lamp lines, 182 are light­
ing fixture lines and 2,700 are deco­
rative accessory lines.

Attendance at the Super Market is

"very diverse:' Horton says, attracting
between 20,000 and 30,000 people.
Some major players include JCPenney
and Dillard's. But Dallas officials
haven't courted the rental-purchase
market. "I don't know about RTO specif­
ically," Horton says.

The Dallas Furniture Market is part of

both the January and June Super Markets. Horton says there's little difference in
the inventory available at the two. "Furniture is active in both these markets:' she

says. January's Super Market tends to be the big market for lighting. The June
market is known as the Christmas preview.

Accommodations aren't usually a problem unless something else is going on

in Dallas. Included in registration materials is a list of preferred hotels in the
area and complimentary amenities for buyers staying in those hotels.

Horton says the difference between the large High Point and Dallas markets
is a matter of variety. High Point is deep in furniture, she says, but "we tackle
a lot more categories. The Super Market concept is what differentiates us from

High Point. It's kind of apples-to-oranges to compare the two."
Information on the Dallas Super Markets is available by calling

800/DAL-MKTS.

son fronciscoThe San Francisco market is seen by many
as the "home of the Western furniture

industry," according to San Francisco Mart
President Michael Gennet. Each market

HERE WE COME
�

JANUARY 23-27 AND JULY 24-28

FURNITURE MARKETS:

enllooen qoins fovor
BY HENRY HOWARD

'iii TO furniture cus- ers, plus a representative number tance to both dealer and customer,
tomers are gain- of regional chains, worked this we can look for still more furniture

ing important huge show that keeps growing; manufacturers to accommodate the
benefits from the 7 million square feet of showroom RTO industry's needs. The earliest

increased time and effort dealers space will be enlarged by another signs of their new interest will like-
are investing in furniture markets. 600,000 square feet next fall. Iy emerge at furniture markets.
With furniture and home accents By all accounts, RTO buying Judging from the recent High
now accounting for 30 percent of teams were better received in Point experience, it's a good bet
BOR and nearly 37 percent of rev- showrooms than ever before. Manu- that at Tupelo's February market

enue, it's no wonder dealers are facturers are clearly recognizing more vendors than ever will be

giving more emphasis to this grow- RTO as a reputable, profitable, wooing RTO dealers. Likewise,
ing category. viable industry with a bright future. another step-up can be expected

An obvious consumer benefit of In upholstery, bedroom, dining room next April in High Point.
more thorough shopping of markets and other display areas, RTO deal- The bottom line is this: Operat-
by dealers is the better value that ers worked out programs for the ing in its best legal environment
results from dealers driving harder near term and the long term. A ever, the RTO industry has a fresh

bargains. They can buy better number of dealers put together opportunity to put its best foot for-
because their market attendance detailed promotional programs for ward as it seeks an enhanced repu-
teaches them more about how fur- next May. tation and a larger business
niture manufacturers make and While most manufacturers mar- relationship with consumers. An
market their product. By combing ket their product in showrooms by integral part of that positive step
the showrooms, they become more conventional price points, more and should surely be the offering of an

effective comparison shoppers. more of them are demonstrating appealing, comfortable, sturdy and
Another big plus for customers their commitment to RTO by show- reasonably priced selection of furni-

is the better color and style selec- ing a comfort level with the variety ture - the kind of inventory most
tion that invariably results from of RTO conversion formulas for effectively assembled at the vari-
dealers' scrutiny of a wider variety turning retail prices into weekly or ous furniture markets.
of product. monthly rental fees for contracts of

The recent October market in 12, 18 or 21 months and more. Henry Howard is senior editor at

High Point, NC, is a good case in As the furniture and accessories Furniture/Today.
point. Most of the major RTO play- category continues to gain impor-
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draws a crowd of 13,000 to 14,000 visitors; 93 percent of them come from the
western states.

Gennet says most of those who attend the market fall into three categories.
Independent stores from the 13 western states depend heavily on the San Fran­

cisco market. In fact, two-thirds of independent stores based in the West go to no

other market, according to Gennet. "Because we're full, we can supply most of
their needs as a one-stop shopping experience," he says. National chains and

major national stores make up the second element of San Francisco's atten­

dance. "San Francisco is a very viable alternative venue for them to see what

they can't see any place else," Gennet says. Buying groups, which consist of

groups of independent stores banding together to buy inventory, also fre­

quent the San Francisco market.

January's market traditionally has higher attendance. Gennet suspects
retailers have lower inventories after the holiday shopping season, so they
have more buying room. Many buyers also think the January market offers
them the chance to see what's/new for the year, though Gennet says new

products show up throughout the year.
"There are many reasons why peo­

ple should come to the market other
than to buy," he says, suggesting the
chance to get out of stores, interact
with manufacturers, get new market­

ing and display ideas, see new mer­

chandise at the same time as competi­
tors and just get refreshed are reason

enough to come to San Francisco
without the intention to buy.

"There's a lot to see in a very tight
area," Gennet says. Much of the mar-

ket is contained in two buildings, totaling a million

square feet. A 72-page advance market planner and a

250-page buyer's guide are designed to simplify plan­
ning and navigation.

Planners for the market offer special a travel

promotion for retail buyers which allows them to

stay in major Union Square hotels at discounted
rates. About 10,000 rooms are reserved for
each market.

As for the rental-purchase industry, Gen­
net says he wishes more RTO buyers would
come to San Francisco. "We do not get
enough of that market," he says. "Dealers

may not realize that we have as much as

we do in their price range." He says his
market offers uniqueness that could
save RTO dealers from looking like the
store down the street. "I think an RTO

SWEET AS

tupelo
HONEY

�

FEBRUARY 19-22 AND AUGUST 20-23

chain of any size should consider

making at least an annual and

maybe a semiannual visit to San

Francisco," he says. "I think we're
too big to ignore."

APRO certainly shows up in
San Francisco. Look for the hospi­
tality event hosted by Emeralds
on Saturday, January 24.

For San Francisco market
information, call 415/552-2311.

Folks in Tupelo insist their fur­
niture market is a natural for

RTO dealers because there's more

upholstered furniture in north Mis­

sissippi than anywhere else in the
world. Kim Leathers, marketing di­

rector for the Tupelo Furniture Mar­

ket, says local production keeps ship­
ping costs down.

Leathers says Tupelo has plenty to

" offer the RTO market. It falls some-

we do not get where in the middle of the scale-it's

enough of [the rto] not a high-end market, but it has ex­

merkel. dealers panded over the years beyond its be-

ginnings as a strictly promotional
mQ4 not recllze market. "We have lots of RTO people
lhnl we hove QS who come to our market;' she says.

h d "We consider ourselves the second
muc QS we 0 in biggest market;' Leathers says. A total

their price runqe." of 24,000 people come to the Tupelo
MICHAEL GENNET Furniture Market, including ex-

AN FRANCISCO hibitors, buyers and suppliers.
The next two furniture markets in Tupelo run from

February 19-22 and August 20-23. February is always the

bigger of the two Tupelo markets, Leathers says, probably
due to the arrival of new product lines. However, attendance

at the August market was up 20 percent this year.
The people of Tupelo (population 35,000) provide small­

town hospitality to everyone attending the market. "The people
here give so much to the market," says Leathers. "They open their

homes and even keep the restaurants open late. They'll do whatev­
er it takes to make these furniture people happy."

Services offered at Tupelo set them apart from other markets,
according to planners. A complimentary shuttle picks up attendees at

the Memphis airport and delivers them to any destination around

Tupelo. A shuttle service around town is available throughout the week
with less than a three-minute wait. "They'll take you to the mall or to the

barber shop if you want," Leathers says.
The Tupelo market's housing department makes hotel reservations and

arranges stays in host homes. Leathers says planners of the market try to

keep buyers in hotels because they come in for just a few days. Exhibitors are

encouraged to stay in host homes offered by the housing department because

they usually stay for the duration of the market. But housing options in Tupe­
lo are multiplying. Five new hotels were built last year.

Free food and entertainment are available every night to anyone in town for
the market, including an open bar, live band and dancing. Benchcraft will wel­
come rental dealers for food and music at APRO's Hospitality Night, February
20, at the Benchcraft showroom.

Call 6011842-4442 for Tupelo Furniture Market information .•

Julie Harris is a senior in journalism at The University of Texas at Austin.
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NORM SMITH isn't really retiring.
He's stepping down as head of rental market
sales at Zenith Electronics Corp., but he will
remain with Zenith as a consultant when he
leaves his position at the end of 1997.

''I'm grateful that as a consultant I'll be
able to keep the many wonderful friend­

ships that have been developed in the rental

industry;' Smith says. ''And I plan to stay on

top of the changes that will occur in the

industry."

Smith, one of the industry's best-known
consumer electronics experts, was responsi­
ble for Zenith's leap into the RTO market
almost 15 years ago. After years as market­

ing vice president for Sunbeam's microwave
oven company, he realized the growth
potential for durable manufacturers in the
rental industry. So he pitched the idea to a

longtime friend, the late Walter Fisher, who
was then president of the Zenith Sales Com­

pany.
"I gained an understanding of the market

before coming to Zenith," Smith says.
"About one out of every three people in the
United States is a potential rental-purchase
customer because they don't have estab­
lished credit or simply can't afford to make

major purchases of consumer electronics,
appliances, furniture or jewelry.

"Zenith was interested in opportunities
that could help expand its market share. The

company realized that it did not understand
rent-to-own and had done nothing to

become a part of this business opportunity."
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mith was tapped
to build Zenith's
rental division
from the ground
up and in No­
vember 1982,
he began what
would end up as

a IS-year career leading the compa­
ny's rental market sales activities.

His first job was to educate
Zenith's regional sales managers
about the rental-purchase indus-

try - its procedures, its terminology
and its companies. Once he oriented
the sales staff, he had to educate the

company's nationwide network of
wholesale distributors. At the time,
Zenith used two-step distribution,
selling consumer electronics prod­
ucts to distributors who, in turn, sold
to retailers and rental companies.

"We achieved a lot of success ini­

tially as the local distributors became

acquainted with rental dealers,"
Smith says. A few years ago, as the

company phased out its two-step
distribution, Zenith began to work

directly with rental dealers and com­

panies to achieve a new level of
mutual success. "The rental dealers

appreciate the streamlined pricing
that resulted from direct distribu­
tion;' he says.

As Zenith's distribution program
changed, so did Smith's job. In the

beginning, he spent the majority of
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his time working with distributors
and calling on individual rental
stores and managers to build busi­
ness. Now he attends numerous

meetings and conventions for
Zenith's rental customers throughout
the United States all year and makes
calls at the headquarters of major
rental companies.

Smith, who won the first APRO
Vendor of the Year Award in 1991

(now called the Norman Smith Ven­
dor of the Year Award), says direct

mtact with rental dealers is
ae best way to understand
heir challenges and to cre­

ate new opportunities.
Besides conventions, he

spends a lot of time pro­
ecting what his customers

reed from Zenith to sue­

eed, "There is everyday
rcern over the availability

of products ordered for shipment;'
he says. "Forecasting future needs
has become paramount at Zenith.
Our challenge is to work with all

major rental companies and to

ensure they have the merchandise

required for everyday business and
scheduled promotional programs."

It becomes clear after talking with
Smith for just 20 minutes that he
knows a great deal about the rental­

purchase business. And it's not just
the awards that hang on his office
wall and sit on his tables. It's Smith
and the way he talks. He speaks slow­

ly, but everything he says sounds nat­

ural, like it's his second nature to

discuss the history of the rental

industry. The RTO business is Norm
Smith's life.

''I'm really going to miss his

knowledge of the industry," says
Terri Martini, a Zenith rental market

specialist who has worked with

Smith for five years. "Sometimes I'll
see a customer's name that doesn't
look familiar and I'll ask him about
it. Almost all the time, he knows it off
the top of his head without having to

look it up. He knows the dealers and

managers like his own family."
Don Julson, who has been Smith's

right-hand man in Zenith rental
markets for eight years, says, "Norm

taught us not only the rental busi­
ness, but we also learned a great deal
from him about how to work with

people." Lorry Netzband, who runs

Zenith's order desk for rental sales,
adds that it has been "exciting to see

the business grow year after year
under Norm's leadership."

Smith, who earned his bachelor's

degree in economics from Iowa State

University, has seen the industry
grow from its infancy, when only a

few companies were involved with
RTO, to its peak today where some

rental-purchase companies have

gone public and the market is at its

strongest.
"Growth in the number of stores

and the improved prestige of rental
dealers has added stability to the

industry," he says.
When asked about the future of

RTO, Smith smiles as if he expected
to hear that question. "We will

always have numerous small rental

companies, but it's been economical­

ly sound for medium-size ones to

sell out or merge;' he says. "There's a

trend now toward consolidation, and
I don't think it will go away."

So why would Smith want to leave
a business in its prime, a business he
knows better than just about anyone,
a business that has been so good to

him? He says it was not an easy deci­
sion, and it was simply time to look
ahead.



((I never thought I'd see my 70th

birthday;' Smith says. Reaching that
milestone last April and wanting to

spend more time with his daughter,
Norma "Skippi" Smith, made him
think about retiring.

But he's not really leaving the
business. In addition to working as a

consultant for Zenith, Smith is form­

ing his own consulting firm, Nor­
man Smith & Associates Ltd., to

continue his work in the industry. So
while Smith is stepping down from
his official duties as Zenith's head of
rental markets, the industry will still
benefit from his expertise.

"This is an ideal situation;' he says.
((I enjoy what I do and wouldn't want

to just sit around and play golf all the
time. I love the game, but if I played
six days a week I'd get tired of it."

Luckily, Norm Smith will never

get tired of the rental industry. At
Zenith's reception during the APRO
Annual Convention last August in
Las Vegas, Norm Smith announced
his plans to step down at the end of
1997. Bill Sims, president of Zenith
Sales Company, immediately an­

nounced that he was pleased Smith
would continue on as a Zenith con­

sultant and would participate on the

company's behalf at all major indus­

try functions as we swing into 1998.
Smith concluded his APRO con­

vention presentation with an excla­
mation point: «I have so many
beautiful thoughts and memories of
the fun times I've had working with
so many of you - reviewing product
line-ups, scheduling promotions,
meeting with store managers and

participating in conventions. And if I
were to add them all up and multiply
it by a million, the grand total would
still be inadequate to represent the

sincerity behind my simple expres­
sion to the rental industry: thank

you!" •

I..

Al deLeon is a freelance writer based
in Evanston, IL. He got acquainted
with Norm Smith when, as a student
at Northwestern University's Medill
School ofJournalism, deLeon worked

for Glenview, IL-based Zenith.

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.

Industries
1(800)VAN-CUBED(826-2823)
(615)447-2187

• Leasing programs also available.

APR:» Associate Member since 1994

APR:» Associate Member since 1994
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it ...

and hke lt OT not. soon every home wrll

need one. RTO can offer this technolog­
real luxuTY to those who ofherwrse

couldn't afford lt OT arerr't ready to

make the fmancral cornrmtrnerrt to buy­

mg one. But dealers are strll besrtant,

Perbaps they've beard cornputers

TeqUlTe too much trammq, OT that the

overhead mvolved wlll exceed profrts,
OT maybe theY'Te afraid technology lS

movlng too fast and the computers they

buy wrll be obsolete wrthm a rnatter of

months. Those are the hOTTOT stones.

but how true are they1
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"There is an unlimited market for computers,
whetheT It's RTO OT retail, If rental dealers are lookmq

for ways to increase customer base, the potential
fOT growth IS made unhmlted with computers,"

ommyUnder­
wood, direc­
tor of support
operations at

Royal Crown

Leasing dba
Rent America,
says his com­

pany looked
at four differ­
ent computer
vendors be­
fore deciding

on one. They had to find the right
company, Underwood says, and that
took a very diligent approach.

We took our time, we were very
patient, we looked at a lot of different

computers and talked to a lot of dif­
ferent people who had already been in
the business," Underwood says. "I feel
like our immediate success in renting
computers is directly attributable to

the fact that we were patient and tried
to make some good decisions," he
adds.

When it comes to

choosing a computer dis­
tributor, rental dealers are

looking for one thing: ser­

vice. Store owners don't
want to train their sales­

people to become comput­
er experts - with the
amount of turnover these days, train­

ing would be an ongoing expense. If
dealers decide to rent computers, they
want to buy them from a company
that offers guaranteed service to their
customers.

Dealers also worry about who will
service the machines when they break
down and who will answer software
questions when they arise. For that
reason, companies with 24-hour hot­
lines and a direct connection to the

computer company are more likely to

close the sale.
Both BDI Distributors and Alliance

Computing Technologies Inc., two

major players in the RTO arena, have
found success because of their train­

ing programs. Both offer extensive
seminars and classes to salespeople
and owners of RTO stores and pro­
vide toll-free numbers for technical
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support. Both use well-known, name­

brand computers like Packard Bell
and Compaq and recognizable soft­
ware like Windows 95 to get the cus­

tomer started.
Dean Sottile, an account manager

with BDI, says his company is a strong
proponent of making it easy to rent

computers. "We're of the opinion that
it's better to crawl before you walk. We
want to make it as easy as possible to

start, because we believe there's a

learning curve," Sottile says. BDI likes
to recommend a one-product-at-a­
time approach to start and then offer
work stations, chairs and promotional
materials to first-time dealers.

John Foster, CEO of Alliance Com­

puting Technologies Inc., expects the
rental dealer to designate at least one

person to be the computer person for
the store. "That person will go
through computer 'basic training' at

no additional cost to the dealer," Fos­
ter says. "The objective for this basic

training course is to make it easier for
salespeople to discuss computers with
the rental customer," he adds.

Techno-rear
Perhaps the biggest challenge deal­

ers face is keeping their inventory cur­

rent. John Cleek Ir., general manager
of Cleek's Appliance, says renting
computers takes a strong commit­
ment to learning the merchandise and
what's available. Cleek was concerned
with the obsolescence factor, since

computers are always getting faster
and quicker. Although he's only been
renting computers for a few months,
he has seen models begin to change.

Dean Sottile at BDI knows this fear
and can respond to it. "Everybody is

really worried about their computers
becoming obsolete, so we've put

together an upgrade program using
either Packard Bell parts or other ven­

dor parts to upgrade the systems to

more current versions;' Sottile says.
Alliance's John Foster says that

while technology determines the pace
at which new models are introduced,
real obsolescence happens more slow­

ly. "Marketing creates the perception
that older models are less desirable,"
Foster says, "but they are more than

capable of providing for the needs of
all but the most demanding uses. But
we do provide upgrades and try to

keep the cost low," he adds.

Upgradability was a big factor for
Tommy Underwood at Rent America.
"A computer that we wouldn't be able
to upgrade down the road as new

technology developed was certainly a

key issue in our purchasing decision;'
he says.

Because styles are constantly
changing, dealers have to stay on top
of their inventory. Rental dealers must

know when models are becoming
obsolete so they can make changes
quickly and keep their displays up to

date. But with improved technology
comes more training. One rental deal­
er says training is an ongoing
expense - when new systems come

in, salespeople need to learn about
them.

"Everyone looks at the computer
and says 'What do I do?'" says John
Cleek of Cleek's Appliances. "The
trick is getting all of your employees
familiar with them."

To stock OT not to stock
Like any other new rental product,

the big question is whether to keep a

backstock or work on an order basis.
All stores must have at least one for
display, but should dealers keep an



inventory? BDI suggests a one-to­

show, two- to-go approach. Dean Sot­
tile says stores that haven't gotten into

computers will usually get a lot of
calls from loyal customers waiting for
the technology to become available.

"When dealers first get computers,
there's a lot of excitement;' Sottile

says. "There are customers who have
been waiting for their store to get
computers, so dealers will find that
the inventory moves very quickly in
the first two to three months;' he
adds.

Dealers who were conservative in
their decision to rent computers are

also conservative in their stocking
approach. Cleek's Appliances tries to

keep one computer in each store with
no backstock. They've also not been
too aggressive in their advertising tac­

tics. John Cleek says they've done
some phone solicitation, but they've
been selective in deciding to which

groups to market their computers,
since they haven't identified a target
group yet.

Rent America and Tommy Under­
wood have found that computers have
been successful with long-term cus­

tomers. Underwood believes comput­
ers are an impulse rental, especially
for those customers who have been

shopping with them for years. For this
reason, Rent America tries to keep a

constant stock. The company tries to

stick to the same price points, but as

Underwood has found out, that is not

always possible.
"You're a victim of what's avail­

able," Underwood. "Rental-purchase
dealers are famous for waiting until
we run out to order, so when we call,
the vendor might not have the ideal

product. Sometimes you have to make
a conscious decision to spend a little
more money for the type of computer
you want," Underwood adds.

Barbara Keller, owner of Keller's
Rental Place, says when her store

began carrying computers, they
ordered the computers as they were

requested. But after time, they found
that stocking them worked better.
"When we were ordering and we told
the customer they were next on the

ComputeT
comparues arerr't the only technology glants

galnlng steam ln RTO. Software cornparnes are also

holdmg their own m the mdustTY. But these pTO­
gTams arerr't fOT Tent. Software cornparues have found

a stroriq rncbe ln RTO store offices, oTganlzlng cornparnes'
sales and accounhng procedures,

Most software cornparues offer an lntegTated system that

hnks the databases of eveTY store, Inteqrated systems allow

laTge chams to stay hnked wrthout the manual transfer of
mformatron, Tbrouqbout the day, each store wrll have
accounts errtered, payments posted and rnverrtory counted.

At the end of the day, the home ofhce system downloads an

tbrs mforrnatron mto one database. Tfus system ehrmriates

the need to re-eriter the data, decreasrrrq the human eTTOT fac­

tOT. It also categonzes and oTganlZes the rnforrnatron mto one

system wrth the abrhty to recall any combmahon of data. Inte­

gTated software lS an efflClent and accurate way to keep all the

stores ln a chaln connected.

Hrqh Touch offers three pTogTams to completely mteqrate
YOUT systems. PRO/StoTeJ PRO/Ofhce and PRO/Accounhng lS a

complete hne of software that will hnk YOUT hies from the

pomt of sale to the execuhve ofhce's annual repor+, Employ­
ees won't have to re-key dally payment entnes fOT the home

office. Hrqh Touch offers the software package fOT a monthly
nght-to-use fee peT store, The company will offer trammq
upon system mstellatron as well as annual upqrades,

Rental & Sales Software Systems uses a srrrular lntegTated
system, ideal fOT multrple-store chams. Founded m 1979J the

company developed software to mteqrate retail and rerital

outlets to the home offices, Elhson Crrder, drrector of sales

and rnarketrriq fOT the company, descnbes the software as

module packages fOT different levels of operatron,
At the store level, RSSS software handles mverrtory control

wlth an exterisrve ber codtriq pTogTam and a customer control

pTogTam that tracks payrnerrts, due dates and the merchan­
drse on Tent. The home ofhce software rricludes a surnrnary

system and a ledqer jourrial, The company offers 24-houTJ
seven-day SUppOTt service as well as a web srte to post prob­
lems and help requests, RSSSJ along with Hrqh Toucb, offer

pTogTams ln steps so dealers don't have to convert thelT

accounhng systems overrnqht, The two cornparnes TecognlZe
the need to ease mto the software,

Rental Inforrnattori Systems Inc. pndes rtself ln rts excel­
lent customer SUppOTt. RIS Inc. will convert all exrstmq data to

tberr Rental Account ManageT (RAM) software system and

will offer on-site rnstallattori and trammq, The software han­

dles everyfhmq from collechons to corporate level r'epor+s,
but also offers srnaller dealers help wrth collechons. RIS Inc.

mcorporates an ori-screeri collechon system Into rts software,

Help lS avallable 24 boor's a day, seven days a week.

FOT smaller comparnes, both RTO Plus fOT Wmdows and

Rentek offer superb software packages that specrncally
address the Independent dealers' bosrriess needs.
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list, there was some kind of immedia­

cy about it and there was a lot of

anticipation;' Keller says. "But now,
we're able to serve the customer better
because we have a wide variety of
models in stock," she adds.

The bottom line
Despite the high set-up costs and

the fear of technology, most vendors
find computers to be a very profitable

investment. Dealers can expect to

spend an average of $6,000 per store

in computer start-up costs, but the

profit turnaround makes it worth­
while. Most systems rent for an aver­

age of $40 per week, much more than
a TV or VCR.

Cleek's Appliance found that labor
costs have lowered and they now get
more money for less product. As a

result, their revenue and average rev­

enue per unit go up. But the possibili-

rto computers
The following list of computer suppliers cater specifically to the rental-purchase industry. Please feel

free to contact any of these companies for information, pricing and product specifications. They
are designated as APRO associate members [*], advertisers [+] in APRO publications and/or APRO
convention exhibitors [1\].

Alhance Compuhng Techrioloqres Inc.*+"

CONTACT: John P. Foster
3105 W. Waters Ave., Ste. 215

Tampa, FL 33614

888/615-5ACT; fax 813/209-0184

BOIOlstTlbutors*"
CONTACT: Dean Sottile
2100 Marietta Blvd. NW

Atlanta, GA 30318
404/351-9816 ext. 139; fax 404/355-0430

CMAX Inc.*"
CONTACT: Wayne Wilhelm
P.o. Box 3683

Cleveland, TN 37320-3683

423/476-9148; fax 423/476-9140

Hrqh Touch Inc.*+"
CONTACT: John Rogers
1900 N. Amidon #200

Wichita, KS 67203

800/326-6059; fax 316/832-9503

Ideal Software Systems+"
CONTACT: Jammy Berry
P.O. Box 110

Meridian, MS 39302-0110

6011693-1673 ext. 105; fax 6011693-1680
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Pomeroy Computer Resources=
CONTACT: Jeff Hayes
908 Dupont
Louisville, KY 40207
502/893-2800 ex. 114; fax 502/893-0747

ties don't just stop there.
"There is an unlimited market for

computers, whether it's RTO or

retail;' John Cleek says. "If rental deal­
ers are looking for ways to increase
customer base, the potential for

growth is made unlimited with com­

puters," he adds.
Vendors who rent computers in

college towns expected the majority of
their clientele to be university stu­

dents. But what all have found is that

'11

RTO Plus for Wmdows*"

CONTACT: Bob Yarbrough
1201 N. Salisbury Ave.

Spencer, NC 28159

704/642-1002; fax 704/642-0901

Rentek*
CONTACT: Jerry Rankin
6804 Bancroft Woods Cr.

Austin, TX 78729

800/9-RENTEK; fax 512/249-0643

Rental & Sales Software Systems*+"
CONTACT: Ellison Crider
457 Robert Dr.

Corpus Christi, TX 78412-2454

800/334-5224; fax 512/993-1731

Rentallnformahon Systems Inc.*+"

CONTACT: Larry Burns
P.O. Box 1165

Magnolia, AR 71754-1165

800/863-7394; fax 870/234-3797



renting computers has expanded their
customer base to the non-traditional
customer.

"Most of our customers are people
who have in-home businesses;' Bar­
bara Keller says. "The majority run

childcare, foster homes, travel opera­
tions and even hauling businesses out

of their homes." When families come

in to look at computers, Keller says,
whether they rent is based on the
need. If the computer can be put to a

business use as well as an academic
one, they will be more inclined to rent

them.
There's no denying the importance

or popularity of having a computer in
the home, so the only real problem
RTO dealers face is finding the right
company to deal with. Going direct
means a large minimum order

requirement and fewer service

options. Distribution companies seem

to be the best option for RTO, but

cloning companies are also a option
for dealers. What's most important is

finding a company that offers the best
service and support to customers.

Alliance CEO John Foster predicts
that the demand for computers in the
RTO industry is "set to explode." ,"I
think dealers have realized the nature

of a computer differs from furniture,
appliances and other electronics.
There is a need for training to make
the rental and support to sustain cus­

tomer satisfaction after the transac­

tion. With that in hand, I believe
dealers will quickly seize on the prof­
its to be made by introducing com­

puters into their product mix," Foster

says.
Tommy Underwood of Rent Amer­

ica agrees. "This is an area that can be
beneficial to all of us;' Underwood

says. "I think this is a viable business
to which we all need to explore and
dedicate ourselves. There's a lot of

money laid out front, but I think it's
an area we're going to have some suc­

cess in.".

Jessica Schneider is a [ree-lance writer

living in Aspen, CO.

We are a publicly held, recognized leader in the

rental industry. Due to our rapid growth and expansion,
we have a need for seasoned professionals with excellent

multi-site location management skills.

The right candidate will have a proven track
record of accomplishment and will be willing to relocate

for future advancement opportunities.
Our compensation and benefit plans are outstanding
and many of our regional managers are among the

highest paid in the industry.
If you are ready to step-up your career search now,

send your resume and salary history to:

'IiALRENCa
Attention: John Burnett
1736 East Main Street

New Albany, Indiana 47151

[WE ARE AN EQUAL-OPPORTUNITY EMPLOYER]

CHAMPION Rent To Own
"MANAGEMENT OPPORTUNITIES TODAY .•.

CAREER OPPORTUNITIES FOR A LIFETIME"

Champion Rent to Own has exceptional opportunities for career oriented
individuals throughout the Southeast and Mid-Atlantic states.

CHAMPION OFFERS:
• A corporate culture devoted to integrity, diversity, and teamwork.
• An excellent salary and bonus program, full benefits, and 401 k.
• Opportunity for rapid advancement.

MANAGEMENT QUALIFICATIONS:
• Prior experience in management, retail, or military helpful;

multi-unit management a plus.
• Highly organized with excellent leadership abilities.
• Strong work ethic with a desire to excel.

For confidential consideration, mail or fax your resume to:

Champion Rentals, Inc. Champion Rentals, Inc.
3200 Spring Forest Rd. 661 Beville Rd.
Raleigh, NC 27616 South Daytona, FL 32119-1952
Attn: Director ofHR Attn: Director ofHR
Fax: (919)876-1768 Fax: (904)322-1195 '

Champion is an Equal Opportunity Employer
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SoLid wood for saLe

Parris Manufacturing
Company of Savannah,

Tenn. is making its entry
into the furniture industry.
The company, known for
50 years of manufacturing
the world famous Traineri­

fle, now offers solid wood
den groups, bunk beds and
futons.

Several different cush­
ion fabrics are available for
the six-piece, knock-down
den groups. Bunk beds in

spindle, slat and bookcase

designs are also crafted
from solid wood, as are

Parris Manufacturing's
futons. The Parris Futon
Bunk Bed (#6013) features
a twin bed on the top
bunk and a lower bunk
that converts from a futon
sofa to a full bed.

Pictures of items in the
Parris line, fabric swatches

and paint chips are avail­
able upon request. Contact
Parris Manufacturing
Company, P.O. Box 338,
Savannah, TN, 38372-

0338,901/925-3918,or
send e-mail to parrism­
fg@centuryinter.net.

GE's new modeL
features storage
for snacks

G E's newest refrigerator
for the rental-purchase

Finance with FINOVA

FINOVA Capital Corp., the country's largest independent
commercial finance company, offers creative financing

solutions for expanding companies. A division of FINOVA

Financial Innovators, the company has provided capital to

finance receivables growth, mergers, acquisitions and debt

restructuring for growing businesses for over 42 years.
FINOVA is an NYSE-traded company with assets exceeding
$8 billion.

The company's Rediscount Finance Group provides
secured revolving credit facilities from $1 million to $35
million to meet the needs of a variety of growing compa­
meso

For more information, contact Paul Whitley) FINOVA

Capital Corp., 13355 Noel Rd., Suite 800, Dallas, TX 75240,
972/458-5600.
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DutaiLier offers
new LeveLs of
comfort

Long known for its
motion furniture,

Dutailier Group of Canada
now offers a new innova -

tion in glider rockers. The
Glide-R-Motion mecha­
nism now makes smooth,
effortless rocking possible

industry offers space and

flexibility for storing those
favorite snacks. The new

top-mount no-frost refrig­
erator (model TBX18IAZ)
with a capacity of 18.2
cubic feet is even equipped
for an optional icemaker.

Two extra-wide fixed
door shelves will hold
those bulky gallon milk

jugs, three glass cabinet
shelves in the main refrig­
erator may be

adjusted to fit

storage needs and
two clear vegetable
pans with glass
covers allow the
customer to see

inside. Other cus­

tomer-friendly
features include a

clear sealed snack

pack, clear dairy
compartment with a butter
trivet, utility bin,
adjustable freezer shelf and
Ice 'n Easy trays with an ice

tray shelf.
For more information

on GE's model TBX18IAZ,
contact Paula Allison, GE
Rental Sales, 307 N. Hurst­

bourne, Louisville, KY

40222,800/782-9083.

using a unique custom­

built steel ball bearing sys­
tem. Ergonomically
designed seats and a preci­
sion wood assembly are

designed to create a per­
fectly balanced gliding
motion.

Matching ottomans

with the same gliding
motion are also available.



AshLey unveiLs new motion furniture

At October's High Point market, Ashley Furniture Indus­
tries unveiled nine new groups of motion furniture

designed to work better and last longer. Ashley calls them
"the most trouble-free motion products at High Point."

Innovations from all-steel box construction to new

upholstery designs offer RTO dealers the benefit of stylish
furniture made to last longer and solve the common prob­
lem of damaged mechanisms. A unitized tubular steel seat

frame and integrated mechanisms come together in the

newly designed Leggett & Platt mechanism available only
from Ashley.

This season's fabrics should please discriminating cus­

tomers. Many pieces feature wood accents and fabrics to fit
almost any decor. From blue, camel and red plaid to teal or

ivory and taupe prints, Ashley aims to provide the latest in

upholstery styles. For the best in reading and channel-surf­

ing comfort, seat backs recline and lock to any position.
For more information, contact Bill Meadors,

Ashley/Millennium, 19 Carrollton Ct., Little Rock, AR
72211-1600, 800/621-2845, ext. 465.

Dutailier's wide selection
of models, fabrics and fin­
ishes means there's a glider
rocker to match almost

every decor. Dutailier's
rockers and ottomans

boast a hand-sanded and
stained finish sealed to

resist scratching, ultra - vio­
let light, perspiration and
most household chemicals.

Each seat decking has
been weight-tested accord­

ing to commercial furni­
ture requirements to offer
consistent support that
will not weaken over time.

Cushions are made of
flame-retardant solid foam

designed to keep its shape
and appearance for years.
Fabrics are subjected to

strict standards for flam­

mability' durability and

appearance, and fabric

protectors are applied to

maintain beauty.
For more information,

contact Dutailier Group at

299 Chaput, St - Pie, Que­
bec, Canada, JOH 1 WO,
514/772-2403,orcheck
their website at

info@dutailier.com.
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Mark Vega
SPOKANE RENT TO OWN INC.

SPOKANE, WASHINGTON

We tend to discuss it continual­

ly. As things come to light, it's very
frustrating for the employees and
we try to keep as open-minded to

_., .:.-.__
all of it as possible. In the past,
we've always just kept quiet on the
deal as an industry, but you have
to wonder when to put your foot
down. It is deflating. It's frustrat­

ing when you're fighting to oper­
ate a business and you're
continually knocked in a way
that's un-American, really. We try
to convey the positive to our

customers.COMPILED BY

IJULIE
HARRIS

John SpangLe
PARTNER'S RENTAL PURCHASE INC.

FRIENDSWOOD, TEXAS

Right now it's not a problem
because we have a start-up com­

pany. When I've worked with
other major companies and

supervised up to 40 stores in the

past, these issues didn't generally
affect employees. I don't think our

employees keep up with current

issues, for the most part. The ones

who do - who address it - know
where it's coming from. So it
affects management operations
more than store operations.

Kent Lycka
KENTCO INC. DBA RENT-2-0WN

ALVIN, TEXAS

I tell them not to listen to the
bull. They're all veteran people so

they're familiar with it. We've
talked about it among ourselves,
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but we've had no questions from
the public. We're not really in the

limelight. We don't really have a

bunch of trouble here where we

are, but we're about to go into
Houston so that may change. We

haven't had any flak. Everything's
positive.

S.D. Van Orden
CAIN'S INC.

DBA FURNITURE & APPLIANCE OUTLET

TWIN FALLS, IDAHO

It doesn't give us as much of a

problem out here in the country
as it gives those of you there in the
center of it all. We've got a state

association here that's been pretty
upbeat. I think employees see that
what they're doing is providing a

service and giving people what

they need.
�

We've designated somebody in
the company to handle these

things if they rear their head, but

they haven't. We haven't had any­
body in the area that's been bring­
ing down the wrath of the local
folks. We just hope it will stay
that way.

Patrick Parker
UTICA RENTAL SYSTEMS INC.

DBA COLORTYME

MANDEVILLE, LOUISIANA

We talk to employees repeated­
ly about what we're doing. If

you're a good sales­

person, you can be a

good collector. If

you're selling your
plan and your prod­
uct and your compa-

ny, you eliminate a lot of that col­
lection process. We talk to them
about performance and expecta­
tions. Then, when these negative
things come along, you're more

likely to overcome them.
We also take a proactive

approach to keep that knowledge
level and customer relations level

up. We know the No.1 reason

people deal with you is because

they like you. When I see these

people coming out with all this

negative stuff, it's pretty obvious

they don't know what they're talk­

ing about.•

Julie Harris is a senior in

journalism at The University of
Texas in Austin.



MONEY

GE's INNOVATIVE WASHER DESIGN WILL KEEP IT IN YOUR POCKETS.

For a washer to earn its keep, it's got to be dependable.

And that's exactly what GE's innovative line of rental

washers are all about. First, our revolutionary Auto

Balance Suspension System virtually eliminates the

noise and vibration caused by unbalanced loads that

could cause problems in other washers. If our washer

does have a problem, it's 100 percent front serviceable

with 40 percent fewer parts, so any downtime is short­

lived. Other features include quick-set installation, 31

percent less weight than before, a steel drive transmis-

sion, a 20 year limited warranty on the PermaTuf

II™ Basket, and a galvanized steel cabinet with a durable

rust resistant finish. To keep the money in your pockets,

get the washer that keeps on washing. For more infor­

mation on our complete product line, programs and

distribution system, please call:

Paula Allison

at 800.782.8093 or

Paul Eichberger

at 800.782.8097. •
© 1997, GEAppliances

We bring good things to life.

APR:» Associate Member since 1992



What you need, when they need it.
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1 847 391 8231 Contact Norm Sm ith, Zen ith Electron ics Corporation, 1000 Mi Iwa u kee Aven ue, Glenview, I L 60025

R9706-1 © 1997 Zenith Electronics Corporotion

APR:» Charter Associate Member

This is home entertainment the way you want it.

Zen ith offers your customers the widest selection

of leading edge technology.

Table Top TVs - 13/1 to 36/1

Furniture styling in Consoles - 25/1 to 36/1

VCRs - 2-head, 4-head, mono and hi-fi stereo

TV/VCR Combos 13/1, 20'; and 25/1 mono and hi-li stereo

Projection TVs with built in protective shield - 46/1 and 56/1

When you rent,

rent the best.

www.zenith.com


