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After 85 years of laundering,
we know a little something

about helping you make money.

aking money for your rental business is easier when you ca:v:ry

�irlpool®' proH1:l'ct!;l. Not only is Whirlpool one of the roost

r�pgp,ized brand names, but our appliances are among the roost respected.
In fact, when discussing our laundry products, a leading
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APRO's President Ernie Lewallen:
The long and winding road

Meet 1998-99 APRO President Ernie Lewallen of
United Household Rentals in Cincinnati, OH.

Lewallen is committed to his vision for the industry
and the Association in order to ensure continued
success and future viability for APRO members.
Writer Markus Beeby talks to Lewallen
about his insight, concerns and hopes
for the industry and APRO.

To scheme or not to scheme:
A sale-leaseback allegory

Who's the boss? [Hint: It's not your boss]
The payoff of a "you're the boss" attitude toward every customer is

huge. Having spent more than a decade in the rental-purchase
business, Kent Sutherland has learned that only rarely does a customer

ask for more than what is reasonable when asked the question, "What
can I do for you?" Sutherland shares the finer points of learning the
art of providing superior customer service.

2003: APRO's new vision of the future

Setting goals and timelines for the future was on

the agenda for members of the APRO board of

directors, who gathered for a five-year strategic
planning session in October. With the changing face
of the industry, a new set of challenges faces the
Association. Find out how APRO plans to meet

the needs of the membership in the coming years.

Once upon a time there was a rental dealer
who decided to "help" his customers get
through some cash crunches - and help his
own profits increase - by coming up with
the not-quite-original and not-quite-legal
idea of the sale-leaseback. APRO General
Counsel Ed Winn tells the story of this
dealer's venture into unethical territory.
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Dealers gear up for winter

markets; Aaron's opens
125th store franchise; RTO
PC market picks up;
consumer awareness of
HDTV increases; and
more.
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Ernie Lewallen shares
lessons learned from the
trails at Yosemite.
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APRO is moving beyond
its one-dimensional phase,
says APRO Executive
Director Bill Keese.
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APRO General Counsel
Ed Winn III reviews the

industry's foray into
fiction.
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What's the outlook for '99?
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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
(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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Got mail?



Illinois
RTO dealer Larry Carrico of SKY Enterprises Inc. in Mt.

Vernon, IL, was elected president of the United Way of Jefferson

County.

� Barry Stein is the new director of advertising for the rent-to-rent

division of Aaron Rents. In addition, Carroll/White Advertising was

named the agency of record for the rent-to-rent division.

� judy Garrison, most recently director of purchasing for

B&L/Champion Rent to Own, has joined ABS Artistic jewelry Inc. as a

sales representative and merchandiser and as an associate of Allan

Sheres, jerig Inc. representing Meadowbrook, Next Dimension, Frisco,

Owen Benton, Ther-A-pedic and others.

� David Brewer has taken the reign as president and CEO of Frisco

Furniture, producer of promotional bedroom, occasional and accent

furniture. Formerly chief operating officer of the company, Brewer will

continue his operating duties as well as those of president and CEO.

As a result of Frisco's upper management restructuring, the company

will relocate its corporate headquarters to Frisco City, AL. Gary Bryant,

former Frisco president, will serve on the board of the company and

participate in its strategic planning as well as..merchandising and

product development. Frisco will continue its aggressive plan for re­

engineering the company.

� Marc Rogovin assumes the position of vice president, real estate

and construction for Aaron Rents Inc. Rogovin had served as director

of real estate and construction for the company's rent-to-own division

for the past year. His responsibilities now include site selection and

construction for stores in the rent-to-rent division, Aaron's Rental Pur-

chase division and MacTavish Furniture Industries and its distribution

facilities.



OWNER
RfTIRING
Due to health reasons, owner

must sell small RTO chain in

the Southwest. Company currently
operating seven stores and doing
more than $2.7 million annually.
Stores are fully staffed with

trained personnel. Future poten­
tial unlimited for right person.

ACQUISITION MANAGER

P.O. BOX 771577

WICHITA, KANSAS 67277-1577

For additional information, please
forward all inquiries to:

IS PLEASED TO WELCOME

RICHARD E. MYERS TO THE FIRM.

FORMER GENERAL COUNSEL FOR ALRENCO, INC.,

MR. MYERS WILL CONCENTRATE HIS CORPORATE LEGAL

PRACTICE IN MERGERS AND ACQUISITIONS, COMMERCIAL

REAL ESTATE LEASING AND DEVELOPMENT MATTERS.

120 West Spring Street, Suite 400 • New Albany, Indiana 47150
DID: 502.568.0287 • fax: 812.948.7994 • RichardM@NwA.bth-pllc.com



Public relations sets the year's agenda

Community
relations, television

presentation, employee/customer
empowerment and media rela­

tions defined the proposed public
relations plan for the upcoming year.

After an intense five-year strategy session,

industry leaders emphasized the need for the

industry to improve its image and broaden its

appeal. Those rental-purchase dealers, along
with APRO who will implement these programs,

are members of APRO's Public Relations Com­

mittee; its new chairman is Gary Romine of

Show-Me Rent to Own in Farmington, MO.

"The proposed plan continues the good work

already established while adding crucial ele­

rnents for a comprehensive campaign," says

Romine on his committee-adopted plan. The

campaign will culminate at APRO's 1999 con­

vention in Reno and plans to cover the many

audiences and programs established by previ­
ous committees and member directives.

To address television advertisements as the

predominant source of negative public percep­

tion, the committee wants to produce stock­

footage of products to create a library for

members to use at their discretion. This paral­
lels the approach used by many car dealers

where the car companies provide film-produced
footage of trucks and cars zipping along the

highway or through streams for local dealers to

use while customizing their respective specials
and local information. If you ever wondered how

Joe's Cars & Trucks could afford such nice

footage, it is because the manufacturer provides
it for them.

APRO's affiliation with Habitat For Humanity
remains a long-term commitment. APRO is con­

sidering sponsoring Habitat For Humanity's first

Lady build, where each governor's First Lady
would host a build in her community. Along with

the national commitment, dealers continue to

donate locally throughout the nation. Habitat

affiliates are building now and could use the

help. For more information, contact APRO to

assist you in finding the nearest affiliate.

Empowering customers and employees with

information about the industry and the transac­

tion may be the most powerful tool to spread
the good word about the industry. One proposed
program is to offer dealers creative tools in the

forms of a video, break room posters and pam­

phlets to educate employees and customers

about the benefits of the rental-purchase trans­

action and the industry.
Other programs completing the campaign

include media placement of positive news arti­

cles, continued research on the rental-purchase
customer and a proposed third-party endorse­

ment program.

The 1998-99 APRO Public Relations Commit­

tee consists of Chairman Gary Romine, Rich Bar­

tel, Dick Eichlin, Mamie Harper, Ernie Lewallen,
Bill Morgenstern, Kim Slatton, Shannon Strunk,
Darrell Tissot and Dan Weiss.
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very five years, the APRO board
convenes to strategize about the
issues affecting the industry and
the Association. As your new

president, I wanted to make this

strategy session fulfilling for the
board members participating and inspiring
enough perhaps to reinvent the RTO wheel. I felt
that my lofty goals might best be developed in a

lofty environment. Therefore, Yosemite National
Park was chosen as our meeting place, although
many of the board members have renamed it

"Camp Ernie."
I have learned some intense lessons taught to

"We spent a lot

of time together

finding out what

for the next three days
in meeting rooms.

We were met by
news that APRO's

largest member­
Renter's Choice, aka
Rent-A-Center-had
decided to leave
APRO and go it alone.
We spent a lot of time

together finding out what was so important to us

about APRO and what it might mean if the Asso­
ciation no longer existed. Everyone concluded
that APRO must go on. We became re-committed

to an ideal that this Asso-

was so important
to us about APRO

and what it might
mean if the

Association no

longer existed."

Strategies from Camp Ernie
me by hundreds of miles on the trail. I thought
this might transfer over to this varied group of

independent thinkers so as to create unity and
camaraderie. Hikers are an interesting breed, even

novice ones. As in conventional life, you have

people who express their individuality in many
ways. I have developed my own set of hiking rules
that I will share with you:

1. The hike is not a race. There is not a set

time to finish.
2. The hiker who starts out leading is rarely

the hiker who finishes the trail first.
3. When hiking, always look up to the scenery

not down at your feet, unless you are on

loose trail.
4. Talk a lot or make noise to keep the bears

away.
5. Hiking downhill is tougher than hik­

ing uphill.
The attendees started their strategic

planning hike at 9,000 feet above sea

level and two hours later, found them­
selves at 4,000 feet in the valley of the

By ERNIE LEWALLEN park. This, as you can see, broke rule
APRO's President number 5 in principal, but I also knew
............................................ that it is easier to push reluctant hikers

off the mountain rather than up.
After the hike was finished, everyone recon­

vened to our meeting place. I felt confident that
we had a good start to this vision of unity as most

everyone hurt so badly from the downhill hike
that they were more than content to stay seated
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ciation serves its mem­

bers by recognizing the
needs of all of its mem­

bers. We also concluded
that committed rental

dealers are and always will be the heart of this As-
sociation.

The five-year vision became this: "By 2003,
APRO members will exceed customers' expecta­
tions' be helpful in every community and be wel­
come in every home." This supplanted the first

thought: ''APRO, it ain't bad." We made several

assumptions: no negative legislation, an active

board, the continuation of new APRO recruits,
better communications via better technology,
new membership services, an increased customer

base and an enhanced public image.
For us to fulfill this vision, it was decided that

APRO had to enhance its services and better pro­
mote these services to non-customers, develop
non-dues revenue, continue to promote ethical
standards, achieve a more universal acceptance of
the industry through a good public image, devel­

op and communicate services to members that
meet all their needs, offer creative educational

programs to promote growth and act as the liai­
son between regulators and dealers to promote
cooperative dialogue for the future.

We came away from Yosemite more connected
than ever. We all feel there is a remarkable future

waiting for those willing to participate. I wish this

planning event could have been shared with

everyone.•

Ernie Lewallen is president of United Household
Rentals in Cincinnati, OR. For more information
on APRO's strategic plan, see page 30.



Oh, by the way, we also need:
• Director of Finance
• Director of Marketing E Purchasing
co Training/Recruiting Manager

We are building an exciting rent-to-own firm
based on these simple values:

• Unique culture that gives you the power to satisfy the customer.
• The store is the heart of our business.

Store Success: Everything
(That's what it's all about anyway, isn't it?)

• Keep Things Simple (worry about what's really important)

If you like these values and would like to live in the Western United States, we

could be just right for you. RentWise is rapidly opening new stores and is one of the best

financed privately held companies in the industry. Our growth means unparalleled
opportunity for rapid advancement and a great career! In addition we offer:

We are looking for:
• Successful Store Managers
• Strong Multi-Unit Managers

• Top Base Salary
• Medical/Dental, Life
• 40lk plan

• Bonus E Commission

please send resume in strictest
confidence to:

Bill Kelly
Chief Operating Officer

92 East Steep Mountain Drive, Draper,
Utah 84020

or FAX to: (801) 501-8303

Rental Purchase

Is Pleased to Announce the Completion of

$15 Million
In Equity Funding Commitments

RentW'ise represents a unique combination

oftop-tier private equity investors, top operators
from the rent-to-own industry and retail experts

that have helped lead the roll-outs of
BlockBuster Video, Boston Market,

Einstein Bagels and Zuka Juice.



ave you seen the television
commercial promoting the
AMD K-6 computer chip? It
shows computer images exist­

ing in a one-dimensional
world. Graphically, people are

wafer thin, slipping through iron bars chasing a

three-dimensional heroine. Then, suddenly, with
the advent and use of this chip, everything on the
screen is three-dimensional, much to the dismay
of the characters, who didn't foresee the dire con­

sequences of remaining one-dimensional.
This ad is enlightening. Since I have been in

the market for a personal computer, I now know
to look for the

APRO goes � 0 �e����lt�;fs��:
J- things are just

worth waiting for.

Today's APRO,
having grown and matured over the past 18 years
is another innovation worth the wait. In the Sep­
tember-October 1998 issue of Progressive Rentals,
APRO General Counsel Ed Winn wrote a concise

retrospective on the formation and early days of
the Association. If you missed the story, go back
and read it. You'll appreciate the history lesson.
The founding fathers created APRO with "the

goal of easing the legal uncertainty that sur­

rounded the rental-purchase transaction." Most
of the Association's focus was based on this

premise. You might say we were somewhat "one­
dimensional" in our approach back then.

However, very subtly, the nature of APRO has

changed. It's a natural evolution of all organiza­
tions. Like computer technology, our Association

has changed from a one-dimensional

entity seeking a protective legal envi­
ronment to a true, multi-dimensional
trade association.

There are those who may still believe
that a flat world of legislative activity is
all they want and need from APRO.

By BILL KEESE However, there is more to be gained
APRO's Executive Director from association membership than just
............................... legislative efforts.

I am not saying that our legal struggles are

over or that we should ever not be involved in

protecting the legal framework that we have all
come to enjoy. What I am saying is that there are

many more services a maturing industry needs
that can best be provided by a strong national
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"Like computer

technology, our

Association has

changed from a one­

dimensional entity
trade assocration. In

addition to the pub­
lished member bene­
fits, APRO provides
everyday services that
benefit the one-store

dealer and the 2,000-
store chain.

Bankers, financial
institutions and in­
vestors look to APRO
for industry information. Specifically, they rou­

tinely ask for statistical information, legislative
initiatives on both the state and federal level, in­

dustry opponents and their positions and general
business trends. APRO is the clearinghouse for
this information and is one of the first places in­
terested parties call when seeking this type of
data. Whether you are a publicly traded company
with stockholder pressures or a one-store opera­
tor looking to find capital, you benefit from your
association's interaction with lenders.

The press calls APRO whenever it is interested
in stories about the industry as a whole or about

specific companies. While APRO certainly doesn't

speak for anyone company, it does playa vital role

coordinating proper contacts between the press
and company spokespersons. Information is pro­
vided to the press as well as to individual compa­
nies that might be contacted. As an organization,
we all benefit when we stand together and pro­
mote a common front, especially to the media.

Recruiting and educating new vendors seeking
markets and offering new products and services
to the industry is a vital APRO function. APRO

staff, board and members attend numerous

industry trade shows annually in search of new

and different products and services for RTO.

Companies contact us when determining
whether our industry can benefit from their

products or services. Again, everyone benefits by
growing our product and service base.

I hope we can find new ways to convince every­
one in the industry to operate with the highest eth­
ical values. We all can and must do better. Through
networking, interactions and education, we must

become the industry that treats its customers and

employees better than any other. APRO provides
the only forum for accomplishing this goal.

If anyone asks you why you belong, tell them it's
because we want to be the best. It's really pretty
simple..

.

seeking a protective
legal environment

to a true, multi­

dimensional trade

association."



fLORIDA STATE GAMES
. 2050 NW 55TH AVENUE • MARGATE, FL 33063
PH (954) 973-9100 • PH (800) 343-4263 • FAX (954) 973-9102

..----

E-mail FLSTGAME@aoL.com

FLORIDA STATE GAMES
The Preferred Name In Video

Games Serving The
Rent-to-Own Industry

Service • Reliability • Satisfaction

• Sony - Nintendo - Direct
• 15 Years In The Video Game Category
• Serving The RTO Industry For More Than 5 Years

• Video Game Programs To Fit Your Needs

• Direct-to-Store Shipping
• Orders Processed In 24 - 48 Hours

• Guaranteed Fulfillment
• ALL Orders Shipped By UPS Ground
• Point-of-Purchase Material Available
• Replacement Parts

Let Us Help You Be Part Of The
Six-Bitlton-Dollar-s-vear Video Games Business



ith the industry often

enough in the news, recent­

ly its image has been raised
or lowered - depending
upon your view of the fic­
tive arts - by its appear­

ance in a new novel. It cannot be said that the

industry is now included in the world of litera­
ture, because there is no way that The Right Man

for the Job by Mike Magnuson (Harper Flamingo,
1998) rises to such a level. The book does exist,
however, and lately has been offered in the trade

paperback section of several bookstores and may
yet turn up in a few libraries. For the sake of the

publisher, I hope it was a small printing. I predict
a quick demise.

The author
must have been
once briefly in­
volved III the
ren tal-purchase

business (between writing gigs?), or else how­
could he talk so knowingly of Saturday night card
closes and how the back room of rental store

looks and feels. He tells a sad and pointless tale of
two account reps. In the book's most creative

spurt, they call themselves "reacquisition facilita­
tors." The setting is a rental store in Columbus,
OH. The book names some real-life rental com­

panies as competitor's of Crown Rentals, which
does business in that celebrated college city.

There is little point in detailing the plot - boy
finds girl, boy loses girl, boy kills dog with a

cement block, girl burns herself to a crisp with a

can of gasoline and a Zippo without explanation
or motive, boy steals the last day's deposit and

wanders off in search of whatever will

happen next. Alongside this bleakest of
plot lines, there is a buddy story
between rental newcomer Gunnar Lund
and rental veteran, Dewey Bishop, who
share a van and collection adventures as

A boo� report

account managers of their company.
By ED WINN III The author regales us with random

APRO's General Counsel tales of these "Regents of Repo," these
............................................................. "Sultans of Snag;' these "Bishops of Back

Rent;' as they share prostitutes in the back of the
van, exercise the "pizza box" ploy one evening to

repo a refrigerator and otherwise indulge them­
selves on the gritty streets of the "hood" in Colum­
bus. Intermittently, among expressions of Swedish
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angst and African­
American cynicism,
there is some genuine­
ly unimaginative dia­

logue about life at the
low end of the rental

"If you must read

The Right Man for
the Job, learn from

it how not to live

and, for God's sake,
how not to run the

business."
business and Gunnar's
ruminations about why he is such a disloyal, un­

feeling lout.
It is almost accidental that the protagonist,

presumably "the right man for the job;' works for
a rental company. The author's view of life and
the world is bleak and for him the existence of
rental stores, rental customers and rental employ­
ees adds to the bleakness. But the existence of the
rental business in the book does not advance the

plot, because there is none. Our hero merely
lurches from one unforeseeable and unconnected
event to the next, until he finally migrates from
Ohio back to Wisconsin from whence he came

and where he awaits the law to punish him for his

many misdeeds.
This is an ugly book. The setting is ugly, the

characters, the descriptions, the story, the atti­
tude, they are all ugly. You will not like how the
business is portrayed and may not even recognize
your business, so disparagingly is it described.
But then there are, among the rubble, glimmers
of truth about rental customers and how some of
them work the system and some truth about the

feelings of rental employees. I do not recommend
that you read this book. It is a consistently
depressing read. If you must read it, learn from it
how notto live and, for God's sake, how notto run

the business.•

Ed Winn's e-mail addressisedwinn@ibm.net.
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IN DECEMBER 1980, a then 25-year-old
Ernie Lewallen hit what he describes as "a

tumultuous time in my life." Working as a

headhunter in the data processing field, he

came to dread his job and was looking for a

new direction. For the Beatles-loving
Cincinnati native, this month had brought
both the birth of his first child and the death

of John Lennon and was a major transition

point in his life.
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was recruiting the ground, he has been the personal us out of business. That's why I first

people to work for driving force behind the board's jumped on the bandwagon. I was

other people and focus on puEli_�-.re.la-tie1'IS:-----------------------aIr:m.tthat-..th�� industry was going to

didn't like what I had
_-.•

-----��Erfiie1ias an energetic, entrepre- go away."
��

..

to do. So I �nswere-craii-· neurial attitude toward things," says Though still aw�r� of the dangers
.�-<i.fGi'·<t··TV rental store May. "He is very concerned about of the industry's co�.tinued battle

·manager' at Universal TV how the industry is represented to with public interest groups in
Rentals. Twelve thousand the public and wants people to Washington, D.C. arid across the

bucks a year;' says Lewallen. understand just how the rental-pur- country, Lewallen feels that there is

Eighteen years later, Lewallen chase industry works." no real danger of !he rental-pur-
now owns the seven-store United Also a seasoned traveler, Lewallen chase contract beipig destroyed by
Household Rentals chain, based in has had great input over the past sev- legislature. ,,/
Cincinnati, OH, with locations both eral years on the destinations for "I've come t9,fealize, watching the
in Ohio and Kentucky. APRO meetings, from Yosemite to government.operate, that nobody is

An APRO member since 1989 and Key West to Reno. When in Las Vegas going tg,.i�gulate us out of business,"
a member of the APRO board of or Reno, he partakes in one of his he,• .s.a?s. "We're widely accepted by

"I$RNII$ HAS AN I$NI$RGI$TIC, I$NTRI$PUN�-:�_"ATTITUDI$ TCDWARD

THINGS. HI$ IS VI$B..¥--ClrNC-i;;;;�-�BCDUT HCDW THI$ INDUSTRY IS

Rl$PRi.SdT;;;::�HI$ PUBJ,.IC AND WANTS UCDPU TCD UNDI$RSTAND

/'l�; HCDW THI$ RI$NTAJ,.-PURCHASI$ INDUSTRY WCDnS."
"

.'
,.'
/
/ directors for five years, Lewallen was biggest hobbies, playing blackjack. our customer base, but we'll always
/ elected 1998-99 president of APRO Using a mathematical method to have our political and consumer

! in August. He feels that his experi- count the deck at the table, he claims adversaries because the cost of the

:::::i
ence as a five-year board member to be able to take statistical advan- transaction, compared with retail, is
has prepared him well for his role as tage of the house and win big. May high. But that's an apples-to-oranges
the new APRO president. says that although he has seen comparison. It shows an ignorance

"I see new board members who Lewallen win at "21" often, he isn't so on the part of our detractors for not

\ want instant change like I used to," sure about his prowess in other bet- understanding the many different
\, says Lewallen. "Experience has ting areas. facets of our transaction."

\'" taught me that things can't be radi- "We were in New York City once, Lewallen says that the key to win-
"

....
'<, cally changed in a few meetings. You down at Times Square, watching ning this battle is to place .!!..�de .....-·--··-

i'
..

�

]1ave to continually plant the seeds people play three-card Monty;' says spread industry...fo€t1s--c)"ii- positive
�il(H-B¥Jh� groundwork for an even- May. "Ernie tells me, 'This is so e��y.L...__PJ:-€-Bs"-Tetafion�· that will impact the
tual boaia----T�eJ;bltia.n_ i!n_4 �.!! SlJ.lg__th�n.Jl:t.aLts.-;wiH-Rin-g--a--coupTe. I public on a broader scale. With a

approval that may occur a year or don't know how it happened, but he focus to "make America say it's OK
three down the road. You can't make ended up losing $100." to rent-to-own;' the industry should
everyone happy with every decision, explain to people that, while not for
so you just have do the common everyone, the rental-purchase agree-
sense things that continue to make PJ.AYING PEDJ.ITICS ment makes good sense and should
sense for our industry!' SINCE LEWALLEN enjoys a gamble, it's be part of the fabric of American

easy to understand his pro-active enterprise.
response when the industry's welfare Also of import to Lewallen, from
was placed on the table in a wager a public relations standpoint, is the
against Capitol Hill when he joined industry's continued support of
the board in 1993. Habitat for Humanity. Through

"When I was first a board mem- donated appliances and labor in
ber, legislative affairs were the talk of builds such as the Jimmy Carter
the day;' he says. "There was a con-build in Houston, the industry has

gressman in south Texas - Henry B. started to pitch in for a good cause.

Gonzalez - who was trying to run "We recognize a real opportunity

A fEDCUS EDN PR

ONE PART ROCK 'N' ROLL, one part
Cheers' Cliff Claven and one part
Mark McGwire look-alike, Lewallen
is an energetic force, according to

Richard May, APRO director of pub­
lic affairs. Using his seemingly end­
less pool of energy to get projects off

20 PROGRESSIVE RENTALS
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federal rental-purchase laws. With
the significant legal problems com­

ing from the anti-rental-purchase
states of Minnesota, New Jersey and
Wisconsin, he sees the final goal of
federal legislation as a possibility
only after individual state efforts
succeed.

Still, even with the ultimate leg­
islative goal not foreseeable in the

immediate future, Lewallen feels that
the industry is in good shape for the
time being. With new opportunities
available for both small and large
operators through the industry's
continued expansion on Wall Street,
he predicts that the current cycle of

mergers can only be good for the

industry.
"There's a progression going on

APR:) Associate Member since 1994
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where public guys are buying out the
small guys at a very high rate at a

good price. They're now able to reap
the rewards of years of hard work
and take that pay-day. Then the
small guys can go out of the business
and bide their time until those (no

compete' agreements expire and
then come back again. This provides
more food for the big guys and the
whole process repeats itself again.
We're starting to see the guys who
sold out on the first wave come back

again. It's a great opportunity for me

and for future rent - to-own dealers."

SilRVING THil cus'remaa

Realizing the opportunities to

help the industry as APRO president,
Lewallen also plans to use his time in
office to try to help rental-purchase
customers.

"I like my customers;' he says.
"I've been oriented toward what is

good for them over the years and, as

president, I'll be able to do the great­
est justice I could have ever hoped:
To sway something that has an effect
on those men and women that pay
my salary."

.

With 18 years of rental-purchase
experience under his belt, the new

APRO president has seen the big
changes in the face and structure of
the industry and has big predictions
about its future.

"This industry has changed a lot,"
says Lewallen. "We used to rent floor
model console TVs and rack stereo

systems, mostly. Then the VCR came

and our biggest service problem was

whether our customers could ever

figure out how to set the clock. Now
we need to know what to do when a

computer's hardware (burps.' I think
in 2010, our stores will be bigger,
more retail-look-alike, and it will be
easier and cheaper to rent. Our cus­

tomer surveys of 3.5 to 4 million

people come back with about a 90

percent approval rating. I think that

pretty indicative of the fact that we

are a service industry that knows
how to service its customers." •

Markus Beeby is a free-lance writer

living in Austin, TX.
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I was busy with a full calendar of important details to be

scheduled and followed up on. My phone was constantly
ringing with some dire emergency demanding my immedi­

ate attention. Coworkers were walking by and dropping in

every few minutes to ask advice, share some bit of important
information or just to pass the time until the clock reached

that magic hour to end the workday.

ot.,O"''' LOAA
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�� the new receptionist buzzed me

,. JQB(JYW with a dilemma of her own.

"Mr. Sutherland, can you take a customer call? This

lady called to speak with someone else, but that person

is not available. She is demanding to speak to the pres­

ident. What should I do?"

The receptionist had been told that I previ­
ously handled these "customer complaints" at

the corporate level for several years and was

hopeful I could take this woman off her hands.
Like everyone else, I had more important things
to do and was slightly annoyed that I had to

drop everything and listen to some customer's
tale of wrongdoing by one of our stores. I had
not been actively involved in dealing with these
situations in several years, but there appeared to

be no one else available to listen to this cus­

tomer, so I somewhat glumly said, "Sure, put
her through."

For the next few minutes, I listened as this
woman vented her frustration with the uncar­

ing reaction she had received from three people

dIed at the store level?" This has puz­
zled me for a long time. Listening does­
n't require a college degree. Listening
isn't rocket science. Listening isn't the

equivalent of finding a cure for cancer.

So why is it so complicated? Why are

these customer complaints so obvious­
ly intimidating to men and women

who are paid to listen and act?

M�YB,g V]f1HltY
D6W'V]f U'WDt�Svt�N'D

Every business organization, whether large or small, mu�t ?ave
someone at the top who takes responsibility, makes decisions,
responds to needs or problems and keeps ever.ything moving in a

predetermined direction. In a rental store environment, that per­
son is generally the store manager. In a company ?f two or more

stores, that person can be either the owner or a middle manager.
The real challenge is to have a fully trained staff that under­

stands the value of just one customer and responds to every cus­

tomer need, expectation and problem in a positive and helpful
manner. Even one untrained, uncaring staff member can cost a

service business many more dollars than he or she produces. And
all the while, be convinced that he or she is doing exactly what he
or she is being paid to do.

..

A few years ago, I was in a store that was being systematically
liquidated by customer and product losses that �ar �xceeded
acceptable maximums. My training instincts were tingling fr?m
the time I walked through the front door. What was happening

who only wanted to know when she was going
to make her payment. Having learned to handle
these calls from a master of customer service, I
waited until she had said all she wanted to say
and then asked her, "What would you like me to

do for you?"
The details of our conversation aren't impor­

tant. What is important is that after our 15

minute conversation, both the customer and I
felt much better about her business relationship
with our company. She only wanted someone to

listen and care enough to be sympathetic and
take some helpful action immediately. I needed
to be brought back to the reality of what being
in business is all about.

Over the years, I've often asked this question
of rental store employees: "Why wasn't this han-
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and why? Did the manager not realize the ultimate outcome of
this downward spiral? Why had this situation been allowed to

develop and continue? I was there to find some answers.
.

The store was clean, well organized and fully stocked WIth a

good mix of new and used product. The staff seemed to be co�dial
and reasonably knowledgeable. The manager was very profes�IOn­
al in both appearance and deportment. I had the opportumty. to

observe several phone and in-store sales attempts, most of wh�ch
appeared to be appropriate for the situation. But I had the feeling
something was lurking beneath the surface.. . .

After a couple of hours of asking questions, listening and

observing, I met the new assistant manager who had ioi d the
staff just over a month ago and had just returned to e store a e,

making an extensive "pick-up run" as he calle it. He and the
account manager had a truck full of merch dise and were

LI h" »

preparing to unload it so they could make anotu r sue r�n. .

I asked why this product had been returned to . he store SInce It



seemed to me they already had more product than they had room.

His reply gave me my first clue I was on to something.
"Well, I was brought in to clean up the credit and if the cus­

tomers don't pay, we go get our stuff and bring it back to the
store;' he said. This was his reasoning for piling more on top what
was already in the back room. I later found out the store also had
two storage buildings full of "stuff."

Now get this picture. Here is an aggressive, but personable,
young man who has this idea that his job is to liquidate customer

accounts and return product to the store. His training had been
collections-oriented rather than customer service- and growth­
oriented. He was unconcerned that the store was steadily going
out of business because that wasn't his job. In later conversations,
this young man was amazed at my concern. In his mind he was

just doing his job.
Over the years, I've watched thousands of potentially good

employees stumble and fail because they failed to understand who
the boss is.

ut1Blt Bj(Li\\W<CJfWd j(<Cut
er <C1UfSut6Mt'lre St'lreV'Jf<ct

When any store employee picks up the ringing phone or takes
time to listen to any customer who has a need, problem or expec­
tation, that person becomes a servant with the question, "How
can I help you?" This makes the customer the boss because with­
out the customers' cooperation, you don't put their money in the
bank. They take it elsewhere.

Admittedly, it's a balancing act. Customers don't always do
what they say they will. However, giving the customer an either/or

TLe pa.,oH 01 a "VOH're tLe
bOAA" attitHde toward ever.,
cHAtolHer iA LHge. CHAtolHer

lo.,alt., iA tLe reAHlt 01 .,OHr

Atore'A lo.,olt., to tLelH.

ultimatum will seldom gain the desired result. Anyone who has
been in the rent - to-own business for one day already knows the

potential for conflict exists in many transactions. But we must be

very careful not to initiate that conflict with our actions, words or

tone of voice.

Training staff members to respond to every customer contact

with a customer-friendly attitude is a big challenge. Attitude is

'everything. It can be determined by the company or store culture.
A person's past experience or training can shape it. It can even be
determined by something totally unrelated to the work environ­
ment. All people bring their attitudes with them when they punch
the time clock to begin their work day. And it's everything.

All of us are creatures of habit. Some habits are good, others are

marginal and still others are downright dumb. That's what being
human is. We do things we know will not produce the result we

really want because it's more comfortable than trying something
new and different.

Try this: Every time you se a customer walk
in the door, visualize the wo d "boss" ta\ tooed
across his or her forehead. Eery time you pick
up the phone and are confronted with a dI
tomer who has a need, problem or unmet

expectation, visualize the word " oss" under­
neath every spoken word. Don't tell the cus­

tomer, "You're the boss, whatever you want is
what I'll do;' because you won't always be able
to do that. Just try putting yourself in your cus­

tomer's shoes and respond in the same way you
would expect from them if the roles were

reversed. You're a customer, too. You purchase
the very same goods and services that every cus­

tomer purchases. Never stop being a customer

yourself.
Having spent more than a decade in the

rental business, I have learned that only rarely
does a customer ask for more than what is rea­

sonable when asked the question, "What can I
do for you?" However, the payoff of a "You're
the boss" attitude toward every customer is

huge. Customer loyalty is the result of your
store's loyalty to them. They don't have to rent a

refrigerator or stereo from your store. Many
competitors will be more than happy to wel­
come that customer into their store. The only
reason customers continue to do business with

you is very simple; they like the way they are

treated.
I remember a Woman who participated in a

customer focus group meeting. She was very
quick to defend a specific company from whom
she had rented for a lot of years. There were

others in the group who recounted one bad

experience after another. But this lady kept on

defending a particular store with the affirma­
tion that she had always been treated with the
utmost respect by every person who had
worked there over the years. That lady was

always made to feel as though she were the boss.
I believe the definition of superior customer

service is making every customer feel important
and responding to questions, needs and
demands as though that customer is the boss.
The next customer you talk to, try this, "How
can I help you, boss?" •

Kent Sutherland has been involved in the rent­

to-own industry since 1986, serving as director

of human resource development for Action.
Sutherland has been a featured speaker for the
Texas rental dealers association. In addition to

writing, teaching and counseling, he also has

experience in developing a safety program for
rental stores and employee benefits programs
designed to improve turnover rates.
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...exceed customer expectations, be helpful in every
community and be welcome in every home.

While rent.al. dealer.s
design had held public hearings on the indus­

methods daily to get a try in the Congress. The IRS wanted $1
leg up on the competi- billion from the industry in back taxes.

tion, their trade associa- The Wall Street Journal ran a hatchet­
tion, without any direct job piece on its front page about Rent­

competition, nonetheless occasionally A-Center, New Jersey PIRG published
takes time out to devise plans to make an anti-rental-purchase rap song.
APRO "better"- and, along the way, There were lawsuits and other troubles
to make the industry "better" as well. brewing in a dozen states. In a word,
Thus, the APRO board of directors the future looked at least uncertain, if
and assorted staff held a retreat recent- not downright bleak. Association lead­
ly near Yosemite National Park to plot ers determined that APRO and the
the future of the Association and to the industry needed a plan. So, a handful
extent APRO's actions and attitudes of them went away with a facilitator
can affect it, the industry. and came back with one.

All companies do strategic plan- Those first planners thought what

ning. They may formalize the they came up with after several
process with written action .� days of collaboration was a good
plans, timelines and budgets or '{� plan when they developed it. His-
they may do it informally on a tory has shown that it was.

cocktail napkin or the plan Henry Gonzalez' efforts were in-
may float around loosely in effective, the IRS issue went
the owner's head. But all busi- away, the WSJ article faded from
nesses have plans. The plan, ! memory, the rap song never

formal or informal, gets the I made the charts, the lawsuits di-
doors open each day and the em- I minished - although they
ployees paid. APRO, as a busi- 1

\; PI! haven't disappeared-and the

", I 'I \I! I

�:::�::�:::::j�1t�b���:::::eg;et:::.I

11\ I
f,\1 I

the planners want the iil�l��� to get better still.
1'1

\ ;' \ i"'\
ness entity, is no different. �' m<i,mstry's image has been improved in

For years, the APRO plan was a most people's minds, partly the result
loose, informal one, despite early and of the 1993 plan to beef up the Associ­
frequent seminars APRO held for ation's public relations efforts on be­
rental dealers on the importance of half of the industry.
strategic planning to organizations.
APRO was good at teaching rental
dealers how to create plans for their Ely 2()()3, A�Ii() rnern�ef4s •••

rental companies, but didn't take the
lesson to heart until the early 1990s.

It was in 1993 when the process first
became formalized. Henry Gonzalez

a company already more than twice
that big. The "big dealer/small dealer"
controversy has always been an issue
for APRO. Today, it looms like a

specter over the cohesiveness of the
industry that has been so vital in times

past. As of this writing, the largest
rental company in history has
announced its intention to drop its

membership in the Association. The
board had to incorporate that develop­
ment into the Association's strategic
plan.

With the gap wider than ever

between small dealers and large, APRO
must be creative, indeed, to be able to

offer something for everyone. The
Association wants rental companies
paying dues to be members because
they feel they are getting good value in
return. An initial attempt was made
last spring to level the dues structure to

a flat rate per store. The board took
this action in anticipation of Rent-A­
Center withdrawing its membership.
Today, with the imminent withdrawal
of the industry's largest company, the
dues structure at least needs revisiting.

Toward that end, the planners
adopted an action plan to "develop
non-dues revenues for the Association
and re-evaluate and set an appropriate
dues structure for members." APRO
wants all companies, large and small,
as active, participating members in the

group. At the same time, as the indus­

try consolidates, APRO cannot

become beholden to anyone or even

any few rental companies for its eco­

nomic survival.
In addition, several plans were

developed to add real value to mem­

bership in the Association. The plan­
ners committed to "develop and com­

municate services to meet the con­

sumer needs of all dealers." They also

pledged to "offer creative and stimulat­

ing education programs promoting

TODAY, THE INDUSTRY faces a new set of
challenges. One year ago, the industry
could barely conceive of a rental com­

pany with 1,000 stores. Today, there is
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growth." Over the years, Association
members have been unusually willing
to share their expertise with one

another. The planners want to contin­
ue that grand tradition and improve
upon it.

-

The larger companies have their
own training programs and need
APRO less for those kinds of services.

However, they are still in the same

heavily regulated and legally vulnera­
ble business as everyone else. They
need the strength in unity that APRO
has always offered when dealing with
the government. And, as part of the

strategic plan, the planners committed
the Association to "act as liaison
between regulators and dealers to pro­
mote cooperative dialogue for our

future."

Obviously, not all rental dealers

belong to APRO. Some non-members
,

have ideological or political differences
with APRO leadership. A few aren't
members because of perceived person­
al slights in the past. The planners
spent a lot of time thinking about non­

members and how to bring them into
the fold.

At the same time, they were unwill­

ing to compromise the Association's

high ideals and let in dirty-windowed,
door-kicking, hiding - under-the-rock
dealers just to improve the member­

ship numbers. While the planners
want to ensure that there is real value

underlying the dues and that the dues
are fair for members of every size, they
also committed to "create and promote
ethical standards for the industry."
During the past 20 years, the industry
has gotten better than it used to be.

Over the next five years, the planners
want the industry to get better still.

�y 2UU3, A�Fm mBmrJBPS will
BX�BB� ��st()mBPS' BX�B�t(Jtimls

)

SPORADIC ATTACKS continue against the

industry, the chief claim being the

industry "preys" on the poor with

goods and services that are too expen­
sive. Several specific plans were

designed around the goal of enhancing
customers' expectations. The planners
want to "enhance service to customers

and better promote service to non­

customers." If, rental customers are

"more than satisfied" in their dealings
with rental companies, critics will lose
the basis for their arguments.

APRO has conducted exactly one

consumer research poll, the Beemer
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Survey in 1994, concerning consumer

opinions and expectations of the

rental-purchase industry. Some ques­
tioned whether the findings from that

survey are still valid. The Association
intends to review existing research and
accumulate additional research, if
needed, to measure customer and

potential customer expectations. Then,

of different groups, each requiring dif­
ferent tools and approaches: existing
customers, former customers, non­

customers, critics, regulators and the
media.

This goal of universal acceptance
will not be achieved overnight. Market
forces far beyond the Association's
control can have a considerable

In a year, we'll be able to measure ifwe have made

progress and are on the right track, but the whole

story will not be told until the next century.

APRO intends to devise and plan for
member companies to exceed those

expectations, whatever they may be,
over the course of the next five years.

Ely 2UU3, A��U m�m���s will
�� ��I�(l,1 iii �y��y c()mmlmiiy
REMEMBER, THE PLANNERS - in this case

the APRO board of directors - are

people who are passionate not just
about turning a profit, but about mak­

ing the industry something about
which they will feel pride. This passion
is what motivated them to run for the
board, when they could have stayed
home and made more money.
Unsurprisingly, this passion showed

up in their vision. The recent

Association focus on good works and,
particularly, its recent alignment and
success with Habitat for Humanity
made these board members feel good
about who they are and what they do.

They want to be sure that APRO con­

tinues such activities well in the future.

Ely i�� y�s� 2UU3, A��U m�m���s
will �� w�lc()m� iii �y��y �()m�
UNNERSAL ACCEPTANCE. That is a heady
goal for an industry that was pilloried
on 20120 twice during the past year.
That, nonetheless, is the goal set by the
APRO board for the Association to

achieve within the next five years. It
will require the most ambitious public
relations effort yet. It will require defin­

ing and explaining the real value of the

rental-purchase transaction to a variety
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impact. For example, when rental rates

approach credit sale pricing, the

rental-purchase transaction will have
achieved universal acceptance, if any­
one can figure out how to run the busi­
ness profitably with rates that low.

Already more people rent things
than they used to - millions more

people. The planners want to create a

landscape where everyone, under the

right circumstances, would be willing
to consider the rental transaction and
not be put off by the various negatives
associated with the transaction today.

The 1998 strategic plan is an ambi­
tious one. It relies heavily on the com­

petency of the APRO staff and the con­

tinued good will and volunteer efforts

nlE 20nl (lENTUfW �LANS FOIi nlE

21ST [lENTUIi¥. APRO board members
and staffers met at Yosemite in

October to devise a strategic plan.
Among those who participated
were [ABOVE]: Gary Romine, Darrell

Tissot, Rich Bartel, "Tiger" Cleek,
Kim Slatton, Mamie Harper, Ed

Wnm, Ron Waters, Richard May,
Ernie Lewallen and David P. David.

[INSETS]: Kim Slatton and Gary
Romine. [LEfT] Kim Slatton, Dan

Weiss, Gary Romine, Mamie Harper
and Gary McDougal.



no corporate jets taken to this plan­
ning session. In fact, they all rode a bus
from the Fresno International Airport
to the hotel. They have all decided to

give something back to an industry
that has been good to them and their
families.

In an era where greed, selfishness,
and the ideals of capitalism are almost
indistinguishable, it is as rare as it is

refreshing to see entrepreneurs lay
aside the instincts that drive business
and take a higher road, if only for a

time, to work together for the better­
ment of an entire industry, which, after
all, is what this trade association has

always been about.•

Ed Winn III is APRO's legal counsel.
His e-mail addressisedwinn@ibm.net.

ColorTyme is your ticket to ...

of the board and Association mem­

bers. As with all plans, the proofwill be
in the execution. It is one thing to sit
down and finally decide what needs

doing. It is another matter altogether
to assemble the will and resources of

disparate and not always harmonious
forces and get it done. In a year, APRO
will be able to measure if it has made

progress and is on the right track, but
the whole story will not be told until
the next century.

Do you own your own store or are you

currently working in a store ready to

take the next step to ownership?

Then its Tyme for ColorTyme!
100% Inventory Financing
Purchasing Power of 2,500 Stores

Comprehensive Advertising Program
Employee Training Programs
Sight Selection and Development
Much Much More!

T�e �p()cess
DEALERS WHO HAVE submitted them­
selves and their companies to formal­
ized strategic planning sessions know
that it is hard work. It involves think­

ing creatively and prospectively about
issues and the future, and thinking,
real thinking, is always hard work.
Dealers who do it for their own com­

panies get immediate positive feed­
back. Most plans will predict future

growth and increased profits and next

month or next quarter, the growth and

profits are there or they aren't.
The Association planners do not get

such immediate positive feedback.
They were engaged in a more altruistic
endeavor - the future of an

Association they had decided to serve

and, only indirectly for the future of
the industry they are in, less directly
still for their own companies.

The planners were not the "fat cats"
in the industry either. For the most

part, they are owners of small to mid­
sized successful companies. There were

ColorTyrne is one of the oldest and most

recognizable names in the industry. We'd love to
show you the advantages of converting your store

or stores, to ColorTyrne, or if you are not already an

owner, we would like to show you how easy it is
to open your very own ColorTyrne store.

Call our Franchising Department.
They will be happy to show you what makes a

ColorTyrne Franchise so profitable.

visit our website @ www.colortyme.com
A subsidiary of Renter's Choice (Nasdaq RCII)
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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 identify 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

Tele- Track's unIque fraud alert s ervice

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 andNorcross, Georgia.

increases recoveries of skip accounts.

During the application verification process,

Tele-Track provides information to identify if an

applicant has a history of skipping on rental-

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

application scoring system that can standardize

purchase, sub-prime finance or service agreements, the way your company verifies applications.
or uses fraudulent social security numbers to

obtain application approvals.

Call 1-800-729-6981 for complete information.

Tele-Track, Inc .

•• @ •

3841 Holcomb Bridge Road • Norcross, GA 30092 www.teletrack.com

PROI097
APR:) Associate Member since 1991



TO SCHEME OR
, NOT TO SCHEME

A Sale-Leaseback Allegory
BY ED WINN III
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ONCE UPON A TIME
there was a rental dealer with a pretty store in a nice neighborhood who was chugging

along with 700 BOR and making payroll and feeding his wife and kids and who woke up

sometimes wondering, "Is this all there is?" l� He wanted more - more business, more

money, more profit-but he didn't know how to get it. He was renting all the televisions

he knew how to rent. Competition was creeping in around the edges of his territory. It was­

n't getting any easier even to sustain his customer base much less increase i�. He had, after

all, been in the neighborhood for a long time and lots of his customers already owned the

things he rented.

R����
,... �-- �

He knew them, of course, his customers. He saw

them every week and listened patiently to the period­
ic tales of financial woe that floated across the count­

er. People were always having this emergency or that,
cash crunches of every shape and hue. What some of
his customers needed wasn't a new stereo, but rather
some cash to get them over the hump until things
smoothed out some.

This rental dealer thought, "I could send these
unfortunates down to the finance company, but if I

do, I might lose them as rental customers. I know
them well. I trust them. Surely there must be a way to

help them through these tough times and still keep
them as rental customers."

The rental dealer thought and thought. Then, one

morning in the shower, it came to him!
"I know what I'll do;' thought the rental dealer.

"I'll buy the stuff they have in their homes, give them
a little cash and then rent it back to them. Instead of

buying product from vendors, I'll buy it from my cus­

tomers." Deep down in his soul, he thought, "I ought
to be able to buy the stuff a lot cheaper. It's used after
all. I'm better at negotiating than my customers.

"I can add BOR to the books and boost my cash
flow. I'll have to be careful who I deal with, because I
don't want to have to go pick up any of this merchan­
dise I've 'bought.' I just want to keep getting those
rental payments."

The more he pondered his plan, the more he liked
it. He decided to give it a try. When one of his reliable
customers came in with a wrinkled brow and the tale
of an unexpected car repair, the dealer made his pitch.
"I'll tell you what we can do. I'll buy your refrigerator
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today from you for cash money - $200. Then, you
sign a rental agreement, same as the ones you've
signed before and rent that refrigerator back from

me, starting today for $11 a week."
The dealer quickly did the math in his head and

estimated that over 18 months, he would get a four­
and-a-half times return on his $200 "purchase." There
was some risk that he would end up with a used

refrigerator, but this guy had been a good customer

on and off for years and, besides, life is full of risks.
The customer needed the money and took the

deal. The dealer made the guy go home and get the
serial number off the refrigerator and filled in the
information on a 78-week rental-purchase agree­
ment - the same form he had for his other "real"
rental-purchase customers.

This customer came in like clockwork, every
Friday with his $11, and life looked good. The dealer
decided to expand. He spread the word of his new

program to his other customers and told them to tell
their friends. He started running classified ads: "Need
cash? I'll buy your appliances and televisions and rent

them back to you. Call 555-1212."
The business boomed. Before long, he had

"bought" nearly 200 units and increased cash flow by
$10,000 a month.

The dealer was feeling smart and smug. More

money; little effort. What could be better?

AND THEN IT HAPPENED. One day, he

got served with a Civil Investigative Demand from the

attorney general's office. The AG's office wanted to



see all of his books and records relating to his
"sale/leaseback scheme" as it was referred to in the
Demand. The dealer's stomach lurched. He called his

lawyer. The lawyer listened to all the dealer told him
and requested copies of the paperwork surrounding
the transactions in question. The lawyer told the deal­
er he wanted to make a few telephone calls to see what
he could find out.

Hopping around on pins and needles for nearly a

week, the dealer finally heard back from his lawyer. It
was not good news. "The AG has been talking to the
district attorney about you," the lawyer said. "In addi­
tion to a civil class-action suit the AG's office is

preparing to file, the DA may seek an indictment for
criminal usury. Since they are threatening to go crim­
inal, we're going to have to give them nothing and
have you plead the Fifth Amendment. Some guys have
done this kind of business a few other places in the

you bought?"
"No," the dealer answered.
"Not when you bought it or later when a customer

defaulted?" asked the lawyer.
"No."
«Tell me, what does your sales paperwork look

like? I didn't get any in this first batch of stuff;' said
the lawyer.

«Well, there isn't any," said the dealer. «I just have
the rental-purchase agreement with the serial num­

ber of the unit and a cash receipt the customer signed
when he got the money.

«It doesn't look good," said the lawyer, «but I'll see

what I can do."

TODAY, there is a make-your-own-pottery store

in that pretty little neighborhood where the rental

THE DEALERS KNEES BUCKLED. "CAN'T
WE WIN?" HE ASKED. THESE ARE LEGAL

RENTAL-PURCHASE AGREEMENTS,
AfTER ALL- EVERY ONE Of THEM.

country and, every time, the courts have determined
that they are disguising loans and they violate the

usury laws. On this one example you sent me, where

you gave the guy $100 for his TV, the annual percent­
age rate calculates out to 850 percent. In this state,
when you go over twice the legal limit of 18 percent,
you pay damages of twice the interest charges plus you
forfeit the principle. And that's assuming they are sat­

isfied with a civil case and don't go criminal. I've got
to get you a criminal lawyer, anyway. The one I rec­

ommend wants a $25,000 non-refundable retainer. I
estimated my fees and if we have to go to trial on the
class action, it will run you $50,000 to $75,000.

The dealer's knees buckled. "Can't we win?" he
asked. These are legal rental-purchase agreements,
after all- everyone of them.

«I don't know;' said the lawyer. «We would have to

prove that your purchases of those used TV and

appliances were bona fide and separate from and

independent of the rental-purchase transaction. Tell
me, did you actually pick up any of that merchandise

store used to be. The dealer is gone. He went broke.
His criminal lawyer did keep him out of the peniten­
tiary, but the AG made him give all the money back
he had taken in as rent on the «purchased items" and
then whacked him for treble damages - far more

than the company was worth - because the attorney
general wanted to make an example of him lest other
creative entrepreneurs became too enamored of
sale/leaseback schemes in his state. The case made all
the papers, caused the dealer some degree of person­
al embarrassment and some say contributed mightily
to the AG's recent re-election. He ran on a consumer

protection platform and highlighted this case.

The dealer, whose head still spins occasionally at

the quirks of the law, is working for one of the big
rental companies these days. He likes the business. He
likes his customers. After all, he was only trying to

help.•

Ed Winn III is APRO's legal counsel. His e-mail
address is edwinn@ibm.net.
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BECOME A TRIB GROUP MEMBER NOW TO

EARN VOLUME DISCOUNTS AND VALUABLE

REBATE POINTS. THE SOONER YOU JOIN,

THE MORE YOU'LL EARN AND THE HIGHER

YOUR REBATE CHECK WILL BE. WITH

MORE THAN 1,600 PARTICIPATING

STORES, TRIB GROUP IS AMERICA'S

LARGEST RENT - TO-OWN INDUSTRY CO­

OPERATIVE. AND WITH 15 YEARS OF

EXPERIENCE, WE'RE YOUR ASSURANCE OF

FAIRNESS AND QUALITY. SO HELP YOUR

BUSINESS GATHER STRENGTH - JOIN

TRIB TODAY!

ATLANTA, GEORGIA 30340

[770] 451-4302

FAX [770] 451-4312

APR:) ASSOCIATE MEMBER SINCE 1983

Associate Member since 1986

Alliance Computing Technologies

$\ Y .

@�
Total SUpport

foryour
Computer Rentals

Visit Our Website at:
www.actsmart.com
Or caN us toll free (888)6JS-SACT

APR:) Associate Member since 1994
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The following list of appliance 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 desig­
nated as APRO associate members [*],
advertisers in APRO publications [+]
and/or APRO convention exhibitors [1\].

PRS Products Inc. *

Contact: Jason Cohen
5600 N.W. rzth Ave., Ste. 306
Ft. Lauderdale, FL 33309
954/958-9370
Fax 954/491-8596

RES Marketing Inc. *1\+
Contact: Michael E. Gerwe

4909 Nassau St.

Tampa, FL 33607
800/444-7304, ext. 210

Fax 800/444-7312

Sears Contract Sales *1\+
Contact: Al Zagorniak
9701 Metcalf Ave.
Overland Park, KS 66212-2219
913/642-8835
Fax 913/642-1710

Whirlpool Corp. *1\+
Contact: Bradley H. Wire
2000 M 63, Mail Drop 3303
Benton Harbor, MI 49022
616/923-3243
Fax 616/923-7231

Woodson & Bozeman, Inc. *

Contact: John W. Cowart
P.O. Box 18450
Memphis, TN 38181
901/362-1500
Fax 901/362-1509

.----�-------------------------�

Capitol Sales Co. *+
Contact: Stephen Konsor Sr.

3110 Neil Armstrong Blvd.
Eagan, MN 55121-2234
800/467-8255, ext. 116
Fax 800/440-4077

GE Appliances *1\+
Contact:' Mal Worthington
Appliance Park, 4-200-A17
Louisville, KY 40225
502/452-506,2
Fax 502-452-5424

Igloo Products Corp. *

Contact: Eve Heim-Grubb
1001 W. Sam Houston Pkwy. N.
Houston, TX 77043
713/461-5955, ext. 4608
Fax 713/935-7702

Maytag Appliances * 1\

Contact: Craig C. Kirchner

403 W. 4th St.
Newton, IA 50208
515/787-8797
Fax 515/787-8779

I

Statement of
ownership, management

and circulation
Title of publication: Progressive
Rentals. Publication number 8750-
6106. Date of filing: 10/28/98. Fre­

quency of issue: published annually:
6. Annual subscription price: $30.
Complete mailing address of known
office of publication: 9015 Mountain

Ridge Drive, Suite 220, Austin, TX,
78759. Contact person: Laurie Der­
ton. Telephone: 512/794-0095. Full
names and complete mailing address­
es of publisher and owner: Bill Keese,
Association of Progressive Rental

Organizations, 9015 Mountain Ridge
Drive, Suite 220, Austin, TX, 78759.
Known bondholders, mortgagees and
other security holders: none. Tax sta­

tus has not changed during preceding
12 months. Publication title: Progres­
sive Rentals. Issue date for circula­
tion date below: July-August 1998.
Extent and nature of circulation (aver­
age no. of copies each issue during
preceding 12 months and to actual no.

nearest to filing date, respectively):
total no. of copies 6713, 5700; paid
and/or requested circulation, sales

through dealers and carrier, street

vendors and counter sales: 0, 0; paid
or requested mail subscriptions:
4942, 4850; total paid and/or
requested circulation: 4942, 4850;
free distribution by mail: 1075, 275;
free distribution outside the mail:

328, 376; total distribution: 6345,
5501; copies not distributed: 368,
199; returns from news agents: 0, 0;
total: 6713, 5700; percent paid and/or
requested circulation: 77.9%, 88.1%.

Signed, Bill Keese, publisher.

ADVERTISER INDEX
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toured padded armrests.

Designed to offer excep­
tional durability and com­

fort, this chair features a

solid alder wood frame as

well as pneumatic seat

height control and a con­

venient locking tilt mecha­
nism.

Each chair is available
in more than 100 different
made-in-USA fabric pat­
terns, including the com­

pany's popular assortment

of soft and durable che­
nille fabrics. Many of the
fabrics have been treated
with 3M's Scotchgard
process to ensure simply
and convenient cleaning.

For more information,
contact Rick Blumenthal,
Office Star Products, 2883

Get rustic with
Bell Furniture's
new collection

Bell Furniture Industries
introduces its Rustic

Mexican Pine Collection,
that will be available in all

five Bell warehouses. The
Rustic Pine Collection
includes a crown top or

bonnet top armoire, a tra­

ditionalleg desk, end table,
a storage square or rectan­

gular cocktail tables, a

bench, bookcase, a sofa
table, center back provin­
cialleg chairs and a half­
door, flat-top dresser.

Also, Bell is introducing
a series of six occasional
table groups aimed directly
at the rental-purchase
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industry. Each group com­

bines the hot, new "lift­

top" cocktail table with
several other choices in
each selection. The collec­
tions include Mission Oak,
Contemporary Oak, Coun­

try Pine and Contempo­
rary Whitewash. These

products are extremely hot
in the retail market, so why
not rental-purchase?

For more information,
contact Dick Klein, Bell
Furniture Industries, 118
Northeast Dr., Loveland,
OH,800/837-0102.

Chairs with
a purpose

More and more work is

being done in home

offices. With the introduc­
tion of two wood-accented
executive chairs, Office
Star makes it easier than
ever to get the job done in

style. Both chairs were

developed by the compa­
ny's Siesta Furniture divi­
sion, which has a solid

reputation for quality
craftsmanship in a wide

range of woods.
Model 1208 is a high­

back executive chair with a

gracefully scalloped back,
plus gently contoured oak
armrests and matching
pedestal base. It also offers

pneumatic seat height con­

trol as well as a handy
locking tilt mechanism for
added flexibility.

Model 1308 is a fully
upholstered high-back
scallop chair with con-



Surveyor St., Pomona, CA

91768,800/950-7262.

PowerScour
your dishes

Crusty, baked-on food
just met its match!

Whirlpool's new Power­
Scour dishwashers are up
to any baked challenge and
are armed with tempera­
ture-controlled water levels
and tidal waves of cleaning
power. The PowerScour

option, found on models
GU980SCG and
GU940SCG eliminates the
need to soak dishes and
cookware.

Rack up the dishes
because no other dish­
washer in the industry
holds more dishes. The
SC 1 00 racks and

Whirlpool exclusive Any­
Ware silverware basket
offer the most convenient
and flexible loading
options.

For more information,
contact Bradley Wire,
Whirlpool Corp., 2000 M
63, Benton Harbor, MI

49022,616/923-3243.

New fridge is
back-to-black cool

New from GE Appliances
is the TBX18JAB refrig­

erator, which comes in
white on white, almond on

almond and the increas­

ingly popular black on

black. With 18.2 cubic feet

capacity, two vegetable/
fruit crispers, four

adjustable glass fresh food
cabinet shelves and two
freezer door shelves, this
new cooling wonder will
help your customer's

keep their food fresh and

organized.
For more information

and to find out about
more GE black-on-black
appliances, contact Paula
Allison at 800/782-8093 or

Carolyn Halvarson at

800/782-8097 at GE Appli­
ances, Appliance Park,
4-200-AI7, Louisville, KY
40225.
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computers to our product mix, employees who are

which is going bonkers, and also more business-savvy,
has brought in another group of who are interested in
new customers. being successful and

not just focused on the
next paycheck. After
all, our customers need
and deserve good service.
If an employee can't

identify with our cus­

tomer base, then he
can't be successful in this

COMPILED BY

JULIE
SHERRIER

- - - - - - - - - - - - - - - - - - - - - - - - - - - �

Jan Arnette
Z BEST RENTALS

ST. AUGUSTINE, FL

Our company plans to double
its size in 1999. Basically, we want

to make sure we keep our cus­

tomer's happy and broaden our

customer base. While this is a $5
billion industry, there are still

quite a lot of people out there
who don't know what our indus­

try is all about and what we have
to offer.

Like Chuck Sims and Ernie

Talley, you have to have a dream.
Our dream is to open 100 stores

in nine years.
As far as the image of the

industry is concerned, you can

never be complacent. While the

image of the industry may be

good today, it can change in a

day. We need to continue to

strive to make it better.
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business.

Fred Pearson
PAY-LESS RENTALS

JONESBORO, AR

I don't see much change
ahead, but we are going to

continue to expa
opening of three tl

stores next year. We are confi­
dent enough to proceed with
those plans. We are also trying to

follow APRO's lead to change the
focus of our advertising from

price-oriented to service-oriented

messages. We started that at the

beginning of 1998 in order to try

to bring in more customers who
have not traditionally shopped
RTO. Part of our overall strategy
is to tap a larger demographic
market. It will take time, howev­
er, to alter people's perceptions.
Old habits are hard to break, but
this is the course that we need to

pursue.
Computers are really begin­

ning to take hold in RTO, espe­
cially since the prices have started
to come down. I think computers
are going to be big business for
our industry now and in the
future.

Evan McDonald
ONE PLUS

BEDFORD,NH

Image-wise, I think we are

moving ahead, slowly. We

opened our first store in a major
mall this year, which was a

first. We're looking forward
to see how that store per­
forms, since it's such an

unusual location.
The future is moving

ahead on two tracks.
First, there's the image of
the industry, which is

improving. Second, there
is so much credit avail­
able right now that I don't

see tremendous growth in
the near future. Once cred­
it tightens up, our industry
will boom. But I do see

steady growth overall.
We're looking to open up

one store a year, including
one in 1999. We're having
an extremely difficult

time hiring and retaining good
workers, though. That prevented
us from moving ahead with our

plans this past year. This year was

the first year that particular prob­
lemimpeded our progress. I hope
it gets better.•



additions to the other quality and dependable products
GE already offers the Rental Purchase Industry.
Step up to GE. Y;u'll never look back.

For more information on our complete product line,
programs and distribution system please call:
Paula Allison at 800.782.8093 or

Carolyn Halvarson at 800.782.8097.

INTRODUCING THE GE PROFILE™ FREE-STANDING
COLLECTION TO THE RENTAL PURCHASE INDUSTRY!

GE PROFILE™ OFFERS YOU QUALITYAND DEPENDABILITYWITH STYLE.

Thefamous Louis Harris Poll reports that consumers
�

rate GE products and services among the best in
America. In fact, no brand of appliances rates higher
than GE.

Since GE's introduction in 1992, the Profile line has
been the fastest growing brand of appliances in America
and 'now, GE is offering them to the Rental Purchase

Industry. The Profile Collection includes refrigerators,
ranges, washers, dryers and dishwashers. The Profile
line's style and superiorperformance are welcome

© 1998 GE Appliances

We bring good things to life.

APR:) Associate Member since 1992



 


