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WHEN YOUR ACCOUNTANTS
DON'T KNOW "BaR" FROM "IRS",

THAT CAN SPELL "TROUBLE."
has been at the heart of the industry's efforts

.-----------, to standardize and improve
accounting practices. They've
represented RTO interests before

tax and regulatory agencies. They've
worked side-by-side with RTO

clients of every size, offering
informed advice on finan­

cial matters of every sort.

It's your money. How much you get to keep
depends in part on how smart your
accountants are. The people at

Kirkpatrick, Sprecker know their

business. But just as important,
they know yours, too.

From the inception of

RTO over 30 years ago,
this Wichita, Kansas,
firm has included among
its clients some of the

industry's most

prominent players.
Kirkpatrick, Sprecker

No CPA firm in the

country knows more

about Rent-To-Own.

Call 877-299-1532 or

e-mail jim@kscpa.com.

IL-. KIRKPATRICK, SPRECKER
1'\' & COMPANY, LLP
311 South Hillside • Wichita, Kansas 67211-2195

Phone: 877-299-1532 • Fax: 316-685-4575 • On the Web at www.kscpa.com
Associate Member APRO
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If your bottom line is looking a little thin, let High Touch rent­

to-own software fatten it up. rn!1OO]�m��mi!JmJLmM

provides robust inventory unit level depreciation, general

ledger, and purchase orders to save time, increase occaracc,

automate functions and streamline communication.

Inventory. Allows accurate calculation of depreciation to

eliminate overpayment of taxes. A central database stores

inventory, agreements, and customer information,

enabling easy inquiry about each area. This module also

reconciles daily bank entries with a store's summary

receipt information.

Purchase Orders. Expedite your complete order process

by automatically reconciling P.O.'s, receivers, vendor

payments, and general ledger entries. This module also

reports inventory status and allocates discounts, freight

and sales tax.

General Ledger. Gain a clear financial overview with reports

generated and downloaded to all stores. Enjoy entry posting

flexibility between months 215 well as managing fiscal year

options. Easily integrate bank reconciliations and post

inventory entries to appropriate journals.

If you crave higher profits, call High Touch.

APR:) Associate Member since 1984



Discover the product that occupies
minimal shelf space, sells to more

than 50% * ofyour customers,
and offers margins bigger than that
boat you have been dreaming of

Still the Leader in RTO
Membership Services.

The Foresight Preferred Customer Club is a valuable package of
insurance and discount benefits that make it an easy purchase
decision for more than 50% of your customers. Just take a look
at what the Foresight Preferred Customer Club has to offer:

.:. Loss and Damage Coverage on Rental Purchases

.:. Accidental Death and Dismemberment Coverage

.:. Involuntary Unemployment Insurance

.:. Two-Year Extended Service Contract

.:. Automotive Services and Discounts

.:. Retail, Entertainment and Grocery Savings

.:. Plus Much More!

For more information on how you can start enjoying added

monthly revenues and increase value for your customers,
visit our Web site at www.foresightc1ub.com or call

800-733-0811 to speak with a representative. ..� ... .,.,,. ...
........,--� --.

• ®

PREFERRED CUSTOMER CLUB*Based on average Foresight Club sales and margins.



Rent-A-Center to acquire
Rainbow Rentals

COMPILED BY

JULIE SHERRIER

Providing
that negotiations go as planned,

124 Rainbow Rentals stores will be trans­

ferred to Rent-A-Center by June 2004. The

acquisition was announced on February 4

and is expected to be completed by the end of the second

quarter. The purchase price of $94 million will include all

of the 124 Rainbow Rentals stores that are located in 15

states. Rent-A-Center agreed to pay $16 per share in cash,
with the holders of Rainbow options to receive the differ­

ence between $16 and the options' exercise price.

Aaron Rents currently
owns 8 percent of Rain­
bow Rentals stock,

which means that the
company, while hav­

ing lost out on a

potential acquisition,
stands to profit hand­

somely from the deal as

the stock price nearly
doubled in the 24-hour

period after the
announcement.

"Wayland Russell
and his management
team have built a success­

ful rent-to-own operation
for which we have a great
deal of respect;' says
Mark E. Speese, Rent-A-

Center chairman and
CEO, of Rainbow Rentals.
«The operating philoso­
phies of Rent-A-Center
and Rainbow are similar
and, given our track
record of successfully
integrating acquisitions
and our proven business
mode, we believe that this
transaction will create

additional value for our

stockholders ...Further­
more, we expect to

realize cost savings in

advertising, purchasing of
rental merchandise and
overhead."

Rent-A-Center
intends to fund the

acquisition primarily
with cash on hand, as

well as availability under
its senior credit facility.

"We have a high
regard for Rent-A-Center
and its strong senior

management team;' says
Rainbow's Chairman and
CEO Russell. «We believe
that our customers will
be well served by this
transaction and that it
will provide growth
opportunities for our

nearly 900 talented asso­

ciates. As a co-founder of
Rainbow 18 years ago, I
have great pride in our

collective accomplish­
ments, which have now

culminated with the sale
of our business to a first­
class industry leader."

The acquisition is
conditional upon cus­

tomary closing condi­
tions, which includes the

receipt of requisite regu­
latory approval and

approval of Rainbow's
shareholders.
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2004 Mid-Year Conference"
reinvents itself

Get
ready for some surprises as there are several exciting develop­

ments set to occur at the 2004 APRO Mid-Year Conference, March

22-24, at the Hyatt Grand Champions
__-.......,�-'PJ!'If!

Resort in Indian Wells, CA, just outside of Palm

Springs.
To begin with, vendors will be showing their wares

with tabletop displays in the first Mid-Year Confer­

ence exhibit hall. Complimentary hors d'oeuvres and

drinks will be served 4-7 p.m. on March 22. Vendors

interested in participating in this inaugural event

should contact Ci�dy Ferguson
at APRO at 800/204-2776,
ext. 107.

Industry legend, author

and Rent-A-Center founder

Tom Devlin will make a rare

appearance as keynote speak­
er on March 23. Devlin will provide insight into the

industry's early days and offer keen advice for dealers

today.
The first-ever APRO Education Foundation Golf Tour­

nament will be held at The Golf Resort at Indian Wells.

This event will benefit APRO's new Education Founda­

tion, which was established last year to promote edu­

cational opportunities for those seeking careers in

the industry.
With some thought-provoking seminars, exhibits

and charitable works-all scheduled in the beautiful

Palm Springs area-the 2004 Mid-Year Conference will

be one of the best opportunities you'll have this year

to review, renew and recharge your business.

Register online today at www�APROVision.org.
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CES report:
DLP TVs are the
wave of the
future

The buzz at this year's
Consumer Electronics
Show in Las Vegas was all
about thinner, brighter

and lighter televi­
sions with the
innovation of flat

panel TVs using
new technology
called Digital Light
Processing. DLP
TV technology uses

an optical semicon­
ductor to recreate

source material
with a clarity that

analog systems
cannot match.
Gone are the days
of such simple
terms as "lines of
resolution" and

"stereo sound."
It was clear to this

observer that the future
is now and it all points to

high-definition tv and
the great benefits HDTV
will bring. I wouldn't
want to guess how many
electronic companies

'

exhibited at this year's
CES, but one thing is for.
certain, they all had flat "'

panel TVs, big and small.
It was exciting to

.

think about how many
millions of new TVs will
be sold (orrented) in the '

United States between
now and 2007-the date
the federal government
has mandated the switch
to be thrown making
analog television a thing

,

of the past. It is also



exciting to see that these

technological changes­
occurring faster than one

can blink an eye-will
usher in an era where the

bigger they can make
these sets, the lighter
they will also become
due to this new process
called DLP.

We have gone from

projection to high defini­
tion to plasma to liquid
crystal display and now

to DLP all in the short

period of two or three

years. This entire devel­

opment has left many of
us very confused with

just which technology
will be the choice in RTO
in the coming years.
However, it seems to

shake out something like
this: projection TVsand

table-top models that
receive analog pictures
are a thing of the past.

If you can even find
these dated models from

your suppliers,
they will be at bar­

gain basement

prices and short­
lived at best. We
learned last year
that LCD and

plasma were on

our immediate
horizons. We also
learned that plasma was

very expensive because of
the nature of the gases
used in the devices and

they were difficult to

install and quite delicate.
LCD-the sametechnol­

ogy we have used for

years to make small dis­

plays in watches and tele­

phones-was then being
p�oduced on larger t�le:

ColorTyme boasts record
attendance at meeting

T·
he annual ColorTyme Winter Operations meeting
was held January 21-25 at the Hyatt in Dallas. The

well-attended show of 390 was coined "Yesterday,
Today, Tomorrow." Color'lyme is celebrating its 25th anniver­

sary this year and is also celebrating renewed growth for the

ColorTyme system. In 2003, the company added 37 new

stores and a net unit increase of 11 stores and has carried

that momentum into 2004 with three new store openings this

month, says ColorTyme President and CEO Steven M. Arendt.

The three-day event featured education seminars and

sessions, the debut of "ColorTyme
exCEL" (ColorTyme's new electronic

training program), an exhibit hall,

food, entertainment, cocktails and

a general session. Awards were

also presented to top performers.
"We were very pleased With the

increased attendance this year. We

were also very gratified by the positive feedback we got
from the new ColorTyme exCEL training program, the semi­

nars and our special events," says Sam Lowe, vice president
of operations.

JANUARY-FEBRUARY 2004 7

visions, but was still very
costly. We left the show
'last year with hopes to

see these new innova­
tions come down in price

so that we could all
afford to buy them for
rental and before we had
the chance to see if this
ever happened, here



FOUTS BROS. TRUCK SALES
SPECIALIZING IN THE RTO INDUSTRY

• ONE-STOP SHOPPING

• DECALED AND DELIVERED
TO YOUR STORE LOCATION

• COMPLETE FINANCE PACKAGES

• NATIONAL BODY MANUFACTURERS
SUCH AS FLEX, SUPREME AND
GRUMMAN-OLSON

• SALESMEN WITH OVER 20 YEARS
OF TRUCK EXPERIENCE

• PROVIDING YOUR BUSINESS
WITH A NEW IMAGE

comes DLP.
The science

behind DLP is com­

plicated. What is
not complicated is
that it provides
maybe the brightest
picture yet. It has
the opportunity to

be brought to mar­

ket at prices near what
we pay today for con­

ventional projection
TVs in the very near

future. The best is
saved for last. Because
DLP skips the elec­
tronics used in the
sets of the past, it
is so slim and so

lightweight that

one person will be
able to make a deliv­

ery. It also has a tube
inside that can be

changed by the cus­

tomer if it goes out.

It is mind-bend­

ing to say the least to

see one of these
models on display.

���::;;;=-���;;iiiiii The 50-inch models
are so thin (less; than
7 inches deep) that

many homes that
don't have room for a

projection set will now be
able to enjoy a large

set without the clutter.
,

[Reported by APRO
Board member Ernie

Lewallen, UHR Rents.]

Missouri's
Romine makes a

run for state

representative
APRO Past President

Gary Romine has thrown
his hat into the state ring

as a candi­
date for
Missouri
state repre­
sentative of
the l06th

House District. On Janu­
ary 29, Romine publicly
announced his candidacy
at farmington High
School where he started
his professional career as

APR:)
Associate Member

since 1995

FOR DETAILS, PLEASE CALL JOHN NACE

(888) 741-0039 • www.Foutsbros.com @
Approved Vendor
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a marketing education
teacher. As a former
teacher, Romine plans to

place education as one of
his highest priorities
once elected.

As a rent-to-own

small business owner,
Romine plans to draw

upon his small business
credentials and experi­
ence to focus on small
business issues such as

tort reform and the ris-

ing cost of health care

for employers and

employees. According to

Romine, his APRO polit­
ical experiences for the

past decade will also play
a valuable role in his

campaign.
"All those years deal­

ing with the state legisla­
ture and Congress has

helped me understand
the intricacies of passing
legislation and dealing

APRO's 2004 Legislative
Conference dates set

The
2004 APRO Legislative Conference-an annual gathering of rental

dealers who are interested in meeting and lobbying their elected repre­
sentatives on behalf of the rental-purchase industry- is scheduled for

May 4-5 at the Wyndham City Center, 1143 New Hampshire Ave., N.W., in Wash­

ington, D.C., 202/775-0800. The room rate is $149 single/double (ask for the

APRO rate).
Conference and registration information will be mailed in March. The sched­

ule for the conference is as follows: Tues­

day, May 4, will include a general session

(10 a.m.-12 p.m.), meetings on the Hill (1-5
p.m.) and an APRO PAC social event (6-10
p.m.). Wednesday, May 5, will include a

buffet breakfast (8:30-9:30 a.m.), meet-

ings on the Hill (10 a.m.-4 p.m.) and a

debriefing cocktail reception (5-6 p.m.).
Rental dealers who wish to stay for an

extra day of meetings are welcome to do

so. The hotel registration. deadline is

March 31. The conference registration
deadline is April 9. For more information,
contact Laurie Hill at APRO at 800/
204-2776, ext. 103, or via e-mail at

lhill@apro-rto.com.

with elected officials.

Taking action guided by
diplomacy is one of the

biggest lessons I have
learned as an active
APRO member and as

past president of the
APRO board;' says
Romine.

Romine's district cov­

ers three southeastern
counties including the
towns of Farmington
and Perryville. He would

serve a two-year term if
elected and would be

governed by a four-term
limit if he continued to

serve. As of now, Romine
is the only aspirant to

formally announce his

candidacy, but he already
knows of a Republican
contender he must deal
with in the August pri­
mary and knows the
Democrats are currently
cultivating an opponent
for the general election
in November.

"I have been blessed
to have been a part of

great organizations such
as my church, the Farm­

ington community and,
of course, the rent-to­

own industry. I would
like to thank every APRO
member, Missouri Rental
Dealers Association
members and rental
dealers in the nation for

being so supportive in
the past;' says Romine.

Ohio dealers
to host new

Midwest RTO
Expo

A new industry region­
al trade show will be held

September 21-22 for
Midwest store managers,
employees and vendors.
The show will be hosted

by the Ohio Rental Deal­
ers Association. The
brainchild of Ohio rental
dealer Ernie Lewallen of
UHR Rents, the new show
will be promoted to deal­
ers from Ohio, Indiana,
Kentucky, Michigan, Illi­
nois, Western Pennsylva-

JANUARY-FEBRUARY 2004 9



POWER LIFT YOUR PROFITS
AND LOWER YOUR INJURIES

Pow,pMal,®
StairClimbing HandTrucks ;-

Rent your customers a power stair

climbing hand truck, a power tailgate
lift & a well balanced dolly all in

one machine ... and get
THREE TIMES THE RETURN!

PowerMate" will move major appliances,
furniture, home' electronics, radiators,
boilers, water heaters, safes, furnaces,
and much more at the touch of a button.

CALL NOW TO GET ONE TODAYI

1-800-697-6283
Quote Ad #PR�0401 to receive a special offer.

10 PROGRESSIVE RENTALS

to lead the industry with
the first gathering of this
size and proportion;' says
Lewallen. "Our board has

nia and West Virginia.
«In cooperation with

APRO and our industry
vendors, we will step out

Online training program ticts
on new pricing structure

The
APRO online education program has hit its two­

year mark. A new registration and discount process

has been implemented for 2004 that is sure to lure

everyone to take at least one course, if not all of them. The

new pricing structure-effective January i-is as follows:

• $29.95 per course for non-APRO members

• $14.95 per course for APRO members

• $19.95 per course for State Association and

TRIB Group sponsors

These prices apply for all of the Rental Training Online

courses except Introduction to Rent-to-Own, which is offered

at the low price of $9.95 regardless of membership. Com­

pared to other customized, industry-specific online courses­

which run several hundred dollars per eourse=rental­

purchase professionals will not have to break the bank to

learn more about the industry in which they work. It is

APRO's goal to keep this invaluable educational benefit

affordable and available to all rental employees.
Current store-level courses available now include: Intro­

duction toRent-to-Own, Rental Delivery and Safety, Account

Management in Rent-to-Own and Customer Satisfaction in

Rent-to-Own. Coming soon: Communications in the RTO

Workplace.
Upon completion of all the above courses, students will

be qualified to test for certification. The "Certified Rental

Associate Review Course and Final Exam" will be offered i.n

2004, ushering in a new era of professionalism in the rental­

purchase industry.
Encourage your state association to participate as a spon­

sor in this worthy industry program. Contact APRO Education

Director Shelley Martinek (smartinek@apro-rto.com or call

800/204-2776, ext. 109) for details. To preview courses, visit

APRO's Learning Channel at www.APRO'Vision.org/.



Our top sellers!

invent

55" and 65" Projection HDTVs Pavilion A400N

• Intel® Celeron® processor
2.7GHz

• Microsoft® Windows® XP
• 256MB DDR SDRAM
• 80GB hard drive

�315�;�· DVD-ROM, CD-RW drives
�-...., ... • 7-in-1 memory card reader

• 2 Firewire ports

• Aspect Ratio (16:9)
• 1080i I 720p I 480p

Progressive Scan
• 2 Tuner PIP
• 3D Y/C Comb Filter
• Digital Convergence

AKAI COMPAQ
54" Projection TVs

• Aspect Ratio (4:3)
• 3D Digital Comb Filter
• 2 Tuner PIP
• Universal Remote Control
• Auto Convergence
• 30 Watt Stereo Audio

Presario 2190US
• 2.4 GHz Intel Celeron
• 256 MB DDR SDRAM
• 40 GB IDE hard drive
• Combo Drive
• Windows XP Home Edition
• 15.0" XGA TFT display
• With carrying case

Are they yours?
��

·

COMPAQu SHARP.

Panasonic® tlM¥jihi' LEXM+\RK
BDILaguna

www.bdilaguna.com/rto
800.241.5641

404.696.9996

�.
'�

i n v e n t

SYLVANIA Canon

APR:) Associate Member since 1997



created some unique syn- day-long tradeshow. the largest franchisor of told reporter Gaston F.

ergy that we believe will More details on the Aaron's Sales & Lease Ceron of the Dow Jones
attract and retain atten- Midwest RTO Expo will Ownership stores. Newswire. The first
dees this year and into be forthcoming. Charles Smithgall III's stores were located in
the future;' he says. climb to success was Kentucky and he then e

The Midwest RTO chronicled in the article- began adding stores in

Expo is to be a venue Aaron's largest from his initial invest- Rhode Island, then Con-
where dealers can bring franchiser ment to his eventual necticut and elsewhere.
their store managers to ownership of 41 Aaron's Smithgall was quoted
see a trade show and

I' featured in stores. Smithgall, 61, as saying that his goal is
learn more about the The Wall Street began his acquisitions in to have 100 stores and
business and the prod- Journal 1995 and almost gave up around $100 million in
ucts available. The tenta- when it looked like he was annual revenue by 2008.
tive schedule includes a In a special report on going to go broke after His company, SEI/Aaron's
national keynote speaker small business called nearly a year with two Inc., is estimated to have
the first evening of the "Empire Builders," which stores. Luckily, the tides brought in about $43 mil- e
show after a cocktail appeared in the Decem- changed and his stores lion in revenue for 2003.

reception and dinner, ber 15 issue of The Wall began to turn a profit. The other two entre-

three half-hour semi- Street Journal, three "So many people fail preneurs featured in the

nars/training sessions, a entrepreneurs were fea- in life because they give article included a Subway
business meeting and a tured-one of whom is

up too quick;' Smithgall store franchisee (DiPas-

APPLIANCES· ELECTRONICS • CHEMICALS· FURNITURE

www.resacc.com
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qua Enterprises Inc.) and
a Burger King franchisee,
Michael Simmonds.

To request a fax of the
article, call APRO's Julie
Sherrier at 800/204-2776,
ext. 105.

If Point A to Point B = Success ...

How do you figure out how to succeed?
How can you plan, when the future is so

uncertain?
•How can you stay competitive, take care of

your customers and come out ahead?

A lot of rental purchase dealers have found
that membership in TRIB Group helps. We

are an organization of member companies,
gaining strength in purchase power by
working as a single unit with top vendors
and manufacturers. We negotiate programs
and rebates for our members. We help our

members find what products they need, at

the prices they want. And we take great
pride in our continuous service to the rental

industry for over twenty years.
With 111 member

companies represent­
ing over J ,600 store

fronts nationally*, we

offer buying power to

independent dealers.

TR1B (jrOUP � 2775 Cruse Road #2401 � Lawrenceville, CiA 30044
phone 770-451-4302 � TOLL FREE 866 - 800 - TR1B � fax 770-451-4312

� www.trlbqroup.com
* As of July 2003

OBITUARY:

longtime RTO
vendor Weirich
dies

Tom Weirich, 62, of
Central File Marketing­
a marketing and promo­
tion firm that caters to

the rent-to-own indus­

try-passed away on

February 5, from

glioblastoma, a severe

form of brain cancer.

"We will miss Toni.
here at Central File and,
as I am sure many of you
know, he served the
rental industry with a

passion and dedication
that will always be
admired," says AI Benson
of Central File. Prior to

joining Central File in
1997, Weirich worked for

ColorTyme and Curtis
Mathes.

Services were held in

February 8 in Port Wash­

ington' WI.

Rent One buys
two Arkansas
stores

Larry Carrico of Rent
One purchased two Sta­
ton's Rental Purchase
stores in Blytheville and
Osceola, AR, in early
December.

Rent One's acquisition

APR:) Associate Member since 1983

COMPLETE POINT-Of-SALE SOFTWARE
fOR RENTAL AND RETAIL STORES ONLY

OR LEASE FOR $75 A MONTH

RTO PRO INCLUDES:

Complete inventory, including depreciation
Retail sales � Complete rental

Collection and overdue reports and on-screen account

Management � Billing � Airtime accounts

Contract printing � Cash-advance transactions

Data conversions from other software available

For Windows 95, 98, ME, NT, 2000 and XP-single and network versions

HOME OFFICE NOW AVAILABLE!

'iMj.BM.'·W.1I1f11!j CALL [800] 351-6299,
OR VISIT OUR WEB SITE AT WWW.RTOPRO.COM FOR MORE

INFORMATION AND TO DOWNLOAD THE DEMO.

FUTUREWARE ENTERPRISES INC.

5026 Gall Blvd., Zephyrhills, Florida 33541

APR:) Associate Member since 2000
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brings the total number mine." Staton's Rental
of Rent One locations to Purchase now has' 16 Leasing,"
37, after opening two stores in operation. under the
new stores, acquiring two subcategory
others and opening five of "Con-
Radio Shack centers Census Bureau sumer

_

within some of these changes RTO Goods
locations. Rental" as

"We plan on opening classification "Consumer
three more Radio Shack The North Ameri- Electronics
centers and four mote can Industry Classifica- and Appli-
stores in 2004;' says tion System _ ances

Carrico. (NAICS-pronounced Rental"
"We just basically "

nakes") is a unique, all-
_

tion system used by the (NAICS No. 532210) The
consolidated our mar- new system for classify- statistical agencies of the definition of the industry eket," says Ed Staton of ing business United States. is as follows: This indus-
Staton's Rental Purchase. establishments. Adopted Instead of the previ- try comprises establish-
"This was the only mar- in 1997 to replace the old ous SIC No. 7359 for rnents primarily engaged
ket we were competing Standard Industrial Clas- rent - to-own stores, the in renting consumer

_. in and it was either I buy sification (SIC) system, it industry is now classified electronics equipment
his stores or he buys is the industry classifica- under "Real Estate, and appliances, such as

14 PROGRESSIVE RENTALS



televisions, stereos, and

refrigerators.
NAICS identifies hun­

dreds of new, emerging,
and advanced technology
industries and reorga­
nizes industries into
more meaningful sec­

tors-especially in the
service-producing seg­
ments of the economy.

The first glimpse of
data based on NAICS
2002 will be published in

early 2004 in the 2002
Economic Census:
Advance Report. That

report will provide infor­
mation on employment,
payroll, receipts and
number of establish­
ments using both NAICS
2002 and NAICS 1997 at

the sector and subsector
(two- and three-digit
NAICS) levels. For more

information, visit

www.census.gov/epcd/
www/naicsdev.htm/.

Fritz Rollins, RTOIArts'

president.
Visit the RTOIArts

Web site at www.rtoarts

.com to view the latest in
RTO art selections for

your store.

APRO's
Cindy Ferguson
elected IAEM
chairman

APRO Marketing
Director Cindy Ferguson
was elected chairman of

the Inter­
national
Association
of Exposi­
tion Man­

agers/
Central Texas Chapter on

December 10. The
IAEM/Central Texas

Chapter membership
area includes Austin, San
Antonio, Houston, New

Orleans, South Padre
Island and points
between. IAEM is an

association for individu­
als with business inter­
ests in the exhibition

industry.
Ferguson achieved her

certification in exhibition

management in 2002.
The CEM is a profes­
sional designation for
those in the exhibition

industry and was formed
to raise professional
standards. There are cur­

rently 187 CEMs in the
world. The IAEM/CTC

chapter boasts 18 CEMs
in its membership, which
is the largest percentage
in anyone chapter.

RTO/Arts now

a TRIB Group
vendor

RTO/Arts, a distribu­
tor of a highly diverse
product line of original
acrylic paintings and fine
art lithographs for the
rent-to-own market, has
been added to The
Rental Industry Buying
Group's vendor list.

"We are extremely
excited to be chosen to

offer our high-quality
original paintings and

lithographs to the 1,650
stores owned by TRIB

Group members;' says

RENTAL- PURCHASE

Open Your Own
RTO Company

We are a licensing company
that provides startup and on­

going assistance to experienced
RTO operators. We can provide fi­
nancial assistance with startup
capital and have a program to help
new business owners obtain inven­

tory financing with SBA Guaran­
teed Loan assistance. If you have
the desire to own your RTO com­

pany, this is an opportunity you
must review. See our Web site at

www.premierrents.net for com­

plete details or call Trooper Earle
at (800) 2-Premier.

EQUITY INVESTMENT FUND AND
SBA LOAN ASSISTANCE

•NOV�LIGHTING

RENTAL LAMPS
FOR THE RENTAL INDUSTRY

NOVA
LIGHTING

MEMBER OF
TRIB & APRO

WWW.NOVALAMPS.COM
800.835.6682

APR:) Associate Member since 1995
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ne of the most exciting changes
ever to occur at APRO is under­

way. Tampa, FL, will be the site
for the new APRO Convention
and Buying Show, August 4-7.
In the past, we have referred to

the convention as a trade show, rather than a buy-
ing show. Because of an increasing number of
members wanting a buying show, it has become a

reality. There are several big changes that will add

up to this new format being successful.
First, there is a big difference in registration

fees. Each member will be able to send whoever is
in charge of product purchasing to the conven­

tion at no

Hello good buy r:;;�;:�
, the buyer

may also be
the company president, there is a buyer in most

medium to large companies who may exclusively
handle inventory purchasing. This individual can

attend the convention without a registration fee.
Additional members of each company can attend
at a cost of $200 per person. This will significant­
ly increase the number of member companies at­

tending this year's convention. Because the con­

vention is a very important member benefit, this
will enable all companies, big and small, to attend
this year's convention and get the most out of
their APRO membership.

Secondly, the vendors are coming to the con­

vention with show specials. Each vendor company
will be asked to provide the details of their Buying
Show specials two weeks in advance, so this infor-

mation can be sent to the membership
and be included in the packets distrib­
uted at the registration desk at the con­

vention. These specials must be true spe­
cials-something that the buyers cannot

get outside of the convention. The pric­
ing and incentives must be so good that

By LYN LEACH the members cannot afford not to come

APRO's President to the Buying Show. In fact, it is our goal
............................................

to make the specials so good that a

member will be able to cover the cost of travel and

lodging by placing some purchase orders at the
show. This is going to require a genuine commit­
ment on the part of the vendors to offer the best
show specials they can come up with and, conse-
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There are several

big changes that

will add up to

quently, write a con­

siderable amount of
business at the con­

vention instead of fo­

cusing strictly on

building and strength­
ening business rela­

tionships.
Thirdly, there are going to be APRO purchase

orders distributed to the vendors at the convention
to be used in drawing up orders. Only the vendors
who sent in their show specials will receive the
blank purchase orders. These purchase orders will
be very important. Incentive money is being given
away this year and to be eligible for this money,
members must place orders at the show. In other
words, the more orders each member places, the
better chance he or she has of receiving the incen­
tive money. This will create a buying frenzy. The
more you buy, the more you save and the potential
windfall of incentive cash becomes more and more

likely.
Last year at the convention, I attempted to

place a couple of purchase orders I had brought
with me. I was actually told to call after the show
to place those orders due to the fact that there was

no advantage to buying during the convention.
This type of attitude is dangerous and must

change. Vendors must do their part by coming to

the convention with specials that are so good they
can't be passed up. We dealers must do our part
by coming ready to place orders deliverable dur­

ing what, for most of us, is our busiest time of the

year-the third and fourth quarters. Both vendor
and dealer members will profit.

APRO has always been about profiting from

partnerships such as this. The convention has

always been terrific. The educational, networking
and communication opportunities alone have
made the convention worth attending in the past.
Now, with the actual cash dollars you are going to

save by placing orders, combined with the new

registration costs, this year's convention will be
one that you can't afford to miss. Make sure you
are not caught saying, "I really should have gone
to that convention:' Come be a part of this histo­

ry-making event.•

make APRO's

Convention and

Buying Show

a big success

this year.

Lyn Leach is the owner ofAce Furniture and TV
in Malcom, NE.



.." Ideal Products

RenttoOwn �
Retail Furniture\._ _}
Check Cashing
Family Entertainment
Pawn

Idea' Services

24 Hr. Tech Support
FAQ's
Onsite Installation
Training Classes

'nc.
,

The 'dea'(�r;::'Manager
Help & support
Frequently Asked
Questions & Answers

Q: Can TIRM secure my
?

store from employee theft'

A:) TIRM owners have

complete control t� allow

or restrict over 98 dIfferent

employee-specific
functions
(Coming soon)

Q: Can switching to TIRM
be painless?
A:) We'll hold your hand
through the entire hassle­
free process! Certified
installers and qualified
trainers are available.
Conversions from most
other RTO software
programs are a snap!
(Com.ing soon)

Answers :) to more ofyour important questions
are available from sn Ideal Representative.

Call today: 1-800-964-3325, ext. 153.

I'
i

I

:J to Important
Rent to Own
FAQ's •••

Q: Inventory awdils at
our stores can be a

nightmare. Can TIRM
make it any easier?

A:) At dealers request,
IDEAL now introduces
barcode technology.

Ideal Software's latest release
of The Ideal Rental Manager
(TIRM) v11.3 includes significant
inventory eontrol enhancements.

Barcode printing and scanning
capabilities have been added
to make inventory control more

efficient. The new integral bar code

support prints computer-generated
bar code labels when new merchan­
dise is received.

Real-time audit reports can be

generated to compare your scanned
items against your database to
determine missing inventory.
In addition to audits, new agree­
ments can be written by simply
scanning the merchandise on

the floor.

"Rock solid inventory control in a

Rent-to-Own environment is critical.

Implementing a bar-code system
will eliminate human error, insure an

accurate transaction history, and reduce
inventory audit time by a factor of 10"

David Goldman • President, Ideal Software

Bar code scanners and APEX II
data-collection devices are

available for sale through
the Ideal Sales Department:
1 800-964-3325, ext 153.

Te/ 800 964-3325
www.idea/55.com

Software Systems, 'nc.

APR:» Associate Member since 1998



Women and electronics

ne of the more interesting stories
to come out of the recent Con­
sumer Electronics Show in Las

Vegas is the fact that women are

now spending more on technolo­

gy than men. In this $96 billion

industry, women spent $55 billion last year. Women
are involved in almost 75 percent of all electronics

purchases. Yet the study, commissioned by the Con­
sumer Electronics Association, goes on to say that

nearly 75 percent of women surveyed complained
about being ignored, patronized or offended by
sales people when shopping for electronics.

A growing number of companies plan to

rethink their merchandising plans and are tailor­

ing them to make their products more attractive
to the female buyer. Companies are beginning to

recognize that female buyers are consistently
being ignored in the market place and the smart

companies are choosing to correct this problem.
The rapid expansion of women as consumer

electronics customers is causing major changes in
the industry. In a recent Associated Press article

by May Wong, it was reported that Radio Shack's
customer base has changed substantially in the

past seven years. In 1996, 20 percent of this com­

pany's customer base was female. Since then, that
number has doubled to 40 percent. In response to

this change, the 7,000-store chain has focused on

recruiting female store managers and now one in
seven store managers are women.

In the same Associated Press article,
Wong describes a change in retail elec­
tronic companies in response to the

impact of women customers. She illus­
trates the shift by-describing a high-end
audio-video store in North Carolina that

By BILL KEESE installed a children's area and replaced
APRO's Executive Director the stark look of the store with a homier

................................................. layout. The store reports sales have been

"climbing" since the introduction of these changes.
Our industry has been on the cutting edge of

many innovations over the past few decades. With
the decline of the neighborhood mom-and-pop
stores, no one has done a better job of providing
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electronics, appliances
and furniture to our

traditional customer

"We need to

recognize the

growing influence

and buying power

of women."

base. We have never been an industry to stagnate
and rest on our laurels. Historically, we have been
one of the most innovative and flexible industries
in the country.

We need to recognize the growing influence
and buying power of women in America. Many of
our companies provide outstanding opportunities
for women in their stores and in executive man­

agement positions. But as an industry, we can do
better. We can do better in our hiring and pro­

moting practices, our advertising and
our store design.

I recently learned that Sharp, a

company that claims more than 50

percent of the LCD flat-panel TV

market, named their product line of

flat-panel televisions to connote more fluidity
and a softer touch. The company has expanded its

advertising beyond sports to prime time slots on

Lifetime, the Food Network and the Learning
Channel designed to appeal more to women.

Whatever marketing trends apply to retail will

usually end up in rent-to-own. By examining
your store layout and design, advertising, product
mix and hiring and promotion strategies, you
might find ways to improve your stores' appeal to

this growing consumer market.
On another matter, don't forget to make plans

to attend our Mid-Year Conference in Palm

Springs, CA, March 22-24. This year's venue is
much improved. We added a golf tournament to

benefit APRO's Educational Foundation. Tom

Devlin, founder of Rent-A-Center, will be our

special guest and will be reliving the early days of
our industry. He will discuss his autobiography,
Playing Through: An Entrepreneurial Success

Story. We will also unveil the results of two stud­
ies APRO has commissioned on the attitudes of
our customers and how to motivate non-cus­

tomers to try RTO.
Don't miss this once-in-a-lifetime opportuni­

ty. I guarantee you will enjoy the Hyatt Grand

Champions Resort and Spa.•

Bill Keese's e-mail addressisbkeese@apro-rto.com.



ou never know who's
al!)! a snake in the grass.

Count on sub-prime consumer information from Teletrack to keep from being bitten.

Would you rent to an individual who's skipped from other rental purchase stores? Teletrack knows who has. We can tell you if they have

skipped before, or if they are using a fraudulent Social Security number. We can also tell you if they have rented similar merchandise
recently from other stores. Teletrack can help you identify individuals most likely to skip. Avoid the snakes out there. Make decisions
based on the right information. Protect your rental-purchase business with Teletrack's risk analysis information.

For more information call today! You can also visit www.teletrack.com or email webinfo@teletrack.com.

APFI:» Associate Member since 1991

Risk Analysis - Fraud Alert - Skip-Tracing
1-800-729-6981 ext. 3

©Copyright 2003 Teletrack, Inc., Suite 800, 155 Technology Parkway, Norcross, GA 30092



"In the big picture,
it is how we all

want to be treated.

ental dealers often fret over the cise than chronic tar- Most of us would
best way to deliver unpleasant diness. Maybe it is be-
news to customers or employ- cause of a sullen atti- rather know the
ees. They may need to tell a tude. Maybe it is

truth, even when it
rental applicant that her refer- because of a perceived
ences did not check out and lack of effort. There is is unpleasant."

that the big screen will not get delivered after all. some real reason for
A customer may need to be told that the compa - letting this employee go. Go ahead and tell him

ny has run out of patience with broken commit- what it is. It might help him in his next endeavor

ments and that the store needs to schedule a and, even if not, it keeps the air clear between him

pick-up that day. Or an employee needs to be told and the company.
that things are not working out and that today is This plea is made for reasons large and small. In

his last day on the job. the big picture, it is how we all want to be treated.
These are not fun conversations, but they arise Most of us would finally rather know the truth,

even when it is unpleasant. It allows

To be honest WI-th yOU ...

ustoconductouraffairsmorepracti-
cally and more economically than if
we were operating under a delusion.

And, by the way, there is no law

against telling the truth in these situ-

every day in the rental business. Dealers who have ations. Nor, however, does the law require the
these kinds of conversations may get inured to truth. You can mumble something about the com-

the pain involved, but no one wakes up looking parry's scoring system, product recalls, downsizing
forward to such talks. The temptation is often to or any number of other less-than-candid, but

sugar-coat the news and avoid giving the real rea- clever and perhaps even persuasive, evasions as ex-

son for what is going on. Dissimulation can seem planations. But these tales are not. making the
to make the confrontation go more smoothly and world or your rental store better places.
rental dealers can justify the guile-why do I owe Rental dealers have not cornered the market

a would-be rental thief the truth? potential on confrontational conversations with
This is a plea for honesty in relations with cus- customers or employees, even if it seems that way

tomers and employees, as it is still the best policy some days. Every business has opportunities for
in almost every case. I am advocating candor them to arise. That they may occur more fre-
without cruelty, veracity without villainy. quently in the rental business than in some others

For example, the rental applicant who lives on a is no excuse for not taking the high road with such

dangerous street where the company has had real talks. It happens to be the right thing to do.•

trouble and where it won't deliver anymore will
not be surprised or offended to hear con- Ed Winn's e-mail addressisedwinn@e-bylaw.com.
firmed that she lives in a dangerous
neighborhood. You can tell her all that.
You can also tell her that when she moves

she can reapply, if that is the truth. Or
consider the customer who has finally
run out of excuses. This person does not

By ED WINN III need some tale of out-of-town home of­

APRO's General Counsel fice pressure. He needs to know that he is
.......................... losing his unit and when and why-too

many broken promises, no more chances with this

company. The soon-to-be-terminated employee,
one hopes, has a file full of reprimands and other
documentation of sub-par performance. But tit
maybe the termination is for something less pre-
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PSone
Florida State Garnes
The preferred name in video games

serving the rent-to-own industry

SERVICE. RELIABILITY. SATISFACTION

• Sony - Nintendo - Xbox - Direct

• 17 years in the video game category
• Serving the RTO industry for more than seven years
• Video game programs to fit your needs
• Direct-to-store shipping
• Orders processed in 24 to 48 hours

• Full support staff

• All orders shipped by Federal Express ground
• Point-of-purchase material available
• Replacement parts

Let us help you be part of the

Sl1-biUion-a-year video games business

FSG
FLORIDA STATE GAMES

6601 Lyons Road, Suite L9 • Coconut Creek, Florida 33073
Phone (954) 973-9100 • Phone (800) 343-4263 • Fax (954) 973-9102

E-mail denisefloridastategames.net
APR:) Associate Member since 1998
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e Information ... It's what feeds your rent-to-own business.

While it can be a powerful tool, it can also be difficult to

control. Power with control equals success. Our fast and

powerful software manages information in real time from

all of your stores, capitalizing on the latest developments
in internet and business technology, and giving you

instantly updated information from all locations for

ultimate control. If you are hungry for instant access

to all of your stores' information, then RSSS rental and

sales software is the ideal solution for you.

Harness
The Power ot= Int=orlDation

Today!
Call us at 1.800.334.5224 or visit us at www.rsss.com. A High Touch Company

APR:) Associate Member since 1986



DVD/CD Audio System
with MP3 Playback



RCA has your long-term renting solutions covered

because we build our products with future innovations in

mind. For example, if you're thinking digital-and soon every

one will be, you can get the whole picture from our High-

Definition Monitors with an integrated HD tuner for true high-

definition television ... now. RCA audio products are no exception,

either. Our Home Theatre Systems offer exceptional sound in new

and appealing styling and play multiple disc formats from CD, DVD and

even MP3. We even streamlined connection so everything works and

looks good together. Our commitment to tomorrow's technology

ensures your customer's rental-purchase experience is designed to last. More

importantly, it means a long-term rental contract won't be a quick turn-around

for the latest and greatest, because you're renting RCA.

RCA is dedicated to bringing the Rental-Purchase Industry electronic products

that are designed for the future-now. So think of our products as a capital

investment that will effect your Balance-On-Rent for years to come. RCA is sure

you'll soon discover, the future has never been clearer for your rental business.

ROil Changing Entertainment. Again.
www.rca.com



 



 



ost recently, a small group of Wall Street analysts and

Michael Anderson, an assistant professor of finance at the

University of Massachusetts-Dartmouth, met in New York

to discuss the rent-to-own industry on December 12,
2003. The meeting centered on academic research

Anderson and Sanjiv Iaggia, a professor of economics at e
Boston's Suffolk University, have been conducting on the

RTO transaction, including the results of two papers that

have been published in The Journal of Consumer Affairs
and The Journal ofApplied Business Research.

"Periodically, analysts for research firms that follow
the RTO industry for various institutional clients invite

industry executives to talk about their company and their
prospects," Anderson says. "They thought it would be

interesting to hear a presentation from someone outside
the industry this time."

The professors' research is particularly interesting
because it largely contradicts previous studies, which
have tended to view RTO contracts as "disguised install­
ment agreements." Central to this debate is the question
of whether RTO is used by customers as a means to pur­
chase or rent household items.

Past studies, most notably the Federal Trade
Commission report of 2000, relied on customer inter­
views and found that 60 percent to 70 percent of rental­

purchase agreements resulted in the item being pur­
chased. However, by examining transactional records
over a two-year time period, Anderson and Jaggia found

purchases comprise less than 40 percent.
"I was told my audience was mutual fund managers

and analysts interested in getting additional insight into
what is kind of an under-analyzed sector," Anderson says.

The Association of Progressive Rental Organizations
believes the new research is not only valuable informa­
tion' but also provides a powerful tool in the industry's
public relations and lobbying efforts. "For the past 20

years, our opponents have cited many studies citing the

high costs of RTO and the victimization of our cus­

tomers;' says APRO Public Affairs Director Richard May.
"Now we have an independent economic analysis that
reflects a different view of the industry and is available to

anybody, whether it's an investor, judge or legislator."
"Michael's work;' says Robert Strauss, a consumer and

retail senior analyst with Independent Research Group,
"brings additional visibility to a segment of retail that
continues to be underserved." Strauss and Independent
Research Group organized and hosted the meeting with
Anderson in New York City.
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WHY RTO?

Although
much of the attention paid to these two

studies has been recent, Anderson's plunge into
rent-to-own data actually began several years ago
when another professor suggested he

look into the industry for future research. "It
was actually very serendipitous," Anderson

says about the beginning of his research.

"Raymond Jackson, a colleague in the depart­
ment, had this idea to look at the rent-to-own

industry. He had read some literature and
noticed that no prior researcher had put it into
an economic framework."

Once the professors decided to focus their
economic research on RTO, what they needed
next was to acquire reliable data on which to

base their study.
Anderson and Jackson contacted APRO,

hoping the Association would be interested in

providing some research funding. However, in
order to avoid any impression of the research

being industry-funded and keeping it inde­

pendent, APRO put the professors in touch
with High Touch, a company that provides
RTO stores software to track transactions. "We
were able to get a bunch of data, so what real­

ly started as a modest, little project, turned into
a really major one," says Anderson.

Based in Wichita, KS, High Touch's Director of Sales
John Rogers says that he was interested in the possibili­
ties of Anderson's research when he first learned about
the project four years ago. "Regardless of how the results
turned out, I was excited to see that a university was

looking at RTO. At that time, there had been no formal
academic research into the industry."

After poring over data from 100 rental-purchase
stores across the country covering a lO-year time period
between 1991 and 2001, the professors decided to base



their research on 352,646 transactional records, 95 per­
cent of which originated between 1998 and 2001. "There
is so much information there that is so fascinating not

just in terms of RTO, but economics in general," says
Anderson. "There aren't many data sets that are this
detailed about consumer behaviors, so there are many
questions into which we can hopefully gain some

insight."

OLD QUESTIONS, NEW ANSWERS

The
result of Anderson's initial analysis of the data

turned out to be quite surprising and would later
form the basis for his paper, ''A Reconsideration
of Rent - to-Own;' which was published in the

winter 2001 issue of The Journal of Consumer Affairs.
Although the paper confirmed some of the previous
research by other entities, which had found the majority
of RTO customers to be low income and female, it con­

tradicted the negative view that RTO took advantage of
its customers.

"One thing that was interesting was seeing how little
work had been done on an important industry that

ous options outside the traditional methods of credit
cards and layaway to obtain goods for their homes.

The article suggests that a straightforward casting of
the rent - to-own agreement into a mold of an installment
sales contract obscures the actual benefits and costs to

the consumer and yields misleading public policy recom­

mendations. In reality, a rent - to-own agreement offers
consumers a series of valuable services and options
unavailable in the installment purchase contract.

A RECONSIDERATION OF RENT-TO-OWN

sO
what could be the reason behind such signifi­

cant differences in conclusions between
Anderson's study and earlier research? The answer

lay in whether RTO agreements were classified as

rentals or purchases, which was also the topic of
Anderson's second paper, "Rent-to-Own Agreements:
Purchases or Rentals?" published in The Journal of
Applied Business Research.

If most customers carried their RTO contracts to

term, then they could be classified as purchases, as was

the finding in the FTC telephone study, then the agree-

offers what is really a unique arrangement," says
Anderson. "What existing research that was out there was

all particularly one-sided. It seemed that the only view­

point that had been expressed was one that consumers

were being exploited by these agreements. As far as we

know, we published one of the first articles out there that
said, wait a minute, there are other economic reasons

why consumers would be interested in RTO."
The paper seemed to support what RTO owners had

been saying for years, that RTO offered customers vari-

ments could be viewed as installment contracts, resulting
in customers paying extremely high annual percentage
rates. In his second paper, however, Anderson's research

proved otherwise.
"Our main result, derived from an analysis of disposi­

tion and duration, is that RTO agreements are more fre­

quently used for short-term needs rather than as a

method of acquisition. Legislative and legal efforts to

classify RTO agreements as primary installment con­

tracts cannot be justified by their pattern of use in the
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the
Journal
of

consumer
affairs

marketplace;' says Anderson.
The second paper was significant from an RTO per­

spective because it revealed how customer surveys, as

helpful as they were in determining demographic infor­
mation, were severely limited in other ways. Primarily,
studies based upon customer interviews seemed to be
unable to predict accurately whether items
would be returned or rented to term and

purchased.
"The FTC report is based on survey data

and ours is based on transactional data,"
says Sanjiv Jaggia. "They both have their
own appeal in some ways, but there is no

doubt, in any academic's mind, that trans­

actional data is more reliable. In a survey
you ask somebody, 'Are you going to return

the item or purchase it?' The person will

say 'yes' or 'no' based on what they are feel-

ing at the time, but we don't know what
that person will really do."

This criticism of customer survey data,
now that it has been accepted into rep­
utable academic journals, could be helpful
in lobbying for the RTO industry, says
APRO's Richard May. "The second study goes at certain

lengths to question the validity of the conclusions of the
FTC report, which we have had difficulty explaining on

Capitol Hill," says May. "Before we had the FTC report
saying the RTO customers' ownership ratio is 70 percent,
which we have always questioned because that is just not

how it is in this business."

FUTURE RESEARCH AND ARTICLES

fter the publication of the first
two papers, detailing the work
he did with Raymond Jackson,
Anderson has continued his
RTO industry research with

Jaggia, who he met in graduate
school at Indiana University.
The pair has co-authored two

more papers, which are cur­

rently in the peer review

process, awaiting publication.
"Rent-to-Own Agreements:
Customer Characteristics and

Contract Outcomes" and "A Multiple Destinations

Analysis of Rent-to-Own Transactions" delve more

deeply into statistical analysis and economic theory.
"Michael contacted me two-and-a-half years ago with

a proposal to work on a few projects concerning rent-to­

own;' says Iaggia. "I didn't know much about the indus­

try, but he told me about the data he had, which was real­

ly a fabulous data set. My specialization is statistics and
econometrics, so we discussed some things and discov­
ered we had many ideas that we could pursue;' he says.
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Econometrics is the application of mathematical and sta­

tistical methods to economics.
"We are trying to explore these things with cutting­

edge statistical methods and being as careful as we can to

make transactional data more solid and reliable," says
Anderson. "At the same time, we're trying to understand

"Having this

independent
data will be

eye-opening and
could improve a

company's records
and annual

report."

some consumer behaviors, such as how does one pay
[weekly or monthly] and how long the agreement is and
how these factors contribute to the actual outcome of
transactions."

For their part, Anderson and Jaggia believe the future
of their research into the economics of the rent-to-own

industry and its transaction is very bright. Both expect
their partnership to continue to grow and additional

papers could be inevitable.

High Touch's Rogers is also looking forward to future
research by the professors because he thinks the more

detailed data will provide a deeper analysis of the RTO
transaction, which will be invaluable to RTO store own­

ers. "I don't believe that most dealers manage their busi­
ness using industry benchmark data;' he says. "Though
the industry has done well regardless, having this inde­

pendent data will be eye-opening and could improve a

company's records and annual report."
"We are very optimistic about this research because it

also gives insight into areas outside of the rental-pur­
chase industry;' says Jaggia. "For example, we are finding
that whether it is a weekly or a monthly rental has a big
impact on whether the item will be returned or not and
there should be absolutely no reason in pure economic
terms why that should make a difference. This, I think,
should have interest for any economist, not just one

studying rent - to-own stores."
To download a copy of ''A Reconsideration of Rent - to­

Own" or "Rent-to-Own Agreements: Purchases or

Rentalsi," go to www.APROVision.org/legalchannel.html. •

Stephen Schenck is a free-lance writer.
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DO NOT CALL:
e
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or some time, the American public made it clear that it was tired of being inter­

rupted at home by unsolicited sales calls coming at odd times during the day, but
most often during the dinner hour. The public outcry culminated with the u.s.

Congress enacting the Do-Not-Call Implementation Act (2003) and a Federal
Communications Commission rule that went into effect October I, 2003. FCC

Chairman Michael Powell called the new rule "the most sweeping consumer pro­
tection measure ever adopted by the FCC." Since consumers began listing home

telephone numbers on the federal do-not-call list last summer, more than 50 million
numbers have been accumulated. e Rental dealers ,are not primarily telemarketers­
the specific group at which the rule was aimed-but some rental dealer marketing activ­

ities will fall within the coverage of the new rule. Thisarticle will summarize how the new

rule will impact rental dealers. Dealers wanting more specific information can find the
full text of the FCC's 164-page report and order at www.fcc.gov/cgb/donotcall/.

ONCE AND FOR ALL?
e

BY ED WINN III
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While
the new rule has decimated the telemarketing industry, it should

only have a minor impact on rental industry practices. It will, however,
have some impact as the rule specifically covers telephone calls made to

consumers "for the purpose of encouraging the purchase or rental
of... goods or services."

RENTAL DEALERS AND THE FCC RULE

The new rule will affect rental dealers
in at least three areas:

1. There are a few rental dealers who
conduct true telemarketing. They pur­
chase lists of consumers, use telephone
directories and otherwise make cold
calls to consumers at their homes and

attempt either to rent them something
on the phone or get them to come

down to the store to rent something or

at least look around.
2. Some rental dealers regularly

revisit old customer files and make

telephone calls to former customers

and perhaps their references as well to

see if they are interested in coming
back in to rent something.

3. Some rental dealers, when they
are calling references on an account,
add a rental pitch to the verification

process. This practice is becoming
increasingly frequent in the industry.

Each of these activities is covered by
the broad language in the new rule and

qualifies the dealers as a telemarketer.

EXClUSIONS TO THE FCC RULE

What is not covered under the rule are

regular conversations with existing
customers and telephone collection
efforts by rental dealers. Some cus­

tomers might wish that placing their
home phone number on the federal
do-not-call register would keep rental
dealers from being able to call them
about their past due accounts, but that
was never the intent of Congress or the
rule makers and that is not how the
rule reads. The do-not-call rule has no

applicability to rental dealers' collec­
tion efforts.

Cold calls to potential customers,
however, are covered by the rule.

Telephone calls to former customers

are not covered by the rule as long as

they are made within 18 months of the
last transaction with that

.

customer.

Fairly read, the rule allows rental deal­
ers to make solicitation calls to former
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customers within 18 months of the

expiration of the last paid rental period
on an agreement with that customer.

The rule also excludes calls made to

prospective customers within 90 days of
the customer's last contact with the
store. Rental dealers can call consumers

who fill out a rental order/application
for 90 days without having to comply
with the rule. The commentary suggests
that a consumer who calls the store

merely inquiring about pricing or avail­

ability may not fit within the 90-day
exclusion, although there is consumer

conduct contemplated by the rule short
of filling out a rental order/application
that would be included within the 90-

day exclusion.
The 18-month and 90-day exclu­

sions are the most important exclu­
sions for rental dealers. The FCC con­

sidered and rejected a small business

exception. Other exclusions that deal­
ers may use from time to time include
the following:

1. Business to business calls. Only
consumer home phone and cell phone
numbers can be put on the federal do­
not-call list. There are no restrictions
on rental dealers soliciting commercial

accounts on the phone.
2. Signed written consent. Rental

dealers may call consumers who have

given the dealer a signed written con­

sent to do so, even if their telephone
number is on the federal list. The con­

sent will be valid until the consumer

revokes it in writing.
3. Family and friends. Rental deal­

ers and their employees may make
unsolicited telephone solicitations to

people with whom they have a person­
al relationship without checking the
federal list. A personal relationship
means a family member, friend or

acquaintance.
Unless a rental dealer can fit the tele­

phone call into one of these exclusions,
then the call is covered by the rule and
the dealer must comply with it. Dealers
should note that the rule purports to

regulate both interstate and intrastate
calls. It remains to be seen whether the
FCC has the constitutional authority to

RENTAL DEALERS SHOULD BE
AWARE THAT THE ISSUE AND THE
RULE HAVE GOTTEN A LOT OF
PUBLICITY AND THAT
CONSUMERS ARE
GENERALLY AWARE OF
THE DO-NOT-CALL

LIST, ESPECIALLY IF
THEY HAVE TAKEN
THE TIME TO GET
ON IT. THEY ARE
nUl CK TO FILE
COMPLAINTS AGAINST
COMPANIES WHO CALL
THEM WHEN THEY
SHOULDN'T.



regulate calls made entirely within a

state, but the FCC has concluded that it
does have that authority since having
one national do-not-call database is the
most efficient and economical way to

regulate unsolicited sales to consumers

in their homes.

Telemarketing companies immedi­

ately challenged the rule last October
on First Amendment freedom of speech
grounds and a federal district court ini­

tially determined that the rule was

unconstitutional. However, the 10th
Circuit quickly overruled the district
court and allowed the rule to become
effective. In theory, the federal govern­
ment only has the power to regulate
interstate commerce under the
Constitution. The authority of the FCC
to regulate purely intrastate telephone
calls has not yet been challenged, but

surely will be. Until then, the rule is in
effect and will apply to a one-store deal­
er who makes unsolicited telephone
calls with customers only in that state.

STATE DO-NOHALl STATUTES AND THE FCC RULE

Today, there are 36 states with their
own do-not-call statutes and data­

bases of telephone numbers. Some
state statutes offer more consumer pro­
tection than the federal rule; some less.
The FCC has announced its intention
to harmonize the state and federal do­
not-call lists and rule as much as possi­
ble and toward that end has adopted an

I8-month transition period to allow
states to download their lists into the
federal lists.

Some states are currently prohibited
from doing just that by their own state

enactments. There is an ongoing
debate as to the future of the various
state do-not-call statutes. State attor­

neys general, for example, do not want

to lose their ability to sue telemarketers
in state court using their state's statutes.

The FCC has declared that the federal
rule is merely a floor and that the states

can enact more rigorous consumer

protections relating to telephone solic­
itations. At the same time, however, the
Commission has announced its decid­
ed preference for one list and one rule
to ease the compliance burden.

It is too early to tell whether the
states will fall in line and allow the one-

list, one-rule notion to prevail. In the
meantime, rental dealers will have to

check in their own states to see if theirs
is a more restrictive do-not-call statute

than the FCC rule. For example,
Louisiana, Missouri, Pennsylvania,
Tennessee and Texas all have estab­
lished business relationship exclusions
shorter thanthe FCC's I8-month peri­
od. Presumably, those shorter state

periods will prevail in those states

unless those states adopt the legislation
to conform their laws to the FCC rule.

COMPLIANCE ISSUES WITH THE FCC RULE

What does it mean to be covered by the
FCC rule? It means that rental deal­

ers will have to compare the telephone
numbers that they want to call in any
one of the three categories listed above

against the numbers on the national
do-not-call list and then refrain from

calling any of the numbers on the feder­
allist. Rental dealers can download up
to five area codes on the list for free.
After the first five, dealers will have to

pay $25 per area code. The entire
national list with all area codes will cost

$7,350. The lists can be downloaded
from www.telemarketing.donotcall.gov.

Rental dealers will have to update
their lists quarterly. There is not yet
software generally available that will

compare telephone numbers automati­

cally, but there soon will be. In the
meantime, dealers must compare lists

manually before making any calls cov­

ered by the rule.

COMPANY-SPECIFIC DO-NOT-CALlllSTS

In addition, the rule requires that
rental dealers who make telephone

solicitations covered by the FCC rule
must also maintain an internal compa­
ny-specific do-not-call Iist. Consumers
can request that the dealers put their
number on the company list and not

call it. Dealers must keep numbers on

the list for five years. The rule also

requires dealers to have written policies
in place concerning the company list. A
dealer must make the policy available
to a consumer upon request. The rule

specifically allows consumers who
would otherwise fall under an excep­
tion to the rule, e.g. a former customer

within the past 18 months, to get on

the company do-not-call list, in which
case, the company cannot call. The rule

requires dealers to process requests to

be put on a company-specific list with­
in 30 days of the request.

SAFE HARBOR UNDER THE FCC RULE

There is a safe harbor defense to allega­
tions that the dealer has violated the

rule by calling someone whose number is
on the federal list. There is no liability for
a dealer who, as a part of its routine busi­
ness practices, has 1) established and

implemented written procedures to

comply with the do-not-call rules, 2)
trained employees in the procedures
established pursuant to the do-not-call
rules, 3) maintained and recorded a list of

telephone numbers that may not be con­

tacted, 4) uses a process to prevent tele­

marketing to any telephone number on

any list established pursuant to the do­
not-call rules using a version of the feder­
allist dated not more than three months

prior to the call and maintains records

documenting this process, and 5) any
subsequent call otherwise violating the
do-not-call rules is the result of error.

There are separate rules for telemar­
keters using prerecorded messages,
autodialers, fax machine solicitations
and ID blocking devices on their

phones that are beyond the scope of
this article.

If dealers find the FCC rule too cum­

bersome' they can, of course, make the
decision not to make the kinds of tele­

phone calls that trigger coverage under
the regulations. Otherwise, rental deal­
ers should be aware that the issue and
the rule have gotten a lot of publicity
and that consumers are generally aware

of the do-not-call list, especially if they
have taken the time to get on it. They are

quick to file complaints against compa­
nies who call them when they shouldn't.
There have already been some six-figure
fines assessed under the rule.

APRO member dealers wanting
more information about how the rule
works or information about state laws
should contact the APRO office at

800/204-2776 or e-mail Ed Winn at

edwinn@e-bylaw.com.•

Ed Winn III is APRO's legal counsel.
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ow much organizational
indifference is in your
company? What percent
of your employees come

.to work just to get a pay­
check or to add the

organization to their
resume? Ten 'percent? Twenty-five percent?
Maybe 75 percent? Realize that no matter what

percent you perceive, the reality is usually much

greater. When you consider all the labor costs

involved in recruiting, hiring, training and pay­
ing benefits, do you really want even one organi­
zationally indifferent person on your team?

When you rid your team of organizational in­

difference, your employees are eager to express
new ideas and genuinely want to

help clients. They are excited to

come to work because they
know their contributions matter

and they have a definite purpose
in the organization. As a result,
customers enjoy doing business
with the company, thus increas­

ing your revenue and profitabil­
ity. Additionally, your operating
expenses and turnover decrease
as employees take a more active
role in the company. Productiv­

ity soars as each employee
strives to make a positive impact
on the bottom-line.

Think the above scenario
couldn't possibly come true in

your organization? Think

again. It is possible to overcome

organizational indifference and
transform your team into a

unified workforce with an en­

trepreneurial spirit that sus­

tains focused effort, flexibility
and the willingness to seize new

opportunities. To analyze
where your team is on the in­
difference scale and begin to fill

any gaps that exist, rate how
well your employees perform
each of the following tasks.

1. COMMUNICATE THE
ORGANIZATION'S VISION

The company's vision is more than words on

paper. It's a lofty goal of where you want the

company to be and how you want the commu­

nity to perceive the organization. While the
business owners and senior level executives usu­

ally know and strive to uphold the company's
vision, front line employees typically have only a
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vague idea of the vision and cannot fully grasp its importance. This
is unfortunate, because if you want a unified, entrepreneurial spirit
to take hold in your organization, your team must understand and
believe the vision you set forth. Your employees can only operate at

their best when they have a reason to do so.

When your employees know and embrace the vision, they'll have
a newfound purpose for their everyday activities. They'll have a

sense of the "big picture" and will be able to understand how their

actions, routine as they may be, contribute to the greater goal.
Studies show that people want to do their best; they want to excel, to

be involved and to take an active leadership role in their job.
However, they can only do that when they believe that their contri­
butions matter and they see value in their actions.

Walk around your organization and ask your employees if they
know 1) the company's vision, 2) what it means, and 3) how their
actions contribute to it. If they are unable to answer all three parts of

the question, it's time to explain the
vision in detail and exemplify it with

your actions.

2. USE THE TECHNOLOGY TOOLS
THEY HAVE AVAILABLE IN AN
EFFECTIVE MANNER

Most employees know how to "get
around" in various computer programs
and they know how to create a sales

piece, a spreadsheet or a brochure; how­
ever, many of those people could reduce
the amount of time they spend on their
tasks if they simply knew the productivi­
ty skills for the given technology. The fact
is that no matter how much you invest in

technology and no matter how many
training sessions you send your people
to, you'll never know if your employees
are using the technology effectively un­

less you measure their performance. You
must know where your people are in
terms of their technological skills as well
as where you want them to be.

Ask yourself, "How effective is the

technology training we've done?" "Do

my employees really get their tasks done
in the shortest amount of time?" and
"How much downtime do my employ­
ees have as a result of equipment mal­
functions?" Most company leaders find
that their employees actually have very

little understanding of the skills that would increase their productiv­
ity and make their documents better.

To accurately uncover the truth behind the technology in your
office and your employees' skill level, have an outside consultant
track your team's productivity and downtime. Also, have the con­

sultant question your employees about their comfort level with var­

ious technologies so your team can tell you where they want addi­
tional training. The more proficient your employees are with the

technology tools available, the more capable they'll be able to serve

clients and create results.



3. ROUTINELY GIVE PRAISE
AND RECOGNITION

For an organization to thrive and for employees
to feel valued, there must be a company-wide envi­
ronment of praise and recognition. An ideal envi­
ronment is one where not only does management
praise and recognize employees, but also employees
praise and recognize each other and the manage­
ment team. Why is this so important for dispelling
organizational indifference? Because any kind of
team endeavor is going to be enhanced when the
team members approve, praise and encourage each
other's efforts. Conversely, when team members
have a negative view towards each other, then the
team typically falls apart.

In order to create an environment of praise and

recognition, CEOs and senior managers must lead

by example. Answer this: Have you given praise
and/or recognition to your employees in the past
seven days? Do your employees know what is ex­

pected of them? Do you give your employees op­
portunities to learn and grow? If you answered "no"
to any question, then you need to give greater focus

.: to your praise and recognition efforts. Establish av­

enues where employees can receive recognition,
such as in company newsletters, postings on bul­
letin boards or even with handwritten thank-you
notes from the management team. Show your em­

ployees that they're valued and they in turn will
value the company.

ORGANIZATIONAL INDIFFERENCE QUIZ
To learn how much organizational indifference exists in your

company, have your employees anonymously answer the following
questions.
On a scale of 1-10 (10 high), rate how well you:

1. Understand the organization's mission, vision and goals. __

2. Understand the organization's competitive advantage. __

3. Know and support the organization's core values.
__

4. Initiate actions that could benefit the organization. __

5. Respond to customer needs in an exemplary way. __

6. Know when you have authority to take action on behalf of the

organization-and do it.
__

7. Use the technology tools you have available in an effective

manner.

8. Feel and act as if your opinions count.
__

9. Routinely give and receive praise and recognition. __

10. Enjoy what you are doing. __

Total score:

Scoring guide:
90-100: Vibrant workforce

75-89: Positive environment

40-74: Complacency reigns
1-39: Serious problems

4. KNOW WHEN THEY HAVE THE
AUTHORITY TO TAKE ACTION ON BEHALF
OF THE ORGANIZATION-AND DO IT

Many company leaders talk about empowering their employees,
but when it comes time for employees to exert their authority in a

situation, they quickly learn that empowerment does not exist.
That's because too many company executives fail to realize that
empowerment is more than assigning authority; rather, empower­
ment is a three-fold process that builds trust between the employees
and the corporation.

First, when employees are empowered, they know precisely how
much latitude they have in any given situation. They don't have to

second-guess themselves when they make decisions because man­

agers have detailed what each person can do. Second, when empow­
ered employees have reached the limit of their authority, they know
the steps to take to find out additional information or to make sug­
gestions. Finally, empowered employees are not afraid to think out­
side the box or offer ideas because they know they have manage­
ment's support and that the senior executives want their input. They
feel that the company values their ideas and strive to devise new ways
to help the organization perform better.

As you strive to empower your workforce, take the time to detail
the latitude each person has, the processes in which to channel new

ideas and ways for managers to show their support. And remember
that empowerment is a two-way street. It's a shared responsibility
between employees and managers that instills trust and responsibil­
ity in every team member.

r

PROVEN RESULTS
When your employees know what the organ­

ization is about, how to use their technology
effectively, how to instill team motivation and
what their empowerment processes are, you lay
the groundwork for eliminating organizational
indifference. And when your employees care

about the organization and are excited about
their work, they'll solve more problems, serve

customers better and contribute to the compa­
ny's success significantly, thus increasing bot­
tom-line profits. It's the combination of these
four elements that moves the organization for­
ward and unifies people with the entrepreneur­
ial spirit that leads to long-lasting results.•

Linda Keefe is a speaker, consultant and CEO of
Shared Results International, a business focused
on helping companies achieve faster growth and

higher productivity. She provides solutions to

companies which allow them to overcome organi­
zational indifference, communication problems
and technological skill deficiencies. She can be
reached at 888/689-8077 or lindakeefe@
sharedresults. com.
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AN APROFILE
BY KRISTEN CARD

IT WAS 1975 AND JIM BROWN WAS
AT A CROSSROADS. HE HAD BEEN
IN THE RENT- TO-OWN BUSINESS
FOR A DECADE AND WAS THINKING
ABOUT GETTING OUT.

OR KANSAS

1M
E'S
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"I ALWAYS THINK WE CAN DO BETTER
IN OUR MARKET HERE, EXPANDING INTO

DIFFERENT PRODUCTS, DIFFERENT AREAS.
I'M SATISFIED BEING IN THIS MARKET,

BUT WE WANT TO EXPAND OUR STORES
AND THE BUSINESS WE DO HERE."

here came a time when we were trying to

grow ABC [Rent-to-Own], and we just
couldn't seem to get it up and going like we wanted,"
says Brown. ''And it just wasn't a real pretty business
back then. We were mostly dealing with welfare peo­
ple and that sort of thing. We were at 90 percent of
our marketing effort, but getting only lO percent of
the potential business.

"So I went down to Houston, Texas, and spent a

week with Chuck Sims at his Remco stores," says
Brown. "I saw what he was doing-he was tar­

geting his business more toward a middle-class popula­
tion, upgrading his merchandise to brand-name and

adjusting his prices some. He was doing a lot of business
and becoming very successful. And I saw where we proba­
bly could do that, too.

"So I came back and started implementing some of that
stuff and just right off, we started drawing, too. We became

very successful doing it that way," says Brown. "I've always
thought Chuck Sims was the first one to really revolution­
ize the rent-to-own business. He's one of the main reasons

I'm so successful today. I can't thank him enough."
"Y'know," says Brown, "he's from Kansas, too. It's funny

how a lot of the trails lead right back here to Wichita."
And that's how Jim Brown stayed in the rental-purchase

industry-and stayed and stayed. Today, with almost 40

years under his belt, Brown is a tried-and-true RTO veter­

an, one of the few remaining charter members of the
Association of Progressive Rental Organizations.

And he's right-it does seem a little more than coinci­
dental how many RTO legends not only hail from the
Sunflower State, but also happened to cut their profession­
al teeth at Mr. T's Rental in Wichita. Ernie Talley, an indus­

try pioneer and former CEO of Rent-A-Center, owned the
business. Among his notable hires were Rent-A-Center
founder Tom Devlin, Chuck Sims and Bud Holladay.

But while his RTO peers blazed trails away from

Wichita, Brown is the one who stayed on the home front.

Born and bred in this south-central Kansas city, 57-year­
old Brown has simply never seen a reason to leave. If he
ever experienced Dorothy Gale's feeling of not being in

Kansas anymore, Jim Brown clearly didn't care for it.
Brown was a 19-year-old Wichita State University stu­

dent when he began working part-time at Mr. T's in 1965.
"I was pretty young:' says Brown, "and I thought it was

a fun job. We went out and delivered and a lot of people
we dealt with didn't even have telephones yet, so we did a

lot of collecting in peoples' homes. I just thought it was e
fun. It wasn't hard."

Within a year of Brown's hire, Talley decided to move

out of Wichita and on to bigger markets. He sold Mr. T's
rental accounts to brothers John and George Parsons, the
owners of competitor ABC Rental. Brown began working
full-time for the Parsons brothers, managing the Wichita
store and, when they opened up an Oklahoma City loca­
tion, Brown oversaw it, too.

In 1972, the brothers decided to dissolve their partner-
ship. George Parsons teamed up with Brown to run ABC's e
two Wichita stores; they also bought a Kansas City loca-
tion. Brown and Parsons eventually sold the Kansas City
store and opened up a third Wichita location. And those

three Wichita-based stores make up the ABC Rent-to­
Own chain today.

"When I was traveling back and forth, I didn't like being
gone from home too much;' says Brown. "I guess I kind of
made the decision back then that I wasn't all that interest­
ed in going into markets outside ofWichita. I always think
we can do better in our market here, expanding into dif­
ferent products, different areas. I'm satisfied being in this
market, but we want to expand our stores and the business
we do here."

Brown's heartland stick-to-itiveness and hometown
devotion may well be what gives ABC Rent-to-Own its

.

competitive advantage.
"We've offered better products and better service for a

longer period of time than anybody else," says Brown.
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"There's nobody else in this market who can say they've
been in business close to 40 years, so that says something
for itself.

"And that shows up in our repeating business;' he says.
"Once we get a customer, we usually keep him. I think if

you offer your customers good service, good products at

competitive prices, and always put your customers first­

along with your employees-then you can't go wrong.
Rent -to-own customers are not any different than regular
retail customers. Their situation may be a little different
from time to time, but they want good products, they want

good service and they want to be treated fairly, friendly
and with respect. It's just pretty simple, really."

Brown says he sees plenty of opportunity for expansion
in the consumer/residential product area, in high-tech
electronics, computers and higher-end furniture.

"We were the first Wichita store to rent color televisions
and everybody thought we were nuts;' says Brown. "But
when we started to do that, we saw growth. The same thing
happened when we got into renting furniture. I've always
thought you have to find out what people want, find out

where the need is. Then just meet it and you're there."
Despite his longtime partnership with George Parsons,

Brown might sound like he's used to running his business
alone. But that's only partially right.

Parsons was actively involved in the company at the

beginning of their partnership, but for the past 20 years or

so, Brown has been directing the day-to-day activity of
ABC Rent-to-Own while Parsons developed a real estate

business, became politically active and consulted from the
sidelines.

So when Parsons, 73, succumbed to advanced
Parkinson's disease last October, Brown knew how to keep
the business running smoothly. What he didn't know was

how to fill the hole where Parsons' invaluable insight and
camaraderie had been.

"We officed together, saw one another every day;' says
Brown in understated brevity. "We were together over 37

years. It's a sad thing. I really miss him."
Part of the legacy Parsons left behind is Brown's contin­

uing participation in APRO-particularly in the organiza­
tion's government relations and legislative efforts.

"In the late '70s and early '80s, [George] began to get
more involved in politics at the local level, the state level
and, finally, the national level;' says Brown. "Then, about 10

years ago, he went with me to Washington for the AFRO

legislative trip and really opened some doors for me.

"Together, we developed good relationships with all our

congressmen, our senators and everybody in their offices.
We were able to persuade all four Kansas congressmen and
both of our senators to co-sponsor the [rental-purchase
industry's] federal legislation. I'm really proud of that-
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it's very important and a very big achievement for me

and for our trade organization."
Through his individual efforts, Brown has illustrat­

ed his strong belief in APRO's work to secure HR
996/S 884, the Consumer Rental-Purchase Agreement
Act. But he also realizes the power of strength in num­

bers and hopes APRO's aspirations to grow its mem­

bership come to fruition.
"As far as industries go, we're still probably sort of

young," says Brown. "But any industry, any business,
cannot operate to its full potential without a good
trade organization like APRO. As you look across the

country, every successful industry has a successful
trade organization supporting it. You've got to band

together if you're going to get anything done and have
a good quality organization. I'd put APRO up against
anybody."

As a charter member of the organization, says
Brown he's definitely satisfied with APRO's current

direction, leadership and priorities, which include

approval of the federal bill, addressing health insur­
ance issues and enhancing industry ethics standards.

"Well, I said it before, but early on, the rent - to-own

business wasn't really well-respected," says Brown.
"Chuck Sims figured it out and helped me and was

instrumental in helping the trade organization do

something about it. One of the things I'm proudest of

professionally is the way the industry, and even ABC

[Rent - to-Own], has turned the business around to

where it's a valued, well-respected business and how
now we all can be proud to be in the rent-to-own

business."

Yep, Jim Brown sticks around-and not just pro­
fessionally. A committed family man, he's been mar­

ried for 36 years; he and his family have lived on the
same acreage just outside Wichita for more than two

decades; and, while he enjoys fishing and hunting, he's

typically spent his weekends rodeoing-team and calf

roping-since he was 21.
So what about all those new-age gurus who insist

you've got to smash the molds, break the patterns and
take risks to make progress? Plainly put, Brown isn't

buying.
"People have asked me through the years, 'How

have you been able to be successful?'" says Brown. ''And

my answer is that it's really not all that difficult. If you
show up every day and you honestly do your job, well,
that's about 75 percent of it right there. And then you
always watch for new ways to improve things!'

Brown might consider adding one more essential
element to that simple formula: When you find some­

thing you like, stay with it. Sometimes, it's gets even

better.
"There was a time in our industry-and a lot of

people won't admit this-but sometimes, when peo­
ple asked you what you did for a living, you'd mumble
it under your breath;' says Brown. "But nowadays,
everybody can hold their head high and I think it's

just fantastic.
"I've always liked the rent - to-own business. Still

do. That's really about it." •

Kristen Card is an independent business writer in
Austin, TX.
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Get prepared.

By getting involved with your local Red Cross to prepare for the unexpected, you can strengthen your entire community. Begin by
making a family disaster plan and assembling a disaster supplies kit. Or consider giving blood, volunteering, getting trained in lifesaving
skills or even making a donation. When we come together, we become part of something bigger than us all. Learn how to prepare

yourself, your family and your community today by contacting your local American Red Cross chapter or visiting www.redcross.org

TOGETHERWE Make a plan Build a kit Get trained Volunteer Give blood

+ American
Red Cross

Together, we can save a life
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Management/Miscellaneous Services
The foLLowing list of management and misceLLaneous service suppliers cater to the rental-purchase industry. ALL are either APRO associate

members (*), advertisers in APRO publications (+), APRO convention exhibitors (1\) or APRO-endorsed member benefit program providers ("").

-

ACCOUNTING SERVICES Inform Business Services *" Lynnray Financial Corp. * Foresight Inc. *"+ RTO ConsuLting &
---------------------------

Contact: Chet Pensak Contact: Bill Lassiter Contact: Terry Brewster Management Inc. *

Grant Thornton LLP * 1209 S. Ridgewood Ave. 5696 Peachtree Pkwy. P.O. Box 535367 Contact: Lindsey Semon

Contact: Jon A. Wolkenstein Daytona Beach, FL 32114-6127 Norcross, GA 30092 Grand Prairie, TX 75050 P. O. Box 17188

1717 Main St., Ste. 500 386/252-5766 800/535-4138, ext. 101 800/733-0811 Charlotte, NC 28227

Dallas, TX 75201 Fax 800/550-1554 Fax 770/263-3775 Fax 972/343-2077 704/844-9227
214/561-2318 Mail South * RepubLic Bank/ Mass Marketing Insurance

Fax 704/844-9659
Fax 214/561-2370 Contact: Kenny King Currency Connection *" ConsuLtants - TeLetrack Inc. *"+

Kirkpatrick, Sprecker & Co. LLP *+ P.O. Box 1901 Contact: Tammy Webb Contact: Edwin J. Sterczek Contact: Scrib Dailey
Contact: Jim Hubbard CPA Ocean Springs, MS 39566 601 W. Market St., 6th Fl. 14616 John Humphrey Dr. 155 Technology Pkwy., Ste. 800

311 S. Hillside St. 228/872-9828 Louisville, KY 40202 Orland Park, IL 60462-2642 Norcross, GA 30092

Wichita, KS 67211-2130 Fax 413/677-7601 502/588-1035 708/349-3900, ext. 815 800/729-6981, ext.1709 e316/685-1411 PracticaL Promotions *"
Fax 502/588-1034 Fax 708/349-0105 Fax 770/449-6647

Fax 316/685-4575 Contact: Terry Cahill White Properties Inc. * RTO Insurance LLC-

White & Associates LLC * 1205 Manley Loop Contact: Bill White a subsidiary of Integrated ��-�!���-�{��-�!!���-��
Contact: Michael S. White Dickson, TN 37055 P.O. Box 850172 Insurance & Risk Management *"

201 N. Main, Ste. 300 615/441-3796 Mesquite, TX 75185-0172 Contact: Robert P. Scott Dispute Systems Inc. -

Wichita, KS 67202-1500 Fax 615/441-6859 972/288-4344 1912 N. Sheridan Rd. Contact: Larry Montgomery

316/265-4877 Fax 972/288-4313 Peoria, IL 61604 P.O. Box 50208

Fax 316/263-3013
Thompson Wells 309/686-3737 Austin, TX 78763-0208
Advertising Ltd. *

FRANCHISING AND Fax 309/686-3771 512/454-5388
Contact: O.J. Johnson Fax 512/454-5422

ADVERTISING/PROMOTIONAL 1601 S. Federal, Ste. 107 STORE LICENSING RTO Systems Inc./
----------------------------------

Denver, CO 80219
---------------------

WaLter CLark & Associates *-

ADPRO-Ads *" 303/922-5571 Aaron's SaLes and Lease Contact: Barry L. Gambini
PAYROLL AND INSURANCE

Contact: Rick Delcamp Fax 303/922-5574 Ownership * 1055 W. Morton, Ste. C SERVICES
-----------

eP.O. Box 610 Contact: Jim Thrash Porterville, CA 93257

Dover, AR 72837 AIRBORNE 309 E. Paces Ferry 559/781-3466 Career Management
866/970-7659 ------------- Atlanta, GA 30305-2377 Fax 559/781-4956 Services Inc. *

Fax 866/455-4644 Unishippers -
800/551-6015 Contact: Jeff Kearns

Strategic Marketing P.O. Box 270
Bonnie the FLyer Specialist/ Contact: Stacy Biagi CoLorTyme Inc. *"+ Associates Inc. *"+ Farmington, MO 63640
America On HoLd *" 2226-A Westborough Blvd., Contact: Steven M. Arendt Contact: Alan Stein 800/888-8179

Contact: Bonnie Nitzsche No. 303 5700 Tennyson Pkwy., Ste. 180 3300 N. University Dr., Ste. 408 Fax 786/513-3967
10110 Cinti-Cols Rd. South San Francisco, CA 94080 Plano, TX 75024 Coral Springs, FL 33065

Cincinnati, OH 45241 650/754-0790 972/403-4950 954/344-7900 SPEaAL SERVICES
800/83-PRINT Fax 650/754-0789 Fax 972/403-4936 Fax 954/344-7990 ----------------------

Fax 513/777-5757 Premier RentaL-Purchase Inc. + NationaL EducationaL Music Co. *

The Business Source Inc. * BUYING GROUPS Contact: Trooper Earle LEGAL SERVICES Contact: Ken Maehl--------------------

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

Contact: Michael P. Gough P.O. Box 244 1181 Rt. 22

318 Delaware Ave. Southwest Associated Lightfoot, VA 23090 Martinec, Winn, Vickers and Mountainside, NJ 7092 e(

Delmar, NY 12054 Furniture Buyers Inc. *

757/258-8947 Bynum - 908/232-6700, ext. 230

518/475-9250 Contact: Jennifer Ray Fax 757/258-9262 Contact: Edward L. Winn III Fax 908/232-3149
Fax 518/475-9251 3 Skyline Dr. 919 Congress Ave., 15th Fl.

Terrell, TX 75180 Rent America Inc. *

Austin, TX 78701 South East Auto DeaLers RentaL
CentraL File Inc. *"

800/527-5378 Contact: Larry Tinney 512/476-0750, ext. 111 Association Inc. *

Contact: Alan Benson Fax 972/563-5965 5408 Yadkin Rd. Fax 512/476-0753 Contact: John Garner
5277 W. Beaver Creek Pkwy.

TRIB Group *"+
Fayetteville, NC 28303-3199 P.O. Box 29668

Brown Deer, WI 53223 910/864-5778 New Orleans, LA 70189

414/365-9000 Contact: Dennis Shields MANAGEMENT SERVICES
504/241-0211 e2775 Cruse Rd., Bldg. 2401 Rent-n-RoLL LLC, dba Rent-n-RoLL

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

Fax 414/365-9001
Lawrenceville, GA 30044 Custom WheeLs and Tires *" Innovative Insights LLC *"

Fax 504/241-0205

G&G Graphics and Promotions *" 770/451-4302 Contact: Larry Sutton Contact: C. Keith Carrico PHR
Contact: Gene Pharis Fax 770/451-4312 14620 Nebraska Ave., Bldg. B 13611 Barrett Office Dr. TRUCKS

---------

6850 Shiloh Rd. E., Ste. A Tampa, FL 33613 St. Louis, MO 63021

Alpharetta, GA 30005 FINANCIAL SERVICES 813/977-9800 314/835-0005 FLX-Industries Inc. *"

678/947-3700 ------------------------- Fax 813/978-0584 Fax 314/835-1650 Contact: Alan H. Peters

Fax 678/947-8688 DuoCard *"
P.O. Box 520

Contact: Dick Furlong INSURANCE
Route View TechnoLogies *"

Pikeville, TN 37367-0520
Imagery Marketing -------------- Contact: Paul Tollefson 423/447-2187, ext. 23
ConsuLtants *"+ P.O. Box 17135 2999 W. County Rd. 42, Fax 423/447-6502

Contact: Marty Smith Tampa, FL 33682 Benefit Marketing SoLutions *"

Ste. 220
13611 Barrett Office Dr. 813/287-9996 Contact: Susan Matthews Burnsville, MN 55306
St. Louis, MO 63021 Fax 810/958-5149 430 S. Bryan/Beltline 952/746-5590, ext. 101

314/835-0004 Mesquite, TX 75149 Fax 952/746-5598
Fax 314/835-1650 972/285-1355 eFax 972/288-4313

�----------------------------------------------
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--------- ..

Fouts Bros. UD-Isuzu­
GMC Truck Inc. *11+

Contact: John Nace
2120 Atlanta Rd.

Smyrna, GA 30080

678/300-8492
Fax 770/682-1896

Kelley Commercial Trucks

(formerly McNamara Isuzu) *II

Contact: Michelle Dunning
2915 Lawrenceville Hwy.

aucker, GA 30084

_70/270-6765
Fax 770/270-6774

TEC of California * 11+

Contact: Gale Schultz
14085 Valley Blvd.
Fontana, CA 92335

909/768-4583
Fax 909/346-3998

WAGE AND HOUR CONSULTATION

Harry Weisbrod Assoc. Inc. -

Contact: Brian Farrington
.20 W. 3rd St., Ste. 212

'Wft. Worth, TX 76102

817/429-8011
Fax 817/870-2044

WAREHOUSE AND DELIVERY

SUPPLIES

RES Marketing Inc. *11+

Contact: Michael E. Gerwe Jr.
4909 Nassau St.

Tampa, FL 33607

800/444-7304, ext. 210
Fax 800/444-7312

aed Distributors *II

Contact: Tammy Williams
2830 Merrell Rd.
Dallas, TX 75229

214/630-6100
Fax 214/631-2247

----------.1

ADVERTISER INDEX

PowerMate/LP International 10
Premier Rents 15
Rental Information Systems 31
RES Accessories 12

RSSS 23
RTO Pro Software 13
Teletrack 19
Thomson/RCA 24-25

TRIB Group 13
Truce 22

Whirlpool .IFC
Zenith BC

Alliance Computing Technologies 14
American Red Cross .45

BDI-Laguna 11

ColorTyme 47
Florida State Games 21

Foresight 4
Fouts Bros 8
G.E. Appliances IBC

High Touch 3
Ideal Software 17

Kirkpatrick, Sprecker & Co 2
Nova Lighting 15
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a rousing seminar about the value
of RTO and how he runs his stores

in Nebraska. APRO General Coun­
sel Ed Winn summarized legal news

at the state and federal levels.
The dealers also elected the fol­

lowing officers: Sidney Burton,
president; James Patterson of Conti­
nental Rental, vice president; Timo­

thy Quast of Quast, Janke & Co.,
secretary/treasurer; Barry Neumeyer
of Northern Rental Center, board
member; Chris Noordyke of Quali­
ty Rent - To-Own, board member;
and Mark Taylor of Michigan Rent
To Own, board member.

Michigan dealers
rejuvenate state
assodation

Michigan rental dealers gathered
for their first meeting in over

a decade on January 21 in Mt. Pleas­

ant, MI. The group's reorganization
proved very successful, according to

Sidney Burton, owner of Hometown
Rent To Own, who took the helm in

getting the group together with the
assistance of Ohio rental dealer and
AFRO State Coordinating Commit­
tee member Amy Zeller.

"Amy was instrumental in get­
ting this meeting organized;' says
Burton. "We couldn't have done it
without her." California dealers

Twenty Michigan rental dealers discuss tax issues at
attended the meeting, iePJesenting annu.al meeting11 companies scattered throughout
the state. Burton wasespecially . M�mbers of the California

grateful to the former Michigan Rental Dealers Association
bo{rd members who all attended met Ianuary 14 for their annual

,...and agreed to serve on the new meeting. The group discussed pro-

�oar:d. «Their desire-is ,to see rthe posed changes. to the state workers'

I Michigan association regain its' compensation liws and also person-
I vitality. They want to tlo{their part al property tax issues. Several coun-

to ensure that this state will-always ty assessing offices recently attempt-
be a good place to do business for ed t�sess personal property taxes

consumers and rental dealers alike," on rental dealers.

says Burton. The meeting was spon - The dealers then heard an update
.

s�red by industry suppliers Welto�! on the federal legislative effort from
Sound Systems, USA. and D_S1-. Other APRO General Counsel E��lWinn.
yendOrs attending included Hugh C.c;!-.<}PR\Q..Eres·dentd?aul b'avis
Dalton from Cat Communications. made a personal plea to California

Opening the program was the rental dealers to get involved with
former Michigan Rental Dealers this effort and, in particular, to

A_ssociation President Jim Patterson, attend the APRO Legislative Con-

who introduced his CPATim.- ference in May.
Quast. Quast summarized Patter- The dealers discussed having a

son's lO-year battle with vaTi_ed tax" ,I, legislative day in Sacramento simi-
authorities in the-state. The jnostC . lar to the st�te legislative confer-

pressing unresolved tax issue for ences held-in Florida and Texas.

Michigan rental dealers is whether �ex.h:t�alers di�cussed ways to

reinstatement fees are taxable. The Increase merfibership and plans for
state argues that these fees are sub- / store-level employee seminars later

ject to use tax, although few, if any, this fear. Finally, attendees reviewed
! '

dealers have been chargjng that tax, ,.,.. and approved bylaws and a code of
�._ APRO President Lyri Leach gave ethics for the California association.

. .
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Iowa dealers gather
for annual meeting
Fifteen Iowa rental-purchase

dealers met January 23 in Boise
for the Iowa Rental Dealers Associa­
tion annual meeting. A full agenda
included a presentation by the state

association's lobbyist, Jim Carney,
who briefed the group about state

budget concerns and how, in the

governor's efforts to reduce the
deficit, decisions may impact rental
dealers in the state. Carney also

explained to the group how he
monitors state legislation that may
affect the Iowa RTO industry.

APRO Government Affairs
Director Ron Waters then addressed
the group about the national associ-

,

ation's push for federal RTO legisla­
tion in Washington, D.C.

«There are things we can do as

an association and as individual
dealers to help with the industry's
federal effort. We have several legis­
lators who would probably support
the legislation and we need to get
them fully on board;' says IRDA
President Ron Smith.

Lyn Leach, APRO president, then

spoke to the group about achieving
and maintaining success in this

industry.

The dealers then met for a short
board meeting where it was decided
that the next IRDA gathering will
be held September 17. The IRDA
board also was re-elected. The
IRDA slate of officers is as follows:
Ron Smith of Rent-A-Center, presi­
dent; Mike Smith of Home Zone,
vice president; Brian Luksetich of
First State Rentals, treasurer/secre­

tary; and board members Ed

Spuzello of Furniture Source, Chris
Gebeke of Rod Kush Rent - To-Own
and Ray Sexton and Jim Luksetich
of First State Rentals.

«It was a very successful meet­

ing," says Smith. «We hope to get
more people involved in the future."



Affordable and practical, yet still stylish .

. illuminated temperature controls • dual-level lighting • CleanSteel™ • three spillproof glass shelves two adjustable split and

Renting the look of stainless just became

more practical and affordable with our new

GE CleanSteel™ refrigerators. They offer the

elegant look of stainless, while resisting
fingerprints and smudges. And unlike

stainless, these refrigerators hold magnets!

idth encapsulated door bins, one with gallon storage • CleanSteel™ • spillproof freezer floor • two vegetable/fruit crispers •

But beauty is more than skin deep: spill­
proof glass shelves, illuminated upfront
slim line temperature controls, sealed fruit/

vegetable crispers, spill-proof freezer floor,
adjustable gallon door bins and dual-level

lighting. Imagination like this is only by GE.

GE Appliances
GEAppliances.com

imagination at work

For more information on our complete product line and services offered to the rental-purchase industry contact:

Paula Allison 800.782.8093 Ken Mushrush 877.657.5636 Paul Eichberger 800.782.8097

APR:) Associate Member since 1992



DVDA!CR Combination
XBV243 APR:) Associate Member since 1981

-zenith;3:r
DIG I T I Z E THE EX PER lEN C E.'M

Call Don Julson at 847-941-8734 or visit www.zenith.com


