
 



BoThe Malh.
AARON'S SALES AND LEASE

OWNERSHIP AVERAGE PER STORE

Average Total Revenue

Average Pre-Tax Earnings
Average Pre-Tax Cash Flow

$1,329,198
$160,586
$153,218

The above averages are based on the actual results of
the company-operated stores from January 1, 2003 to
December 31, 2003. Of these 231 stores, 97 (42.0%) stores
had higher average total revenue, 115 (49.8%) stores had
higher average pre-tax earnings, 118 (51.1 %) had higher
average pre-tax cash flow, and 81 (35.1 %) had higher
average total revenue, average pre-tax earnings, and

average pre-tax cash flow. As a serious investor, wouldn't
you be interested in learning more?

Even though the above figures are actual results, the FTC

requires us to include the following statement. CAUTION:
"The figures are only estimates; there is no assurance that

you'll do as well. If you rely on our figures, you must accept
the risk of not doing as well."



,.he chance an opportunity
like this will come again.

You know the RTO industry and you know that Aaron's, with over $1 billion dollars in annual systemwide
revenue, is on an aggressive growth track awarding new franchises, converting or acquiring existing RTO

dealers and opening company stores. When we come to your market, we offer you a unique opportunity to

join the Aaron's team. Just "Do the Math" and you'll see why owning an Aaron's Sales & Lease Ownership
franchise is a smart business decision. And our proven systems, volume-purchasing discounts, financing programs,

national advertising and mo�e, ensure your competitive advantage. We're

�. �_T;. ,,'i)\)O�-t:
coming and opportunity is knocking. Are you ready to open the door?
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Call Jim Thrash today at 1-800-551-6015 I SALES&LEASEOWNERSHlpFor� �<Mo

Aaron Rents, Inc, is traded on NV$E (ANT) ©2004 Aaron Renls, Inc



Soar With

The Power 0' 'n'ornJation
Information ... It gives wings to your Rent-to-Own business.

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

to manage. Fast and powerful RSSS software manages

critical information in real time from all of your stores,

capitalizing on the latest developments in internet and

business technology. Reliable system stability makes

RSSS the standard for the industry, giving you the

freedom to focus your attention on your business, not

your software. If you dream of leaving system instability
behind and getting back to making money, then RSSS

Rental and Sales Software is the ideal solution for you.

Call us at 1.800.334.5224 or visit www.rsss.com.

to Manage Your

Rent-to-Own Business...

With MaxilDulD UptilDe!
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25 I TREASURES ABOUND: APRO'S 2004
CONVENTION AND BUYING SHOW

Find out what's in store for rental dealers

and employees at the 2004 APRO Convention

and Buying Show, August 4-7, in sunny

Tampa, FL.

38 I THE RTO CUSTOMER

SURVEY SEE·SAW

The news from APRO's two latest telephone
surveys of both RTO customers and non­

customers is mixed. While the results aren't

necessarily startling, they should serve as a

prod to ambitious dealers to improve
marketing, store appearance, in-store
merchandise and operations. Find out how

the RTO image is faring and what you can do

to improve your public relations.

BY ED WINN III

42 lOVER THE TOP: A TAWDRY TALE

OF COLLECTIONS GONE AWRY
?

_.

Learn what can happen when, two RTO

employees take collection matters into their

own hands. The lesson from this sad tale is

that rental store employees cannot afford to

retaliate-eyer-against customers, even

when baited to do so.

BY ED WINN III

46 I RIDING HERD ON RENT CITY
AN APROFILE OF ROBERT BRILEY

The keys to Robert Briley's West Texas success

are solid relationships, clean desks and a stellar

image. The Rent City realm has steadily grown
from three stores to a stable of 15 through a

methodical series of sales and acquisitions­
located throughout West and Central Texas­

andwiha] sets his company apart from the

competition is, in a word, image.
BY KRISTEN CARD

DEPARTMENTS

7 I NEWS BREAK

18 I PRESIDENT'S VIEW I BY LYN LEACH

20 I RTO PERSPECTIVE I BY BILL KEESE

22 I THINKING RTO I BY ED WINN III

55 I WHO'S WHO IN ELECTRONICS

56 I STATE OF THE STATES

COVER ILLUSTRATION BY A.J. GARCES
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Need A New Image?

0lS&�[Q) @Q!]71
from the

[2@01]9
PlflECT MARKETING THAT

CENTRAL FILE
Marketing

Rent- To-Own Marketing Specialists

418. 800.749.6245
enson_S. 14a es Manager RTO Division

DO, or don't do. There is no "try."

TR1B qroup (g] 2775 Cruse Road #2401 (g] Lawrenceville, qA 30044
phone 770-451-4302 � TOLL FREE 866 - 800 - TR1B � fax 770-451-4312

g www.tribqroup.com

There was a time when achievement was the
effort to please yourself. Winning was not

about profit, or promotion, or product. It was

challenging yourself to do better, do more.

Saying to the world, "I'm going to win," and

then going out and doing it.

At TRIB Group, we still approach our business

with these goals. We're looking for the best

products, the best deals, the best returns for
our member companies. We're working with

the most popular vendors and manufacturers
on programs designed especially for the rental

industry. We're looking for the exact right
moment to kick the ball in ALL THE TIME.

We're so confident we'll even offer you a

money-back satisfaction guarantee.

* It; after 90 days, you do not perceive Significant
benefits from membership, we will refundyourjoining
fee in full. You must be in good standing at the time of

the refund.
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You never know who's
really 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 <Teletrack>

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



RENT·TO· OWN

APRO HOSPITALITY ROOM
2-5 prn, August 4, and 9 a.m.-5 p.m.,

August 5 and 6, 9 a.m.-1 p.m., August 7

TOM KITCHENS/JOE EASON GOLF TOURNAMENT

t��:;:�:::':�::�ENT BREAKSIrJ=t=J zenith.' y ..ACCESSORIES � Friday, August 6 (RES) and Saturday, August'7 (Zenith)
------------------------- +
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I
GALA COCKTAIL RECEPTION: "SPLITSVILLE"

� PHILIPS •
Rental 6:30":'9:30 p.rn., Thursday, August 5

t;I =�:.. r�

7l?!BGROUP
WELCOME COCKTAIL RECEPTION
6-7:30 p.m, Wednesday, August 4

GENERAL SESSION. BUSINESS MEETING AND KEYNOTE SPEAKER
10 a.m.-12 p.m., Thursday, August 5

EXHIBIT HALL CHAMPAGNE WELCOME
12 p.m, Thursday, August 5

CONTINENTAL BREAKfAST
9-10:30 a.m., Saturday, August 7

I COMPLIMENTARY ICE CREAM IN EXHIBIT HALL

I
3-4 p.rn., Thursday, August 5

-----�-------+

APRO PRESIDENT'S RECEPTION
5:30-7 prn, Friday, August 6

o AWARDS RECEPTION

_____TH_O_M_S_O_N -L- 7-8 �.m., Saturday, August 7

® H- h
AWARDS DINNER: "HOT HAVANA NIGHTS"

w Jg
.J I. Touch 8-10 p.m., Saturday, August 7

------------------+--- - -

Benefit
mark.tln. solution ..
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di�,

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

COMPLIMENTARY RELAXATION STATION

CONVENTION DAILY NEWSLETTERS/BADGES AND NECK STRAPS

REGISTRATION COMPUTERS

REGISTRATION ELECTRONICS

INTERNET CAfE

CONVENTION TOTE BAGS



COMPILED BY

JULIE SHERRIER

An announcement

was sent out May 7 that
Senator Byron Dorgan
(D-ND) has officially co­

sponsored S 884. Dorgan
is part of the Senate
Democratic leadership
and represents the 23rd

co-sponsor and the 11 th
Democrat to sign on to

the bilL Then, on May 14,
Senate Minority Leader
Tom Daschle (D-SD), the

ranking Democrat for the
U.S. Senate, signed on to

S 8"84. Daschle's co-spon­
sorship brings the total
number of senator co­

sponsorship to 25, which

represents one-quarter of
the U.S. Senate. On May
20, Senator Patty Murray
(D-WA) signed on as the
26th Senate co-sponsor.

«Tiger" John Cleek
from Missouri also

reported the official co­

sponsorship of Congress­
man Sam Graves

(D-MO) and expects
Congressman William

Lacy Clay (D-MO) to

sign on in the coming
weeks. «This the tenth

straight year that Dan
Cole and I have worked
the Hill together, plus
mapy of those years
Mark Windsor, Gary
Romine and the Carrico
brothers have helped us

work the Missouri elect­
ed officials. It looks like
it is finally coming
together. I hope all par­
ticipants in the Legisla­
tive Conference also
share their successes as

there were a bunch of
them and we need to

spread the joy and close
the deal;' says Cleek.
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2004 LEGISLATIVE CONFERENCE WRAP.UP:

Dealers and vendors
hold more than 200

meetings on the Hill

Pull
out your swords and charge" was the

rallying cry of APRO President Lyn Leach

at the most recent Legislative Conference

in Washington D.C., which wrapped up

on May 6. Rental dealers and vendors who traveled to

the nation's Capitol the first week of May for the Con­

ference are already reporting wonderful success in

garnering support from their elected representa­
tives for HR 996 and S 884.

left: Ernie lewallen, Mark

Windsor, Dick Eichlin, Ron

DeMoss, Dave Rzepecki and
Aaron Windsor at the APRO PAC
event during the Conference.
Below. left; G�ty' R!>lJJine, ,Mark
Windsor, Congressman Ike
Skelton (D-MO) and Aaron
Windsor. Below: Marty Auble with
Senator Tim Johnson (D-ND).



RentWay's Tony Craig
and Ron DeMoss report­
ed the official co-sponsor-

ship of Congressman
Tom Feeney (R-FL) on

May 12 to HR 996. Other

congressmen who signed
on May 12 include Rep. Io
Bonner (R-AL), Rep. John

Rent-A-Center President and COO Mitch Fadel (left) is pictured alongside RAC co-workers and family
members (from left to right): Don Kelly, Cherie Hawkins, Jennifer Talkington, Monica Taylor, Jason
Clapp, Pamela Clapp, Adrian Gazioglu and Steve Buchanan.

Rent-A-Center employees participate
in Habitat for Humanity build

On
March 20 and April 3, 20 Rent-A-Center

co-w.
orkers and th.eir fami­

ly members participated in a Habitat for Humanity build in Plano,

TX, which the company helped fund. The house was constructed for

a slngle mother and her four children and the keys
to the house were handed ov.er to the family at a

dedication on May 7.

Most RAC participants had never shingled a

roof or put up insulation, but learned new skills

while deriving a lot of satisfaction from helping
with this project. "Helping build this house was an

experience our co-workers enjoyed tremendously,
especially because it was making a family's dream

come true," says RAC Corporate Communications Manager Mary Gazioglu.

Boozman (R-AR), Repre­
sentative Leonard Boswell
(D-IA) and Representa­
tive John Hostettler (R­
IN) to HR 996 as well.
More co-sponsors contin­
ue to roll in.

The industry has
launched a major offen­
sive effort to get RTO
transactions recognized
as leases under federal
law once and for all.
Each year dealers have

gotten tantalizingly close
to achieving their goal
and are pushing hard

again in this Congress.
More than 50 dealers and
vendors came to Wash­

ington and held some

200 meetings over two

days with House mem­

bers, Senators and staff
members. The push was

to garner another 20 co­

sponsors for the rental­

purchase bill in the
House and another seven

Senate co-sponsors.
In a presidential elec­

tion year with the coun­

try at war, the political
parties are more polar­
ized than usual. Congress
has been stalemated for
much of the year, but as

the end of the ses­

sion approaches­
and it will end
earlier this year
because of the elec­
tions in Novem­
ber-most think
that some last­
minute deals will
allow some bills to

move.

Rental dealers and

lobbyists have been

working to position the
RTO bills so that there

8 PROGRESSIVE RENTALS



are no procedural
impediments in case the
current logjam oflegisla­
tion breaks and bills start

moving during the sum­

mer. Dealers with years
of lobbying experience
mingled with rental deal­
er rookies and they all

spread out to tell the
RTO story on the Hill.

They all spoke passion­
ately and with conviction
about their businesses
and how a federal law
would help them, their

employees, their vendors
and their customers.

Rent-A-Center
completes
acquisition of
Rent Rite and
Rainbow Rentals

On May 7, after just
11 days of announcing
an agreement to purchase
Rent Rite, Rent-A-Center
officials completed the

acquisition of the 90-
store chain based in Boca

Raton, FL, which was one
of the largest privately
owned RTO companies
in the country.

"We are excited about
this transaction with
Rent Rite," says RAC
chairman and CEO Mark
E. Speese. "Lead by Ed
Stanko and his executive

management team, the
Rent Rite organization
has established itself as

one of the largest and
most effective rent-to­

own companies in its
brief six-year history. We
are delighted to add these .

2004 RIO Customer
Satisfaction Survey

now available

The
2004 RTO Customer Satisfaction Survey is com­

plete and ready for distribution to APRO members.

The survey is a follow-up to similar studies con­

ducted in 1999 and 1994 and polls the attitudes of cus­

tomers who have rented merchandise one or more times.

While the results are mixed, Britt Beemer of America's

Research Group, who conducted the random digit-dial
national telephone survey, has some good suggestions for

rental dealers in his executive summary. For example,
Beemer suggests that the industry must continue to reinforce

"have it today," "no credit hassles" and "return it when I

want" as the major benefits of renting over buying. "Rent-to­

own stores must advertise and offer 'guaranteed satisfac­

tion,' 'loaners at no charge' and 'delivery included' as the key
service elements," says Beemer. "With the majority [61.3

percent] of the consumers ranking 'guaranteed satisfaction'

as 'the most important' or 'very important,' guaranteed satis­

faction definitely needs to be promoted more."

This survey and the RTO public image survey, which ini­

tial results were covered in the March 25 issue of Rental

Viewpoint, are the latest research tools available to the

APRO membership. To find out more about the surveys and

to receive an executive summary of the Customer Satisfac­
tion Survey, contact APRO.

MAY-JUNE 2004 9



talented and motivated

employees to the Rent-A­
Center team. We believe
this transaction, follow­
ing an initial transition

period, will increase our

operating profits in
2005 by approximately
$10 million!'

Rent-A-Center agreed
to acquire Rent Rite for
12.75 times Rent Rite's

average three-month
recurnng revenue or

approximately $58.4 mil­
lion based on Rent Rite's

recurring revenue for

January through March
2004.

On May 14, Rent-A-

Center also completed the

acquisition of Rainbow
Rentals, a 124-store chain
with stores in 15 states

based in Canfield, OH.
"We believe that our

customers will be well
served by this transac­

tion and that it will pro­
vide growth opportuni­
ties for our nearly 900
talented associates. As
co- founder of Rainbow
18 years ago, I have great
pride in our collective

accomplishments that
have now culminated
with the sale of our busi­
ness to a first-class in­

dustry leader," says Way-

Meet APRO's new

membership director
APRO veteran Laurie Hill was promoted to membership

director on April 23. She replaces Carolyn .

May, who left APRO at the end of March. Hill has

worked for APRO for 12 years, most recently as

administrative director. She has worked closely
with all departments within the Association and

is excited about her new position. "I look forward to continu­

ing to work with the APRO membership on a much closer

level," says Hill.

land Russell, Rainbow's
former chairman and
CEO.

With these acquisi­
tions, Rent-A-Center

grew from 2,673 compa-

•NOVALIGHTING

RENTAL LAMPS
FOR THE RENTAL INDUSTRY

NOVA
LIGHTING

MEMBER OF
TRIB & APRO

WWW.NOVALAMPS.COM
800.835.6682

A� Associate Member since 1995
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COMPLETE POINT·OF·SALE SOFTWARE
FOR RENt LAND RETAI STORES ONLY

RTO Pro includes:
Complete inventory, including depreciation

Retail sales I Complete rental I Check cashing
Collection and overdue reports and on-screen account

Management I Billing I Airtime accounts
Contract laser printing I Cash-advance transactions

Data conversions from other software available

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

HOME OFFICE SOFTWARE AVAILABLE!

.;;134.)%[.' CALL [800] 351·6299

OR VISIT OUR WEB SITE FOR MORE INFORMATION
OR TO DOWNLOAD THE DEMO

4WWW ij i.) :J il·a 3·! ��.

FUTUREWARE ENTERPRISES INC.
2503 Gables Drive, Eustis, Florida 32726

A� Associate Member since 2000



ny-owned stores in the
United States and Puerto
Rico in April 2004 to

more than 2,830 stores

in May. Fifty-two stores

will be closed, says RAC
General Counsel Chris
Korst.

National TV
Sales & Rental
acquires two
stores

On April 14, National
TV Sales & Rental, based
in Lebanon, MO,
acquired two rental-pur­
chase stores from Carol
Jeans Home Furnishings.
The stores are located in

Carthage and Lamar,
MO. "We are keeping the
store in Lamar open,"
says Jay B. Roberts of
National TV Sales &
Rental. "However, the
store in Carthage will be
closed and the accounts

transferred to our exist­

ing store in Carthage."
This acquisition

brings the total National
TV Sales & Rental store

count up to 18.

APRO seeks
to define RTO
financial analyst
community

Since the introduction
of public rent - to-own

companies, APRO has
been a source of finan­
cial, historical, legislative
and economic informa -

tion for financial analysts
studying the industry for

SOMETHING
HOLDING
YOU"· B··.A.·.··C·.."

..
. .' "'.

\\IE CAN HELP!
As a ColorTyme franchisee you II
receive support in the four areas

critical to your success:

• Pu rchasing (power of 2900+ stores)
• Marketing (award winning programs)
• Financing (Inventory & Capital)
• Operations (training. store set up, consulting)

Call us at 800.608.TYME
Email: franchise@colortyme.com

Check out our website at
www.colortyme.com

. APR:) Associate Member since 1992
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interested clients. APRO
would like to further
these relationships and
the services the Associa­
tion provides by devel­

oping a formal list
of analysts who
study the indus­
try for their
mutual funds,
investments,
portfolios, etc.

"We need to

understand better
what information
these analysts need and

study so we can improve
the delivery for their use

to help rent-to-own's
value in the market­
place," says APRO Execu-

tive Director Bill Keese.
"The obvious first step
for us is to identify and

organize these analysts in
our database."

APRO members are

encouraged to contact

APRO with the names,
addresses and companies
of those persons in the
financial community
they may know who
work with or study the

industry.
''APRO has been

developing valuable tools
and relationships in
recent years to explain
and promote the eco­

nomic value of the rent­

to-own industry to a

variety of audiences. We
need to continue to

strengthen the relation­

ship between APRO and
the financial community
as another valuable ser-

vice the Association pro­
vides for its members;'
says Keese.

Rent-n-Roll rolls
into Georgia

Vince Ficarotta, vice

president of franchising
for SPF Management
LLC, dba Rent-n-Roll
Custom Wheels And
Tires, announced on

April 22 a market devel­

opment agreement to

open several Rent-n-Roll

free-standing units in the
Atlanta, GA, area. The

agreement is with H2H
Investments LLe. The

The Ultimate Extraction Cleaning System
With Stain-Removing Upholstery Cleaner.
Extend furniture life. Lower maintenance costs. Increase profits.
Most fabric manufacturers recommend a deep extraction cleaning once a year to improve appearance and increase
service I ife. In your business, furniture needs cleaning even more often - usually at the end of every rental contract.
The Rug Doctor Pro extraction system is the easiest, most rei iable and most effective way to clean furniture.

SAVE $280!
For a Limited Time · Save $220 on the machine.
FREE OFFER ... Get one case of upholstery cleaner FREE
($60 value) when you purchase one case and FREE FREIGHT
on the purchase of amachine.

Call Toll-Free: 1.86&.209.3467

=;���udr���������I�ed purchasing plan, Rugl!!!!!.f!!PRo®
let your Corporate office know of your interest In Rug Doctor.

_.-

12 PROGRESSIVE RENTALS



principals of H2H from Atlanta, GA.
Investments are Scott "I am extremely excit-
Herman and Steve ed about our newest fran-
Hulett, who recently chisees. Scott and Steve
sold their nationwide are a couple of young
tutoring company

1tIf1II'.::.-.....�,.,,__..

entrepreneurs who
and nationwide have already
list compiling proven their busi-
company, which ness acumen by
they managed successfully devel-

High Touch celebrates
20th anniversary with

RTU industry
High

Touch software products is celebrating its

zoth anniversary, having worked with the rent­

to-own industry since 1984. The software solu­

tions company, based in Wichita, KS, today serves more than

200 clients, representing more than 4,000 store locations

across the country, and employs more than 100 program­

mers, client support specialists and administrators.

"We have always believed a healthy industry is crucial to

the success of all the businesses operating within that

industry," says Lyle Jones, CEO and president of High Touch.

The company has been an APRO

member since 1984 and a TRIB

Group member since 1991. In

addition, company executives

�� H- hv Ig
.I L T[]U[hcontinue to serve on RTO indus­

try committees and boards as well as supporting and

attending annual legislative conferences and trade shows.

"We're honored to have many wonderful relationships in

the RTO industry," says Jones.

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 (80Q) 2-Premier.

EQUITY INVESTMENT FUND AND
SBA LOAN ASSISTANCE

POWER LIFT YOUR PROFITS
AND LOWER YOUR INJURIES

PowepMale®
SrairC'imbing 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 TODAY!

1-800-697-6283
Quote Ad lIPRM0401 to receive a special offer.
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oping their nationwide opportunity," says Hulett. been employed with the employed at The Tor-

tutoring company. Not This brings the total company for 15 years. rington Company as a

only are we lucky to get number of Rent-n-Roll The stores are located plant manager.
them, the rent - to-own locations opened or in Pulaski, Lawrence-

industry is lucky to get under contract to 47 burg, Ardmore and
them involved;' says units in six states. Columbia, TN.

Rent OneRent-n-Roll President In addition to the tra-

Larry Sutton. "The ditional RTO store offer- opens sixth
Atlanta ADI is one of the

White &
ings of furniture, RadioShack

largest markets in the electronics, appliances
Southeast. I can't wait to Stafford stores and jewelry, Rogers has concept
bring the Rent-n-Roll change

, added car and truck tires Illinois' Rent One is

concept there." to the mix. Bob and Ann busy opening RadioShack
"Atlanta is a very pro- ownership White opened their centers in its stores with

gressive city and Rent-n- Former White & doors in May 1975 as a the most recent opening
Roll will change the way Stafford rent-to-own retail business and added in DuQuoin, IL, on

car aficionados in Atlanta store owners Bob and a RTO venue in 1985. In March 1. This is Rent
lease their tires and Ann White sold their 1987, the Whites moved One's sixth RadioShack
wheels. We are very excit- four stores to Bruce the store's location. that operates in conjunc-
ed to be on the ground Rogers and Bill Bockoven Rogers' partner, Bill tion with Rent One loca-
floor of this exciting in March. Rogers had Bockoven, was previously tions with three more

APPLIANCES' ELECTRONICS· CHEMICALS' FURNITURE

www.resacc.com
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planned for this year. Cairo and Sparta, IL, and eight years as majority "I am very pleased to

Larry Jones is heading Dexter and Caruthers- leader. During that time, be joining the board of

up the RadioShack oper- ville, MO. he served as the ranking directors of Rent-A-Cen-
ation with assistance Republican on the Joint ter," says Armey. "The
from Kevin Kurns, the Economic Committee, Rent-A-Center manage-
DuQuoin Rent One store Former chairman of the Republi- ment team has estab-

manager. The DuQuoin Congressman
can Conference and most lished the leading name

dealer store is approxi- recently as chairman of in its industry. I am

mately 900 square feet Armey joins the Select Committee on pleased to become part
with more than 80 linear Rent-A-Center Homeland Security. of such a talented orga-
feet of wall space. It board "Dick Armey is an out- nization experiencing
offers a select line of standing addition to our clear, positive momen-

RadioShack products Rent-A-Center Inc. board of directors;' says tum under the leadership
along with name brand announced today that it Mark E. Speese, Rent-A- of Mark Speese."
electronics, computer Richard K. "Dick" Armey Center chairman and In addition to joining
equipment and is an has been named to its CEO. "His experience in the board of directors, the
authorized Verizon wire- board of directors. governmental affairs and company reported that
less agent. Armey served the nation economics speaks for Armey has become a

The other RadioShack for 18 years in the U.S. itself and his perspective member of the board's

operations are located in House of Representa- should prove to be invalu- audit committee and
Rent One stores in Anna, tives, culminating in able to the company." compensation committee.

booth

Visit us at APRO 2004, BOOTH 111 and find out

how to spend your time where it's most valuable
- running your stores.

now RT
easy & consistent marketing •

custom inserts •

television & radio production •

expert placement & tracking (print and electronic) •

mid-month mailings •

website design and hosting •

rto-tv •

tel- 314 835.0004
fax- 314 835.1650

www.imageryadv.com
13611 Barrett Office Drive

St. Louis, MO 63021

1:..RJB GROUP

Approved Vendor
AFIFI:) Associate Member Since 1998
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Ask RentWay employees about

making a difference in their

customers' lives and, chances are, they'll
tell you about the difference those

customers have made in theirs.

Take RentWay manager Chaz Wilson

and the employees of Store 1061 in Tulsa,
Oklahoma, for example. Wilson, his staff
and customers collected over 2,000

pounds - more than a ton - of canned goods
during December 2003. The food they gathered
contributed to a community
organization that provides deeply-discounted
child care and after-school programs for
Tulsa children.

"The promotion not only brought new

customers and business into our store, it

provided nourishing meals for a lot of kids,"
says Wilson. "It's the best feeling
in the world to know you've been a

part of something like that." Store 1061'S

food drive was so successful, the

RentWay staff is planning on making it an

annual event with the participation of other

local merchants.

All of which shows that when you make

people feel Welcome,Wanted
and Important, everyone comes

out ahead.



n today's rental-purchase world, the
terms we use and the things we say can

and do make a big difference in our over­

all success. Also, how we react to what is
said to us can make just as big a differ­
ence in our ability to prosper.

There are several terms that are commonly used
in our industry that frankly shouldn't be used at

all. I often hear rental dealers using the term "used"
when describing inventory that has been out on

rent and then returned to a store. I believe a far
more accurate and positive term is "pre-rented."
This better describes the condition and status of
the product. After all, a "used" product is second-

hand and ownership of that

C00d termS
product has changed hands.
All of the products we have
in our rental-purchase
stores are purchased in new

condition. If the products go
out on rent and then come back to the store due to

a return, the product still, and always has been,
owned by the rental company and therefore is not

"used;' but rather "pre-rented."
Car dealers allow employees to drive new cars

for months, often putting thousands of miles on

the vehicle. When it comes time to sell those vehi­

cles, the dealer does not call them "used;' but
advertises them as "demo models." Car rental

companies put tens of thousands of miles on cars

by renting them out and when they choose to sell
those cars, they don't refer to them as "used," but

identify them as "program cars."
When someone comes into our stores and asks

if we have anything "used;' we tell them that we do
not carry any "second-hand" merchandise at all. We

further explain that we do have some

"pre-rented" items that were purchased
new and have been out on rent for a short
time. We assure the person that every­
thing in our store was purchased "brand
new;' pointing out that we never buy sec­

ond - hand items. We buy everything new,

By LYN LEACH direct from the manufacturer, or through
APRO's President. product distribution centers. Because of

this, customers will always find the
newest models and styles available in our stores.

I have heard rental dealers use the term "con­
tract" when describing the document they use to

spell out the terms of a consumer rental. We don't
use "contracts" in our company, but rather "rental

18 PROGRESSIVE RENTALS

"There are several

terms that are

commonly used in

our industry that

frankly shouldn't

agreements." A "con­
tract" is most often a

closed-ended agree­
ment that cannot be
cancelled at any time
and really doesn't fit when describing our transac­

tion. The term "rental agreement" fits our transac­

tion much better. Our "rental agreement" can be
ended at anytime. The ability to cancel and return

the rented products is at the center of the reason

why our transaction is a lease and not a credit sale.
It makes much more sense to complete a "rental

agreement" and not a "contract."
In our company, we refer to people who are

doing business with us as "clients;' rather than
"customers." Because of the long term, repetitive
nature of our transaction, it makes more sense to

refer to rental-purchase shoppers as "clients." Doc­

tors, dentists, attorneys and accountants all refer to

the people they do business with as "clients." They
refer to them as clients because they see them reg­
ularly and the nature of the business they do is ser­

vice oriented and long term. This describes,
perfectly, the nature of our relationship with our

"clients." The rental-purchase program of acquir­
ing household goods is very service intensive due
to collections, taking regular rental payments and

keeping the goods in perfect working order,
including providing service when the products
need it. We have also found that people enjoy being
referred to as "clients" and it helps build loyalty.

The document used when a new "client" would
like to rent for the first time has often been mis­
named an "application" in our industry. A much
better term is "customer order form." The term

"application" implies that you might possibly
deny a person the ability to do business with your
company. In our industry, we have long been
known for the absence of "credit checks." Because

we have no concern for whether that potential
client has good credit, bad credit or no credit, the
term "application" doesn't work. Why scare a

potential client with an "application" when you
can make them feel more comfortable by referring
to it as a "customer order form"? Subtle terminol­

ogy changes like these will make a big difference in

be used at all."

your company. _

Lyn Leach is the owner ofAce Furniture and TV
in Lincoln, NE.
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Accepting responsibility

few weeks ago, I was listening
to one of the many Sunday
morning shows when a story
about the respect and honesty
Japanese citizens have for each
other and guests in their

homeland caught my attention. I was absolutely
amazed at what I heard. It made me remember a

time in this country when Americans had the
same ethics.

The city of Tokyo has a lost and found depart­
ment that the citizens know about and utilize to

the fullest extent. Last year, there were several

hundred thousand umbrellas that were turned in
to the lost and found by subway travelers, busi­
nesses and hotels. Can anyone remember the last
time you left an umbrella in a public place? What

happened to that umbrella? In Tokyo, you would
have an excellent chance of finding that umbrella
at the city's lost and found.

Another story told of a man who found a

briefcase in a public place. When he opened the

case, he was shocked to see more than $50,000 in

cash. His thoughts were focused on the individual
who lost the treasure, not on what he could do
with the money. He turned the case and money
into the lost and found office and was happy to

know that the case had been reported lost. The

rightful owner retrieved the case and the finder
was pleased. There was no cash reward offered;

the reward to the finder was that he did
the right thing.

Now I am sure there are some people
in America who would unselfishly
return such a prize, but I bet it wouldn't
be the norm. I would like to be wrong,
but whether it is an umbrella or $50,000,

By BILL KEESE who among us would take the time to

APRO's Executive Director ,turn something in to our city's lost and
found?

There was a time in America when things were

different. On a summer day when I was 5 years old,
I awoke to a clanking noise outside our house. This
was before air conditioning and we could hear all
the neighborhood activities from our bedrooms.
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"I was raised to

believe that when

I break something,
I fix it. It really is a

better philosophy

Our "garbage man;' or

in today's vernacular,
our "sanitation engi­
neer;' had inadvertent­

ly backed his truck into
our metal garbage can.

He was so distraught at

having dented it that
he got out a hammer
and was banging the dent out. That, my friends, is

taking responsibility for your actions. Can you

imagine something like that happening today?
I have used that example many times in recent

years to illustrate how American

society has changed. I was raised
to believe that when I break

something, I fix it. It really is a

better philosophy than blaming
someone else for your actions.

Also, having grown up in the 1960s, many in

my generation have lived long enough to recog­
nize the actions of "karma" or «what goes around
comes around." Whatever you want to call it, I

believe that ifyou do good things, good things will
come your way. Conversely, if you are mean spir­
ited, bad things will eventually happen to you.

I believe that America is a great country and
our people have many great qualities. We are not

perfect-nobody is. We can improve ourselves
and need to look for good examples. There is no

shame in looking outside our country for good
examples. Likewise, I believe RTO is a great indus­

try and rental dealers, employees, vendors and
customers have many great qualities. Yet we are

not perfect. It is unwise to ignore others' percep­
tions of us. We learn much from how we are

viewed by other people, industries and nations.
I know it is difficult to reverse societal trends,

but we must whenever we recognize ourselves

heading in negative directions. If we can just learn
to accept responsibility for our actions and learn
how to improve, maybe our lost and founds can

become full of hope and promise and we can

honor those who bang out their dents. _

than blaming
someone else for

your actions."

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



 



onsolidation in the RTO industry
has been in the news of late. That

the large public companies have
been making acquisitions is not

new or news and has been going
on in varying degrees for 20 years

now. What is news is the price paid for the latest

couple of buys that has industry tongues wagging.
When published reports announce acquisitions

at 13 times monthly revenues, rental dealers sit up
and pay attention and, perforce, re-evaluate their

own RTO holdings. These were big deals, to be sure,

one at $100 million and the other at $58 million. The

buyer already owns thousands of stores and needs to

grow annually by

Consoli-dati-on �x:��er��enu����
profits to keep the

public markets

happy with its per-
formance. Big buys help meet the constant pressure
from Wall Street. Small chains may not suddenly
start selling at the same 13 times multiples, but the
owners of those smaller chains instantly start think­

ing and, fairly so, that what they have is worth more

than before these latest deals were announced.
Some of the stores purchased will inevitably be

closed so that stores in the system do not canni­

balize themselves in certain geographic territories

(Rent-A-Center closed or merged 60 percent of
the 300 or so stores that it bought from RentWay
in 2003).

However, the people in charge of running the

public companies in the industry are among the
best and the brightest and possess sophisticated
financial models for moving their companies for-

ward. One might suppose, then, that

they know what they are doing and that
the prices they are paying are "market

prices."
These events make current owners feel

better and more confident about what

they own and also draw new entrants into

By ED WINN III the business. The FTC told the world that

APRO's General Counsel there are relatively low barriers to enter
............................................................. the RTO business. According to the 2000

FTC survey of RTO customers, ''A new entrant

[into RTO] would need little more than a store­

front, a delivery truck and an inventory of house­
hold merchandise." Seasoned rental dealers will
smile at the naivete of such a pronouncement, but,
in fact, membership in the trade association con-

22 PROGRESSIVE RENTALS

"Consolidation lowers

the costs of doing
business and prices

by achievingtinues to grow despite
the loss of members
who are purchased.

When will it all
end? Probably not for
a long time. The coun­

try has not reached
the saturation point
in number of rental
stores by a long shot. Some say the number of
stores will double over time. Rent-A-Center or one

of the other large RTO chains might eventually rub

up against the U.S. antitrust laws. Standard &

Poor's reports that RAC has a 39 percent market
share based on store count versus 11 percent for
Aaron's and 9 percent for RentWay. That is count­

ing stores only. If the relevant market for antitrust

analysis is generally the consumer finance market,
RAC would not even be 1 percent. And if the mar­

ket is the alternate consumer financial services or

the sub-prime consumer financial services market,
the RAC market share would still be insignificant.
The test is one of competition, since that is what
the antitrust laws were written to preserve. It is un­

likely that the only competition for the goods and
services offered by Rent-A-Center is other RTO
stores and so it is unlikely that the law will step in

to slow consolidation in the RTO industry.
Traditional economic theory maintains that

consolidation lowers the costs of doing business
and prices by achieving economies of scale. That
is why consolidation occurs in industries. When
economies of scale cannot be achieved, industries
do not consolidate-e.g. the dry cleaning, legal
services and music retail industries. Economies of
scale-in RTO it means savings in marketing,
human resources, cost of money and, to a lesser

extent, cost of product-mean lower rental rates

for consumers.

It takes less time, energy, planning and fewer

management and other resources to buy 200

stores than it does to open that many from
scratch. Sellers getting top dollar for their compa­
nies are richer and, therefore, happier. Both exist­

ing dealers and new entrants are motivated and

encouraged to run tight ships and grow their

enterprises to reap similar rewards in the future.
It is not often that everybody really wins, but

how very pleasant it is on those rare occasions
when it does occur.•

economies of scale.

Economies of scale

mean lower rental

rates for consumers."

Ed Winn's e-mail addressisedwinn@e-bylaw.com.



We live and breathe clean.

Dependable
Performance

Spotless homes. That's what Eureka
can give your customers with
vacuums that work reliably under

heavy use - Regarded for quality,
performance and durability, Eureka
has something for everyone with
the styles and models that make
each rental rewarding for you and

your customers.

The Heavy Duty line stands ready
to tackle the toughest cleaning
challenges with hard working
features able to deliver

dependable floor care.

Take advantage of Eureka's

reputation for quality and
for customer satisfaction
when you make these
vacuums available to

your customers.

For more information, please contact Ken Gay at 1-309-823-5381 APR:) Associate Member since 2003



Gain a new perspective on your business!

Introducing.....

Information Technology For T he Rental Industry

Designed for the Windows@ operating system

Powerful new software from a trusted name., .. ,

Graphical Reporting Tools

Simple Data Access From Microsoft® Applications
Complete Customer Tracking
Complete Inventory Tracking, Including Depreciation
Purchase Order System
Powerful Reporting
Easy To Train New Employees
Laser Printed Rental Agreements

800-863-7394
http://www.rentinfo.com

APR:) Associate Member since 1987
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___________F_R�_� �_UY�_R __R�G_'SIR_ATlO_N_ APRO is offering one free full

registration per regular-member company for your principal buyer. Other full

registrations for APRO members are at half the normal price-only $200 per
person-for those who book their room in the APRO room block at the Tampa
Marriott Waterside Hotel.

___________APRQ S_tJ_Q_W__ S_p_�q_A�S More than 100 companies exhibiting
products specifically for the RTO industry, including furniture, appliances,
electronics and jewelry will offer APRO show specials that you will not be able
to get anywhere else.

___________�AS_tt_pRJ_l_�_S Each purchase order written by a vendor offering show

specials at the APRO Buying Show will be entered into drawings for $24,000 in
cash prizes. This offer is valid for APRO regular members only.

___________RIQ �M_P_�QY��J�Ay_ This is a low-cost opportunity for store-level

employees to be become more involved in their industry and leave with the

knowledge they need to succeed in their RTO careers.

THE INDUSTRY'S FINEST Meet the "best of the best" in the rental
--------------------_----------------------------------------------------

industry as APRO honors the winners of the 2004 RTO Customer of the Year
and 2004 RTO Employee of the Year contest. ..)

___________�_PU_�AI'QNA�__ S_�_MJNARS Seminars focused on your business will
be offered by top speakers and RTO experts from all over the country. Industry
updates and annual RTO survey results are included, as well as results of
APRO's most recent customer surveys.

___________N_�IW_Q_Q_I(lN.G_ Social events with great food and entertainment are

always a highlight of the APRO Convention. This year's parties include

"Splitsville" and "Hot Havana Nights."

___________GQ�_f__IQ_URNAM_�_NT Always a popular event, this year's tournament

will be held at the prestigious Tournament Players Club in Tampa (www.tpc.com).

___________RA�__ AW.ARPS_APRO's annual Rental Advertising Excellence Awards

competition is designed specifically to recognize the creative advertising efforts of
the rent-to-own industry in a variety of categories that are created either in-house
or by an advertising agency. Winners will be on display during exhibit hall hours.

___________�_XqI'N§-JQ_�AI'QN Tampa? Yes, Tampa! Come see what you've
been missing. Visit the Channelside entertainment area, Ybor City-the center

of Cuban culture-and experience a new old-fashioned trolley system to get
you where you want to go (www.visittampabay.com).

___________f_U�SI���AS_S A��QM_MQ_pAI'QNS Casting its dramatic
reflection onto the bay, the Tampa Marriott Waterside (www.marriotthotels.coml
TPAMC) stands as the newest, largest and most striking hotel in the area. Its
downtown location in the emerging Channel district and direct connection to

the Tampa Convention Center makes it an ideal spot for business or pleasure.

__________TAM_pA __ �QN_V�NI'_QN __ �_�NI�J� The Tampa Bay Convention
Center (www.Tampagov.net) is one of the most beautiful in the country and only
steps away from the Tampa Marriott Waterside Hotel.

Who attends th��PRO
Convention and Buying Show?

Large and small rental-purchase
companies and their owners,

managers and employees will be

represented. More than 1,000 people
attended the 2003 APRO show,
including:
• Chief executives
• Chief financial officers
• Chief operating officers
• Corporate buyers
• Rental store owners
• Rental store senior-level executives
• Rental store managers
• Rental store management trainees
• Department executives
• Rental store employees

Who exhibits at the
APRO Buying Show?

At the 2003 APRO show, more than
100 companies exhibited products

and services in more than 200 booths.
The following are a few of the products
and services already registered for the
2004 Buying Show:
• Advertising/promotional
• Appliances
• Communications
• Computers/Ilardware and software
• Electronics
• Financial and special services
• Furniture and furniture accessories
• Jewelry
• Trucks
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DVD/CD Audio System
with MP3 Playback

200-Watt Integrated DVD/CDNHS

Home Theatre System



RCA has your long-term renting solutions covered
DVD/CDNCD/MP3 Player

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.corn



Events
2004 APRO Tom Kitchens/
Joe Eason Golf Tournament
Wednesday, August 4

Tampa Tournament Players Club

An instant favorite on the

Champions Tour due to the lay­
out, the Tampa Tournament Players
Club course has drawn the greats of

golf and challenged them to raise

their games. This tournament begins
with a shotgun start at 8 a.m. It is

always an early sell-out, so be sure to

register right away, as space is avail­
able on a first-come, first-served basis.
Your space in the tournament cannot

be reserved until payment has been
received by APRO. The registration
deadline is July 1 or when all tourna­

ment slots are filled, whichever comes

first. The APRO Tom Kitchens/Joe
Eason Golf Tournament registration
fee is $150 per player-$50 of every
registration goes to the APRO

Scholarship Foundation. Sponsored by
Whirlpool Corp.

Welcome Reception
Wednesday, August 4

Get together with old friends and

get acquainted with new ones.

This reception is open to all APRO
convention attendees. Special recogni­
tion will be given to new APRO mem­

bers who have joined since July 2003
and first-time APRO convention

attendees. Light hors d'oeuvres and
cash bar. Casual attire. Sponsored by
TRIB Group.

Gala Cocktail Reception:
"Splitsville"
Thursday August 5

S plitsville is Tampa's newest con­

cept in fun, offering an upscale
entertainment concept featuring
bowling, billiards and a dinner

lounge. Great food, your favorite liba­
tion and some friendly competition
are sure to keep you entertained.

Complimentary beer, wine and sodas
and a buffet including pizza, quesadil-



I The best
------------------------------------------------------------------------------------------------------------------------------------------------------+-------------------------------------------------------------------

Saturday, August 7

The ambience of Tampa's most

famous area, Ybor City, will be

captured during APRO's annual
Awards Banquet. Experience the
vibrant flavor of Cuban culture with
custom-rolled cigars, Latin music and
salsa dancing. Annual awards will be

presented during an elegant meal, fol­
lowed by an evening of entertainment

and music. Complimentary cocktails

during reception. Cash bar during

2004 RTO Employee of the Year
and RTO Customer of the Year

This popular contest is entering its

fifth year and the search is on for
the best in the industry. APRO's annu­

al Rental-Purchase Employee of the
Year and Customer of the Year contest

2004 Keynote Address, General Session and Business Meeting
Thursday August 5

The APRO 2004 general session will kick off with an overview of Association
of Progressive Rental Organizations' activities and the election of APRO

board members. Winners of the 2004 Rental-Purchase

Employee of the Year and Customer of the Year contest

will be announced, following by a rousing keynote
address by Carolyn Kepcher, executive vice president
of The Trump Organization.

The 35-year-old Kepcher recently soared with her
"sidekick" roll to Donald Trump on the NBC hit reality
series, The Apprentice and is currently the chief operating
officer and general manager for two Trump National Golf

Clubs, both located in New York. Described by Trump
as a "professional and a perfectionist," Kepcher is a

firm believer that perseverance leads to accomplish­
ment. At the APRO Convention, she will speak on a

variety of issues, including ethics in corporate
America, leadership, change, balance, overcoming
stereotypes and obstacles and management.

At the conclusion of the keynote, the mayor
of Tampa will assist with the ribbon-cutting
and champagne welcome ceremony to open
the 2004 APRO Buying Show. Keynote address

sponsored by G.E. Appliances; champagne wel­
come sponsored by Imagery Marketing.
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APRO show specials

More than 200 booths representing
over 100 companies will be offer­

ing specials that you will find only at

the APRO show. This is the time to

stock up for your fourth quarter and

save, save, save.

tence! The more orders you write the
better the chance that you will walk

away with $1,000, $2,000, $3,OnO,
$4,000, $5,000 or even $6,000 cash!'
Purchase orders must equal to or

exceed the amount of the

prize being drawn. For exam­

ple, ifI your order is drawn for
the $6,000 prize, but was only
written fo.r $3,000, the award
will be $3:'000-so�plan on writ-

ing up' your holiday business at

the A.FRO Show. You must be-an
APRO regular member to be eli­

gible for the drawing.

Free purchase-order giveaways

Each purchase order written on the
exhibit floor by a vendor offering

APRO Buying Show specials will be
entered into a drawing in which

$24,000 will be given away-$l,OOO
for every year APRO has been in exis-

Selllinars
FRIDAY, AUGUST 6

9-10:30 a.m.

10:45 a.m.-12:15 p.m.

SATURDAY, AUGUST 7

1-2:30 p.m.

2:45-4:15 p.m.

4:30-6 p.m.
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ROOM 19 ROOM 20

Buying Show admission

Admission to the trade show is

included in all full registrations or

is available separately for $25. Proper
business identification is required to

receive an entrance

ROOM 21

Communications in

the RTO Workplace
Frank Matthews,
Decision Maker

Communications in

the RTO Workplace
Frank Matthews,
DecisionMaker

. Hall Hours
, EXhibl! n center, West ttem
qtllDa ConventlO 5· 12 ..5:30 P.1l} ��
lhurSday, AUgus�: 12 ..5:30 o.m,

.

f
F""'d AUgust 1. 9 a.m.-1 P.Il}. �lay, ust. �

Saturday, Aug

ROOM 22 ROOM 23

Peak Performance: RTO Wage and Hour

Increase Your Rentals by Issues

70 Percent in Eight Weeks Darren Feider,
Kerry Johnson, Williams, Kastern &

International Productivity Gibbs, PllC

Systems Inc.

Peak Performance: Unleashing the Vibe:

Increase Your Rentals by Motivating Your

70 Percent in Eight Weeks Employees
Kerry Johnson, Marc Edelman,

International Productivity West Coast Employers
Systems Inc. Association

ROOM 22 ROOM 23

How High Can You Team Strategic Planning
Bounce? Getting Up for Your RTO Company
After You've Been Chuck Sims

Knocked Down

larry Helms, Trainergy

How High Can You High-Tech in RTO

Bounce? Getting Up larry Carrico,
After You've Been Rent One

Knocked Down

larry Helms, Trainergy

i Attracting New Customers

i for Your RTO Business:

i 2004 Image Survey

i, linda Trenholm,
Trenholm Research Inc.

A Tax Business

Checklist for Success
Ernie lewallen, UHR Rents,

and Shannon Strunk,
Baber'S

ROOM 21

2004 RTO Legal and

Accounting Update
Ed Winn III, APRO,
and Terry Beville,

Bi-Rite Co. Inc.

2004 RTO Statistical

Survey Results
Thomas Noon,
Industry Insights

Rental Round Table

13 or more stores

Ernie lewallen,
UHR Rents

What Wall Street Analysts
Are Saying About RTO

Robert Straus,
IRG Research

Are Your Customers

Satisfied?
2004 Customer Survey
Britt Beemer, America's

Research Group

ROOM 19 ROOM 20

How to Grow The Keys to Success
Your Business in Rent-to-Own

Today and Manana lyn leach,
Kelly McDonald, Ace Furniture & TV

McDonald Marketing

How to Grow Get the Money-
Your Business Keep the Customer

Today and Manana Bud Holladay
Kelly McDonald,

McDonald Marketing

Rental Round Table Rental Round Table
1-2 stores 3-12 stores

David David, Amy Zeller,
Full-O-Pep Appliances City Rentals



Thursday, August 5

To show appreciation to one of our industry's most important assets-the- people
who interface the most with your customers-the fifth annual "Rent-To-Own

Employee Day" will once again be held during this year's convention. For a $25

registration fee, store-level RTO employees will be entitled to attend the following:

APRO General Session. Business Meeting and Keynote Address

(keynote address sponsored by G.E. Appliances)
10 a.m.-12 p.m., Thursday, August 5

, oin fellow convention attendees for the APRO 2004 general session, which will

eJ kick off with an overview of Association activities and the election of APRO

board members. Winners of the 2004 Rental-Purchase Employee of the Year and
Customer of the Year contest will be announced, followed by a rousing keynote
address by Carolyn Kepcher (see page 31). At the conclusion of the keynote, a

ribbon-cutting and champagne welcome ceremony will commence to open the

2004 APRO Buying Show.

APRO Exhibit Hall Grand Opening and Champagne Welcome

(sponsored by Imagery Marketing)
12 p.m., Thursday, August 5

Buying Show vendors have expressed an interest in meeting those on the "front
lines" of the RTO business. Your employees are the ones who ultimately talk

to your customers and RTO vendors are delighted to have the opportunity to

meet and visit with them. A complimentary lunch will be available in the hall.



Registration--------------------------------------- ----

--------------------------------------------------------------------------_---------------------------------------------------------------------------------------------------------------------

Convention registration procedures-NEW FOR 2004!

A PRO members who book their room in the APRO room block will receive a

discounted full registration to the entire APRO convention-including educa­

tional seminars, social events, meals and admittance to the exhibit hall-for an

unbelievably low price of only $200. This is half the price of the usual registra-
tion fees! Non-APRO members' "book-in-the-block" rate is $500 for a

full registration. In addition to this great offer, APRO is offering for
the first time one complimentary full registration to the principle
buyer for each attending APRO-member company! The only require­
ment is that each person must book in the APRO room block at the

Tampa Marriott Waterside at the special low APRO rate by
the July 1 deadline-so register today!

BIG
DISCOUNTS
ABOUND!

offered at $25 to all those in the RTO

industry. Exhibit hall only badges do

not allow admittance into any func­

tion or event other than the APRO

exhibit hall. Proper business identifi­
cation is required.

Call the APRO office at 800/

204-2776 if you have any questions
regarding registration rates.

Why should I "book
in the APRO block"?

In recent years, Internet booking has

enabled hotels to "dump" their
excess rooms at cut rates if it looks
like they may have an excess invento­

ry over certain dates. This is similar
to what airlines do with their extra

seats. It is very important that all
APRO attendees book their hotel
rooms through the APRO room block
as APRO must guarantee a certain

number of rooms years in advance in

order to procure the lowest rates for
our attendees. If we book too few

rooms, our attendees may not be able

to get a room at our convention hotel

or may have to pay much higher
rates. If we book too many rooms,

APRO is responsible for paying for
unused rooms. Every effort is made to

procure the number of rooms needed
at the lowest rates possible, but we

need the help of our attendees in

order to keep convention costs down
and the quality of the convention

high. That is why we have cut regis­
tration rates for 2004-to make sure

that our attendees get the best possi­
ble value for this convention and to

help assure that the APRO room

block is filled.

Important: You must have your con­

firmation number from the Tampa
Marriott Waterside Hotel to verify that

you have booked your room in the
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APRO block in order to

receive the complimentary
buyer registration and the
discounted registration rates

of $200 for APRO members,
$500 for non-members before
you register for the conven­

tion with APRO. Be sure to

list the names of all people
staying in a room when regis­
tering with the hotel so they will
receive the proper discounted
convention registration rate.

Exhibit hall only badges are



EASY AS 1, 2, 3

STEP 1: Airline/Car Rental
Reservations. Find discount travel

sites on the APRO Web site at

www.APROVision.org. Simply go to

the "Travel Channel" and click on

''Travel Center" for links to all

major airlines and discount travel

sites. Book early for the best rates.

-

STEP 2: Hotel Reservations.
The deadline is July 1 to guarantee
the special APRO rate of $135 sin­

gle/double at Tampa Marriott

Waterside Hotel. Book online

through the APRO Web site at

www.APROVision.org or call the

hotel at 888/268-1616 and men­

tion you are attending the APRO

convention. Important! You must

have your hotel confirmation num­

ber in order to receive the dis­

counted $200 APRO member full

registration rate (or complimentary
buyer badge) when you register
for the convention with APRO.

-

STEP 3: APRO Convention

Registration. Register online, by
mail or fax. You must have booked

a room in the APRO room block at

the Tampa Marriott Waterside Hotel

by July 1 in order to qualify for the

discounted $200 member/$500
non-member full registration rate or

for the complimentary buyer regis­
tration for APRO members.

Registrations without a valid confir­

mation number from the Tampa
Marriott Waterside Hotel will be

charged the non-discounted rate of

$400 for APRO members/$600 for

non-members. The final pre-regis­
tration deadline with APRO is July
15. After that date, registrations will

be accepted on-site only at the

convention. Call 800/204-2776 for

additional registration forms or visit

www.APROVision.org to register on

APRO's secure Web site.



APRO 2004 EMPLOYEE DAY REGISTRATION
AVAILABLE TO STORE-LEVEL EMPLOYEES ONLY WHOSE COMPANY HAS AT LEAST

ONE FUlL-PAID REGISTRANT TO THE APRO 2004 CONVENTION

Name
__

Company
__

Address
_

City State Zip code
_

Telephone ( _

Nameofful�paidreg�tra�fiomyourcompany
�

Employee Day registration is $25 and includes entrance into the Employee Day Workshop described on page 33, as well as entrance
to the APRO general session and the exhibit hall. The following optional events are also available a la carte:

_____________ �x( _

OPTIONAL EVENTS

Check additional events you will attend and enclose payment information:
D Employee full registration (all paid events): $200 D Awards Reception and Banquet, August 7: $100
D Gala Cocktail Reception, August 5: $80

PAYMENT METHOD

D My check is enclosed and made payable to APRO
D Charge my credit card: D American Express D MasterCard D Visa

Credit card number Expiration date
_

Signature Name on card
_

PLEASE MAIL OR FAX THIS FORM, WITH PAYMENT, BY JULY 15 TO:
ASSOCIATION OF PROGRESSIVE RENTAL ORGANIZATIONS, 1504 ROBIN HOOD TRAIL, AUSTIN, TEXAS 78703

FAX 5121794-0097-0R REGISTER ONLINE AT WWW.APROVISION.ORG

p---------------------------------------------------------------

APRO 2004 TOM KITCHENS/JOE EASON
GOLF TOURNAMENT REGISTRATION

8 a.m., August 4, Tampa Bay Tournament Players Club (www.tpc.com). Buses depart from Tampa Marriott at 7 a.m.

Registration fee is $150 per player-$50 of every registration goes to the APRO Scholarship Foundation.
Registration deadline is July 1. Space is limited and assigned on a first-come, first-served basis. Space in the tournament cannot be

reserved until payment is received by APRO. Please submit this form with the convention registration form at right.
A separate form is required for each player. This form may be photocopied.

Name
� Handicap or average score

_

Requested team (if possible)
__

Note: If a specific team is desired, make sure that every member of the team completes the line above, indicating the same participants.
Convention attendee affiliation: D vendor D rental dealer D guest/spouse

Shirt size: D S D MDl D XL D XXL -

Rental clubs will be the responsibility of the golfer and will be paid directly to the golf course on the day of tournament.
Please indicate if you would like to reserve clubs ($55) and/or golf shoes ($35):
D Rental clubs: D Right-handed D Left-handed D Rental shoes: Shoe size

_

SPONSORED BY WHIRLPOOL CORP.

---------------------------------------------------------------�
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• Please use the separate "Employee Day" registration form in this brochure for store-level employees.
• Exhibitors should not use this form as they will receive a special badge form with exhibitor information.
• Print or type one form per registrant and spouse/guest. (Personal guest is defined as "significant other" or immediate family

member not employed by your compenv) A confirmation will be sent to you from the APRO office one week prior to the convention.
• If your registration is received in our office after July 15, it will be treated as an on-site registration and no confirmation will be sent.

Tampa Marriott Waterside confirmation number
_

You must have booked in the APRO room block at the Tampa Marriott Waterside Hotel and you must have your confirmation number in order to get
the complimentary APRO-member buyer registration and the discounted $200 member/$500 non-member full registration rate. All confirmation
numbers will be verified.

Last name First name (for badge) _

Companyname _

Company mailing address
_

City State Zip code
_

Business phone ( __ ) Fax ( __ ) E-mail
_

Special needs?
_

Is your company a member of APRO? DYes D No Is this the first APRO Convention you will have attended? DYes D No

Att�deetype: DR��ldffi� DNo�exhibW��ndor DO��
_

Job title: DOwner D Executive officer D District manager D Store manager D Account manager D Other
_

ATTENDEE REGISTRATION

What is the size of your company? D 1 to 2 stores D 3 to 12 stores D 13 to 25 stores D 26 to 100 stores D 101 stores

Spouse/guest last name First name (for badge) _

Child (12 and under) last name First name (for badge) _

Full registration includes:

• Welcome Reception, August 4

• Gala Cocktail Reception,
August 5

• Awards Reception and

Banquet, August 7

• All educational seminars,
August 6 and 7

• General session and keynote,
August 5

• Entrance to exhibit hall,
August 5, 6 and 7

Full registration does not include:

• APRO Golf Tournament

• Guest program is included
in spouse/guest registration
only

CONVENTION REGISTRATION RATES FULL REGISTRATION
WITH VALID CONFIRMATION

NUMBER FROM TAMPA
MARRIOTT WATERSIDE HOTEl*

FULL REGISTRATION
WITHOUT CONFIRMATION
FROM TAMPA MARRIOTT

WATERSIDE HOTElCONVENTION ATTENDEE

$200 $400D APRO member

FREE $400D Buyer's badge (see page 34-regular members only)
D Non-member $500 $600

$200 $400D Spouse/guest. Includes spouse program August 6
You must indicate in advance if you plan to attend
the guest program: D Will attend D Will not attend

$75 $75D Child (12 and under only)
* Deadline to reserve a room at the Tampa Marriott Waterside Hotel in the APRO room block is July 1.

A LA CARTE (FOR THOSE WHO DO NOT PURCHASE FULL REGISTRATION)

A LA CARTE PRICES ALLOW ENTRANCE ONLY TO INDIVIDUAL FUNCTIONS AS LISTED: ALL ATTENDEES

D Exhibit hall only (will not allow entrance to seminars or social functions) $25
D Gala Cocktail Reception, August 5 $80
D Reception and Annual Awards Banquet, August 7 $100
D Guest/Spouse Luncheon, August 6 $65

Golf Tournament (optional): D I will be attending the APRO Tom Kitchens/Joe Eason Golf Tournament. Complete the separate Golf Tournament

registration at left and include it with this form. Cost is $150 per player-$50 of which goes to the APRO Scholarship Foundation. $ _

,.).].t.'''ufj·liliW·limij'j(.u.""i.jI ... TOTAL $ _

D My check is enclosed and made payable to APRO D Charge my credit card: D American Express D MasterCard D Visa

Credttca�numb� � Ex�rntionda� _

Signature Name as it appears on card
_

PLEASE MAIL OR FAX THIS FORM. WITH PAYMENT INFORMATION. TO:

APIa I
Association of Progressive Rental Organizations
1504 Robin Hood Trail. Austin. Texas 78703

8001204-2776; fax 5121794-0097; www.APROVision.org
THIS FORM MAY BE PHOTOCOPIED. YOU CAN ALSO REGISTER ONLINE AND BOOK YOUR HOTEL AND AIRLINE AT WWW.APROVISION.ORG
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CANCELLATIONS WILL BE ACCEPTED BEFORE
JULY 15 WITH A $25 SERVICE CHARGE.

NO REFUNDS WILL BE ISSUED AFTER JULY 15.



" ED WINN II/

THERTO
CUSTOMER

SEE-SAW

S PART OF THE ASSOCIATION'S OVERALL

STRATEGIC PLAN, TWO TELEPHONE

SURVEYS OF CONSUMERS WERE

COMMISSIONED THIS SPRING. THE

TRENHOLM GROUP POLLED NON-RTO

CUSTOMERS TO MEASURE THE

INDUSTRY'S OVERALL IMAGE. THE

BEEMER GROUP POLLED EXISTING

RTO CUSTOMERS TO MEASURE

THEIR SATISFACTION LEVELS WITH

THE RENTAL BUSINESS.
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••_. hese surveys were both follow-ups to

previous surveys conducted at the
behest of the APRO board of directors.
The first Trenholm survey was done in
1997 and the latest was an effort to

determine whether the industry's public
relations efforts are paying off over time.
These image surveys, measuring non­

customer opinions of the RTO concept
and industry are telephone surveys fol­

lowed by a series of focus groups in selected cities. As of this writ­

ing' the focus groups have not yet finished and reported their

findings. When the focus groups' results are in, rental dealers will
have a more complete understanding of how non -customers feel
about the business and perhaps why they do not or will not rent.

The industry has spent some money on pub­
lic relations over the past seven years, although
not a lot. The hope has been that these public
relations efforts would improve the industry's
image and allow more customers to feel good
about doing business in an RTO store. The
Association's annual statistical surveys of rental

companies have shown the RTO customer base
to have been stagnant over the past several years
and the Trenholm survey, while showing some

improved perceptions of RTO in certain areas,

mirrored this stagnation in overall interest in
RTO among non-customers.

Likewise with the Beemer surveys. The Beemer
customer satisfaction survey was first conducted
in 1994 and again in 1999. Rental dealers are hop­
ing that their customers feel better about the RTO
business over time and that customer relations
across the industry are improving. By asking
rental customers directly how they feel about var­

ious aspects of the business, rental dealers can

better gauge where they are succeeding and where
work still needs to be done.

Both of these survey companies are experi­
enced and well respected in their fields. Beemer
conducts 80 percent of consumer surveys for fur­
niture retailers and 40 percent of consumer sur­

veys for electronics retailers. As a result, Beemer
can often provide useful insight into the world of
RTO by comparing RTO customer opinions to

those found among retail customers.

EXISTING CUSTOMERS

Rental
dealers would like to hope that, over

the past 10 years, rental customers under­
stand the RTO concept better, use it more

often and are more satisfied with the RTO expe-
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rience. While some of those hopes have been
realized, others have not. For example, in

1994, one-third of RTO customers reported
that they could have bought the item they
rented. In 1999, that percentage fell to 20

percent and, in 2004, it fell further still to 16

percent. The implication is that increasing
numbers of RTO customers are being driven
into RTO stores instead of being attracted to

them by high quality products, good pricing,
attractive showrooms, friendly employees,
superior service, etc.

To be sure, this finding does not so much
reflect what is happening between rental
stores and their customers as it reflects the
state of the economy overall. It may mean

that mid- and low-income consumers are

feeling less and less secure about their eco­

nomic circumstances.
It is not true, of course, that RTO cus­

tomers have fewer choices in the marketplace. If anything, there are

more choices for them today than 10 years ago. eBay, for example, and
hundreds of similar local Web sites, which did not exist in 1994, make
millions of new and used products available every day attracting sig­
nificant numbers of bargain-hunting consumers. However, RTO cus­

tomers, especially first-timers who are feeling economic pressure, may
be more sensitive to how they are treated in rental stores. Add to that
the constant pressure on rental employees to grow revenues and hold
the line on card closes and the survey results may be understandable,
if disappointing.

Beemer attributes some consumer attitudes in 2004 to 9111. There
has been less shopping, overall, since 9111 and the shopping radius
around stores has decreased 20 percent since the terrorists struck in
New York.

In the rental industry, the percentage of existing and former cus­

tomers who had rented only once remained steady at 50 percent. The

percentage of one-time rental customers who were unhappy with
their RTO experience has increased steadily from 25 percent in 1994

to 33 percent in 1999 to 40 percent in 2004. As difficult and as expen­
sive as it is to get new customers in the door, it is disappointing that
the industry is not doing a better job satisfying these first-timers.
Retailers shoot for a 10 percent dissatisfaction rate with their first­
time customers.

With rental customer intentions to own running as high as 90 per­
cent and with keep rates consistently 40 percent or lower, those two

numbers mean that as many as one-half of RTO customers are hav­

ing their expectations disappointed regardless of how well they may
be treated by store employees. This disappointment of expectations
has been an intractable problem in the industry since it began and

only lately have rental companies begun to develop innovative pro­
grams to address the issue.

A number of companies have followed RentWay's lead and are

offering lifetime reinstatement, so that a customer who stays within
the system does not have to leave with nothing to show for all the rent

paid. Similarly, APRO President Lyn Leach has developed his "Good
News" program in his Midwest stores to achieve the same result. As

competition forces more rental companies to speak to the issue of
rental customer satisfaction, one hopes that positive results will begin



showing up in customer surveys.
Good news for rental dealers is that in the Beemer survey, only 10

percent of customers felt pressured by store employees to rent some­

thing. This compares with a nearly 20 percent rate in retail stores
where sales people are most often paid on a commission basis.

However, the percentage of RTO customers who felt that rental

employees treated them with disrespect increased from 11 percent in
1994 and 1999 to 24 percent in 2004. This means that while RTO cus­

tomers, generally, do not feel pressured at the front end of the trans­

action, once they are on the books, too many do not like how they are

being treated. This compares with 10 percent of retail customers who
feel this way.

As for the reputation of the rental company with whom the cus­

tomer is doing business, the trend is moving in the wrong direction.
In 1994,93 percent of customers felt the reputation of the rental store
was good. That percentage fell to 88 percent in 1999 and fell further
to 82 percent in 2004.

The number of customers who reported that they understood the
transaction held steady at 90 percent. When asked whether they
thought RTO pricing was fair and reasonable, one-third responded

negatively. This compares with 10

percent of retail customers. This
finding means that the industry is
still not explaining the benefits and
features of RTO as well as it might.
If company owners were closing
every deal in their stores, one

might expect this percentage to be
lower, because most owners do un­

derstand' in the most profound
sense, the business that they are in
and can explain its value to anyone.
Not all rental employees share that

depth of understanding, yet they
are the ones selling the deal to cus­

tomers-imperfectly, it seems,
from the survey results.

According to Beemer, at least
one-half of marketing comes from
store appearance. While there was

no question on the survey aimed

precisely at what customers think
of the appearance of the rental

store where they shop, Beemer asked rental dealers to reflect on the

question. Specifically, he invited dealers to ask themselves how their
stores looked to their customers. How inviting are the stores if the
windows are barred and dirty and the interior looks decidedly unre­

furbished? If the rental store premises look like a last-resort kind of
place, small wonder if customers coming in to do business feel that
way. If rental dealers are making a bad impression with store appear­
ance, Beemer argues that all those negatives are transferring over to
the rest of the RTO experience and showing up in the survey results.

NON-CUSTOMERS

What
about non-customers? How do they feel about RTO? To

explore this issue, Trenholm Research polled 400 people
who had never rented or who were not currently renting

and whose age, economic status and other fac­
tors generally paralleled those of RTO customers.

Sixteen percent of those surveyed had rented in
the past. A full two-thirds of those polled had
never considered RTO as a way of acquiring
goods. The top-of-mind image of RTO was neg­
ative for 42 percent of those surveyed versus only
9 percent who had a positive view of the indus­

try. More than one-half of those surveyed got
their impression of RTO from television.

Compared to 1997, overall negative impres­
sions of the industry among non - RTO cus­

tomers fell from 64 percent to 55 percent. The

percentage of non - RTO customers who thought
that RTO prices were fair and reasonable rose

from 42 percent to 51 percent. The percentage
that thought that RTO stores would not hassle
customers if they were late with payments rose

from 36 percent to 44 percent. The percentage of
customers who saw a positive in RTO from being
able to swap out merchandise rose from 32 per­
cent to 49 percent. Despite these gains in positive
impressions of certain aspects of the business,
overall interest in entering into an RTO transac­

tion among non-customers fell from 41 percent
in 1997 to 24 percent in 2004.

s with nearly all such surveys,
there is both good and bad
news for rental dealers. It is

certainly not the case that
dealers can light up cigars, lie
back in their hammocks and

congratulate themselves on

jobs well done. There is, in fact, much work to be
done, both with the current customer base to

increase the likelihood of repeat business and

among non-customers to make the notion of the
business more palatable to them.

The news from the surveys is not startling, but
should serve as a prod to ambitious dealers
around the country to improve marketing, store

appearance, in-store merchandising and opera­
tions. Also, dealers must work to make sure that
in five years there are more positive upticks in the
areas surveyed.

It is no surprise that the industry still has image
issues. The surveys bear this out. Improving the

industry one store at a time is the best and per­
haps, finally, the only way to improve the indus­

try's image.
Copies of the new surveys are available to

APRO members through the home office. _

Ed Winn III is APRO's general counsel. His e-mail
address is edwinn@e-bylaw.com
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A TAWDRY
TALE OF

COLLECTIONS
GONE AWRY

BY ED WINN III

RTO
can be a tough, gritty busi­

ness. Everybody in it knows
that. It's not like that every
day, of course. Some days are

as peaceful and serene as you
please. And then some days, the clouds
gather and it's just one rotten thing after

another-enough to test any man or

woman to the limit. This is the story of
one of those days.

It started out easy enough. A cus­

tomer came to the store late last July and
rented a sofa, loveseat and dinette. It was

all new stuff. It was a good account for
the store at $175 a month. She paid a

month and a few days and wasn't due
until September 3. She got paid on the
first. Everybody in the store was feeling
good about adding some BOR in the
dead of summer.

The delivery went smoothly. It wasn't a

great apartment, but the delivery guys
had seen far worse. There was a yard full
of kids, mostly hers, it looked like, and

they were happy enough that Mom was

getting herself some new furniture.



he trouble started pretty quickly, though, like it often

does. She never paid in September-a first payment
default. Who knew? All those good feelings from such

a short time ago turned to sawdust. It was mid­

September before anybody could get her on the phone.
She had a story-lost job, family emergency. She

pleaded for a little time, a couple of weeks. She made a

commitment to come in and get caught up, but then she broke it. By the

end of the month, everybody sort of knew that the account was no good
and that the stuff would be coming back. Oh well. Welcome to the rental

business. That's a familiar enough story. But it got worse-a lot worse.

The store guys kept calling trying to

get the furniture back. She kept making
excuses and hanging up on them. The
calls coarsened on both ends of the
line. She said they were harassing her.

They said they needed to pick up their
stuff. Pick-ups were scheduled-one

time, two times, three times. No one

ever came to the door. It became obvi­
ous to all concerned that she knew the

system and was working it. They
should have kicked the file upstairs
right then, but they just couldn't. There
was pride at play and honor. She was

alternately rude and then so smug that
she got under their skin with all of her

pious talk about being religious and

wanting to do the right thing. They
were all lies. It should have made them

laugh after a while, but it didn't. It went

the other way and infuriated them.

Getting the furniture back became a

quest for these two guys. They couldn't
let it go. Calls continued going back
and forth during October and
November. People started calling one

another names. Threats were made to

cut off the power to the apartment on

the one side and to call the police on

the other. They didn't talk to her every
time. Sometimes they talked to the kids
about their mother. Sometimes they
talked to her friends who were visiting,
and not in a kindly way, it seems.

A man got involved on her side-a

husband, maybe? He told them that he
had been to prison and that he wasn't
afraid to go back. He told them that he
was from the city and that he knew

people who would kill the rental guys
and everybody they loved if they ever

called her again. Now suddenly, man­

hood and primal fear were in the mix.
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More than once she told them out­

right that she was stealing the furniture.
"I'm going to steal your stuff. That's
what I do. You're going to lose your job
and I'm going to Hell," she said.

There was a confrontation on the
front porch in late November. Two

delivery guys who knew nothing of the
work and emotions underlying the
account went out to make a pick-up,
because that's what the work order said
to do. A man came to the door and

news and seeing the cause as complete­
ly lost, one of the guys decided to let off
a little steam. Not content with verbal

jousting with the woman on the phone,
he started leaving messages on her an­

swering machine. They were ugly. They
were obscene, these messages, and now

they were on tape. Even for hardened
rental guys, seeing the transcript of
these messages felt like looking at the
Abu Ghraib photos of prisoner abuse
in Iraq. They were that bad-much too

filthy to print here. This was customer

abuse and it wasn't a close question.
With the tapes in hand, she quickly

made arrangements to give the furni­
ture back in early January. She wanted
clean hands. Shortly thereafter, she

played her tapes for an office full of

lawyers. The demand letter to the home
office came a few days later, exhaustive­

ly listing the company's sins, ignoring
the customer's altogether, and de­

manding $100,000 in exchange for a

quick and confidential settlement.
"Mind you we expect that a ... jury

would award a much larger amount

THE LESSON FROM THIS SAD TALE ONCE
AGAIN IS THAT RENTAL STORE EMPLOYEES
CANNOT AFFORD TO RETALIATE- EVER­

AGAINST CUSTOMERS, EVEN VVHEN
THEY ARE BAITED TO DO SO.

wanted to know, "What the [deleted
expletive] the delivery guys were

doing there?"
That's not the best way to start a

pick-up, but undaunted, the de­

livery guys explained their mis­
sion. "She's not home and you
ain't getting [deleted expletive]!"
the man said menacingly, and got
in their faces from his porch. The de­

livery guys, not being in on the ongo­
ing verbal gun battle, left with a ca­

cophony of threats from the
man, including more

death threats aimed
at the guys back
in the store

working the
account.

Hearing
the latest

when they hear the tapes
of your employee's mes-

sages to [our client] ,"
the demand letter said.
The lawyers attached a

copy of the lawsuit

they were prepared to

file, which included al­

legations of Intention-
al Infliction of Mental
Distress, Defamation,
Negligence, Negligent

Infliction of Emo-



gent Hiring, Training, Supervision and
Retention. Some of the claims were just
hers; others belonged to her and her
kids. The suit claimed that she had
begun seeing a doctor and had to miss
work because of the stress caused by the
company's harassment.

The company sent the letter to its
insurance company seeking coverage
under its Commercial General Liability
policy. The insurance company first
said that it wouldn't defend the claim
and then said that it would defend the
claim after all, under its reservation of
rights clause.

In the meantime, the company hired
local defense counsel because it had no

choice and began investigating the
claims.

t didn't take long to start learning
about her. She was, in fact, a thief
and had demonstrated her consid­
erable skills in working over sever­

al other rental companies. She had
a big screen television, a stereo, a

computer and a sofa/loveseat set

from other rental companies who had
written her stuff off. She had lately
stiffed a payday loan company not very
far away. And the investigation into her
past is not over.

The employees, who had been
around for a while and had helped
open the store in the new market and
who had performed adequately until
this, were let go. You can't have rental
store employees letting off steam on

customers' answering machines no

matter the provocation.
The plaintiffs' lawyers have lately

dropped the settlement demand to

$25,000 "and not a penny less." Maybe
they have learned something about
their client. The insurance company,
when it weighs the costs of defense, will
probably write a check. There may be a

bit more wrangling to get the settle­
ment down a bit, but a bad person is

going to get more money that she de­
serves. The rental company has already
suffered a black eye and some loss of
morale because a couple of employees
got carried away with a bad account,

broke company rules, and by their own

admission, left "rude/unprofessional
messages" on a customer's answering
machine.

The company will survive. Life will
go on. But nobody on the rental side of
things is feeling all that good right now.

It can be a cruel business sometimes.
Sometimes the bad guys make out like,
well, bandits.

The lesson from this sad tale once

again is that rental store employees
cannot afford to retaliate-ever­
against customers, even when they are

baited to do so. Especially when they
are baited. This company, which trains
employees pretty well overall, is going
to pay more for insurance-if it can get
insurance in the future-because em­

ployees were egged on and succumbed
to the temptation. Don't let it happen
in your store. It costs too much and, if
you were to ask the store guys in this
story, they would tell you that it didn't
feel that good.•

Ed Winn III is APRO's general counsel.
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ON RENT CITY
THE KEYS TO ROBERT BRJ:LEY'S

"W"EST TEXAS SUCCESS ARE SOLJ:D

RELATJ:ONSHJ:PS. CLEAN DESKS

AND A STELLAR J:1V.EAGE

t's not that Robert Briley is proud of his company's new

digs, but following a few minutes of conversation about

Abilene-based Rent City's new corporate headquarters, one

wonders whether he didn't pass out a few cigars the day

they moved in.1(1) "It's stunning:' said AFRO General Counsel

Ed Winn III after a recent visit. ... B Y K R 1ST ENe A R D
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e've been building this company and this staff for a long time. The new office is the reward

,

for their commitment and hard work;' says Briley. "Applicants to our stores now have to

come to Abilene for their final interview; our office helps us close the deal. They walk into

our office and they're like, 'Wow, this is unbelievable.' They come in and sit down and

want to be involved with this first-class operation:'

Briley clearly believes a nice workplace encourages

longer tenure and happier and more productive team­

mates. From the double leaded-glass doors etched

with Texas stars to the solid wood conference table

with a Texas-star design ironwork base, Rent City's
new office reflects Briley's pride in his company and
its image, as well as in his home state. The entire facil­

ity is Texas- themed; you name the icon and they've
got it: buffalos, longhorns, cattle drives, horseshoes

and Indians. Briley describes it as "almost like a mini­

Capitol."
"It's really first-class, from top to bottom;' he says.

"And that's what our industry needs to be-first-class,
through and through."

-7 PUTTING THE BEST FOOT FORWARD+-

I riley, 52, is serious about that first-class image­
for his industry, for his company and for himself.
He reiterates its importance frequently and stress­

es that he's not just talking the talk; he strives to live it,
day in and day out.

Briley grew up in Abilene, raised with three sisters

by a diesel mechanic stepfather and housewife moth­
er. He helped pay his way through Lubbock's Texas

Tech University by working at Fields' University Shop,
a men's clothing store located across from campus. In

1974, he graduated with a bachelor of arts degree and
the intention of going to law school.

But the store's owner, in his mid-80s, was planning
to retire the following year and asked Briley to stay
and manage the shop until its closing. Briley obliged
and used the additional time in Lubbock to take more

business classes, following the graduate school cur­

riculum. He realized his interests lay in business and
abandoned his law school plans.

Once Fields' closed, Briley returned home to

Abilene, wed his college sweetheart, Lou Neely, and

accepted a position with Western Marketing, a petro­
leum marketing company owned by the Wright fami­

ly that ran a string of convenience stores and truck

stops. President Bill Wright's entrepreneurial spirit
inspired Briley to new heights.

Beginning as the assistant restaurant manager of a

truck stop, Briley worked under the command of the

company's vice president of operations, Jim Naler.
Naler was a former wing commander from Abilene's

Dyess Air Force Base and became a life-changing
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influence on a rather cocky, still maturing Briley.
"The timing of that job was perfect for me;' says

Briley. "Here I was, young and

prideful-I didn't want to be

wrong. Naler taught me that I need­
ed to be responsible for my actions,
not give excuses. It was just cut and
dried. We had stand-up briefings
every Tuesday morning where you
had to stand up at the front and

present your results. Then you had
to talk about what you were going
to do to solve your problems. Ex­

cuses weren't acceptable, but ways
to solve the problem were. He gave
us a serious dose of discipline."

One of Naler's many systems was

"shuffling the deck" annually-giv­
ing everybody within the company a

new assignment every year. Briley
rose quickly through the ranks, from
his original job, to manager of a con­

venience store to market manager
over all convenience stores, to Naler's

personal administrative assistant.

"One day toward the end of that

year, he and I were talking about
our truck stop outside of Abilene,"
says Briley, "and he says, 'What do

you think about that truck stop? It

should be making more money,
don't you think?' And I say, 'Well, all
I know is, if I were in charge and

somebody wasn't making a mini­

mum of $30,000 a month there, I'd
fire 'em.'

"Well, of course when they did
the assignments for the next year, I

was the general manager of the Abi­
lene truck stop. It had been making
only about $8,000 to $10,000 a

month and the first month I was

there, I made something like

$29,500. I came in to go over my
numbers and was real proud of myself. Naler looked

at the sheet and I still remember him peering over his

glasses at me and saying, 'I see you didn't hit your
numbers.' That's the kind of guy he was."



The following year, Briley was the division manag­
er of all truck stops and then was named to be sales
manager of the company in 1981-but he had already
decided it was time to move on. A banker friend and
tennis partner, Brad Stephens, had brought a new

opportunity to Briley's attention: the owner of a local
Curtis Mathes Home Entertainment Center franchise
was searching for a buyer.

"I had about $2,000 in a savings account and Brad
had about $5,000," says Briley. "This guy wanted

$550,000. But Brad knew where to get the money. We
went to Mercantile Bank up in Dallas and they loaned
us the money." The pair had no collateral. They signed
a loan at 23.5 percent interest.

Luckily-or perhaps miraculously-the deal
worked out for Briley and Stephens.

"I learned what it meant to be in the right place at
the right time," says Briley. "There was a boom in the
electronics industry. Televisions were going crazy; we

put in movies, which had just begun being rented. We
were about 75 percent retail sales, with the remainder
in rental movies and TVs. We were very successful; we

paid off our bank debt within about four years."
With Briley in charge, the booming business grew

to seven West Texas stores. Then, in 1986, the oil bust
hit. They consolidated and survived. But by 1990,
Curtis Mathes had filed Chapter 11, and Stephens had
discovered a corporate CFO position he wanted to
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pursue. So Briley bought his partner out and decided
to go exclusively with rental. Rent City was christened.

� ROBERT'S 'RULES' <-

oday, the Rent City realm has steadily grown from
three stores to a stable of 15 through a methodical
series of sales and acquisitions. Located through­

out West and Central Texas, Rent City features a selec­
tion of mid- to high-range furniture, electronics,
appliances and computers.

«We'd like to continue to grow," says Briley. «I don't

to make our stores more inviting. Your store is your

advertising. We want our stores to be more inviting."
At Rent City, anything less is not an option. Delve

further into the day-to-day operations of the compa­

ny and you find Briley has established some definite

«Rules of Rent City"-hard and fast policies, person­

ally enforced by the boss himself.
RULE NO. 1: Image is (almost) everything. «My No.1

job is the image of the company," says Briley. «So I'm
the one who inspects the stores. I ask them, 'When you
come by the corporate office, how does it look?' and

they always say 'perfect'-they never say 'good,' they

"ALL OF OUR STORES ARE EXTRElVJ:ELY N:ICE.

'W'HEN YOU GO :INTO lVJ:OST RENTAL STORESr
YOU HAVE AN :IlVJ:AGE THAT :ITrs USEDr

:IT'S PLAl:N. 'W'E DON'T DO THAT. 'W'E 'W'ANT

OUR. STORES TO B� lVJ:ORE :INV:IT:ING."

have a set number, but on the APRO Statistical Survey,
it reflects that the most profitable number of stores is

in the 11 to 20 range. So if we got into the 20 range,
then I think that would be good."

Not surprisingly, what Briley believes sets his com­

pany apart from his competition is, in a word, image.
«All of our stores are extremely nice;' says Briley.

«When you go into most rental stores, you have an

image that it's used, it's plain. We don't do that. We

have nicer carpeting-we use bright, upbeat colors like
red and yellow-and we use a lot of decorating tactics
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say 'perfect.' And I say, 'If I'm walking the walk and
that's what I want at the office, then that's what I want

at your store, too.'"
RULE NO.2: Orderliness is next to effectiveness. «For

example;' says Briley, «at our office, you can't leave any
paper on your desk when you go home at night. If we

need five more filing cabinets, fine-that's not the

point. What I want is when people come in our door,
they think we're a professional organization that's

organized and in control."
«Orderliness creates confidence and the image that

we're successful. We may not be success­

ful, but we sure look like we know what
we're doing. And if you look like you
know what you're doing, then that goes a

long way with your customer. They think,
'Hey, I want to be a part of this.'"

RULE NO.3: Spare the money and spoil
the image. «The way something looks is
the most important thing to me," says
Briley. «If I have to choose between what
it costs and how it looks, it will always be
how it looks. Always. Which means I may
not be wealthy, but I'm going to like
where I'm living, how our office and
stores look and the quality of the mer­

chandise we're selling. The real bottom
line is, people won't be disappointed
when they go into our stores."

RULE NO. 4: It's now or now! "I'm a 'right
now' kind of guy," says Briley. «When I

want something done, I want it done

right now. When I walk into our stores,

immediately my employees come up with
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a pad. I tell them what I want changed or cleaned or

moved or fixed and I want it done. I want it done right
now."

Sound a little like a, um, military officer? Briley
concurs. "I think part of it is just who I am;' he says.
"Since I was a child, my mother stressed cleanliness
and appearance. But I also had it beat into me by
Naler."

Naler wasn't all push-ups and brass tacks, though.
Briley also learned some vital lessons from him about

For Briley, a basic element of doing it the right way
is developing relationships not only with customers

and teammates, but also beyond company borders.

Briley has been an APRO member since 1989, is cur­

rently serving his fifth year as a board member and
was APRO's 2002-03 treasurer. Additionally, he's

extremely involved in the Texas Association of Rental

Agencies, where he served as a member of the execu­

tive committee for the past decade.
"In 1983, I was named the Curtis Mathes fran-

"THE PEOPLE lVIAKE THE DJ:FFERENCE. 'W'E'VE

HAD STORES THAT 'W'ERE DOJ:NG TERRJ:BLE

AND 'W'E CHANGE THE PEOPLE AND THEY DO

GREAT. J:T'S JUST THAT SJ:lVIPLE."

chisee of the year;' says Briley. "I liked that, but it was

less about the award and more about serving the

industry. It's important to me that I serve our indus­

try. During my tenures at APRO and at TARA, we've

improved those associations. And I've developed
some rewarding professional relationships to show for

it, too. I'm a big relationship guy."

� FAMIlY FIRST �

Being
a stickler for control and a 'big relationship

guy' at the same time might seem a little incongru­
ous to some. But it's easy to understand once you

know about Briley's life apart from work. Briley and
his wife, Lou, are dedicated to their family. Lou's main
focus is caring for their son Zach. "She's basically a

private duty nurse," says Briley.
Briley's 26-year-old son, Zach, was born with spina

the people you work with and how to treat them.
"I think the most important thing he taught me is

to work with people who you care about and with

people who care about you," says Briley. "He cared
about me as a person. Now, I didn't like him all the
time because he pushed me beyond my comfort zone.

But looking back, my favorite teachers weren't the eas­

iest ones; they were the ones who pushed me the hard­
est and taught me the most."

Today, that's what Briley endeavors to be for the
staff he's deemed his "teammates"-a caring, yet dis­

ciplined, coach.
"Our people make the difference;' says Briley.

"Craig's [Shewmake, Rent City's chief financial offi­

cer] been with us for more than 20 years. Terry
[Bilbrey, the company's operations manager] started
with us in 1985. Tracy Martin has been with us for five

years as our office manager. Scott Lunsford, our dis­
trict manager, has been here for three years and

Mandy Horton has been doing our accounts payable
for over two years. These key people, along with our

great store managers and other teammates, are what
have made Rent City successful.

''A first-class image is important to me," says Briley.
"But it's the people who make the difference. We've
had stores that were doing terrible and we change the

people and they do great. It's just that simple."
Briley says Rent City has actively adopted the phi­

losophy of hiring for attitude and willingness to learn,
followed up with intensive training. The company
combines face- to- face training at the Abilene office

using in-house training manuals along with Internet­
based training offered through the Association of

Progressive Rental Organizations.
"There's more than one way to do things," says

Briley. "But we call our training The Right Way,
because it is the right way-for us."
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bifida and a connected complication known as hydro­
cephalus, or water on the brain. Zach had a stroke at the

age of two and has undergone a total of 42 surgeries,
eight of them within the past year. Despite being para­
lyzed from the waist down and requiring medical atten­

tion every three hours, Zach enjoys a relatively active
social life. When he's not attending high school and col­

lege sporting events all over Abilene, Zach works at the
new office with his dad, answering telephones.

"Zach has had a tremendous influence on Abilene;'
says Briley. «I mean, everybody in Abilene knows Zach,
y'know? It's been good for Abilene and it's been good
for us. He's become a real part of the community.

«Family is very important to me;' says Briley.
«Spending time with Zach doing what's important to

him ... I'm not trying to be dramatic, it's just that all of
our focus has been on him for the past 26 years. It's
about spending time with him."

Briley's younger son, Parker, is an attention-getter
in his own right. At 23, he recently graduated with
honors from Texas A&M University with a finance

degree, where he was also the co-captain of the golf
team, having competed nationally in golf (tennis, too)
for years. Parker's wife, Natalie, is a junior at Texas
A&M and excels scholastically. Additionally, Parker
and Natalie have provided Briley and Lou with anoth­
er way to spend their spare time-being grandparents
to three-year-old Preston.

-7 STYLE AND SUBSTANCE+-

'or
all his rule making, Briley is decidedly compas­

sionate. He's taught Sunday school to preteens for
the past 15 years-«I probably enjoy that hour­

and-a-half better than any other time," he says-and
having been faced with so many health-related issues
within his own family, is watching over the well-being
of his company teammates as well.

The new corporate office, originally a physical
therapy facility, will house a fully equipped workout
area for the Rent City staff, showers included.

«Their health is important and we're not getting
any younger," says Briley.

It's clear Briley cares about the people he works with
and he cares about the image of the company. And those
two most closely connect at Rent City's swanky new Tex­
ified headquarters, which Briley will proudly tell you
were produced via a thoroughly collaborative process.

«Designing this office was a team effort;' says Briley.
«Everybody contributed different things to the way the
office ended up. And that's the way our company is.
Around here, we all work together. My job is different
from theirs, but I'm still accountable to them. We don't
have anyone person who's more important than the
others. Everybody contributes in different ways." •

Kristin Card is an independent business writer in
Austin, TX.
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Electronics
The following list of electronics suppliers cater to the rental-purchase industry.

All are either APRO associate members (*), advertisers in APRO publications (+), APRO

Buying Show exhibitors (II) or APRO-endorsed member benefit program providers (-).

Almo Corp. *"

Contact: Ken Lopolito
2709 Commerce Way
Philadelphia, PA 19154

215/698-4071; fax 215/698-4095

BDI-Laguna *"+

Contact: Jay Nardone
3655 Atlanta Industrial Dr., Ste. 100

Atlanta, GA 30331

404/696-9996, ext. 137; fax 404/696-4870

Capitol Sales Co. Inc. * +

Contact: Stephen Konsor Sr.
3110 Neil Armstrong Blvd.

Eagan, MN 55121-2234

800/467-8255, ext. 116; fax 800/440-4077
The Crosley Corp. Inc. "

Bert Miley
675 N. Main St., P.o. Box 2111
Winston Salem, NC 27102-2111

336/761-1212; fax 336/721-0685
DSI Systems Inc. *

Contact: Dave Robison
11101 Aurora Ave.
Des Moines, IA 50322

515/276-9181; fax 515/276-9407
Daewoo Electronics Corp. of America *"

Contact: Sean Kim
120 Chubb Ave.

Lyndhurst, NJ 07071

201/460-2516

ESI/E&S International Enterprises Inc. +

Contact: Bill Sobieski
7849 Canoga Ave.

Canoga Park, CA 91303

818/887-0700; fax 818/702-2206
Florida State Games *"+

Contact: Denis Rosen
6601 Lyons Rd., Ste. L-9, Lyons Bus. Park
Coconut Creek, FL 33073

954/973-9100; fax 954/973-9102
HH Scott,
A division of The Emerson Radio Corp. *"

Contact: Kevin Saracinello
9 Entin Rd.

Parsippany, NJ 07628

973/428-2121; fax 973/428-2102
JVC Corp. *+

Contact: Keith Ido
1700 Valley Rd.

Wayne, NJ 07470

973/315-5000; fax 973/315-5011
Motivated Marketing *"

Contact: Tom Murphy
10612 Cape Hatteras Dr.

Tampa, FL 33615

813/925-8808; fax 813/925-1410
O'Rourke Custom Solutions "

Contact: Joe O'Rourke
1408 Vinylex Dr.

Carrollton, TX 75006-3817

972/245-0006; fax 972/245-0660

Philips Consumer Electronics * "+

Contact: Mike Neighbours
64 Perimeter Ctr. E.

Atlanta, GA 30346

770/821-2672; fax 865/540-8065
RES Marketing Inc. * "+

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

Tampa, FL 33607

800/444-7304, ext. 210; fax 800/444-7312
RTI Distributing *

Contact: Tom Kolar
13529 I Circle

Omaha, NE 68137-1147

402/330-3013; fax 402/330-1771
SED International *"+

Contact: Charles Mason
4916 N. Royal Atlanta Dr.

Atlanta, GA 30084

770/243-1018

Sanyo Fisher Co. +

Contact: Paul D'Arcy
21605 Plummer St.

Chatsworth, CA 91311-4254

818/998-7322, ext. 551; fax 818/717-2777
Thomson Inc. (RCA/GE) * "+

Contact: Tim Shannon
10330 N. Meridian St., INH-320

Indianapolis, IN 46290

800/217-3935; fax 800/688-1115
Toshiba America Inc. *"

Contact: James Donahue
82 Totowa Rd.

Wayne, NJ 07470-3114

973/628-8000, ext. 2390; fax 973/628-7730
Tritronics Inc. *

Contact: Kim Wagner
1306 Continental Dr.

Abingdon, MD 21009

800/638-3328, ext. 1211; fax 800/888-3293
Vance Baldwin Inc. *"+

Contact: Robert Coolidge
7060 State Rd. 84, #12
Davie, FL 33317

954/723-9191, ext. 131; fax 800/552-1431
Video By Cycling *

Contact: Teresa Gorman
10610 Metric Dr., Ste. 179

Dallas, TX 75243

214/340-4466; fax 214/349-9984
Welton USA Ltd. *"

Contact: Steve Sherman
9400 N. Royal Ln., Ste. 100

Irving, TX 75063

214/596-2700, ext. 702; fax 214/596-2727
Zenith Electronics Corp. *"+

Contact: Don Julson
2000 Millbrook Dr.

Lincolnshire, IL 60069

847/941-8734; fax 847/941-8401

�----------------------------.
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Tennessee rental
dealers re-unite

Rental dealers from the "Volun­
teer State" met in Chattanooga

on April 20 to elect new officers, get
a legal update, meet and greet old
friends, renew acquaintances and
catch up on the latest industry
news.

In the absence of any legislative
matters confronting Tennessee
rental dealers, the association had
not met officially since 2000. With a

healthy bank account, the associa­
tion had not needed to assess dues

during the past year or two. Outgo­
ing President Dave Matthews of
American Rentals in Athens, TN,
thought it was high time to get the

group back together.
At the meeting, APRO General

Counsel Ed Winn III brought deal­
ers up-to-date on industry-related
legal issues around the country,
including the status of the federal
bills, lawsuits in surrounding states,
bankruptcy, arbitration and other
hot legal topics.

Shannon Strunk, president of
Baber's, drove up from Pascagoula,
MS, to talk to Tennessee dealers
about the many useful things he
had learned from being involved in
state associations.

I

The group informally discussed
new products and marketing pro­
grams that had been successful and
held elections. TRDA elected the

following officers for the association
for the upcoming year: President

Larry Goad of Zion's Rental-Pur­
chase, Vice President Chris Bolin of
Bolin Rental-Purchase and Secre­
tary-Treasurer Michelle Goad, also
of Zion's.

Attending dealers reported that
the meeting had been helpful and
want to continue having meetings
on a regular basis for employee
training and to discuss new and

profitable rental purchase ideas. "It

was a decent turnout," says
Matthews. ''All in all, it was a really
good meeting."

Arkansas lobbying
effort mobilized to
address class-action
lawsuits

The Arkansas Rental Dealers
Association hosted another

successful spring convention and
tradeshow on April 27-28 in Hot

Springs. A hot topic at the meeting
was the progress of the three class­
action lawsuits recently filed against
the largest rental companies in the
state. APRO General Counsel Ed
Winn III held a private session with
the ARDA board and other owners

to discuss legal issues and strategies
related to the lawsuits. Winn later
addressed the full group to explain
the status of the suits. In response,
the ARDA board of directors voted
to invigorate a state lobbying effort
to protect dealer interests.

Also during the meeting, Frank
Matthews presented a seminar for
store employees called, "Creating
Sales Superstars through Great Cus­
tomer Service." NFL referee and
Arkansas businessman Walt Cole­
man talked to the group about his

experiences and inspired rental
employees to greatness during the
afternoon session.

The second day closed with

thoughtful and probing roundtable
discussions, including such topics as

closing the deal, collections and

dealing with difficult situations in
the store:

The trade show was a resounding
success with some 20 vendors.

Arkansas remains among the

very best organized and most active
of state associations and is sus­

tained by a vibrant local dealer base
as well as active participation from
national chains.
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Kansas

reorgan izational
meeting has large
turnout

Twenty-five rental dealers
showed up for a reorganiza­

tion meeting of the Kansas Rental
Dealers Association on May 18 at

the Harrah's Prairie Band Casino in

Mayette, KS. The full-day agenda
included a welcome by APRO State
Association Coordination Commit­
tee Chairman "Tiger" John Cleek, a

complimentary lunch, officer and
board elections and a presentation
by APRO General Counsel Ed Winn
III on the latest legal and tax issues

currently facing rental dealers.
"I was really pleased by the

turnout," says organizer Gloria
Homeier-Schwien of Hometown
Brand Center. "I was concerned that
no one would be that interested in

serving on the board, but people
stepped right up. We can expect to

see great things from Kansas in the
next few years."

The 2004-05 KRDA board of
directors is as follows:

President: Gloria Horneier­
Schwien, Hometown Brand Center

Vice President: Kenny Spanier,
The Superstore

Secretary-Treasurer: Greg Green,
RentWay

Board members: Jim Brown,
ABC Rent to Own; Mike Strong,
Mike's TV-Furniture & Appliance;
Joe Kell, Appliance & Furniture
RentAlI; and Shaun Rush, Rent - To­
Own Center.

For more information on join­
ing' e-mail Gloria Homeier-Schwien
at homeier@eaglecom.net. _
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It's no secret why, year after year, GE is chosen

as America's #1 preferred appliance brand', That's

because through our Six Sigma methodology, we

continue to craft high-performance products that

ensure your business stays ahead of the curve.

Our full-line includes many outstanding products
from clothes care to refrigerators and ranges.

But GE also offers services unmatched in the

industry like: flexible nationwide distribution,
easy ordering by phone, fax or oyer the internet,
a quick and effortless account application, no

minimum purchases and 6-piece orders ship
freight pre-paid. GE is dedicated to making
business simple for the rental-purchase industry.

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
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da� in and da� out ... with unsurpassed uptime.

The High Touch sqstern is rock solid and offers users these benefits:

Fewer system crashes; High Touch sqsterns tupicallq run for �ears

without incident

Exceptional virus immunity; no additional software needed

Secure data; automatic restart capabilities protects data during

power interruption

Built-in audit programs; a diagnostic program runs nightl� to ensure

all files and data relationships are intact

If you're hungry for system stability

and higher profits, call High Touch.
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