
FIND OUT WHAT'LL MAKE 'EM
WANT TO COME BACK



RENT-TO - OWN

Make The Smart Move.

You're an experienced rent-to-own professional, and you know RTO.
You want to put that knowledge to work for yourself-but how? With e
ColorTyme, you'll find the business opportunity you've been looking for.

Owning your own business has never been easier.

• No-penalty 401 (k) Leveraging
• 100% Inventory Financing

*

• 3000+ Store Purchasing Power
• Operating Capital Loans *

• Discount On Franchise Fee Based On Experience
• Proven Business & Training Model
• Award-Winning Marketing Programs

Call Pat Sumner today at

(800) 608-8963
(All calls are confidential.)

* Subject to financial qualifications.
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RENT·TO· OWN

Call Pat Sumner todav at

(800) 608-8963
(All calls are confidential.)

Take your business to the next level with the backing of an

experienced player in the RTO industry, where you are not a number

in a database, but a part of our team. We know RTO, and we

know how to help you grow your business. Call us today for more

information!

• 100% Inventory Financing
*

• 3000+ Store Inventory Purchasing Power
• Operating Capital Loans *

• Discount On Franchise Fee
• Award-Winning Marketing Programs
• Affordable Product Service
• Proven Business & Training Model
*

Subject to financial qualifications.

Helping You Grow Your Business • www.colortvme.com
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eas!J to order

eas!J to rent products

www.ashleyfurniture.com •
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The price and size of dosed-circuit video-camera:
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and recording equIpment keepdiminishing. It's no
wonder that rental dealers 'are consideringthis _

technology to keep an eye on things in the: �t9re.
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WHEN YOUR ACCOUNTANTS
DON'T KNOW "BOR" FROM "IRS",

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

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

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

clients of every size, offering
informed advice on finan­

cial matters of every sort.

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

Kirkpatrick, Sprecker know their

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

From the inception of

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

industry's most

prominent players.
Kirkpatrick, Sprecker

No CPA firm in the

country knows more

about Rent-To-Own.

Call 877-299-1532 or

e-mail jim@kscpa.com.

IL-. KIRKPATRICK, SPRECKER
�I & COMPANY, LLP
311 South Hillside • Wichita, Kansas 67211-2195

Phone: 877-299-1532 • Fax: 316-685-4575 • On the Web at www.kscpa.com
Associate Member AFRO
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COMPILED BY

JULIE SHERRIER APRO to celebrate
25th anniversary at the
2005 Convention and
Buying Show in August

It
was 25 years ago that the first meeting of RTO

dealers was held in Dallas in July 1980. Several
months later, the Association of Progressive
Rental Organizations was formed and APRO

General Counsel Ed Winn was appointed as APRO's

The 2005 Convention
and Buying Show will cel­
ebrate the Association's

quarter-century mark
with several events,

including a look back at

the accomplishments, set­

backs and milestones
achieved by the active
involvement of hundreds
of rental dealers from all
50 states. Scheduled for

August 8-11 at Mandalay
Bay in Las Vegas, the
event will feature numer­

ous attractions, including:
� The second annual

Buying Show. In 2004,
the APRO trade show
was transformed into a

buying show where more

than $13.2 million in

product was sold in the
exhibit hall.

� The 2005 Rental­
Purchase Employee and
Rental-Purchase Cus­
tomer of the Year will be
honored. Entry forms are

now posted on the APRO
Web site at www.APRO­

Vision.org. Enter your
best employee and/or
customer today. The
winners will be treated to

a free trip for two to Las

Vegas during the show.
� The winners of the

2005 Rental Advertising
Excellence competition
will be displayed in the
exhibit hall. Entries pro­
duced in-house and by
advertising agencies will
be judged separately.
Enter online today on

the APRO Web site.
� Top speakers and

RTO experts will offer
invaluable education
seminars focused on

your business. Industry
updates and annual sur­

vey results will also be
discussed.

� Social events with

great food and entertain­
ment are always a high­
light of the APRO
Convention and Buying
Show. This year's parties
include an exclusive

evening at The Palms
Hotel in the Rain in the
Desert nightclub as well
as a Tonight Show spoof
celebrating the 25th

anniversary of APRO,
with a Jay Leno imper­
sonator.

� The Joe Eason and
Tom Kitchens Golf Tour­
nament will be held at

MARCH-APRIL 2005 5



Web site at www.APRO­

Vision.org and in the

biweekly online newslet­
ter' Rental Viewpoint. We

hope to see you there!

and Sheep Mountains.

Stay tuned for more

information in the next

issue of Progressive
Rentals, on the APRO

the Paiute Golf Resort, a

course that will appeal to

all handicaps with rela­

tively easy holes with

great views of the Spring

r
------------------------------------------------

ENTRY FORM

2005 APRO Rental-Purchase Customer of the Year
and Employee of the Year competition

This is a nomination for (check one): D Customer of the Year or D Employee of the Year

Nomination for _

Company (if applicable) � _

Address ___

City State Zip code
_

Telephone ( _

E-mail � _

Your name, (if other than nominee) ___

Company (if applicable) _

Address ___

City State Zip code
_

Daytime telephone ( _

E-mail _

Explain why you think your nominee deserves to be named the 2005 Rental-Purchase Customer

of the Year or Employee of the Year (attach a separate sheet if necessary):

________ Fax( _

I certify that the information provided is correct and true and can I can attest and stand

judgment pending possible further inquiry.

Signature -,---
Date

_

Mail this form to APRO Contest, 1504 Robin Hood Trail, Austin, TX 78703;
or fax to 512/794-0097; or nominate on the APRO Web site at www.APROVision.org.

------------------------------------------------�
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Rental-Purchase
Customer and
Rental-Purchase
Employee of the
Year call for
entries

The search is on for
the best RTO employee
and RTO customer for
the 2005 Rental-Purchase

Employee and Rental­
Purchase Customer of the
Year contests. As in previ­
ous years, this contest is a

wonderful vehicle that
can extend beyond APRO
and can be customized
for your stores to find

your best employee and

your best customer.

Entrants et a chance

for an all-expenses-paid
vacation to Las Vegas, NV,
if selected as the Employ­
ee of the Year or a similar

package tailored to the
winner's choice if selected
as the Customer of Year.

By participating in this

year's competition, deal­
ers will indirectly encour­

age their employees to

e,



stop and reflect on what

they do and how they
positively impact the lives
of their customers on a

daily basis.
And before you send

off your entry forms to

APRO, you may want to

select your own winners.
The Rental-Purchase

Employee of the Year and
the Customer of the Year
contest is not just a com­

petition, but a rallying
point around an industry
that is filled with human
interest stories in every
store in every community.

"We're putting a face
and a story to the indus­

try with this annual

competition;' says APRO
President Shannon
Strunk.

For the past five years,
APRO has received some

of the best stories around
the nation on how and

why rent-to-own is more

than just a place where

people go to lease appli­
ances, furniture or elec­
tronics. RTO fills a

unique niche in the mar­

ketplace that helps indi­
viduals become better

parents, civic leaders and
human beings.

Each rental company
may nominate as many
employees and customers

as they see fit. Only
APRO member compa­
nies are eligible to enter

the competition. Anyone
can nominate an employ­
ee or customer-you can

even nominate yourself.
The nominees are nar­

rowed down to five final­
ists in each contest and

RTO store count
by state declines in 2004

While
the RTO industry's economic revenue contin­

ues on a steady growth pattern, the number of

stores in each state reflected an average of an
.

8 percent decline in 2004, according to the 2004 Rental­

Purchase Statistical Survey. A state-by-state analysis
revealed that an average is-store decrease was reflected per
state. Forty-five states showed a drop in store count with the

remaining five states having similar store counts as in 2003.
"The shear consistency of store reduction throughout

90 percent of the nation reflects a significant economic con­

solidation trend in the industry. The rent-to-own industry has

been experiencing a consolidation trend the past several

years and these numbers show the consolidation trend is still

alive and strong," says APR9 Executive Director Bill Keese.

The most significant store reductions were reflected in

West Virginia (46 percent decline), Arizona (21 percent),
Nevada (19 percent), Michigan (17 percent) and Oklahoma

(15 percent). Alaska, Kansas, Nebraska, North Dakota and

Utah were the five states that maintained the same store

count as the previous year. The highest store count reduction

was in Texas where the total store count dropped 90 stores

from 2003. However, since Texas is the largest rent-to-own

store count state, the 90-store drop reflected the average
8 percent reduction, leaving Texas with a total of 997 stores.

These comparisons are derived from the annual statistical

survey in which all APRO members are encouraged to partici­
pate. These numbers help bankers, financial analysts, investors

and new business owners better understand and promote the

rent-to-own industry in America especially in the financial com­

munities. APRO members will receive their 2005 survey ques­
tionnaire in the mail in the next months. Survey results will be

presented at APRO's annual convention in August.[CONTINUED ON PAGE 9]
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This innovative online shopping
experience hel ps customers

find your stores and makes it

easy for them to order online!
The custom store front can be
maintained by your staff or

ours! Don't miss out on this
new sales tool that's already
proven successful!

Tell customers and employees
about the benefits of your

company and RTO - it's easy
with this custom 2-hour
in-store video playing on all

your televisions! Excellent

production, custom messages
and the latest music videos
combine for cost effective
marketi ng that works!

www.rtotv.com

We're Working
For Better RTO!

I!\\ Find out about more effective marketing
\&I tools online at www.imageryadv.com

or call 314 835.0004.

APR:) Associate Member since 1998

8 PROGRESSIVE RENTALS

2005 APRO Legislative
Conference set for May 17 and 18

A
PRO's annual Dave Egan Legislative Conference

will be held this year in Washington, D.C., May 17

and 18. The Loews L'Enfant Hotel will be the

2005 headquarters for this classic event.

Rental dealers from around the country take this oppor­

tunity to explain the importance of federal RTO legislation
to their congressmen and senators. This year's event is par­

ticularly vital because this is a new Congress with new pro­

posed RTO legislation.
"If you value your business, you will want to attend this

year's conference," says APRO President Shannon Strunk.

"Mark your calendar today and come to Washington with

your fellow rental dealers and let's get the job done! I

promise you will experience a lifetime opportunity to

protect your business and build our industry."
The critical grassroots contacts APRO members

have established over the past several years have set

the stage for this new Congress. There will be new com­

mittee assignments, newly elected congressmen and con­

gresswomen and new contacts to make to add to our already
impressive grassroots program.

The individual(s) with the highest number of meetings
with his or her members of Congress will be honored with a

U.S. flag that will be flown over the nation's Capitol. This

flag will be presented to the winners at the 2005 APRO Con­

vention and Buying Show in Las Vegas, NV, in August.
To register or for more information, contact Jeannie

Hutchison at APRO at 800/204-2776, ext. 108, or visit the

APRO Web site at www.APROVision.org on the Legal Channel

for online registration. For hptel reservations, contact Loews

L'Enfant Plaza Hotel at 800/635-5065. The hotel deadline is

April 9; however, there may.�ill be rooms available.

/(j
. "I,li, fl'



["ENTRIES" FROM PAGE 7] Brighter adverse rulings from latest case, Perez v. Rent-
then an impartial panel horizons for RTO state court judges that A-Center, distinguished
of judges selects one from

in New Jersey
had cost the industry all of the previous cases

each. Entries are now tens of millions of dol- because of the purchase
being accepted. The entry Rent-A-Center had a lars in the 1990s and had option and went on to
deadline is June 1. To big and important court- created an uncertain conclude that RAe's
enter, just fill out the room victory in New Ier- environment for the rental agreements do not

entry form on page 6. sey in early 2005 that will business. New Jersey fit within the definition
Feel free to make multiple change the legal land - courts had been quick to of a retail installment
copies of this form or scape for RTO in that rule how the business contract under New Ier-
customize your own state. The state Court of could not be run, but sey state law.
entry form if your store is Appeals ruled that a gave little guidance about The ruling leaves RTO

sponsoring its own con- rental agreement with a how it could be run transactions with bal-
test. A blank entry form bona fide balloon pur- legally. loons unregulated in the
(PDF) can also be down- chase option at the end This latest case had state and has already had
loaded from the APRO was not a retail install- different facts from the political repercussions.
Web site at www.APRO- ment sale and, therefore, previous adverse rulings One of the industry's
Vision.org. If you have did not violate the state's because of the contractu- previous opponents in

any questions, contact criminal usury statute. al fair market balloon- the legislature has recent-

Richard May at APRO at The industry had been purchase option. The ly sponsored a bill that
800/204-2776, ext. 104. plagued with a series of Court of Appeals in this would regulate RTO

CA..
li,','Ci':U':I#j

Great Values,
Lots of Varities.

Please call for catalogs.

Showrooms:
Dallas: Trade Mart, 4523

High Point: IHFC. C-428
San Francisco: Mart 1, 492

3625 E. Philadelphia St. Ontario, CA 91761

Tel: 800.321.6677 Fax: 800.814.4946

APR:) Associate Member since 2004
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transactions in a fashion
similar to how they are

regulated in other states

and may finally give New

Jersey rental dealers a

safe legal environment in
which to do business.

Premier Rental­
Purchase forms
partnership to
create Prem ier
Wheel Rentals

Premier Rental Presi­
dent Trooper Earle and

longtime wheel and tire
rental guru Scott Savell,
founder and president of
American Tire Rental,
announced a new ven­

ture called Premier
Wheel Rentals. They will
soon help Premier deal­
ers license freestanding
wheel rental stores with
an unprecedented sup­
port system.

"Several Premier
stores have very success­

fully begun adding the
wheel and tire program
to their bread-and-butter

operations;' says Earle.
"We want to expand our

position in the industry
and give our dealers the

opportunity to license

freestanding, full-service
wheel and tire opera­
tions. Combining Scott's

experience with Pre­
mier's licensing opera­
tions and commitment
to dealer service and
value, we are certain we

can provide the highest

support to our

future wheel
rentals dealers."

"We both
understand that

together we can

achieve a whole
lot more than
we can separate­
ly," says Savell,
"We are marry­

ing unique abilities and
40 years of combined
service. Trooper and I
share a common belief
that dealer support is

critical, more so than

any other element."

RentWay's
Morgenstern
to step down
MaY1

After serving as CEO
of the 776-store RentWay
chain for more than 24

years, William E. Mor-

genstern will step down
from his role as president
and CEO on May 1.

Morgenstern will contin­
ue to serve the company
as the non-executive
chairman of the board
and will provide services
to the company as a con­

sultant.
William S. Short,

RentWay's exeuctive vice

president and
chief operating
officer, was

elected to

replace Mor­

genstern as

president. Short has 21

years of RTO experience
and joined RentWay in
1996. Since July 2002, he
has been responsible for
all rental-purchase oper­
ations as senior vice

president of operations
.

and later as executive
vice president and chief

operating officer.

Vail elected to APRO board

Geron
Vail of Pearson-Vail, dba Furniture and Appliances Now,

a.n
18-

store RTO chain based in [onesboro, AR, was elected to the APRO

board of directors on March. Vail has been an APRO member for seven

years and has been very active in reorganizing the Arkansas Rental Dealers

Association and in' the industry's legislative efforts.

Vail replaces Gary Romine of Show-Me Rent-To-Own in Farmington,
MO, who resigned from the APRO board in late February in order to

devote mare time to his new political career serving as chief of staff to

Missouri Senator Kevin Engler. Romine will be advising Engler on state

legislative issues for the session. "It has been a great honor to serve the

APRO board all of these years and it definitely has prepared me for my new role

as Engler's chief of staff," says Romine.

Arkansas
grassroots
network heads
off negative
legislation

Arkansas Senator Sue
Madison from Fayet­
teville, AR, submitted
Senate Bill 1016 on

March 7 to enact price
controls and additional

regulations to the state's

rental-purchase act. The
bill was on the fast track
with a hearing immedi­

ately scheduled for
March 9. Arkansas Rental
Dealers Association
members, led by Alan

•

•
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Frazier, John Raines,
Geron Vail, Chris Korst,
Larry Carrico and a host
of ARDA grassroots sup­
port were successful in

postponing immediate
action on the bill

through letters, faxes and

phone calls coordinated

through ARDA Executive
Director Jill Crews and
the APRO offices.

The bill's hearing was

postponed in the Judicia­
ry Committee in order
for Madison to hear the
concerns of ARDA group
on the proposed legisla­
tion. Madison and the
ARDA group met during
lunch for an informative

and productive meeting.
ARDA plans to investi­

gate Madison's concerns

while the bill remains

pending. In the mean­

time, ARDA hired a state

lobbyist to represent
the group before the
state legislature for
the session.

The bill was drafted
and introduced by Madi­
son as a result of her
concerns about collec­
tion practices utilized

against one of her ten­

ants, who also is her con­

stituent. The RTO

company in question has
a good reputation;
ARDA plans to contact

Call for RAE Awards entries

Entries
are now being accepted for the 2005 Rental

Advertising Excellence competition. This is an

annual competition designed specifically to recog­

nize the creative advertising efforts of the rent-to-own indus­

try in a variety of categories that are created either in-house

or by an advertising agency. Introduced last year, there are

new categories for Web sites and/or an online presence by a

rent-to-own firm. Download the entry form today at

www.APROVision.org. The deadline for entries is May 13.

the company to report
the complaint and take

any necessary actions

regarding the alleged
incident.

New ,

support & de ve/opment
dedicated to meeting RTO's software needs!

Added tech-support staff ...99.3% of calls answered LIVE!

• Regularly scheduled training courses teach users to run stores efficiently & profitably!
• Ideal User Meetings in our new 30,000 sq ft facility provide invaluable learning

opportunities!
• New Development & added functionality of "The Ideal Rental Manager (TIRM):"

Price tag printing • Barcoding & electronic inventory audits
Quickbooks/Peachtree Accounting Interface • Expanded reports • Laser agreements

Our November '03 aquisition increased our store count from 7 to 15 locations.
The new stores were operating on several other leading RTO management
systems, which we confidently converted to The Ideal Rental Manager (TIRM).
Both our corporate staff and store managers have been very pleased with our

decision to entrust our business to Ideal Software.,,Robert Briley • RENT CITY / ABILENE, TX

APR:) Associate Member I 2004 approved TRIB Group vendor

Madison told the

group that she has
received numerous

phone calls and e-mails
from across the state, as

..rrltI!ms In(·
ST"-'

The Ideal R,

Manager (T,
Help & SuppOJ

Frequently Asked
QuestiOns & Ansv

Rent to Own Jb Q: Gall TIRM secu

Rctail-Furruture\J storefrom employ€.
Check Cashing A:l TmM owne..,

Family Entertainment ��J����i����:r;�:Pawn cn1ployee-specific
functions

.1 Hr. Tech Support

Contact us today!'
Tel 800 964-3325 x153

www.idealss.com

Software Systems, Inc.
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well as the entire coun­

try, expressing opposi­
tion to this bill. She did
not expect the level and

quickness of the grass­
roots response to the bill
and admitted she was

very unfamiliar with the
rent-to-own industry.
She agreed not to move

the bill forward in the
future without first talk­

ing to ARDA regarding
the bill's impact on small
business and consumers.

"Our current struc­

ture of ARDA could not

have worked better in
this situation," says
ARDA President Alan
Frazier. "Our legislative
monitoring setup
worked to perfection;
ARDA quickly rose to

the occasion and was

dealing with this issue
within a matter of
minutes."

FRDA Economic
Crime Council
learns how to
file criminal
complaints

On March 10, the
Florida Rental Dealers
Association Orlando
Economic Crime Coun -

cil met in Orlando for
the second time this year.
Those in attendance
included the IS-person
council represented by
Buddy's Home Furnish­

ings, RentWay, Rent-A­
Center and Rent King.
Orange County Sheriff's

Department Detective

Craig Fulton led the 45-

12 PROGRESSIVE RENTALS

Dealers raise money; vendors
cash in at 2005 Mid-Year Conference

The
mood at the 2005 APRO Mid-Year Conference, held March 14-16 in

Key West, was upbeat and convivial. Twenty-two exhibitors enjoyed a

.
breathtaking view on the rooftop of the historic La Concha Hotel, dis­

playing services and products and meeting with more than 50 rental dealers

attending the conference. APRO president
Shannon Strunk thanked conference sponsors

D&H Distributing, RSSS, High Touch and Bryce.
Strunk kicked off the networking state-of­

the-industry session with an update, followed

by a lively discussion by 50 participants. Topics
discussed included DLP vs. plasma TVs, the

RTO industry calendar, term lengths, tire and

wheel rentals, employee and advertising
issues, customer loyalty and insurance pooling.

"Tiger" John Cleek raised pledges of

$]3,000 for APRO's new Team Fund. Seventy
percent of the commitment will go toward a

special dues assessment and 30 percent will

go toward APRO PAC.

The APRO Scholarship Foundation Golf

Tournament was played at the Key West Golf

Club with 32 golfers. The golf raffle raised

more than $4,000 for the foundation.

The conference concluded with the annual

RTO Legal Update, presented by APRO General

Counsel Ed Winn. He covered the new bank­

ruptcy law for rent-to-own, reported on the Cal­

ifornia class-action settlement and reviewed

pending legislation in Arkansas, New York and

New Jersey.

minute session with very
informative material

regarding filing, paper­
work and the expecta­
tions of documentation
needed when rent-to­

own companies find it

necessary to file criminal

complaints.
The next ECC meet­

ing will be held April 14.

Arrangements have been
made for State Attorney
Stephen Foster to speak.
FRDA President Terry
Beville encourages all

store managers, account

managers and anyone
associated with rent-to­

own not to miss this
seSSIOn.

For more informa­
tion, contact Terry
Beville at 813/623-5461.



RTO consultant aggressive growth plan. eral advisory capacities an agreement with Pio-

Semon takes
The expansion plan for the Association, as neer Electronics to pro-
includes opening stores well as assisting with the vide consumer

helm of Rent in Tennessee, Arkansas, passage of safe rental- technology products
World Mississippi and Alabama. purchase laws in North such as plasma displays,

"Rent World has the Carolina. home audio and home

Twenty-two-year RTO resources to expand and Semon can be reached video products to the
veteran Lindsey Semon we are in an aggressive at 9011737-2988. RTO market.

left his eight- mode;' says Semon. "SED International is

year RTO con- "These are new investors very excited about our

sulting to the RTO world and SED International new relationship with
business to have been successful in

now offering
Pioneer Electronics," says

assume the opening four locations Senior Vice President of

position of since last fall." Semon Pioneer home Purchasing Chuck Marsh.
COO of Rent World on brings with him a wealth entertainment "I am confident that Pio-
March 16. Rent World, of experience, contacts

gear for RTO
neer Electronics will

based in Memphis, TN, and knowledge to the become the leading line
is a four-store operation company. He has owned RTO digital technolo- of consumer electronics
with a healthy group of RTO stores prior to con- gy distributor SED Inter- within the RTO channel."
investors who want to sulting, served on the national announced on SED International
see the chain adopt an APRO board and in sev- March 17 that it reached currently offers informa-

•

Distributing Technology Solutions Worldwide.

Computer Technology I Cellular �ro
> '.

onsumer Electronic

Sf0 INTfRNIITiONIIL

:,18:-;-- r.:lOpeli A?C ARCHOS CR:::�TIV:::' €iXfght intel· NktxJor' � � SinpleTech

E5[DCall SED International Today! 800-745-7700 www.sedonline.com
Atlanta, GA I Bogota, Colombia I Buenos Aires, Argentina I City of Industry, CA I Dallas,TX I Miami, FL I San Juan, Puerto Rico IIUngU.UllUf.n
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"May 1 help you?" is not a rhetorical Question
Does it seem to you that, somewhere

along the line, work ethics changed?
In our parents' day, weren't more

people polite? And punctual? And

didn't praise for ajob we" done make
those workers swell with pride?
Time hasn't changed the way we do
business at TRIB Group. For over

twenty years, we've been serving the

needs of independent rental dealers
a" over the nation, negotiating price

structures with vendors and manufacturers and giving all our members the buying
power of The Big Guys. Our goal is simple: you must be satisfied with our services. Or
we'll give you your money back. * Pretty straight-forward guarantee policy.

TRIB qroup
!8J 2775 Cruse Road #2401
Lawrenceville, CiA 30044

ir phone 770-451-4302
Q) TOLL FREE 866 - 800 - TR1B

� fax 770·451-4312
g www.tribqroup.com

* tt. 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.

APR:) Associate Member since 1983

Complete Point-of-Sale Software for Rent to Own,
Retail Sales, Cash Advance and Check Cashing

• For Windows 95 through XP
• Rent to Own / Short Term Rentals
• Retail Sales / Installment Sales / Revolving

Interest Sales
• Cash Advance Loans / Check Cashing
• Laser Printed Rental and Cash Advance Loan

Agreements
• Built in WYSIWYG Word Processor for editing

agreements, letters and other forms.
• On Screen Account Management
• Inventory Tracking and Depreciation
• Document Imaging for scanning drivers li-

censes, agreements, applications etc.

• Integrated Time Clock
• Integrated credit card processing available
• Compatible with destination based sales tax

• Easy to use and learn
• Fully integrated Teletrack access

• Barcode inventory control 1I1l!1l]11!1l'11l'1'1l111�11!111I
• Print inventory labels / price tags
• Invoicing / Billing
• Supports "Preferred Customer Club"
• Supports Receipt Printers
• Prints mailing labels / form letters
• Inventory transfers for multiple stores

• Deposi t and petty cash tracking
• Toll Free Support
• Network Version available
• Home Office available
• Data conversion from other software

available
• Over 550 locations using RTO Pro

Free Demo!
Call 800-351-6299 or visit www.RTOPro.com

PlTD Pro So'h;war.
800-351-6299
RTOPro.com

Affordable Solutions

APR:) Associate Member since 2000
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tion technology prod­
ucts' cell phones and
consumer electronics to

the RTO market. For
more information, visit
www.sedonline.com.

ColorTyme
opens first store
in Alabama

Opp, AL, is the first
Alabama location for the
Pannell family-who
have been ColorTyme
franchisees for the past
16 years-and also for
the ColorTyme franchise

operation. The Pannells
(Frank is president, his
wife Georgia is treasurer

and their son, Richard, is
vice president of EBRO
International Inc.), who
live in DeFuniak Springs,
FL, opened their first
store in their hometown
and have since branched
out with five other
stores; three in Florida
and two in Mississippi.

The Opp store cele­
brated its grand opening
on April 1. The Pannells

plan on adding another
Alabama location within
the next six months. The

family chose Opp for its
rural characteristics and

community atmosphere.

Tennessee
dealers to meet

May 10 and 11

Tennessee rental deal­
ers won't want to miss
this year's state meeting
in Nashville, May 10 and

•
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State rules and regs update
I

mportant legislative issues remain for the RTO indus-

11 at the downtown Former Ohio try. Currently, Arkansas, California and New York have

Hilton. "If you're in the bills pending that would amend existing RTO statutes.
RTO business in Ten- store manager Two of these bills, the Arkansas and New York bills, would
nessee, you'll want your opens Premier restrict rental-purchase pricing at levels so low as to make
voice heard," says Ten-

franchise the business uneconomic in those states. The New York billnessee Rental Dealers
Association President With more than 10 would limit RTO pricing to the cash price plus 25 percent
Larry Goad. "We plan to years of RTO experience over the life of the agreement. The Arkansas bill would limit
add to our board of under his belt, Scott Kin- RTO pricing to 150 percent of the cash price. There are nine
directors and discuss the near decided two years states that limit the total RTO price to not more than twicefuture of RTO in our ago that he wanted to

state. All dealers in the open his own store. After the cash price or some higher percentage. Ed Winn's updat-
state are invited to enjoy doing his research, Kinn- ed RTO state rules and regulations charts are available for
the good food, good ear turned to Premier download at www.APROVision.orgjPDFsjrtostateregs05.pdf.
speakers and great fun." Rental-Purchase and

An invitation will be turned his dream into
mailed to Tennessee reality with the opening
dealers in April. For of his first store in ear knows his customers petition can do, we can

I. more information, con- January. and they are tracking do better;' says Kinnear.
tact Larry Goad at Having spent the past him down in his new set- The new store is located

I. 423/626-8025. decade in Dayton, Kinn- ting. ''Anything the com- at 4817 Salem Ave.

APPLIANCES· ELECTRONICS • CHEMICALS • FURNITURE

www.resacc.com



efore I got involved with the

industry's legislative issues, not

only did I not understand how

important my individual voice
is to my congressman or sena­

tor, but I also didn't realize that

they actually are interested in my opinion. At my
first APRO Legislative Conference, I had no clue
what was expected of me nor did I know what to

do while I was there, but it was one of the single
most important events in helping me understand
the political process.

Once again, we are gearing up for the indus-

try's annual legislative conference, May 17 and 18
in Washington, D.C. This
is the time for rental
dealers to educate legis­
lators on the merits of
our transaction and,
equally important, the

time to educate legislators on what our transac­

tion is not.

What we do in Washington in virtually every
visit-whether it is during the conference or any
other time during the year-is explain to con­

gressmen and their staffers why we want our

transaction defined as a lease, not a sale, in the
United States. We explain that we rent products to

our customers and provide a group of services
within that rental transaction that actually pro­
vides customer service for our customers, not just
the use of the product.

We explain that most of our rentals are re­

turned to us and we, in turn, rent that product
again and again, each time with services that
make the rental experience more pleasant and en-

joyable for the customer. We also ex­

plain to the legislators and staffers that
we are not a credit sale, that as a matter

of practice, rental dealers treat each
rental as a rental. If the customer actual­

ly intends on owning the product, the
transaction is still treated as a rental and

By SHANNON STRUNK if the customer exercises the purchase
APRO's President option or rents the item the number of

................................ weeks/months as priced, then and only
then does he or she own the product. This single
issue is what makes our transaction different
from retail sales. The actual right to return the

product at any time, whether it is simply to return

the item, upgrade the item or even rent some-

Being heard
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"In every election

cycle, the makeup
of Congress

thing entirely differ­
ent, is what makes
rent - to-own unique.

For 16 years we

have worked on secur­

ing federal legislation
that defines our trans-

action. Again this year we are going to Washing­
ton to educate our congressmen and senators on

the merits of our transaction and ask for their

support in passing a law that defines our transac­

tion as a lease and not a sale. We need your sup­
port in educating your legislators!

In every election cycle, the makeup of Con­

gress changes. We have new people to educate and
ask for help; it is not an endless cycle, but a wel­
come change to make sure the people who make
laws that affect us understand our business. As

employees in this industry, you can help us in this
effort by visiting with the elected congressmen
and senators in your areas when they are in
recess. It is important to members of Congress to

hear constituents' concerns.

In addition, part of the process in educating
our legislators is educating their staffers on our

issues. Each congressman and senator has legisla­
tive staffers who specialize in particular areas of
interest. These are the people who do the back­

ground work on issues and keep the legislator up­
to-date on the progress of the different issues that
are being worked. Their influence should not be
underestimated.

I want to personally invite you to attend this

year's conference. APRO has materials that will

explain the issues and help you better understand
what we are trying to do. This simple act for the

industry will positively affect us all and it will be
the beginning of your education on the political
process. I am so fortunate to now understand that

my voice does count in Washington, whether it is
for our industry or other issues that are impor­
tant to me or my family. _

changes. We have

new people to

educate and ask

for help."

Shannon Strunk is the president ofBaber's Inc. in

Pascagoula, MS.



OR

You're not renting 1970's technology
to your customers, are you?

Then why are you still using software that was designed for a 1970's rental store?

Experience the most advanced rental software on the planet!



rganizations, whether they are

corporations, family businesses,
trade associations, school or

church groups, service or social
clubs, all have life cycles-they
grow, expand, stagnate, shrink and

then they may die. This cyclical nature of organiza-
tions is analogous to the cyclical nature of the life

cycle of human beings. Just as individuals try to en­

rich and expand their lives in their own way, so do
wise leaders of organizations look for meaningful
ways to build and extend the life and success of
their organizations. Volumes of books, tapes and

High performance
articles and countless specialists, advisors and con­

sultants are readily available to give advice. The

challenge is to choose wisely among the clutter.
This is certainly no easy task. However, one

book that came my way recently attracted my
attention. Paul C. Light has just published an

interesting book in which he attempts to examine
and identify four characteristics of a vibrant orga­
nization. What is it about some organizations that
allow them to maneuver through surprise and dis­

appointment to build a favorable future?
In The Four Pillars of High Performance: How

Robust Organizations Achieve Extraordinary
Results, Light has drawn upon his experience with
the Rand Corp. and through: "think tank" part­
nerships with federal agencies, private-sector
companies and the u.s. military to reach these

four common traits.
An examination of the four traits rec­

ognized by Light as common in high­
performing organizations can be of
value to rental dealers, both large and
small, to vendors, state associations,
buying groups and your trade associa-

By BILL KEESE tion, APRO.

APRO's Executive Director First, Light identified that healthy
..........................................

organizations recognize changing cir-
cumstances in their environment that can make
them either more vulnerable in the marketplace
or can provide them with new opportunities.
Healthy organizations, he observed, focus on the
opportunities of the future and not on the prob-
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"We stand a better

chance by being
flexible, by changing

lems of the past.
Secondly, healthy

organizations are al­

ways prepared to re­

spond quickly to any
signs of change and have the flexibility to move re­

sources and personnel whereever they may be
needed. These organizations never find themselves

caught in the all-too-common straight jacket of

following their original game plan when the play­
ing field and the spectators have changed around
them. They are flexible and have a culture of ex­

perimentation. Healthy, growing organizations are

always looking at new ways of thinking and doing
business.

The final characteristic of thriving, growing
organizations is a leadership commitment to keep
focused on the mission of the organization. Lead­
ers set clear goals and constantly communicate
these goals with everyone in the organization.
Organizations succeed because they have leaders
who strive for high performance and never get
bogged with routine decision making. Delegating
authority is critical. Successful leaders continual­

ly monitor the operations and activities within
their organizations and make the necessary
changes to ensure success.

I challenge everyone in this industry to think
about these four characteristics and honestly
relate them to your store, your company or any
other organization of which you are part.

Today, we still face challenges for RTO. Can we

finally secure federal legislation for the industry?
Yes. But like other issues from other times, we

stand a better chance by being flexible, by chang­
ing with the times and looking positively toward
the future and not muddling around in the quag­
mire of past mistakes. There is no better time to

open our minds to new avenues and new

approaches not only to pursuing federal legisla­
tion, but also to building a stronger, more vibrant
association for the future that meets the changing
needs of our membership and their customers. I
welcome any and all ideas from the APRO mem­

bership on how your association can make itself
more valuable to the industry and the customers

it serves. Call or e-mail me anytime. I welcome

your input. a

with the times and

looking positively
toward the future."

•

•

Bill Keese's e-mail address is bkeese@aprovision.org.



Sandberg Rental Express.

Style and selection ...

when you want it
Fast. Reasonably priced. Good.

The adage says you can have only two out of three. Sandberg is the exception to the
rule. Not only is Sandberg Furniture known for up-to-the-minute, fashionable style,

they're famous for bringing your customers the looks they want, the quality they expect
and the prices they'll love, with no waiting!

• Exclusive Ultra Gloss on most styles
• All merchandise in stock for immediate

delivery
• Master Bedroom, Youth Bedroom and

Entertainment Systems all from one

source and all delivered on one truck

• Replaceable tops
• Replacement parts shipped within

48 hours of notification
• Steel Mirror supports supplied with

every mirror

Contact: Wayne Harris or Gary Catarina
ph: 863-534-8915 fax: 863-534-3009

323.582.0711 • www.sandbergfurniture.com
APR:» Associate Member since 2003



he rent - to-own political winds are

swirling as they often do when

legislatures sit. Ink has been

spilled on the subject and will be

again. The industry suffers from
some lack of cohesion, lately. Not

possessed of any incantations to re-cement inter-
nal industry relations myself, I prefer to comment

on something more soulful, as it were, than polit­
ical disagreements. I am in the political fight­
make no mistake-but politics is too slippery, too

uncertain, too ever changing, too evanescent for
me or anyone else to declaim with certainty that
"This is the one right road to the Promised Land

of a federal enact-

Is I·t worth I· t'}. ���t�:iV�� �:;�r looking for that
road on and off for
25 years and it re-

mains as elusive today as when we started looking.
If it were a clear-cut process, rich people would
write checks and Congress would write laws for
them. It is not that simple. Ask George Soros. A

concentrated, united approach has failed consis­

tently for over two decades. A bifurcated approach
cannot do any worse.

Now, on to the more soulful stuff. A dealer
called yesterday with a set of unhappy facts all
around. A customer had just rented a bunch of
electronics and furniture. Her agreement was

worth $3,000. The dealer's hard cost in the stuff
was $1,000. She had made two semi-monthly pay­
ments totaling $160 and then got behind by two

payments and then her house burned to the

ground with the rental stuff in it.
The customer had chosen the deal­

er's damage waiver which, in pertinent
part, covers losses from fires and also

requires the customer to be current on

the agreement at the time of loss; a fair

provision. Insurance companies will not

pay for your wrecked car if your have

By ED WINN III not paid your insurance premiums. The
APRO's General Counsel customer was a good 30 days past due.

The agreement also requires the cus­

tomer to furnish a fire report within a few days
after a fire. Police reports for thefts make a certain
amount of sense. It is pretty easy to take a screw­

driver and gouge the wood around a door lock,
but requiring a police report will at least make a

rental thief lie to the police and that might give
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"The dealer decided

to write the deal off

and, moreover, to

some people pause. feel good about
But fires are usually

self-evident events. doing so."
The dealer had no

doubt about this fire. He saw the smoldering rub­
ble. But, I suppose that a grease fire in a kitchen

might destroy an appliance without burning
down the house and so maybe a fire report may
actually help every now and then.

Reporting aside, the stuff burned up. The cus­

tomer is in trouble a couple of ways from being
able to invoke her LDW coverage. The dealer

politely inquired of me as to his legal rights and
also what he should under the circumstances.
Two fair questions that have two different
answers.

As a strict legal matter, the dealer could chase
the customer for the value of the lost merchan­

dise-probably somewhere between $1,500 and
$2,000. A customer whose house has burned to

the ground probably has greater concerns than a

rental agreement and may miss her court date.
The dealer may win by default. Otherwise, he can

prove up his rental agreement and show the court

why the customer has failed to satisfy the condi­
tions precedent to qualifying for the LDW.

So, now he has got a judgment against a cus­

tomer who has lately lost everything. She may
have to move away. She may have to live with rel­
atives for a while. Collecting on that judgment
will be problematic at best.

Rental dealers are not, for the most part,
immoral beasts, and this dealer is not, which is

why he went on to ask the "should" question.
In response to that question, I suggested that

he let the milk of human kindness flow on this
account and to think about something else
besides the company's hard loss. We discussed the
law. We discussed how well the LDW works, over­

all, in his company and how much revenue it dri­
ves through the door and how much merchandise
is finally lost under the program.

At the end of the conversation, the dealer
decided to write the deal off and, moreover, to

feel good about doing so. He lost a hard $800 on

the deal and maybe more, but he freed up a lot of
time and mental energy to direct toward renting
more TVs and he slept deeply and soundly and
with a crystal clear conscience that night. All

things being equal, not such a bad deal. _

•

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



A� Associate Member since 1991

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

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.

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



hen people ask me why I

belong to APRO and why I

stay so involved, my first

response is the glow that
must appear on my face as

the answer is stored deep in

my heart. My love affair with this Association was

born in the spring of 1981. My first RTO employ­
er selected a number of staff to attend a seminar
in Cincinnati by a young man who was to become
an industry icon. It was at this meeting that I first
met Ed Winn.

I will never forget the message he would deliv­
er that day. While he spoke about the need to rec-

Triple my dues
ognize professional collection practices (and that

by doing so meant we would lose a few televisions
once in a while), his real message was that we all
needed to learn how to come together as an

industry and learn our trade as one. In those days,
state RTO laws were few. A federal law was only a

dream, but he and the other founders of this new

trade association called APRO knew that if we

were to survive we could only do so as one unified
voice. On that day in 1981 it was his voice that
beckoned to me.

A few years later, I opened my first store. Not

long after we joined APRO, I soon found myself
immersed in RTO politics in Ohio and pursuing
a state law. As I became more involved, something
magical happened. I became aware that for me to

thrive in my new business, it meant

opening my mind to new ideas. It
became clear to me that there were

many people with different viewpoints
who worked in this industry. As I spent
more time with other industry leaders, I
realized that only by having an open

By ERNIE LEWALLEN mind would my business grow. One

APRO board member idea that was passed on to me from Ed
......................

was, "we always need to stick together."
As we fast-forward through the years, I can

look back and clearly define the reasons that I
have been able to maintain a high level of success

in RTO. They all point toward APRO member­

ship. Today I can break those reasons into three
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"I could never give
back enough to

repay my gains
from just belonging
to APRO and

categories: APRO

staff, APRO vendors
and APRO members.

I use my APRO

membership to its
fullest extent. As I
have served as a director on the APRO board,
chaired committees, spoken at meetings, or trav­

eled far and near for some industry project, I have
learned that the primary value has come through
my involvement. Had I never joined, I would have
never experienced the loving devotion of the
APRO staff. I would have never enjoyed the learn­

ing process of how to plan a meeting or how to

organize a grassroots effort for legislative and

public relations purposes. I could never have
shared the industry vision of Bill Keese, Ed Winn
and the eight APRO staff members who give far
more of themselves than they are required.

Over the years I have come to know every
member of the vendor community that serves

RTO. These people always provide a fountain of

knowledge that has helped me run a better busi­
ness each and every year. It has become more

than clear that their choice in supporting our

industry is far more than selling product. There is
no question that they give of themselves to offer
RTO dealers every chance to succeed. There is a

strong bond that exists between us.

There is not nearly enough room to list the
names of the men and women who have made a

positive impact on me. From the founding fathers
to the newest guys on the block who have opened
their first store, I can better list you as family. The
details of your professional lives that you have
shared with me have made me a far better person
today as compared to a long time ago when I first
rented a television in 1981. The best thing a fam­

ily does is share and that is what we do as APRO
members. I could never give back enough to

repay my gains from just belonging to APRO and

staying involved. You could "triple my dues" and
it would never repay what I have learned from

being involved. You can have this, as well. You
don't have to write another check. Instead, you
just need to be involved. _

staying involved."

Ernie Lewallen is president of UHR Rents based in
Cincinnati, OR. He was APRO president 1998-99
and currently serves on the APRO board ofdirectors.



Allow your cash cow to graze freely with the protection of a

[HjJ�n���na[��mlB·!lEi·lbA 2417 Internet connection increases

employee productivity, but with a DSL or Cable Modem connection your

data system is exposed to viruses and hackers all day long. A VPN

provides the protection you need for your data systems in a world of

2417 access to the Internet

To beef up your security, call High Touch today.
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What's the key to
customer loyalty?

"The purpose of business is to get and keep customers."

PETER F. DRUCKER

While
the world of business has lurched, reinvented

itself, crashed and soared, this wisdom remains

unchallenged 50 years after it was written. With
look-alike competitors offering commodity prod­

ucts' retaining RTO customers is the name of the game. � «A lost
customer may be difficult and expensive to recover. In some cases,
it is necessary to wait a generation before the account has the

potential to be resold," says John Sviokla, professor of marketing
at the Harvard Business School and author of Keeping Customers.
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he good news for the rent - to-own industry is
the Federal Trade Commission's 1999 Survey
of Rent-to-Own Customers, which found the

average RTO customer purchasing 2.5 items

every five years with 75 percent of the respon­
dents self-described as satisfied.

The link between customer retention and profit is

strong. "Businesses that earn superior levels of customer

loyalty and retention also earn consistently higher prof­
its-and grow faster as well," says Bain & Co.'s Frederick

Reichheld, author of The Loyalty Effect.
The most obvious and powerful tool for increasing

customer retention and loyalty is learning what your cus­

tomers think and feel and then being responsive to their

needs, problems and wishes. Here are

some methods innovative rental deal­
ers across the country are employing
to keep their customers coming back.

IT'S ALL IN THE DELIVERY

Many already "get it." Brownie
Calvin is president of Option Rentals'
four Nashville, TN, locations and a 24-

year RTO veteran.

Viewing delivery as the pivotal cus­

tomer experience because of its lasting
impression, he does a post-delivery
phone follow-up asking about presenta­

tion, explanation of options, courtesy, promptness and

payment confirmation.
Calvin supplements the call by mailing a simple, eight­

question survey checking on the clarity of equipment-use
instructions, evaluating the sales and delivery staff and

open -ended questions inviting customer comment.

Lastly, his stores have a registry that rewards sign-ins
with a small gift. Using the data collected, they make calls
to anyone who didn't rent,�racking "what those cus­

tomers wanted but didn't-find. This has led directly
expanded jewelry and furniture inventory.

Reichheld likes Calvin's strategy, citing "failure analy­
sis .. .is a preferred feedback tool especially as it applies to

customer defections."
To sustain continuing loyalty, Option Rentals also

mails birthday cards, makes periodic "check-up" calls and
even has an occasional customer appreciation dinner.

BUILDING A "HAPPINESS GENERATOR"

Stephanie Primm, president of SAM, a Sandpoint, ID,­
based marketing and branding firm, has specialized for 20-

plus years in "simple and smart marketing for real people
doing real business;' consulting for national clients from
the Fortune 100 and for storefront main street businesses.

She highlights one area of useful "stealth" feedback.
"Transaction data is a very real-and often overlooked­

type of feedback simply collected at the time of sale. Your

marketing strategy should target those customers who
are or will be your primary sources of revenue.
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"Learn as much as you can about your best customers

and make sure they're happy. Correct anything making a

customer unhappy and focus on building "happiness
generators." This is the just the 80/20 rule-80 percent of

your business comes from 20 percent of your cus­

tomers-and will protect your baseline revenues."
Primm suggests moving away from the casual-"I see

my customers every week and know them well"-and
toward hard facts that may tell a different story. "It's scary
how often what you 'know to be true' really isn't,"
she says.

What types of data does Primm suggest you gather?
"Get the profile of who's renting what. Knowing those

profiles helps you tailor your messages and focus your

marketing dollars. For example, if your highest margins
are on case goods, it'll pay you to track who's renting
them and proactively targeting that market."

HEADING OFF THE SNOWBALL EFFECT

Another feedback pro is Chuck Kuluva of Kansas City,
MO, co-owner of three Rental City stores. During his 15

years in the RTO business, he's come to value feedback as

a strong business builder.
One of the two feedback tools he uses is a manager

follow-up call immediately after delivery. "I want to

know of anything wrong, damaged, missing or that made
them unhappy so I can fix it right away. If we can catch

problems early, we prevent a lot of problems before they
get ugly later. These things have a way of snowballing. I

don't want customers out there festering and unhappy
and not know about it."

As Primm says, "There's no downside to feedback. It's
like going to the doctor. If you're healthy, it's a relief. If
there are problems, it's a good thing you went in when

you did. It's always better to know than not know how

you're doing."
Kuluva's second feedback tool is a letter mailed the

day after delivery. "It reminds the customer of when pay-
/ /d .--;:l .'

h
-:

/' dments are ue anu It as my name an personal phone
number on it. It's a terrific 'early-warning' tool."

Monitoring feedback also alerted him to a profitable
trend. "I knew for some time that people were becoming
more astute shoppers, but I learned they were willing to

pay more-sometimes a lot more-for high-end furni­
ture so we started stocking more."

THE MYSTERY SHOPPER

Feedback can also be gathered indirectly. Since 1990,
"Secret Shopper" (www.secretshopper.com) has been
one of North America's largest mystery shopping servic­
es with more than 250,000 shoppers quietly monitoring
live customer service and sharing those findings with
clients. Paul Wilson is founder, president and CEO.

Why mystery shopping? "Consistent, classic 'survey
research' is way beyond the budget of all but the largest
businesses;' says Wilson. "Comment cards tend to elicit
extreme responses. Only through mystery shopping can



business consistently and reliably measure and improve
customer satisfaction."

While direct feedback is cumbersome to gather, sort

and classify, mystery shopping frees clients to focus on

what they do best. "We can gather the information for
them in the most cost-effective method possible and pres­
ent it in the most user-friendly and useable manner; 24/7
instant Internet access is pretty amazing," says Wilson.

That impressive immediacy gives users powerful
responsiveness to service lapses, snags and suggestions
while its arms-length, third-party anonymity yields valu­
able candor.

Wilson tackles the cost question head-on: "Mystery
shopping does not cost-it pays. That is why most of

added high-margin small appliance business (e.g., bread
makers), a specialty tools area (e.g., unique shop equip­
ment) and an expanded special-order catalog that's been
a big hit spurring repeat business. He's also rented high­
profit custom products such as "carpet, a customer's
entire Christmas wish list and even lumber and
sheetrock for finishing a room."

Loyalty doesn't sprout from the information gathered,
rather from the actions taken in response to it. Just ask Bob
Eakin, president of Star United Rent - to-Own in Hillsboro,
OR, who is a firm believer in "the customer is always right."

He gives credit to his response policy, which is to "take
care of any problem immediately. I don't care what it is­
we take care of it right now. When someone doesn't think

"Take care o( any problem immediately. I don't care what
it is-we take care o( it right now. When someone doesn't think
his TV remote works right, we just replace it. Customers aren't
too concerned with (ine pzint: they just want a TV that works,
That kind of service is worth a Iortune in repeat business."

your strong competitors are doing it. Mystery shopping
is your cost-effective answer to, 'What can we do better to
obtain more revenue?'"

ADDING A PERSONAL TOUCH

Gathering feedback is a daily activity for Jeff Parish, a

14-year RTO executive who is currently COO of New
Vision Rentals' two locations in Oswego, NY. Parish is

always looking for "what products people want and what
service issues are most important to them."

Killing two birds with one call, New Vision calls inac­
tive customers to gather feedback about any issues they
might have had as well as inviting them back. "Sometimes
we discover why we haven't seen them recently and also
have the opportunity to plant seeds for future business."

Is that effective? "Absolutely. It's an easy conversation
to rekindle a relationship. Very few don't repeat. We tell
them how important they are to us-and that means a

lot to many of our customers."
Feedback also increases loyalty by helping RTOs spot

new trends early on. As an example of how feedback can

drive new business, Parish developed a new niche selling
tires. He isn't alone.

RAISING THE BAR

Keith LaBahn, president ofAll American Rentals in Ft.

Collins, CO, for 18 years, also found himself adding new

items to his inventory.
Responding to direct, face-to-face feedback, he's

his TV remote works right, we just replace it. Customers
aren't too concerned with fine print; they just want a TV
that works. That kind of service is worth a fortune in

repeat business."
In a similar vein, Option Rental's Calvin credits high

retention to "our goal of carrying our customers 'to
term.' We want to turn inventory, not customers. Many
RTO customers are not financially capable when we first
meet. They come in thinking 'I need help' and it's our

responsibility to help them stay current so they don't lose
what they want. We want to 'marry' our customers long­
term, not just get some of their money short-term."

r

REPEAT BUSINESS IS A TWO· WAY STREET

Retention and loyalty arising from feedback-driven
responsiveness is the growing trend. "Repeat negotia­
tions are costly and time-consuming. Repeat purchases
are the reward for those who constantly-deepen their ties
with existing accounts," says Sviokla.·

Marketing is' shifting away from a one-way mono­

logue to a dynamic dialogue. "The winners use knowl­
edge gained from interaction with customers to inno­
vate, invest in core skills and make excellent products to
fill customer needs;' says Sviokla.

The future belongs to those who leverage and apply
what they learn from their customers. _

Mike Hetherington is a national speaker, writer and
trainer specializing in small business topics.

MARCH-APRIL -2005 29



 



 



ho wouldn't like to have a camera on

the back room to see where those
DVD players keep disappearing to?
Who wouldn't like to have a camera

trained on the Dumpster in the

parking lot to record who is really
"Dumpster diving" for customer lists

or other proprietary information? Who wouldn't like to

watch and listen in on a new employee's sales presentation
to measure his or her progress and attention to the expen­
sive new training program?

Well, in the words of Meatloaf, "Two Out of Three Ain't
Bad." You can do the first two. You can't do the third.

Here is the law in a nutshell about video surveillance in
the workplace as it applies to the typical store.

First, you can do it. You don't need permission. You
don't need consent. You

don't need to post no-

can be as surreptitious
about it as you want. You
can hide or camouflage the
cameras so that people will
not know that they are

there if you want. You

might ask yourself, howev­
er, if you are intent on cut­

ting down on pilferage and
that is the main reason you
are videotaping activity in
the store or the parking
lot, that maybe big posters
telling everyone that they
are being filmed and hav­

ing cameras openly on dis­

play will actually help with the theft problem. Otherwise,
nobody knows about the filming and somebody is going
to have to watch a lot of boring footage to catch the thief.

Maybe it's better to put the thief on notice that he or she is

being watched.
Next, make your videos silent. Don't record voices. This

is because of the Electronic Communications Privacy Act

(18 USCA sec. 2510). This federal law, an amendment to the
Omnibus Crime Control and Safe Streets Act, governs aural
communications and provides a civil remedy to anyone
whose wire, oral or electronic communication is intercept­
ed, disclosed or used by someone else without permission.

The act does not address the issue of videotaping with­
out sound directly, but a number of lawsuits have done so.

There have been several federal appeals court cases testing
the proposition and the rulings have consistently been
that it is the interception of an oral communication that
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triggers the statute and not mere video surveillance with­
out any sound.

You can't tape someone's conversation without his or

her knowledge and consent and ifyou do, there is civillia­

bility under this federal law and under some state laws as

well. That is why you hear the voice telling you that your
call may be recorded when you are put on hold with
almost any company these days. They are selectively
recording conversations for training and other purposes
and are putting everybody who is on a call on notice. This
federal statute does not apply to silent video recordings as

per a number of federal circuit court opinions.
The only other rule you must follow is not to set up a

video camera in areas where either customers or employees
could arguably have a "reasonable expectation of privacy."
The Nevada Supreme Court held that people have less of
an expectation of privacy in the workplace than elsewhere.
This was a case brought by PETA against an animal trainer

in a Las Vegas casino act. The trainer was secretly
videotaped beating an orangutan backstage before a

performance was to begin. The trainer's contract

with the casino provided that he was to be free
"from distracting intrusion and interference with
his animals." He used this language in his contract

to argue that he had a reasonable expectation of

privacy in the backstage area where his animals
were kept. The court ruled against him holding that
the videotaping of the area did not interfere with
his handling of the animals.

There are not going to be many places in or

about an RTO store where either customers or

employees can legitimately claim a reasonable

expectation of privacy. It does mean no cameras in
restrooms. Rental dealers aren't renting clothes, yet,
and so there are no dressing rooms, unless employ­
ees wear uniforms and there is a place for them to

change in the store. Employees don't generally have
a reasonable expectation of privacy in the back
room. Nobody can reasonably expect privacy in the

parking lot. On this point there was a case against
the Golden State Warriors in California in which

the court dismissed privacy claims from a plaintiffwho was

trying to suppress videos taken by a private eye of the

employee taking drugs in his car while parked in a parking
lot. You can videotape parking lots and the cars that are in
them. Dumpsters aren't private.

There are rules against videotaping employees doing
union business under the Labor Management Relations
Act (29 USCA sec. 185), but so far at least, there are few,
if any, union employees or union activity in rental stores.

Do think about your goals in setting up cameras in

your stores. Make sure that it is something you feel you
need to do to protect and further your business. You can

find out all about the equipment that other merchants are

using and how much it costs by Googling "video surveil­
lance equipment" on the Internet. Happy filming. _

Ed Winn III is APRO's general counsel.
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......_ ... was sitting around
drinking with a rental dealer late at night not long ago in Florida. I
learn a lot from rental dealers in such circumstances-good things
and bad things. I generally keep the bad things to myself. I try to
circulate the good things. I learned some good things from this guy
who is also a drummer and seemed to have a good sense of rhythm
to his life.· Anyway, this rental dealer has been in the business for
a long time and has a few stores and has been in and out of the day­
to-day stuff. When his head is firmly in the rent-to-own game, his
stores do very well. When he pulls away, not surprisingly, things go
less well. Most rental dealers with any experience know how this
goes. However, this was not the most important thing I learned
from this rental dealer-that rental dealers need to stay involved in
their businesses if they are to be maximally successful. It was some­

thing else he shared with me-something more nuts and bolts­
that I want to share with Progressive Rentals readers.

BY ED Will III
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his dealer's company had a p
like all rental companies pro
that employees are suppos
check an applicant's referenc
fore delivering the mercha
That is a pretty fundamenta

cept in the business. The com

even had a checklist to show
each reference had been duly

tacted. When my drinking budd

storeowner, was hovering in the
references were getting called
and merchandise was getting
delivered and collections ran

smoothly and the business

grew and there was a re­

spectable bottom line and life
was good.

Then, when the owner was

out doing other things, guess
what? Customer references
weren't getting called with the
same devotion and reliability
as when he was in the store.

The paperwork looked the
same. The boxes were getting
checked so that it looked like
references were getting checked
and merchandise was still get­
ting delivered, but the collec­
tion end of the business was

getting badly out of whack.

Suddenly there were too many
skips, too many stolens, too

many hard accounts were poppi
in the system and the business w

growing and the bottom line suffe
And when the owner went ba

(and not without some sense of

boding and alarm), at first he cou

put his finger on what was w

Everything looked the same, exce

the deteriorating results on the b
It was somewhat by chance th

pulled a few customer files and di
few reference telephone numbers
it a rent-to-own instinct deve
from a long life in the business­
he quickly discovered that emp
were taking some shortcuts in th

ing references department when h
not around.

Now, we could take time out

and speculate forever about wh
kind of thing happens in a rental

Why won't or why don't store

personnel do their jobs every day
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olicy, the level of responsibility, conscien- but i

bably, tiousness and professionalism that the on m

ed to owner wants and is paying for? It prob- don't

es be- ably has to do with some fundamental Peopl
ndise. flaw in human nature or in the nature sure t

I con- of some humans, at least, to take the short

pany easy way out when the boss isn't in. But tend

that it finally does not matter much why. It make

con- is the kind of thing that happens in fully,
y, the rental stores and similar kinds of things and n

store, happen in other kinds of stores when home

�

NOT All PEOPLE ARE HONEST AND

ONE OF THE THINGS THAT THE CROOKS
WIll DO IS DUMMY-UP PERSONAL

REFERENCES. AND SO WHEN A RENTAL

SHOP GETS SLOPPY ON THE FRONT END,
THAT SLOP WIll ALMOST ALWAYS SHOW
UP ON THE BACK END WITH TOO MANY

SKIPS, TOO MANY SToLENS AND TOO
MANY HARD COllECTIONS.

�

ng up management is not as attentive as its ences

as not needs to be on how the job is being called

red. done. So if we want to lay some blame, gets d
ck in we can lay plenty of it all around. But h
fore- Well, the owner may have thrown out t

ldnot things. He may have fired some people. clean,
rong. He and I didn't get into all of that. We that

pt for were drinking and it was a happy story. are tr

ooks. What I know he did do, because he told that it

at he me, was that he fixed the problem. It than I

aled a came down from the top-from him- It

-call that henceforth, in the company, all ref- tarily
loped erences would always be checked on all comp
when accounts before any merchandise could not a

loyees be delivered. As soon as that policy was your
e call- put back firmly into place and empha- mge
ewas sized and trained for and checked by somet

management, the business perked up shop
here and life got good again, almost instantly. place

y this The front end of rental transactions have t

store. is vitally important to the health of a

-level rental enterprise. We all know that and Ed Wi

with could answer that question on a test, e-mail

n the day-to-day chaos that goes
a rental store, sometimes things
work like they are supposed to.

e get in a hurry and there is pres­
o make deliveries and one of the
cuts that can be made is to pre­
to call a reference and not really
the calls. Or, to try perhaps, faith­

many times even, to make the call
ot be successful-nobody is ever

-and to finally go ahead and
O.K. the delivery. After all,
most people are honest, the

employee reasons. A couple of
the references did check out

and what the heck, "If most

people weren't honest, we

wouldn't be able to be in this
business in the first place."

True enough, but not all

people are honest and one of
the things that the crooks will
do is dummy-up personal ref­
erences. And so when a rental

shop gets sloppy on the front

end, that slop will almost al­

ways show up on the back end
with too many skips, too many
stolens and too many hard col­
lections. That makes the busi­
ness so very much harder to

run and so much less fun and
so much less profitable.

Clamping down on refer­
and insisting that everyone be

may mean that a delivery or two

elayed and maybe not made at all.
ad those deliveries been rushed

he door, they are not the good,
easy, regular paying accounts

make money for the store. They
ouble and most dealers will agree

is better to catch them up front
ater when merchandise is at risk.

was such an easy fix to a momen­

puzzling problem in my friend's

any. He and I both hope that it is
n issue in your company and that

employees are calling and verify­
very reference every time. But, if

hing isn't quite right in your
at the end of the month, here is a

to start looking for what might
emporarily gone wrong. _

nn III is AFRO's general counsel. His
address is edwinn@e-bylaw.com.



 



 



ColorTym.e's new CEO
and President Bob Bloom

prepares the company
for a season of growth,
APROfile by Kristen Card,
with photographs by
Mark Mahan

am naturally a very detail-oriented person; I'm
more comfortable in the tactical, checklist-type
mentality. But I'm learning to be more strategic
and certainly need to continue to grow and

improve strategically in my current role in order
to focus on the big picture." � It's not your typ­
ical business bigwig bravado, stuffed with exam­

ples of superhuman professional strengths and

certainly not what you expect to hear from the
man tapped to

.

lead America's longest-running
franchised rent-to-own company. But Bob

Bloom, ColorTyme's (www.colortyme.com) new

president and chief executive officer, isn't your
typical business leader.



loom has built a remarkable reputation for himself by building and

rebuilding multi-unit operations, including being part of the Thorn

America team that grew from 500 to 1,500 stores, and helping take

EZCORP's net income from an $8-million loss to an $5.4-million prof-
it in just four years. Not quite a year ago, ColorTyme engaged this titan

of turnaround to take the company reins during a "critical time of

growth." � However high profile his string of successes may be,

Bloom, who is consistently candid and refreshingly self-aware, insists

his career path isn't the product of some master plan. It has simply been

a series of opportunities that have presented themselves, he says, and he

has been prescient enough to seize and make the most of them.

"My personal dream has always
been to be fulfilled at what I'm doing,"
Bloom says. "I've got a clear vision for

ColorTyme and am here to execute that

plan, but I'm not a person who looks
out there and says, (Here's where. I want

to be in five years.' I'm not visionary. If
I'm happy with what I'm doing, then I

don't look for something else.
"I'd never heard of Rent-A-Center

until the day of my first interview I
never envisioned myself in the pawn
business and, while I was doing that, I
never saw myself returning to rent - to­

own-though I'm unquestioningly
passionate about this business. But

frankly, I never thought of myself as

president of a company until the day I

got the job. Opportunities happen. I

just try to recognize them."

Once he was able to return home, how­

ever, he made sure he was able to sup­
port his family. His uncompromising
work ethic continues to inspire Bob
even now.

"My father was a very hard worker,"
says Bloom. "He was blue-collar, a line­
man for the electric company. He took
extra jobs in order to support his fami­

ly. He was the epitome of integrity. At

his funeral a couple of years ago, every­
body kept coming up to me and saying,
(He was such a nice guy.' Now that's not

a bad epitaph."
Bloom worked full-time while at­

tending Hartwick College, a small pri­
vate school in upstate New York. Dur­

ing summers, he bartended nights while

continuing to work full-time days.
Bloom graduated with a history degree
and while he enjoyed the restaurant and

Learning the ropes
Opportunities do happen,

but as writer and economist

Stephen Leacock said, "I am a

great believer in luck and the
harder I work, the more I have
of it." Hard work has played an

essential role in Bob Bloom's
life from early on.

Born in Cambridge, NY, just
three miles from the Vermont

border, Bloom had a relatively
rural upbringing, working on

dairy farms from the age of 12

and graduating high school
with a class of only 70. His fa­

ther, a decorated war hero, was

severely injured as a prisoner of
war during World War II and

hospitalized for almost a year.

"Our franchisees are

our customers. All good
ideas in a franchise

organization come from
franchisees. And the

franchisors that listen to
and work with their

franchisees, they're the
ones who develop the

new programs that keep
a company alive."

hospitality business, he real­
ized he had to get out of bar­

tending "for all kinds of rea­

sons," he says. He accepted a

manager trainee position with
Ponderosa Steakhouse Inc.

"Ponderosa was a very
small company at the time;'
Bloom says. "I think they had
five stores in New York State
and about 75 stores nation­
wide. I helped the company
grow quite a bit one way or

another by opening about 50
stores within seven years."

Bloom managed a' single
store, then four stores and
then 15 and was then request­
ed to go to corporate head­

quarters to supervise research
and development.

"It was a fascinating learn­

ing experience," he says. "I
learned research, marketing, how to

take an idea from a concept to a nation­
al rollout, how to analyze different
trends. I was growing tremendously
personally and developing a lot of ter­

rific people for the organization."
Promoted again to assistant vice

president for Pennsylvania, Bloom
oversaw 36 restaurants. Working with a

strong team, he used his expertise to

develop new products for the company
and, says Bloom, "life was really good."
Then, opportunity knocked.

"[The company] wanted me to go
back to New England;' says Bloom,
"where they'd gone from about a $5-
million operating profit to a $1-million
loss within a year. I brought a lot of



people along with me and we com­

pletely turned the marketplace around
in two years. We were the best-per­
forming region in the company."

A change in venue:

from foodservice to RTO
All that changed when Ponderosa

was bought by a man who sought to

sell off all its assets and pocket the prof­
its, leaving employees jobless. Bloom
chose to leave. Within 90 days, he had
four job offers-three in the restaurant
business at the VP level and one from
Rent-A-Center as an area manager run­

ning six stores.

"I took the Rent-A-Center job,"
Bloom says. "At the time, you did what

was called a waiver day, which is where
you actually spent a day at the store and
went out on deliveries, did collection
calls and worked in the store. I did that
for eight hours and had so much fun, I
went back the next weekend and
worked for free."

Hired in June 1990 to manage six
stores, Bloom was managing 12 stores

by October, 16 by November and by
January had been promoted to region­
al director for the Northeast overseeing
47 stores and six area managers. Nine
months later, he was promoted to vice

president of operation administration
where he was responsible for company
policies and procedures, new products
and programs and franchising.

"It was a great run;' says Bloom. "I
had a lot of good people working for
me, some of whom are now presidents
of their own companies. Rent-A-Center
wanted new ways to continue to grow
the business and put me in charge.

"We developed a company called
Thorn Leasing Concepts, which got
into the rent-to-rent business," he says.
"Within about a year, we had $8 mil­
lion in revenue and about $3 million in

profit. It was going great, but I was no

longer needed, so I became divisional
vice president of rural stores, responsi­
ble for developing a growth model and
program. Over the next 15 months, we

grew to 185 stores, operating complete­
ly independent from the urban Rent-A-



Center stores. At the time, we were the
best return-on-investment of any busi­
ness line [Thorn EMI] had worldwide."

But when Rent-A-Center was sold to

Renter's Choice, the new owner decided
to clean house and Bloom was on his
own again. He returned to Ponderosa to

head the company's franchising opera­
tions, but found the leadership lacking
and the work environment stagnant.

Meanwhile, Rent-A-Center's former
chief operating officer had moved on to

become CEO of EZCORP, America's

second-largest pawn chain. The com­

pany was in deep trouble. He called on

Bloom for help.
"He took me in as a vice president,

then promoted me to senior vice presi­
dent of operations," Bloom says. "We
revitalized the management team, put
systems into place, established stan­

dards of operations and performance­
based management and introduced

payday loans." According to Bloom,
EZCORP lost $8 million during his

first year with the company, lost

$600,000 his second year and, two years
later, made $5.4 million.

"It was just a phenomenal turn­

around;' he says. "I started in May 2000

and stock was at 50 cents; it hit $20
today."

ColorTyme calls
"I have to be happy in what I'm

doing and being challenged," says
Bloom. So when ColorTyme called last

spring with a new challenge, his inter­
est was piqued.

ColorTyme, a subsidiary of Rent-A­

Center, celebrates its 26th year of busi­
ness this year. With more than 20 of
those years as a franchiser, ColorTyme
is the oldest franchised rent-to-own

company nationwide. Now, the compa­
ny's longevity was beginning to work

against it, as its early franchisees began
to reach retirement age and bow out of
the business.

"For the past five years, [ColorTyme]

has opened about 30 new stores a year;'
Bloom says. "But longtime franchisees
have begun retiring and selling about
the same number of stores back to

Rent-A-Center every year. As a result,
our growth has been regressing and,
without intervention, that trend
seemed unending. I was brought in to

grow this company."



Bloom took over as ColorTyme's
president and CEO last June. During his
first six months, he and his senior man­

agement team-who, combined, have
more than 100 years of rent - to-own ex­

perience-got together for a minimum
of eight hours a week to talk about the
business and put together a new strate­

gic plan for the company. What they
came up with is clearly cen­

tered on what Bloom considers
to be the core of ColorTyme­
its franchisees.

"Our franchisees are our

customers," says Bloom. ''All
good ideas in a franchise or­

ganization come from fran­
chisees. And the franchisors
who listen to and work with
their franchisees are the ones

who develop the new programs
that keep a company alive."

Bloom says his first focus is
on helping current franchisees
grow. Of ColorTyme's current

73 franchisees, 45 (almost 60

percent) of them have fewer than three
stores. Bloom is working to find new

revenue streams and launch new prod­
.
uct opportunities for franchisees,
including payday loans and custom
wheel rentals.

Franchisee focus and
a new strategic plan

Bloom and his team are also concen­

trating on helping franchisees better
manage their businesses by providing a

variety of exceptional training resources.

"One of the programs developed by
our vice president of operations, Sam
Lowe, is exCEL, a self-paced computer
training program for store personnel;'
Bloom says. "Sam is a world-class train­
er with over 20 years of expertise. He
also recently revamped our ColorTyme
University 'graduate' program, which
has separate classes for store managers,
regional directors and franchise owners.

It's comprehensive and very impressive;
it offers situational leadership skills,
people development, self-development,
time management, inventory manage­
ment-the tools you're not going to get
just working in the store. And not only
are the course materials excellent, but

the owners also have an opportunity to

spend four-and-a-half days in a class­
room with 14 of their peers talking
about their business. It's invaluable."

Additionally, the company's new

strategic plan includes two new financ­
ing programs intended to serve as in­
centives for rent - to-own veterans to
become franchisees. ColorTyme is of­
fering $1,000 credit toward its
initial franchise fee for each

year of experience franchisees
have within the rental-purchase
industry, up to $10,000 per per-
son. The company is also facili-
tating partnerships between
multi-store managers and in-
vestors so that multi-unit oper-
ators can own 51 percent of
their own ColorTyme store for
an investment of only $20,000.

Bloom understands that get­
ting ColorTyme to grow again
will be an uphill climb, but he's
definitively optimistic, in part
because he's a true believer in
the heart of the company. "We
care about our business a lot
more than someone who's
working for one of the large,
publicly traded companies," says
Bloom. "It's people helping people.
We're locally owned and operated, we

give back to our customers, we're de­
veloping our people and our business­
es, sharing best practices and helping
our communities be better places be­
cause we're there. People helping peo­
ple is our value statement; it's who we

are, it's what we do."
Yet amid ColorTyme value state­

ments and strategic plans, Bob Bloom
is always keeping one eye on the prize.
"My proudest professional moment
will be when ColorTyme doubles its
growth," he says.

A team effort
Bob Bloom's official bio refers to

him as a "proponent of participatory
leadership." This seems plainly accu­

rate-he rarely speaks of his profes­
sional achievements without mention­
ing the great teams he's worked with to
reach them, often naming specific indi­
viduals who impressed, influenced or

mentored him along the way. It's
apparent, too, that just as often, he has
served as the impresser, influence or

mentor for others.
"From day one, I've had a keen eye

for talent," he says. "I've been able to
surround myself with quality people
and help them'aevelop and grow. I'm
not easy to work for because I challenge

"There are no little
things. Whether it's

picking up gum
wrappers or cleaning

your windows daily,
there's nothing too

small to attend to. Your
customers will reward

you for providing
quality, for taking care

of the little things."
them all the time, but I think one of my
talents is helping people see their
potential and get the most from it."

Bloom helps his colleagues realize
their potential through a leadership
approach that is as upfront as he is.

Integrity is key. Be accountable-what
gets measured gets done. Try to under­
stand where other people are coming
from and what's in it for them. Each
and every interaction you have with
another person is a learning opportu­
nity. And excellence isn't just possible,
it's expected.

"There are no little things," says
Bloom. "Whether it's picking up gum
wrappers or cleaning your windows
daily, there's nothing too small to

attend to. Your customers will reward
you for providing quality, for taking
care of the little things."

Oh, and don't try to B.S. him. He
hates that.

"I can't work with people like that,
who tell you what they think you want

to hear," Bloom says. "I'm very straight-



forward. I'm not political. I don't know
how to say things in shades of gray.
While I understand I can't expect that
from others, I do look for it."

Bloom claims, rather convincingly,
that he simply isn't a person who can

work 8 to 5. Usually at the office before
7 a.m., a 12-hour day is much more

likely, so time for family and favorite

pastimes is at a premium.
"But when I'm home, I'm home,"

says Bloom. "I don't have a lot of other
interests."

That helps explain Bloom's success­

ful 28-year marriage to his wife, Kathy,
and their two grown daughters, who,
Bob says with a laugh, luckily inherited
their mother's smarts and their father's
work ethic. One daughter works with
cable network Spike TV in New York

City, while the other is in Boston,
working with global business consult­

ing firm Bain & Co.

"My girls," says Bloom. "They're by

far my finest achievement."
Somehow, Bloom still finds the time

to read voraciously, regularly devour­

ing five magazines and two books a

week. He's also an avid hunter of white­
tail deer and turkey and, lately, has
taken up archery hunting, because, he

says, it's more challenging.

Proud to be RTO
Bloom might have been brought

back into the rent-to-own industry as a

troubleshooter, but he says his plans for

ColorTyme go way beyond getting the

company past some short-term growth
difficulties. His passion for the business
is genuine and likely just as lasting.

"I love this business, I love these cus­

tomers-I'm serious:' Bloom says. "Our
customers-the cash-constrained, cred­
it-constrained consumers-are great
people and are under-served. There are

about 40 million of them, they're one of
the fastest growing consumer segments

Information ... a powerful business tool, but as

difficult to manage as a force of nature. 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. By utilizing
exclusive state-of-the-art networking, RSSS

empowers you to economically leverage your
inventory across your entire operation, while

our powerful reporting features allow you to

decrease your inventory cost as much as

20 percent! RSSS software even helps you
lower the cost of expanding your business. If

you have been searching for a way to harness
the power of your information to generate
waves of new business, then RSSS is the
ultimate solution for you.

A High Touch Company

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

and they're very loyal. Time and time

again, you deliver a big-screen, you
deliver a refrigerator and you see how

you're improving their quality of life.
You don't get that type of opportunity
with many other businesses.

''At ColorTyme's convention a cou­

ple of weeks ago," he says, "I told our

franchise store managers they should
celebrate paid-in-fulls just like they cel­
ebrate birthdays at restaurants. We

ought to all come out and play loud
music and clap our hands. We should
be patting that customer on the back,
because that customer-through our

help and a lot of timely payments-has
received ownership of a product he or

she had no chance of getting ownership
of otherwise. I'm very proud of that,
and I think this whole industry should

be, too.".
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Help your friends and employees stay on top of the RTO
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Furniture, furniture accessories an
The following list of furniture, furniture accessories and bedding suppliers cater to the rental-purchase industry. All are either APRO assodat

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

FURNITURE

Acme Furniture *"

Contact: Marvin Ruben
18895 Arenth Ave.

City of Industry, CA 91748-1304

800/392-8168, 626/964-3456;
fax 626/964-3940
general@acmecorp.com
www.acmecorp.com

Advantage By Lucky Star *"

Contact: Dick Barrett

P.O. Box 428

Nettleton, MS 38858-0428

662/963-2308; fax 662/963-0574
dickb@advantagefurniture.com
www.advantagefurniture.com

Ashley Furniture Industries * "+

Contact: Kerry Lebensburger
1 Ashley Way
Arcadia, WI 54612-1218

954/384-9471; fax 954/385-8857
klebensberger@ashleyfurniture

.com; lebensbu@aol.com
www.ashleyfurniture.com

BenchCraft *" +

Contact: Jay Cochran
P.O. Box 86
Blue Mountain, MS 38610-0086

662/685-4711, ext 1102;
fax 662/685-9190
jcochran@benchcraft.com
www.benchcraft.com.
www.berkline.com

Bernards Inc. *"

Contact: Dan Kendrick
P.O. Box 1489

High Point, NC 27261-1489

800/861-6130; fax 800/348-6738
dkendrick@bernardsinc.com
www.bernards-furniture.com

Claude Gable Co. Inc. *"

Contact: Mark Templeton
P.O. Box 7067

High Point, NC 27264-7067

800/352-4417, 336/883-1351;
fax 336/883-4500
Coaster Co. of America *"

Contact: Larry Furiani, Sandra
Cisneros

12928 Sandoval St.
Santa Fe Springs, CA 90670-4061

800/221-9699, 562/944-7899;
fax 562/944-5129
lfuriani@coasteramer.com
www.coastercompany.com

Comfort Furniture"
Contact: Kevin Do
12266 Rooks Rd.

Whittier, CA 90601-1613

800/692-6889
comfortfurn@aol.com

._---------------------------------------------
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Concordia Furniture Ltd. "

Contact: James Florio
11000 Parkway st.

Anjou, Quebec H IJ lR6 Canada

800/363-3313, 514/355-5100;
fax 514/355-7470
jamesf@concordiafurniture.com
www.concordiafurniture.com

Cromcraft "

Contact: Tim Bullin
#1 Quality Ln.

Senatobia, MS 38668-2333

662/560-1423; fax

tbullin@chromcraftcorp.com

Elite Products *"

Contact: Jeff Colletto
22450 Canyon Lake Dr. S.

Canyon Lake, CA 92587-7559

909/244-7331; fax 909/244-7779
jpcolleto@aol.com

Emerald Home Furnishings LLC *

Contact: David Beckman
3025 Pioneer Way E.

Tacoma, WA 98443-1602

253/922-1400; fax 253/922-3747
www.emeraldhome.com

England Inc. *

Contact: Tim Tull
402 Old Knoxville Hwy.
New Tazewell, TN 37825-6729

423/626-5211; fax 800/356-4518
tim.tull@englandinc.net
www.englandinc.net

Fraenkel Co./
Englander Bedding *"

Contact: Brian Akchin,
Larry Moore

P.O. Box 15385
Baton Rouge, LA 70895-5385

225/275-8111; fax 225/272-7319
larry@fraenkel.com
www.fraenkel.com

General Furniture Design "

Contact: Ebbi Cohen
711 E. 59th St.
Los Angeles, CA 90001-1003

323/846-8987; fax 323/846-9503
generalfurnitu re@sbcglobal.net

Good Companies"
Contact: Mike France
5265 Surrett Dr.
Archdale, NC 27263-4045

336/434-2194, ext. 22; fax

336/434-2198
mikef@northstate.net

Hart Furniture Co. *"

Contact: Chris Hart
141 Eastley st.

Collierville, TN 38017-2767

800/467-4278, 901/853-8595,
ext. 347; fax 901/854-0614
chrishart@hartfurniture.com
www.hartfurniture.com

Hillsdale"
Contact: Jim Hembee
3901 Bishop Ln.

Louisville, KY 40218-2907

502/562-0000; fax 502/562-0001

Home Line Industries *"

Contact: Josh Block
2121 Wheatsheaf Ln.

Philadelphia, PA 19137-1021

800/523-3310, ext. 2242;
fax 800/648-2316
joshblock@

homelinefurniture.com
www.homelinefurniture.com

Inovex Home Products Corp. *"

Contact: Edgar Gonzalez
10440 Paramount Blvd., Apt. G170

Downey, CA 90241-2344

216/432-0488; fax 216/391-4409
edgarg@ledadesk.com
www.ledadesk.com

Interactive Health "

Contact: Andrew Cohen
3030 Walnut Ave.

Long Beach, CA 90807-5222

800/760-2225; fax 877/420-7982
www.interactivehealth.com

Klaussner Furniture *"

Contact: Steve Robbins
P.O. Box 220

Asheboro, NC 27204-0220

800/828-9534, 336/625-6175,
ext. 8494; fax 336/633-1766
srobbins@klaussner.com
www.klaussner.com

Lang Furniture *

Contact: Larry Lang
S. 750 W. 26th Rd.
Marshfield, WI 54449-9425

715/387-1690; fax 715/384-5714
langfurn@tznet.com
www.langfurniture.net

Legends Furniture *"

Contact: Jim Cherry
5555 N. 51st Ave., Ste. 106

Glendale, AZ 85301-6055

623/931-6500; fax 623/939-9486
legendsglendale@aol.com
www.buylegends.com

Michels & Co. *"

Contact: Tobe Kramer
2828 Butler Ave.

Lynwood, CA 90262-4006

323/235-2828; fax 323/235-5784
t.kramer@michelsfurniture.com
www.michelsandcompany.com

Micro-Touch"
Contact: Shannon Ulery
20817 N. 19th Ave.

Phoenix, AZ 85027-3560

623/581-5488; fax 623/581-5049
sulery@microtouchmassage.com
www.microtouchmassage.com

Motivated Marketing *"

Contact: Tom Murphy
10612 Cape Hatteras Dr.

Tampa, FL 33615-4267

800/386-8774, 813/925-8808;
fax 813/925-1410
tmurphy@motivatedmktg.com
www.motivatedmktg.com

PFC Inc. *

Contact: Patrick Priest
P.O. Box 705

Athens, TN 37371-0705

423/745-9127; fax 423/745-7409
patrickprst@aol.com
www.gopfcinc.com

Progressive Furniture Inc. * "+

Contact: Joe Savovic
P.O. Box 729

Claremont, NC 28610-0729

828/459-2151, ext. 121;
fax 828/459-1232
joesav@progressivefuroiture.com
www.progressivefurniture.com

Reflections Furnit'!W
Industries Ltd. "

Contact: Alan Mintz
610 Hanlan Rd.

Woodbridge, Ontario L4L 4Yl
Canada

905/856-2500; fax 905/856-6130

Riverside Furniture Corp. "

Contact: Mike Charlton
P.O. Box 1427

Fort Smith, AR 72902-1427

501/785-8100; fax 501/785-8102

Sandberg Furniture * "+

Contact: Wayne Himi-s·,
Gary Catarina

P.O. Box 58291

Los Angeles, CA 90058-0291

863/534-8915; fax 863/534-3009
harrisfurnsales@aol.com
www.sandbergfurniture.com

Standard Furniture"
Contact: Todd Evans
P.O. Box 1089S

Bay Minette, AL 36507 -1089

800/827-7866, ext. 143;
fax 800/827-7868
todd.evans@SFMCO.com

Step2 Co. *"

Contact: Ken Tinner
10010 Aurora Hudson Rd.

Streetsboro, OH 44241-1621

888/783-7896, 330/656-0440,
ext. 3388; fax 330/655-968"
ktinner@step2.net
www.step2.com

Steve Silver Co. "

Contact: Jud Preskitt
P.O. Box 1709

Forney, TX 75126-1709

888/400-8113, 972/564-2601;
fax 972/552-9094
jpreskitt@ssilver.com
www.ssilver.com

Strachan & Assoc. *"

Contact: Wayne Strachan,
Elizabeth Strachan
6 Golfway Ct. RR2

Bolton, Ontario L7E 5R8 Canada

905/880-7422; fax 905/880-742
thestrachans@rogers.com

Thompson Designs"
Contact: Tammy Ballard
1506 1st Ave. N.E.

Moultrie, GA 31768-4003

408/309-9260; fax 408/492-26
tammyballard@earthlink.net

Townhouse" ./'

Contact: Bill Hughes
P.O. Box 360

Smithville, MS 38870-0360

662/651-5441; fax 662/651-

United Furniture Industries *"

Contact: Jay S. Quimby
P.O. Box 308

Okolona, MS 38860-0308

800/458-7212, ext. 186;
fax 662/447-3663
j.quimby@

unitedfurniturei nd ustries.
www.unitedfurniture.com

Vaughan-Bassett Furniture Co.

Inc./Ramel & Associates *"

Contact: George Ramel
13812 Lowell Ave.
Overland Park, KS 66223-1132

913/685-4558; fax 913/685-45
georgeramel@aol.com
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eLton USA Ltd. *"

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

Irving, TX 75063-2472

800/759-1559, 214/596-2700,
ext. 702; fax 214/596-2727
ssherman@weltonusa.com
www.weltonusa.com

ssories By Sherwood *"

Contact: Dave Schemenauer
25272 Leer Dr.

Elkhart, IN 46514-5425

800/989-2639, 574/262-2639;
fax 574/262-0545
mrgsherwood@aol.com
www.gosherwood.com

cme Furniture *"

Contact: Marvin Ruben
18895 Arenth Ave.

City of Industry, CA 91748-1304

800/392-8168, 626/964-3456;
626/964-3940

neral@acmecorp.com

MK Industries Inc./RTO
ictures Inc. *"

Contact: Aaron Behar
110 S. Hoover Blvd., Ste. 130

Tampa, FL 33609-2460

813/514-1042; fax 813/514-2340
aaron@amk-inc.com
www.amk-inc.com

ernards Inc. *"

Contact: Dan Kendrick
.0. Box 1489

gh Point, NC 27261-1489

800/861-6130; fax 800/348-6738
d kendrick@bernardsinc.com
www.bernards-furniture.com

otanica By LABS, Inc. "

Contact: Mary Ann Tattrie
7585 Ponce de Leon Cir.. Ste. D

Doraville, GA 30340-3162

0/752-6877, ext. 22; fax
, 0/447-5462
mtattrie@labsinc.com
www.botanicabylabs.com

L Lighting + .

Contact: Charles Chuang
13875 Ramona Ave.
Chino, CA 91710-5426

909/590-5950; fax 909/590-5955
charles@calighting.com
calighting.com

DeLta Graphics"
Contact: Donna Defalco Hain
4 Centre Dr.
Orchard Park, NY 14127-4117

800/372-2966; fax 716/662-1756
www.deltagraphics2000.com

DimpLex North America"
Contact: Scott Wilson
1367 Industrial Rd.

Cambridge, Ontario N1R 7G8
Canada

519/650-3630; fax 519/650-3651
rsharma@dimplex.com
www.dimplex.com

Furniture Answers"
Contact: Patrick Blank
3607 Ridgeton Rd.

Bucyrus, OH 44820-9482

419/562-9944; fax 419/562-6882
blank@bright.net
www.furniture-answers.com

Grandrich "

Contact: Mike Simacek
16215 Marquardt Ave.
Cerritos, CA 90703-2357

800/348-7399, 612/455-1075;
fax 612/677-3109
mike.simacek@grandrich.com

JayRue.Com *"

Contact: Jay Rue
1614 Swansbury Dr.

Richmond, VA 23238-4628

804/314-9911; fax 571/222-0036
jay@jayrue.com
www.jayrue.com

Liquid Beauty "

Contact: Joe Magyer
P.O. Box 1614

High Springs, FL 32655-1614

386/454-7710; fax 386/454-8303
gadi@hotmail.com
liquidbeauty.biz

M.E. Gallery By
Manifestations Inc. "

Contact: Ben Hofstetter
2420 Grand Ave., Ste. B

Vista, CA 92081-7827

760/598-3466; fax 760/598-1265
art@megallery.com
www.megallery.com

Mirror Dynamics Ltd. Inc. *"

Contact: Daniel Kalina
750 S. 13th St.

Newark, NJ 07103-1712

973/824-5509; fax 973/643-2358
d. kalina@verizon.net
www.mirrordynamics.com

Nova Lighting "+
Contact: Daniel Edelist
6323 Maywood Ave.

Huntington Park, CA 90255-4531

323;:277-6266; fax 323/277-6270
daniel.edelist@novalamps.com

Protect.A.Bed "

Contact: James Bell
1114 Waukegan Rd.
Glenview, IL 60025-3067

847/998-6901; fax 847/998-6919
james@jabdistributors.com

Stain Safe *"

Contact: Doug Wright
354 Hiatt Dr.
Palm Beach Gardens, FL

33418-7106

561/622-4260; fax 561/630-9054

FURNITURE BEDDING

SeaLy Mattress Co. *"

Contact: Danny Tommack
2646 Goodnight Trl.
Mansfield, TX 76063-8404

817/680-1365; fax 817/465-9990
dtommack@sealy.com
www.sealy.com

Serta Mattress Co. "

Contact: Rick Sequeira
4774 E. Airport Dr.

Ontario, CA 91761-7875

909/390-0145; fax 909/390-0156
rsequeira@sertanational.com

Simmons Co. *"

Contact: Vince Nicholson
1 Concourse Pkwy. N.E.

Atlanta, GA 30328-5564

800/613-1317, 770/206-2684;
fax 770/392-6785
www.simmons.com

SymboL Mattress *"

Contact: Todd Nieting
P.O. Box 6689

Richmond, VA 23230-0689

804/353-8965; fax 804/353-8762
www.symbolmattress.com

Ther.A.Pedic InternationaL * "+
Contact: Karen Greenwald
601 Bound Brook Rd.
Middlesex, NJ 08846-2100

800/314-4433; fax 732/968-7568
Kareng@Therapedic.com
www.therapedic.com
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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
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Ethics aren't conditional

thics in RTO has been discussed in

many gatherings across the Unit­
ed States at various functions over

the years. The biggest misconcep­
tion is the separation between

personal ethics and business
ethics. There is no difference. You either behave in
an ethical manner or you don't, whether it is in the

workplace or in your personal life.

My definition of ethical behavior is doing the

right thing at the right time for the right reason,

regardless of who is watching. That is also my def­
inition of integrity. People who possess integrity
behave in an ethical manner. Let's dissect the
above definition.

The right thing: As RTO professionals, we have
to be clear and concise as to why we do what we

do and the reasons for doing what we do. We
must continue to monitor our thinking to assure

that we are continuously doing the right thing.
At the right time: When we are clear about

what is the right thing to do, then there is no bet­
ter time to do it than right now. When you are

faced with problems or situations, make a deci­
sion immediately and stand by it.

For the right reason: We must determine that
the decisions we make are for the right reason. As

industry leaders, we have to make tough decisions
that are not always the most popular; however,
they are made for the right reason.

Regardless of who is watching: The true con­

tent of a man's character is revealed by the deci­
sions he makes and the actions he takes with
someone who cannot benefit him in the least. It is
not important who is watching, but rather that

you are doing the right thing, at the right time
and for the right reason.

By JAY ROBERTS Why do we do what we do and where
does our behavior comes from? Sigmund

Freud's teachings indicate that every decision we

make is directly related to obtaining pleasure or

avoiding pain. A Neuro Linguistic Programming
technique describes that we are either moving to­

ward something or moving away from something
else. I tend to agree with both concepts.

The behavior we demonstrate on a daily basis is
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the result of training
received beginning in

infancy. We have been

programmed through
cultural conditioning
through our parents
and teachers, princi­
pals, counselors, boss­

es, friends and other

"My definition of

ethical behavior is

doing the right thing
at the right time for

the right reason,

regardless of who is

watching."

•

•

people with whom we

associate.
The influence of others is a powerful force in

our lives. We must accept the possibility that
those people who have so dramatically influenced
our lives in the past were simply teaching us what

they learned and that it may not be correct by
today's standards. Therefore, we

must constantly analyze our

behavior to confirm that our

decisions and actions are consis­
tent with our beliefs and values
and not someone else's.

In the event you do not have congruency in

your decisions and actions then you must consid­
er the source and fix it. By fixing it, I mean chang­
ing your perception of what it means to you by
increasing your level of awareness through study.
Congruency, simply put, is when what you are

thinking, what you are saying and what you are

doing are consistent.
There are three things needed to assure ethical

behavior from the people in your organization:
1) A clear and concise description to all per­

sonnel as to why they are on the payroll. That

being "to satisfy the wants and needs of the peo­
ple we serve in a manner that improves the qual­
ity of their lives."

2) The entity and the people involved in it are

responsible for their actions. The ultimate

responsibility lies with the CEO initially; howev­

er, all employees are responsible to make sure that
interactions with customers send the message
loud and clear that "we are here to serve them."

3) There is a commitment by all personnel to

do what is right all the time because it is based on

the foundation of honesty, integrity, character
and several other qualities that you must discover

yourself, while reorganizing, if need be, the foun­
dation of your company. _

Jay Roberts is vice president of operations of the
Missouri-based, 16-store National TV Sales &
Rental chain.



GE Consumer & Industrial
Appliances

America's most
dependable washers!
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GE strives to offer the Rent-To-Own Industry the best products and services. Our unwavering dedication to constant

improvement through our Six Sigma approach makes GE stand out among the competition. Every week, new washer
units are tested to their Io-ueor life expectancy and over 1000 equivalent years of life testing is completed annually.
It's no wonder an independent national study of consumers who have purchased a leading brand of washer since 2001,
found that GE was shown to offer America's most dependable washers by having the lowest repair frequency. So when

you buy GE washers you know you are renting America's most dependable.
For more details contact Paul Eichberger at 800.782.8097, Paula Allison at 800.782.8096, Ken Mushrush at 877.657.5636
or visit www.geappliances.com.

APR:) Associate Member since 1992



When you rent, rent the best. Zenith.

The Quality Goes in Before the Name Goes On. Zenith.
With an array of different sizes, features and looks to suit everyone, Zenith televisions deliver brilliant color, clarit

and vividness that your customers demand. One look and you will see why Zenith is setting the standard in HDTV.

ModelZ52SZ80 Model Z44SZ80---=-=

DIGITIZE THE EXPERIENCE.™

Call Don Julson at 847.941.8734 or visit www.zenith.co

APR:) Associate Member since 1981

@ 2005 LG USA, Inc. Zenith and the "Z Bolt" are registered trademarks of Zenith Electronics Corporation. Marketed and Distributed by LG Electronics U.S.A., Inc. 1000 Sylvan Avenue, Englewood Cliffs, NJ 07632


