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Need Money
To Grow?

You are an experienced multi-unit manager and you know

RTO. Now you want to put that knowledge to work for

yourself-but how? Take your career to the next level with

the backing of an experienced player in the RTO industry.
ColorTyme has a network of over 80 independent franchise

owners and an experienced corporate staff to help you

grow your business the right way. In 2005 ColorTyme had e
4 Independent Rent To Own dealers converttheir store to a

ColorTyme Franchise. More than 70 RTO professionals all

over the U.S. have made the move to ColorTyme. Will you be

next?

• 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
• National Product Repair Program
• Payday Loans Capital Financing
• Custom Wheels Program

Can Pat Sumner today at

(800) 608�8963
(AU cans are confidential.)

RENT-TO - OWN
//

'

APR:) Assclc;'it; Mimber since 1992



[It

Utf20
),ears i« RTO

--===�===---
I kaoe Lear� that

�therijht�
aJtti� that !J-eUwe in.)'ou if as �tant as

det-ermMuUimt aJtti hard work.

My career i« RTO scaried. i« 198� by way oja te111fOYary
jdJ wtce« [ WtUjud 20),ears M. D� to Utf work
teAA to 1uick success aJtti opportuftM:y. But i« 1992) when. [

approached Utf� to becouce afr�) the door oj
opportuftM:y closed - [ waMt't taken. �.
So [did it M Utf t/WK) with the hdp ojUtf fauUiy) aJtti 6uUt
a wUd� tJ7/eY the 1U)(t- 10),ears. F{JY a tiuce, we Iu:r.d

eijht �{JYM but were Uudted� - UIW.Me to carry
the 6ij tickefit� Utf casioucers WtM1£ed. [It the�

oj200� [ decided to dr� the� doion. to our tot
three pe:rjor� �{JYM aJtti i« N� oj200� concerted
to CdDrTyuu.

Now we heoe access to Renc-ArCencer':�;-ower aJtti

r=« tyidftJ aJtti CdDrTyuus tr� ty0jYa#U - whkIt
are UTUU oj the 1ItW"9t inb11&w·e i« the iAtdudry. We haoe seen.

a drtU11Ai:ic turn. i« our �(JYM iucd �affaJtti can. pftut for
e Uj�jyowt!t whkIt used. to In InyMd our reach,

sakr are up S.3 % aJtti revenue if up tJ7/eY 10% Yiftce the
conoersion. E1ua1iy as �t� we haoe the coneieuced,
�-M UAffOYtftmu BdJ Blom«, Pat: SU#UU:Y aJtti all the

fo11« d cdDrTyuu who uutde the tr� eMf aJtti the

ifwenf:{JYY avaUabie for our cusconcers.

Like W UUU1f
oj tU i« the RTO

iYuJudry) I've been.

Wit/cM�a

Lo-nj ti#te - wor�
i« UUU1f roies with

�al�
scnce 1988. IjlMff
IOU C07Ald say tIuu

RTO k i« ucy Irto-od. I Love what-lM-I Love

our uu1:tJ1.1ieYS M1d atw-a.z:,s WPAVted to haoe ucy (}U}"K

s-tore. So i« 2002) I� up B0 H� ReneaU M1d

watched our� s-tore jYow. By oaober 200� I

needed ncore Uw-&ntory but ri.idK't haoe near enough capital
to jet-the job done.

I considered. seoeralfr�) but uftivuaj;e1y WM drawn to

CoiorTyuu for their 100 r=« Uw-&ntory� [W0jYMU
- � a nice dUUJUfU: on ucy� foe baud on ucy
RTO�. A� overfUj� liutd accee to the Uw-&ntory
I needed M1d� YUffOYtr= the coiorTyuu teauc.

TOd.lJ.y) ucy�k�! I UJUfU: ucy� to C011AJ?;Yt

ucy s-tore to CoiorTyuu M (J1U oj the best: choices I've ncade. And

wfu;£e clumje kj(}Od) seuce �s haoe clumjed very Uffle. I

9tiIi run. ucy s-tore Uke a ttUt1))y� M1d I irttmti to hep it

tluuway.



Experience the M & B
•

Profit Advantage
• Diamond Importers -

Prime Jewelry
Manufacturers

•
' Over a Century of Jewelry
Manufacturing and
Marketing Experience

• Exceptional Inventory
Management

• In-House Repair,
Refurbish, Sizing

• "Quick-Turn" Shipping
Advantage

• Special Orders - No Problem

• Turn Key Jewelry
Department Set-Up

• Experienced In-Store

Training
• Customized In-Store

P.O.P.

• Flyer /Mailing Program
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WHEN YOUR ACCOUNTANTS
DON'T KNOW "BOR" FROM "IRS,"

THAT CAN SPELL "TROUBLE."
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

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.

No CPA firm in the

country knows more

about Rent-To-Own.

Call 877-299-1532 or

e-mail jim@kscpa.com.

/L... KIRKPATRICK, SPRECKER
'" & COMPANY, LLP
311 South Hillside • Wichita, Kansas 67211-2195

Phone: 877-299-1532 • Fax: 316-685-4575 • On the Web at www.kscpa.com
Associate Member APRO
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mend asking each owner

to implement a voluntary
payroll-deduction plan
within his/her com­

pany-suggesting a small
donation per month
from each employee. In

addition, organizers are

asking that each com­

pany match its employees'
monthly contributions.
APRO is providing a

template for paycheck
stuffers to encourage em­

ployees to participate.
Rent-n-Roll and

Buddy's Home Furnish­

ings are two of the first
rent-to-own companies
to make a commitment

to the fund. Rent-n-Roll

COMPILED BY

RICHARD MAY.

LAURIE HILL. BILL KEESE

AND NEIL FERGUSON

APRO launches
permanent relief fund

In
2005, APRO members contributed more than

$190,000 to help rent-to-own employees get
back on their feet after the devastation caused

by hurricanes Katrina and Rita. The rent-to­

own community helped 159 employees survive

and recover from these natural disasters. \"""I·.'��.�.�."'.·... ��.C'f.;... ASS. oelATION or

PROGRE,S.S.
IVE

..
'

.

� '�)ti;:; RENTAL ORGANIZATIONS
,

_

. .;
\. ,r9l�RELIEr·T.O.OUR] EMPLOYEES,;;

7�_ ',,}' •.. 'r;:::;.�Jl4}�
To address the con­

tinuing needs of those
affected by natural

disasters, APRO has
established a permanent
disaster relief fund: RTO

[Relief To Our]
Employees Disaster Relief
Fund. It will be admin­
istered through APRO's
charitable foundation so

that all contributions are

tax exempt. Every
dollar raised will go
directly to rent-to­

own employees in
need.

APRO hopes to

make this program
available to all
APRO-member rent­

to-own employees
through a simple
payroll deduc-
tion plan where
contributions are

small enough not

to be missed and
the program will
attract universal

support. The fund

orgamzers recom-

owner Larry Sutton is en­

couraging his franchisees
to make similar commit­
ments to the fund and

help develop the effort as

one of the most effective
relief funds in America.

"While I realize that
the majority of RTO
dealers support many
different charities on a

regular basis, I urge every
rent-to-own dealer and

employee to join their
RTO brethren in this
most worthy cause," Sut­
ton says.

Please contribute
to the RTO Employees
Disaster Relief Fund and

encourage your employ­
ees to do the same. A
small contribution will
make a big difference
and will prove-once
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New Yor�'s rent-to-own
law focus of public scrutiny

New
York legislators and candidates continue to criticize the

New York state rent-to-own law. Politicians are committed to

addressing the law in the next state legislative session and

through public hearings scheduled for later in the summer. Most damaging
has been recent statements by New York Attorney General and gubernato­
rial front-runner Mark Spitzer, who includes revisiting rent-to-own legisla­
tion as a part of his consumer protection election platform.

"You look at what people end up paying to get clear title to a home ap­

pliance or anything else, and you look at the underlying value, and they've
been taken to the cleaners," he says. "It is horrific. These are areas where

consumer protections need to be beefed up."
Spitzer currently has a 70 percent lead over the Republican candidate,

so his threats carry weight and should be taken seriously by the RTO

industry. When considered along with New York RTO opponents Assembly
Majority Leader Paul A. Tokasz (D-Cheektowaga), Buffalo Mayor Byron
Brown and a host of other elected officials, RTO dealers in that state face

a tough legislative battle-more so than the legislation
that was introduced in the past three sessions.

APRO, Aaron's, Rent-A-Center and RentWay re­

cently held a conference call to begin the state rent-to­

own organizational process to help defend RTO during
next year's New York state legislative session. A state

association meeting being scheduled for August while

APRO and industry leaders monitor the proposed
interim legislative investigative hearings on rent-to­

own being held by the New York Assembly
this summer.

New York dealers are encouraged to get involved

in the upcoming RTO state organizational meeting in

Albany as well as the upcoming state elections. For

more information regarding the New York legislative
issues and the pending New York state association

meeting, contact Richard May at rmay@aprovision.org
or by calling 512/225-1051.

6 PROGRESSIVE RENTALS

again-that the rent-to­

own industry strives to

secure the good of others.
For more information

on APRO's RTO Employ­
ees Disaster Relief Fund

program, please contact
Bill Keese by e-mail at

bkeese@aprovision.org or

by calling 800/204-2776,
ext. 101.

Rent-to-own
criticized in
national press
campaign to aid
the poor

The Brookings
Institution criticizes
rent-to-own in a recently
published study, From

Poverty, Opportunity:
Putting the Market to

Work for Lower Income
Families. While rent-to­

own is only briefly
addressed in two

paragraphs and two

charts in the 76-page
report, RTO is one

of the nine featured

"key findings" in a

Brookings Institu­
tion's press release
stating that "high­
priced rent-to-own

stores are densely
concentrated in lower
income neighbor­
hoods." The press
release, issued on

July 18, has already
generated a number
of news articles in
the u.s.

The full report
echoes the rent-to­

own industry's cur­

rent position in the



marketplace, reflecting
good news, bad news

and-what is common

in news regarding the
rent-to-own indus­

try-misinformation.
For example, while the

report and press release
state that rent-to-own is
concentrated in lower-in­
come neighborhoods, a

chart in the report shows
that "most rent-to-own

businesses are located
in moderate-income

neighborhoods." The

Brookings Institution's
statistic that rent-to-own

stores are located in

mostly moderate-income

neighborhoods reflects
the decade-long shift of
rent-to-own dealers.

The report encourages
private and public leaders
to address its recommen-

-dation to "give lower-in­
come families a powerful
tool to lift themselves out

of poverty." The report's
specific recommenda­
tions regarding rent-to­

own state that "leaders
can bring down prices
for consumers by imple­
menting stricter caps on

fees and interest charged
by rent-to-own establish­
ments and by requiring
these companies to fully
disclose their pricing."

The flawed report
doesn't recognize that
most states and the
Internal Revenue Service
have already ruled that
rent-to-own transactions
are leases and therefore
interest does not apply to

such transactions. Also,
47 state laws mandate

complete disclosure of all

What's new on 8IOHO?
� It's not too late to participate in APRO's annual rent-to­

own statistical survey. It's been significantly overhauled,

making it easier than ever to complete! And it's produced
by a third-party, so all your company information will

remain secure. You can access the survey via APRO's

homepage at www.rtohq.org.
� There are interesting discussions in RTOHQ's E-Com­

munities, including a forum on credit card interchange
fees, charges and vendors. Best Way's Steve Kruse has

provided a great resource for reviewing your credit card

company and/or shopping for a new one. Kruse drafted a

comprehensive list of questions to ask prospective credit

card companies, offering his observations on the process

and examining the wide range of fees that get tacked

on to companies like yours. His document, entitled "Top
Questions to ask a Credit Card Provider," is available to

APRO members by logging in to RTOHQ's E-Communities.

costs associated with the
rent-to-own transaction.
More important, every
successful rent-to-own

dealer has learned that an

informed and empowered
customer will likely be
a satisfied-and return­

ing-customer. There­
fore, rent-to-own dealers

promote full disclosure
and communication of

prices and payments as

the best way ofprevent­
ing returns, complaints
and/or legal issues.

The Brookings Insti­
tution is unknowingly
advocating legislative

remedies that will slow
the current RTO indus­

try trend of lowering
cash prices and payment
terms by advocating caps.

For advice on how to

handle the media, APRO
members should refer to

the association's recently
published Advertis-

ing, Public Relations
and Media Relations
Handbook for the Rent-to­
Own Industry, which is
available free to APRO
members in the E-Com­
munities section of the
association's Web site at

www.RTOHQ.org.
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New Jersey ly to other rent-to-own the New Jersey Supreme tomers of Rent-A-Center

Supreme Court companies in the state, Court to reconsider its going back six years.

limits damages which would have been a ruling in a motion filed As Rent-A-Center

in recent decision
severe blow to them. shortly after the deci- sought a reconsideration

In the case, Perez v. sion was handed down, of the case, APRO filed
The rent-to-own Rent-A-Center, the court requesting that the court an amicus curiae ("friend

industry got some good ruled that rent-to-own make its ruling prospec- of the court") brief at the
news from the New Jersey transactions in the state tive only-not retroac- request ofAaron Rents,
Supreme Court in June. were conditional sales tive-in light of the which has stores in New
In reaction to a recent rul- contracts covered by the dramatic change in the Jersey and has lately been
ing against Rent-A-Center New Jersey Retail Install- law that resulted from the sued by the same set of
in that state, APRO filed ment Sales Act and the court's recharacterization plaintiffs' attorneys that
a brief on May 24 to per- criminal usury statute, of rent-to-own transac- attacked Rent-A-Center.
suade that court to limit which caps interest rates tions in the state. Rent- APRO weighed in on

the terms ofliability RTO at 30 percent. The court A-Center argued that behalfof all other rent-
dealers would face in light further ruled that the en- it would be manifestly � '" I to-own companies in the

, \.,of the decision. The court tire amount between the unfair to make the ruling· \,
. stare, many ofwhom are

has taken APRO's plea cash price and the total . retroactive, allowing the small dealers with only
into consideration, ruling rent-to-own price was to plaintiffs' lawyers to bring one or two stores and
that its recent decision be deemed interest. into the class of injured whose fortunes would be
will not apply retroactive- Rent-A-Center asked parties all New Jersey cus- devastated if the ruling in

MiclOSott'

1705 E. North Street • Magnolia, AR 71753 • 800-863-7394 • vvww.rentlnfo.com

APR:) Associate Member since 1987
8 PROGRESSIVE RENTALS



Perez were also applied to

them retroactively. APRO
asked the <court to consider
all of these other com­

panies that thought they
were doing business legally
in the state when consider­

ing the Rent-A-Center mo­

tion to review its decision.
In a ruling handed

down June 21, the New

Jersey Supreme Court held
that the law announced
in Perez would only apply
prospectively and also
ruled that the decision
would apply to Perez her­
self and others who may be
included in the proposed
class action lawsuit-in
other words, other cus-

The world's fir::L Electric poi-table tvpewricei-

�

Call us at

866-800-TRIB
Visit online at

www.tribgroup.com "'Q=;:;;�"_

tomers of Rent-A-Center.

Procedurally, the case

will go back to the trial
court and that court will
decide whether to certify
a class and if so, who will

qualify to be in that class.
No timetable has been an­

nounced for any rulings on

class action certification in
the trial court.

RTO research
to be presented
at financial
conference

The Financial Manage­
ment Association Interna­
tional (FMA) has invited

a team of academics who
have studied rent-to-own

to its conference in Salt
Lake City, Utah, in Oc­
tober. At the conference,
Mike Anderson, Ray Jack­
son and Sanjiv Jaggia will

present their academic re­

search on the rent-to-own

transaction. Anderson,
Jackson and Jaggia are

finance and economics

professors who have been
in the process of analyz­
ing the econometrics of
the rent-to-own trans­

action, customer and

industry in the American

economy. This is the first
financial academic team

to research rent-to-own

and, as a consequence, it
is generating notoriety in
financial arenas.

The onlq reason we exist is to serve our members. We keep lookina for

waus to do that everu dalJ. Our recent alliance with Brand Source has

opened the door to a lot of new options for our members: additional
brands of electronics and appliances, floor plan and inventoru financina,
and affordable health care coverage for example. Thinas that can help
uour business arow, and help uou hana onto lJour best emplouees.

Beina an independent dealer is difficult. We can help.

�������
C?��C?�

An Associate Member Since 1983 APR:)

8499.00
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Use Your Risk Analysis
Knowledge To
Solve This Puzzle

Teletrack is your
single source solution
for verifying rental orders.

Find six key services
that rental purchase
stores use to

reduce losses and
increase profits.

RISK ASSESSMENT

FRAUD DETECTION

SSN VALIDATION

SKIP TRACING

10 VERIFICATION

EVICTION DATA

R E N T A L P U R e H A 8 E I 8 L F E

R I 0 V E R I F Ie A T 10 N U 0 R 8

A R 8 8 N V A L 10 A T 10 N 0 V A E

8 A N K R U P T e Y 0 A T A F R A U T

E N 8 T A e e 0 u N T A L E R T R 0 E

L Y T U e 8 K I P T R A e IN G E 0 L

8 T R T H E 8 IN G L E 8 0 U R e E E

A H A R E e R E 0 IT IN 8 IG H T T

0 A T A 8 A 8 E 8 T 0 e 0 N 8 U M E R

ED Ee 18 10 N 8 0 H U Y H 0 G e A

M E G H N 0 L 8 A 8 M A R T E R G T e

E N YT 8 U 8 P R 1M E E A R 8 H IK

RI J K A P8 E 8 8 E A N T 8 T 10 N

T L P E V Ie TI 0 N OA T A 10 N T

Visit www.teletrack.com/rental for the solution

Teletrack just helped you raise your Business IQ

You're on the right track, with Teletrack - the single source solution provider for sub-prime
consumer credit information. With multiple databases and an array of the most advanced

risk assessment tools, Teletrack provides you with the insight to minimize risk and help you
make smarter business decisions. Take advantage of services like Risk Assessment, Skip Tracing,
ID Verification and much more.

To enhance your risk assessment strategy,
contact us at 800.729.6981 ext. 3
or visit www.teletrack.com/rental. <:Teletrack:>
SCOPE OF SERVICES
> RISK ASSESSMENT > FRAUD DETECTION > SSN VALIDATION > ID VERIFICATION

> SKIP TRACING > ACCOUNT ALERT > EVICTION DATA > BANKRUPTCY DATA

A First Advantage Company

APFI:» Associate Member Since 1 991
Copyright ©2006 Teletrack, Inc. All rights reserved.



Anderson, Jaggia and
Jackson are currently
developing three addi­
tional academic research

publications. They scour

thousands of rent-to-own

transactions to establish
credible financial data
for conclusive economic
and financial discoveries.
APRO associate member

High Touch assists their
research with anony­
mous store-level data.

The Journal ofApplied
Business Research and
the Journal ofConsumer

Affairs published the first
two academic papers by
these researchers. Both

papers were circulated to

the u.s. Congress to help
further educate members
and their staffs on the
economic value of the no­

obligation rent-to-own

transaction.
FMA has become the

global leader in develop­
ing and disseminating
knowledge about finan­
cial decision making.
The October conference
in Salt Lake City will
host an estimated 1,500
financial experts from all

parts of the globe.

APRO initiates
E-Communities
for vendors

This spring, APRO
launched the associ­
ation's most exciting
communications tool
since Progressive Rentals

magazine was introduced
more than 20 years ago:
E-Communities-the
interactive section of

APRO's new Web site,
RTOHQ (www.rtohq.
org). It offers APRO
members the opportu­
nity to participate in dis­
cussions on a wide range
of rent-to-own topics,
posting questions and

offering tips and infor­
mation to others. In ad­
dition, contributors can

upload and download
documents to the forums.
The activity on APRO's
E-Communities has been

growing steadily.
And now, APRO is

urging associate members
to get involved in E-Com­
munities. APRO has estab­
lished forums specifically
for associate members to

enhance their commu­

nications with users and
customers. Communities
can be customized to

interact between a specific
vendor and the RTO deal­
ers it serves-or a com­

munity can be developed
to exchange information
and questions between

groups ofvendors. Access
to specific communities
can be restricted or uni­

versal' depending on the
needs and desires of that

group ofparticipants.
"We want APRO ven­

dors to think of this as

an opportunity to hold
roundtable discussions
with their customers

and fellow vendors daily,"
says Bill Keese, APRO's
executive director.

Ifyou would like more

information on APRO's
E-Communities, e-mail
Laurie Hill at lhill@apro­
vision.org, or call APRO
at 800/204-2776, ext. 103.

Everyone has a

Business 10. With

our help, you can

always learn new

ways to raise yours.

First Advantage
empowers business

decision-makers

by delivering the

facts first -

quality information

infused with insight
and expertise.

We pass on the

knowledge needed

to make smarter

decisions through a

wealth of innovative

products and services.

From the simplest
ideas to the most

complex solutions,
First Advantage will

elevate your success.

FIRSTAdvantage
Facts first.

SCOPE OF SERVICES

> Auto Dealer Services

> Credit Reporting
> Employment Screening
> Government Services

> Hiring Management Services

> Investigative Services*

> Lead Generation

> Litigation Consulting*
> Multifamily Services

> Supply Chain Security
> Tax Consulting
> Transportation Services
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schedule. You pay your
rent monthly, your
telephone bill monthly
and now your furniture
bill monthly," says Briley.

"It's much more main­
stream and is attracting
more customers to every
one of our stores. Each of
our stores now average
more than 100 additional
customers per month
with this pricing struc­

ture versus the tradition­
al RTO pricing model."

Briley admits there is
a fear factor involved in
such a change because
return on assets is less,
gross margins go down
and more money must be

Speed Oueen®
--C� Qua£ify b" fb H�--

Amarillo Hardware Company
806,376·4731

Appliance Assoc. of Buffalo, Inc.
716'873,4100

Blodgett Supply Company
802'864,9831

Doolittle Distributing
913, 888, 7820 or 800' 829·7820

E.A. Holsten, Inc.
804,359,3511

Eagle Distributors, LLC
504,464'5991 or 800'659,5991

Cunningham Distributing
915, 533' 6993 or 505, 247, 8838

Goldman Associates of NY, Inc.
516·484·7800 or 800' 542, 2313

lAD
847, 294· 5858 or 800, 262 • 5866
Kimball Electronics, Inc.
801· 466, 0569 or 303' 893 '1423
O'Rourke Bros., Inc.
210'333,1311;972'245,0006;

!g�:���:����;0�0�O�?;8�?;��2

Starting with three years parts and labor,
Speed Queen backs its commercial quality
equipment for the home with the industry's
most comprehensive warranty.

For dealer inquiries, call 1·800,552,5475 or visit www.speedqueen.com___________________ Speed Queen.
Alliance laundry Systems

Rent City takes
a fresh look at
RTO pricing

Sometimes competi­
tion in the marketplace
favors the bigger players

and forces
the smaller
businesses
out. But
that isn't

always the
case. The small-business
owner can retool his
business and not only
stay on track, but exceed
expectations. Call it com­

petition meets innova­
tion. When faced with
such competition, APRO

member Robert Briley
of Rent City in Abilene,
Texas, decided to change
his business' pricing
structure-and he's glad
he did. Last year, Briley
incorporated an Aaron's­
based pricing structure,
lowering cash prices.
This, in turn, necessi­
tated a shift in marketing,
inventory purchases and

payment schedules.
"Aaron's came into our

market and kicked our

butts," says Briley. "We
lost 30 percent to 40 per­
cent of our business and
had no choice. Now after
a year's worth of account­

ing from the shift, we

have documented that our

new pricing models have
increased our net profit
an average of $20,000 per
store per month."

Briley says that chang­
ing to the Aaron's pricing
model creates a greater
marketing advantage and
better public image. The
move shifts accounts
to more monthly busi­
ness, generates a positive
public image with the

ability to advertise prices
that are more in line with
retail pricing and that,
in turn, brings in more

customers to his stores.

"The average Ameri­
can is on a monthly

Partnered with full-service distributors, we

bring our expertise to rent-to-own dealers

looking for a profitable opportunity to sell
a differentiated line of laundry equipment.

� Laundry - it's all we do.

APR:) Associate Member since 2005
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Persinger Supply Company
304-706-2223

Potter Distributing, Inc.
616· 531· 6860 or 800' 748, 0568
R&B Wholesale Distributors, Inc.
510, 782 • 7200; 909·230, 5420 or
602·272·1200
Tri-State Distributors
509,455'8300;503·283'3297;
253·872'2900 or 800·473'0002



spent on inventory. But celebrating with my son and family." known throughout cen-

for Rent City, the return the 50th Cleek's Appliance tral Missouri for posting
on store is an average of annrver- and Home Furnishings weekly predictions for

$20,000 more due to the saryof was founded in 1956 by Mizzou football games
increased business and his fam- Cleek's parents, Elmo on posters-usually
customers. Briley is proud ily-owned and Wilma. After Elmo's predicting that the Tigers
of his new model. Com- business by opening tragic death in a plane will win-in one of his

petition and innovation two new rent-to-own crash in 1973, "Tiger" Columbia stores and for

forced him to change. stores this year. In addi- took over the fam- his overall enthusiasm

"Everybody has to tion to the seven stores ily business, eventually for the team. There aren't

sharpen their swords every currently operating in transforming it from many people in central

day. We had to shift to stay central Missouri, Cleek's retail to rent-to-own in Missouri who do not

competitive-and we are.
"

Rent-to-Own, based in the 1980s. know the name "Tiger"
Columbia, Missouri, is One tradition Cleek Cleek.

Cleek celebrates
opening stores in Sedalia has held onto for the past Cleek, along with
and Marshall. 50 years has been his son, John [r., and other

50 years of "It's very exciting and family's enthusiasm for family members, opened

business something my dad would University of Missouri the Sedalia location in

be proud of," Cleek told football. The team is July and plans to open
APRO board mem- the Columbia Tribune in dubbed the Tigers, hence the Marshall store in

ber "Tiger" John Cleek is July. "I'm glad I can do it John's nickname. Cleek is September.

New growth,
support & development

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

.., .dea' products

Rent to Own Jfr"
Retail Fumiture\_)
Check Cashing
Family Entertainment
Pawn

Ideal Services

'4 HI'. Tech Support
� )'" ?; Ca," ,.,n'itell;n!:

Contact us todayf
Tel 800 964-3325 x153

www.idealss.com
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 Software Systems, tn«.
APR:) Associate Member since 1993
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Sutton addresses a "sure-fire method of Heartland ofAmerica Goad, that state's dealers

Heartland of adding 30 customers in event was the largest show had another successful
six weeks." so far for the Missouri meeting June 8 and 9 at

America Regional "Everyone who knows Rental Dealers Association. the Opryland Hotel in

Trade Show Larry and has heard The trade show featured Nashville. Thirty-five
him speak knows of his 70 booths representing 50 dealers from the Volun-

On June 21, Larry dynamic delivery and his different companies and teer State met last year
Sutton, president of Rent- life-long passion for the more than 250 industry in downtown Nashville
n-Roll in Tampa, Florida, rent-to-own industry,

"

professionals from six and this year's event at

presented an inspiring- says Bill Keese, APRO's states in attendance. Opryland saw 55 deal-
seminar on "Passion for executive director. ers in attendance, nearly
Purpose" to more than "It is an honor to be doubling attendance in
125 rent-to-own deal- with such an outstanding Tennessee rental

one year. This is an ex-

ers and vendors at the group of RTO profession- traordinaryaccomplish-
Heartland of America als in this beautiful set- dealers meet at ment considering that
Regional Trade Show in ting," says Sutton. "I was

I. Opryland TRDA has been holding
Lake Ozark, Missouri. originally scheduled to meetings for just the past
The event was sponsored speak in Missouri shortly Under the skillful two years.
by the Missouri Rental before the 9-11 tragedy guidance of Tennessee Dealers began their
Dealers Association. hit our country.

" Rental Dealers Asso- meeting with a vendor
Sutton's seminar offered This year's three-day ciation President Larry table-top exhibit on June

We're taking the proven Aaron's operating
model and developing a national chain of
RIMCO Sales & Lease Ownership franchise
stores. Be one of the first to join our winning
franchise team in a booming $4 billion industry.

For franchise information, call
Kevin Leary at 1-678-402-3602 or

visit us at www.rimcofranchise.com

APR:) Associate Member © 2006 RIMCO Sales & Lease Ownership.
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8. Exhibitors were de- gan; and APRO's General but Aaron's has turned Waltrips surprised the

lighted with the turn-out Counsel Ed Winn III. the racing world on its racing world when Dar-

and a significant number "We nearly doubled the ears with its July 22 race rell finally accepted the

of orders were taken. attendance from the last featuring Darrell Waltrip's invitation to race again.
After a banquet that year," says Goad, "and I return to the NASCAR As a consequence, the

evening, Goad outlined expect for the Tennes- Busch series after a 14- Aaron's ads featuring Mi-

for attendees his goals for see association to keep year hiatus. Aaron's, a chael's continual nagging
the association. growing. It is a good prominent supporter of of his brother have been

On June 9, dealers group and they like to NASCAR, features rae- featured in hundreds of

revisited vendors and get together to talk about ing brothers Darrell and sports articles, talk shows

then attended a full day RTO store issues.
" Michael Waltrip in its and blogs throughout the

of seminars with some of advertisements, with the racing community for

the most notable speak- hook that Michael always the past two months.

ers in the rent-to-own Aaron's scores asks brother Darrel when Aaron's exposure

industry: Terry Beville of marketing, he will return to the series. through FoxSports
Buddy's Home Furnish-

racing coup
Every commercial so far television networks, cable

ings in Tampa, Florida; has featured Darrell com- sports shows, sports radio

Mike Tissot of Coun- Call it a brilliant ing up with another ex- and print periodicals
tryside Rentals in Ohio; marketing campaign, cuse for why he wouldn't featuring Darrell's return

Sidney Burton of Home- luck, a publicity stunt or return-until now. has given the rent-to-own

town Ventures in Michi- a combination thereof, Two months ago, the giant added name recog-

�
THERAPED1CTM

,

SLEEP PRODUCTS �t",
��

Ifyou guessed we offer
more than mattresses... YOU WIN!!!

Mattresses. Linens. Pillows & Mattress Pads

Now, proceed to the bottom line
and collect extra profits.
See Us In Orlando, Booth Numbers 203-302

APRO & TRIB Approved Vendor. 50 Years Quality and Value

Factory Direct * North American Distribution

Call Toll Free: 800-314-4433 • Visit Us At www.therapedic.com

Luxury Bedding Every
THERAPEDIC FACTORY LOCATIONS

Haleyville, Alabama � Tolleson, Arizona � Denver, Colorado � Orlando, Florida � Orwell, Ohio � South Bend, Indiana � Rock Island, Illinois �

Brockton, Massachusetts � Sweet Springs, Missouri � North Brunswick, New Jersey � Chickasha, Oklahoma � Barnesville, Pennsylvania �

Reno, Nevada � Buffalo, New York � Cohoes, New York � San Antonio, Texas � Bluefield, Virginia � Seattle, Washington � Canada:

Edmonton, Alberta � Winnipeg, Manitoba � Toronto, Ontario � Granby, Quebec � Puerto Rico: Ponce � Caribbean: Kingston, Jamaica

APR:) Associate Member since 1995
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nition worth millions of
dollars. But Aaron's didn't

pay a dime for the ad­
ditional exposure brought
on by the event. In this
case, advertising became
news-and Aaron's

reaped the benefits.
Aaron's understood

that Darrell's absence
was a hot topic in the

racing community and

exploited that situation,
making it a continual

storyline for its advertis­

ing. Through the recent

publicity, Aaron's can

bask in the success of a

smartly executed adver­

tising campaign.
For more informa-

tion on advertising
and branding, APRO
members can log onto

the RTOHQ's E-Com­
munities (www.login.
rtohq.org) and download
APRO's Advertising, Pub­
lic Relations and Media
Relations manual for the
Rent-to-Own Industry.

Speed Queen
re-establishes
ties to RTO

After a 14-year
absence from rent-to­

own, Alliance Laundry
Systems is re-introducing
the durable Speed Queen

�.Q.�' 4?C '5�CNef C}����!!.�;:·

Panasonic SMAtr.aK C§;SOVO

washer and dryer to the
RTO industry. Now in
the second year of Speed
Queen's return to RTO,
Alliance is determined to

make consumers more

aware of the brand.
In 1991, when Amana

took over the marketing
arm of Speed Queen, it
decided to emphasize
the Amana washer and

dryer to the rent-to-own

industry and play down
the Speed Queen brand.
In 2000, when Amana
divested, the agreement
stipulated that Speed
Queen could not market
to the retail industry
for five years, therefore

NETGEAR'

removing Speed Queen
from the rent-to-own

market for legal reasons.

Once the five-year
stipulation had expired,
Alliance Laundry Sys­
tems re-introduced the

Speed Queen name to the
rent-to-own industry.

"Most rent-to-own

owners are very familiar
and comfortable with
the Speed Queen name

so our re-introduction
has been very success­

ful," says Chuck Melton,
North American sales

manager for Alliance.
"We had great success at

last year's APRO con­

vention, so we want to

� Western
7'-; Digital

Atlanta, GA

Call your SED Sales Representative for the products you want!

Miami, FL 800-444-8962 I www.sedonllne.comCity of Industry, CA
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Dallas, TX

APR:) Associate Member since 2004
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continue the momentum

and let APRO members
know we're here for the

long haul."
Alliance supplies

commercial washers and

dryers to laundromats,
apartments, motels,
etc. The Speed Queen
consumer line is built
with the same industrial

durability as its commer­

cialline, creating a great
match for the rental busi­
ness. Alliance's confi­
dence in its Speed Queen
line is also reflected in
the recent addition of
another year to its war­

ranty, which is now at

three years.

eDt-to-own store openings
� Joshua Goss, Premier Rental-Purchase, Bradenton, Florida

� Eric Friedland, RTO and Wheel Rentals Superstore,

Pompano Beach, Florida

� Rose Tomilloso, Premier Home Furnishings, Rialto, California

� Paul Bottomley, Midwest Rentals, dba Premier Rental-Purchase,

Rochester, Indiana

� John Spangle, Rent-n-Roll Custom Wheels & Tires, Houston, Texas

(his sixth location)

� Doug Pint, ColorTyme, Michigan City, Indiana

� Mike and Jill Houseworth, ColorTyme, Irving, Texas
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ety of responses to see

how various compa­
nies, big and small, deal
with those same issues.
For example, recently
many members have

responded to questions
about selecting the best
credit card provider
and what services and
costs should be expected from them. It has been
a very lively online discussion.

Once members get used to logging on to the

E-Communities-using their personal log-in in-

A now I',·nd of flommun,·ty �£�:��!��::i�::�:!7�::
L n L WIll provide an unparalleled

rent-to-own resource for all
APRO members, this associa-

formation from other rental dealers that helped tion and the industry as a whole. Ifyou need help
me run my store better. getting started with the process, please don't hes-

Today, the experience is still the same. I go to itate to contact APRO's Membership Director,
every gathering of rental dealers I can, not know- Laurie Hill, at Ihill@aprovision.org.
ing what to expect, but knowing that I will prob- I'm proud to be a part of a progressive board
ably get a tidbit of information from fellow rent-that encourages the APRO staff to provide fantas­
to-own dealers that will change the way we, at tic tools such as APRO's E-Communities-tools
Baber's, operate. And these tidbits will either in- to help our members grow and prosper. What is
crease revenues or significantly reduce expenses. so powerful about this new tool, besides provid-

It's rare that a trade association can provide ing immediate answers to questions about today's
a membership benefit such as exposure to top- issues, is that the information does not go away!
quality information from the best people in the It is cataloged and available for retrieval at any
industry. But such is the case with APRO. And time. In the months and years to come, you'll be
now the association has launched a revolution-able to research topics and issues that have been
ary new tool for its members that's as significant discussed, find answers and add your ,opinions
as the introduction of this magazine 23 years ago: and information to make the forums continually

E-Communities. pertinent to the times.
The APRO staff has been working fe- I will .continue attending live meetings and

verishly and diligently to roll out the in-events for the wealth of information and invalu-
dustry's new Web site, www.rtohq.org. able camaraderie I always receive. But I also know
The new site is loaded with information that with this new technology and member ser-

about the association, the industry, vice, APRO members now have an electronic fo-
business practices and articles pub- rum that is ongoing and provides up-to-date in-

Dy SHANNON STRUNK lished in Progressive Rentals magazine. formation to help us run our businesses.
APRO's president But with the addition of the site's I am excited about the E-Communities and
................................................... E-Communities, APRO has provided a look forward to meeting new and old members

new way for members to communicate with each online and learn more to build my business. I
other in real time. hope that I will be able to offer information to

Using the E-Communities forums to ask fel- others in return! _

low members, vendors and staff questions about
operations, accounting issues or any other busi- Shannon Strunk is the president ofBaber's Inc. in
ness related issue, APRO members can get a vari - Pascagoula, Mississippi.

As
I reflect on my experiences in the

rent-to-own industry, I remem­

ber key moments and important
events that have led to significant
changes in the way I do business.

Meeting with and listening to other rent-to-own

dealers and paying attention to the interchange
of ideas has made me a better businessman and
helped me grow my company.

In the beginning ofmy rent-to-own education,
when I was a store manager, I remember going
to my first state association meeting and feeling
completely inferior and afraid to speak to anyone.
However, in that meeting I received valuable in-
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: "It's rare that a

trade association

can provide a

membership benefit

such as exposure

to top-quality
information from the

best people in the

industry."
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Are you hungry for more? High Touch isn't just a software company anymore­

we can lead you to greener pastures with our a la carte menu of services. We want

to be your services solution. Check out our Security Services to enhance networking

between stores and home office, our Online Services to
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increase traffic flow 2417 to your company's stores or our

software systems to improve business management in

the Rent-To-Own or Payday Loan industry.
REACH HIGHER

If you're hungry for higher profits, call High Touch.

Better business solutions for profitability ...every day.
1.800.326.6059 I www.hightouchinc.com

Visit us at APRO booths 407-413!

A� Associate Member since 1984



I
have attended at least one Missouri Rental
Dealers Association meeting a year for as

long as I can remember. At this June's
annual meeting at the Lodge of the Four
Seasons on Lake of the Ozarks, I was

visiting with Barb Keller and "Tiger" John Cleek,
two founding members of MRDA, and I asked
how many years the Missouri dealers have been
meeting. They both drew a blank, but suffice it to

say, MRDA has held quite a few meetings-and
successful ones at that. For the purposes of this
column, you'll just have to take my word that I
have attended pretty much every year.

On one ofmy first visits to a Missouri meeting,

One of life's winners
I noticed a young man in the crowd who was lis­
tening to everything I said. Ifyou have ever given
a speech before a group and observed someone

in the audience paying attention to what you are

saying, you'll agree that you take notice of such
an individual.

At the first break, I went up to this man and
introduced myself. I noticed he was wearing a

Cleek's Rent-to-Own shirt and had a small crowd
around him. My first thought was that this was a

very friendly sort and possibly a leader. He stuck
out his hand, welcomed me to Missouri and told
me his name was Darryl Darling.

Over the years, as I have attended MRDA
events, I always made a point to visit with Dar­

ryl. He has been with the Cleek's for 14 years now.

I've known Darryl for almost all those
years and I want you to get to know a

little about him.
Some say that leaders are born; oth­

ers say leaders are made. I can't tell you
when Darryl became a leader, but I'm
certain he is one now and has been for

By BILL KEESE a long time. He first came to Colum­
APRO's executive director bia, Missouri, from Florida-Broward
............................................................................ County, just outside of Miami. There

were troubled kids in that area, involved in bad ac­

tivities. But Darryl chose a different path, focusing
on football, linebacker to be exact. His high school
coach, Dennis Cove, took him under his wing and
told Darryl that he could be somebody.

Offering advice on where Darryl should con-
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: "Some say that

leaders are born;
others say leaders

sider going to college,
Cove told him that of all
the college football pro­
grams in the country,
he should go to Mis­
souri, where, according
to Cove, Darryl would
prosper.

Cove was right and,
although Darryl wasn't
overwhelmed with Mis-

are made. I can't

tell you when Darryl
Darling became

a leader, but I'm

certain he is one now

and has been for a

long time."
souri on his first visit,
he enrolled at the University of Missouri in Co­
lumbia and began his college football career. Dar­

ryl switched to defensive tackle and was a starter
for four years. With his engaging personality, tal­
ent in football and leadership qualities, Darryl
was named a captain of the team.

It was a very good time for Darryl and he re­

ceived honorable mention in the Big Eight. He was

drafted by the New England Patriots and looked
forward to a professional football career. But in
his first year of pro ball, he blew out his knee and
was unable to continue one of his dreams.

Philosophical about his future, Darryl re­

turned to Columbia to build a new life for him­
self. He married Sally, a fellow Mizzou gradu­
ate. Today, they have a 12-year-old son, Darryl Ir.,
who's more interested in soccer than football.

Darryl has been a store manager for Cleek's for
nine years. Today, he is the manager of its largest
store, in which he takes great pride. He's also an

enthusiastic bass fisherman. He and Tiger have
a nearly unbeatable bass fishing team. Each year,
the Missouri Rental Dealers Association holds a

fishing tournament and the team of Cleek and
Darling has won it six of the past eight years.

Getting to know people like Darryl Darling
helps me remember that we are in a fascinating
industry. There are many wonderful people who
work day in and day out to provide quality prod­
ucts and top-notch service to millions of Ameri­
cans-and they do it with a smile on their face.
My friend Darryl is one of the finest examples of
the quality of people who work in rent-to-own. I

hope more ofyou will get an opportunity to meet
him. He is the kind of guy you can spot across the
room and tell he is a real winner in life. _

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



Comparing us to our competition is like

comparing apples to oranges. It's good to
know you have the best of the bunch.

At BMS/Foresight we have led the way in the design and management
of membership programs for more than 15 Years. We were the first
to introduce the concept to the rental industry and are consistently
the first to initiate innovative changes to the approach.

Over the years we have supported industry legislative efforts in an

effective way, been honored as the industry vendor of the year and
served on the industry's vendor advisory board.

We partner with both the largest and smallest independent and

public rental companies in the business and are firmly committed to

the success of our programs with each. This commitment translates
to successful implementation and long term success of our programs
with our accounts and makes us by far the largest, most successful
club benefit provider in the market.

"�"'�JI!'e'''''''''''
_.._,-_ ....- .

• .,......,• ..,••• ®

For More Information

Call Toll Free 888-322-6705

Ask us what we can do for you!
900 36th Avenue NW, Suite 105

Norman, Oklahoma, 73072

APR:)Associate Member since 2003



Warning: don't forget
the product paperwor�

arning labels on products have be­
come the subject of some richly de­
served ridicule over the years. The

Michigan Lawsuit Abuse Watch

group (www.mlaw.org) has run a

contest for the past eight years awarding prizes for
the stupidest warning labels sent in by consum­

ers. Prize winners last year included this warning
on a heat gun: "Do Not Use This Tool as a Hair

Dryer." Second place went to this warning on a

kitchen knife: "Never try to catch a falling knife."
I Googled "stupid warning labels on consumer

products" and came up with more than 500,000
Web references. The first few dozen stupid warn-

ing labels made me laugh. On a curling iron: "For
External Use Only." On a box of nails: "Do Not
Swallow Nails. May Cause Irritation." On a stroll­
er: "Remove Child Before Folding." On a Swedish
chain saw: "Do Not Attempt to Stop Chain With
Your Hands or Genitals."

After the laughter came the tears. Tears shed
over the apparent ingrained, genetic stupidity of

my fellow human beings who must be told, "Do
Not Store Beverages in Empty Container" on a

can of Drano. Tears shed over the nanny state

that deems it necessary and important
to force the manufacturer of a child's

Superman costume to attach this stick­
er: "Warning. This garment does not

enable you to fly." (The Consumer
Product Safety Commission probably
insisted that the warning be written in

By ED WINN III plain English.) And tears shed over a le­

APRO's general counsel gal system run amuck that will reward
..................................................................... abject stupidity by redistributing wealth

from the producers of that wealth to the stupid
people and whose goal is to absolve everyone of
any personal responsibility whatsoever.

When the tears dried, I began to ruminate on

the implications of the warning label madness on

rent-to-own As a lawyer, I am paid to foresee poten-
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"I am sadly
persuaded that no

amount of warning
labeling is going totial trouble whenever I

can-and I saw some.

Many of the products
offered in RTO stores

come with instruction
manuals. Some of these
manuals are long and
detailed and in multiple
languages. Some are

pithy. Most come with a

page or two of "Safety
Instructions." There

may also be special warning inserts and labels in
addition to the safety instructions in the manual.

I am confident that the first time a

save stupid people
from doing stupid
things. My real

concern, then, lies

with rental dealer

liability."

unit is delivered from a rent-to-own

business, it goes out with all of the pa­
perwork included. A really good deliv­
ery person will even go over the infor­
mation with the customer and make
sure that the customer understands
how to operate the product safely. I
am less certain that upon subsequent
deliveries of that unit the customer is

getting all of that original paperwork.
Rental stores are busy places. Not all pick-ups are

friendly encounters. Customers lose manuals and
remotes all the time.

I am not so concerned that every rental cus­

tomer get every piece of paper that came with
the new unit, although that would be nice and
is a worthy goal toward which to encourage store

personnel to strive. Instruction manuals can usu­

ally be downloaded from manufacturers' Web
sites, so it is easier than it used to be. I am more

concerned, however, that every customer get the

safety instructions and whatever product warn­

ings came with the new unit.
We rent things that can and do cause injuries

from time to time. Stove tipping is a now well­
known danger in the industry. But we also rent

dryers and they have occasionally caused fires.
We rent microwaves and they have occasionally
exploded. We rent lawn mowers and they have

occasionally eaten fingers and toes.

I am sadly persuaded that no amount ofwarn­

ing labeling is finally going to save stupid peo­
ple from doing stupid things. That is why we call
them stupid. From time to time, no matter what,
some of the products that we rent are going to

cause injuries.
My real concern, then, lies with rental deal-



er liability. When such inevitable in­

juries do occur, I want to minimize
rental dealer legal exposure as much
as possible, given the current legal en­

vironment in which we live. If a cus­

tomer rents a dryer and uses it to heat
his home and never cleans the lint fil­
ter and the exhaust duct finally catch­
es fire and burns down the house, it
will be easier for the customer to tag
the dealer for a new house if the cus­

tomer can prove that he never got the

"Important Safety Instructions" for the

dryer that provide, among other things,
"Never Use Your Appliance for Warm­

ing or Heating the Room."
I will not try to tell you that provid­

ing the customer with the safety in­
structions would have prevented the
fire or that it will serve as an absolute
bar against any liability. Neither is true.

That is why you have insurance. But the
failure to provide the safety instruc­
tions is another arrow in the custom­

er's lawyer's quiver that he will surely
shoot at you in a lawsuit.

It is some amount of trouble to

make copies of the safety instructions
and warning labels on new products
when they hit the store. It is more trou­

ble still to add to delivery procedures
a process for ensuring that all used

product gets delivered with that infor­
mation. But it is trouble worth taking
from where I sit-a rent-to-own law­

yer's office-and I hope that you will
do it despite the trouble.

We cannot do away with all ac­

cidents involving our products. We

might be able to lessen our exposure to

liability for those accidents when they
do occur. _

Ed Winn's e-mail address is edwinn@
mwvmlaw.com.
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Ethics
roll downhill. It starts with the

leadership of the company and rolls
downhill to its employees. "Do as

I say and not as I do," as in almost

every situation, does not apply here.
If your employees observe your good ethics day
in and day out, they are more apt to follow your
company's ethics policies. I'm a firm believer that
the biggest troublemaker you'll ever encounter
watches you from your mirror every morning!

So how do you know if you truly have good
ethics? Try this little test that the George S. May
International Co. administers. In the past few
months, have you:

Tric�le-down ethics
� Conducted personal business on company

time?
� Used or taken company resources for per­

sonal purposes?
� Called in sick when you really weren't?
� Bad-mouthed the company or management

to co-workers?
� Knowingly ignored or violated an organiza­

tional rule or procedure?
� Fudged on a time sheet, billing sheet or oth­

er company documents?
� Knowingly delivered a poor-quality goods

or services?
� Been less than honest-lied or manipulated

the truth-to make a sale?
Probably all of us have been guilty of one or

more of these deeds in the past. But by
periodically looking at ourselves and

asking ourselves the tough questions­
and being honest with ourself-we can

stay in check. And when we grasp this
and start living our lives accordingly, it
will be much easier to teach our people.

By LARRY GOAD Remember, the best sermons are lived,
APRO board member not preached.
............................................................... Having good ethics does not come

naturally; it's an effort that we all must make ev­

eryday. Take toddlers, for example. If one has
something that the other one wants, what hap­
pens? That's right; the one who wants will try to

take from the one who has. Why? Because that
child has yet to learn that taking from others isn't
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: "If your employees
observe your good
ethics day in and

day out, they arethe right thing to do.
We don't come by good
ethics naturally-we
must learn them. And,
just like avoiding teach­

ing a room full of chil­
dren good ethics will
lead to chaos, not teaching your employees will
render the same result. So teach, teach, teach

your people good ethics.
To me, training employees begins with re­

spect-respect from employees and respect for
employees. But that's a whole other article in and
of itself. You've heard of the Golden Rule? Well, I
have recently adopted the "Platinum Rule": treat

people the way they want to be treated. Once

you've both demonstrated and gained respect,
you have a clear path to share with employees
your passion for operating your company with

good ethics.
Here are three recommendations for running

an ethical company, whether you're an oWI?-er or

manager.
MAKE IT SAFE TO BE ETHICAL. Employees

shouldn't face negative consequences for doing
what they feel is right, questioning the decisions
and actions of others (including yours) or report­
ing suspected ethics violations. You may not al­

ways agree with the allegations after the facts are

weighed, but no one should fear surfacing con­

cerns he/she perceives as legitimate.
TAKE IMMEDIATE ACTION. Respond quickly

and thoroughly to all unethical behavior you see

or hear about by immediately stopping any in­

appropriate activity and correcting the situation.
Then, conduct an investigation, collecting all the
facts. Finally, deal with the offender(s) accord­

ing to your organizational procedures and guide­
lines. Demonstrate by your actions that you have
zero tolerance for ethics violations.

CELEBRATE GOOD ETHICS. When an em­

ployee shows good ethics in certain situations,
celebrate it! Let that person know that you appre­
ciate his/her efforts.

The rent-to-own industry has enough prob­
lems with image as it is; bad ethics doesn't need to
be added to the list. Practicing good ethics is easy.
And it's the right thing to do. Period! _

more apt to follow

your company's
ethics policies."

Larry Goad is president ofZion's Television
Showrooms in Harrogate, Tennessee.
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Our PrimeTime! member

conference and vendor exhibition

has become one of the industry's
premier events. Thousands of

members and vendors meet to

share information, gain inspiration,
and take advantage of outstanding
show specials.

Join Today! Call James MacAlpine at 336-714-8802

When the Nation's Premier Buying Group Presents t
.
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APR:) Associate Member since 2004

Largest Tradeshow in RTO History...
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August 20th - 23rd The Venetian, Las Vegas
• Over 160,000 square feet of show exhibits.
• Leading manufacturers and reps will be present.
• See all the latest products, place orders on-site.

• Famous "Cash Back Now" instant show rebates.
• Free educational classes at PrimeTime! University.
• And much, much more!

Or visit www.gorentdirect.com
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� 40 percent ofnews articles were business related, underscoring the
need for a business news strategy for every rent- to-own company.

� 14 percent reported on the bad financial choice rent- to-own pro­
vides consumers. Less than 1 percent of the news featured rent­

to-own's positive financial value-its flexible option in the mar­

ketplace. The industry and trade association need to continue to
focus on the pricing issues and better promote the value ofRTO.

� 45 percent ofpositive news reported was related to rent-to-own

contributing or being involved in a charitable cause or event.

� 16 percent featured legal or legislative issues regarding rent-to-own,
underscoring the importance of considering a media and public
relations campaign in conjunction with a legislative campaign.

n the past, media relations for the individual dealer
has meant damage control, and in cases such as the
recent charges levied in the Buffalo News, damage
control may be the necessary tactic for that area's
RTO dealers. In the larger sense, however, rent-to­
own companies should consider a more contempo­

rary strategy: proactive media relations.
Research on potential rent-to-own customers consistent­

ly shows that the more familiarity potential customers have
with RTO, the more likely they will become customers. That
finding, in conjunction with analysis of the industry's more

favorable media coverage over the past year, unveils a better
climate for proactive media relations for RTO dealers. Rent­
to-own critics in the media are still out there and dealers
need to be ever watchful. But, the overall trend suggests that
a more fine-tuned and proactive media strategy is in order.

During the past year, there were 293 news articles in
which rent-to-own was featured or was a component to
a news item. APRO compiled these articles, which were

distributed through Internet services such as Google
News and Yahoo, and categorized the news into four
categories: general, negative, positive and business.
Analysis of the types of rent-to-own news circulating across

the country can help APRO members review their own me­

dia strategies, but more important, demonstrates how best
to utilize the media for their company's promotions.

BUSINESS NEWS:
Your business IS news

The majority of rent-to-own news items featured in lo­
cal, state and national news fall into the business news

category-items reported in the business sections of
newspapers and online journals. Therefore, it is important
to understand the necessity of a business media strategy to
enhance marketing rent-to-own businesses as consisting of
successful, independent dealers.

RTO in the nevus: key findings
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While many RTO dealers were featured throughout the
year in business sections, 25 percent of the business articles
covered one of the three rent-to-own public companies and
their public stock reports and analysis. Equal to the RTO

public company business news coverage was independent
business news coverage regarding promotions and spon­
sorships by independent rent-to-own companies.

Most business sections of newspapers have a policy of
free listings regarding store openings, closings or location

changes. Many small newspapers will consider a store open­
ing or moving as a news article. Also, many newspapers list
or cover a business' anniversary, especially as the company
grows and thrives in its community. Rental companies that
do not celebrate store anniversaries with events are miss­
ing a positive public relations opportunity. Stores that do
celebrate anniversary events should promote them to the
business journals and business sections of local newspa­
pers and media outlets.

NEGATIVE NEWS:
Communicating the value of rent-to-own

is the key to overcoming negative stigma

Negative
news coverage of rent-to-own is nearly twice

as prevalent as positive coverage, according to the past
year's compilation of coverage. The three predomi­

nant negative news categories were: articles reporting on

how rent-to-own is a bad financial choice for consumers,
articles critical ofpositive rent-to-own legislation and news

items featuring specific rent-to-own stores.
While reports show that negative media coverage does

not significantly affect customers and potential customers'
response to rent-to-own, the most significant effect is dem­
onstrated through governmental investigations, oversight
and regulations that such news generates. A recent nega­
tive media campaign that affected public policy involved 21
news articles addressing the Wisconsin state rent-to-own

legislation, 17 of which were specifically negative to the in-

dustry and legislation. The articles fea­
tured critics of rent-to-own and, most

damaging, headlines urging Wisconsin
Governor Jim Doyle to veto the monu-

mental rent-to-own legislation that

passed the Wisconsin state legislature.
The articles and editorials critical of
rent-to-own obviously had an impact­
Governor Doyle vetoed the legislation.

Fifty-eight percent of the negative
news focused on rent-to-own's pricing,
which underscores the industry's con­

tinuing need to educate the public and
media on the value of rent-to-own in
the marketplace. Five percent of nega­
tive news regarded a consumer com­

plaint that had risen to such a level that
it was considered newsworthy. Nega­
tive news coverage of bad treatment or

consumer complaints are dangerous as



these articles have pushed rent-to-own companies into the
courts and forced legislation upon the rent-to-own indus­

try many times.
«While the number is significantly better than during the

years of Public Interest Research Group press conferences, a

fourth oftotal news coverage being negative is still a figure that
is a concern to every rent-to-own business owner and needs to

be addressed," says APRO Executive Director Bill Keese.

POSITIVE NEWS:
Communicating the value ofrent-to-own

is the key to recruiting new customers

While positive news reflects only 13 percent oftotal rent­

to-own news coverage, rent-to-own dealers need to

understand powerful and desired results that posi­
tive stories can generate and incorporate similar news for
their companies' marketing campaigns.

Charitable donations and the «big game" are two of the
most important reasons the media reported favorably on

rent-to-own over the past year. Nearly half of the positive
articles featured rent-to-own dealers contributing to, or

participating in, local charities. Many of the charity arti­
cles focused on hurricane relief in which rent-to-own deal­
ers participated. Another significant percentage of positive
stories focused on the renting flexibility of name-brand,
big-screen televisions for the Super Bowl or the college
bowl games.

If your company participates in a charity, always make
certain that the charity recognizes your company in its

press releases and promotions. In addition, consider alert­

ing the media yourself about your company's participation

What's the nevus?
How RTO news was disseminated

e
in 33q* articles in one year

NeutralRTO
news andpublic

company
news featured
in the business

sections of

POSITIVE NEWS
� Total number of positive

news articles: 42

� Average number of
articles per month: 3.5

� Average number of
articles per week: 0.8

� 45 percent reported on

rent-to-own contributing
to, or being involved in, a

charitable cause or event.

� 19 percent reported
favorably on a rent­

to-own company or

operator-e.g., two

articles featured APRO's
Customer of the Year and

Employee of the Year.

� 14 percent reported
on renting big-screen
televisions for the

Super Bowl or college
bowl football games.

� 7 percent reported on the
financial value of rent­

to-own-e.g., fie xible

option in marketplace.

GENERAL NEWSBUSINESS NEWS
� Total number ofbusiness

news articles: 134

� Average number of
articles per month: ILl

� Average number of
articles per week: 2.6

� 25 percent reported
on one of the publicly
traded companies.

� 25 percent reported
on promotions and

promotional events.

� 21 percent were general
business news.

� 14 percent reported
on store openings,
closings or movings.

� 12 percent were in trade

publications promoting
business involvement
with the RTO industry
or a RTO company.

in charitable causes. Research conducted by APRO reveals
that 42 percent ofyour potential customers would feel more

comfortable about rent-to-own if they knew the company
was involved in a local charity. Be sure to factor in your
charitable donations as a part of your media and market­

ing campaigns. Ifyou are uncomfortable tooting your own

horn, then at least be sure the charity includes you in its

press and promotions.
Less than 1 percent of all articles focused on the positive

financial aspects of rent-to-own-e.g. rent-to-own is the
most flexible transaction for consumers and it helps con­

sumers build a credit history through regular payments.
While that number is embarrassingly low, it does reflect

potential opportunities and a fresh angle when approach­
ing business reporters.

Reporters are constantly trying to find the new angle­
and the flexibility of rent-to-own has historically proven to

be a newsworthy angle. In 1997, when APRO launched its
«Take a New Look at Rent-to-Own" advertising and media

campaign, several major publications wrote positive fea­
ture articles on the flexibility of rent-to-own and renting.
Those types of articles have long since gone and a new gen­
eration of business reporters are now primed for the new

angle of rent-to-own.

If you do decide to approach a local business reporter,
refer him/her to the Trenholm Market Research Report that
demonstrates how powerful communicating rent-to-own's
value and flexibility is in changing the public's mind. Re­

porters need statistical context to back up their angle and
the Trenholm report is just a tool. The report is available to

APRO members by calling 800/204-2776 or e-mailing Rich­
ard May at rmay@aprovision.org.

� Total number of general
news articles: 82

� Average number of
articles per month: 6.8

� Average number of
articles per week: 1. 5

� 71 percent reported
on rent-to-own legal
and legislative issues.

� 25 percent reported on

a specific rent-to-own

store, company or owner.

� 4 percent reported on

rent-to-own financial
news that was not public
company information.

* Some articles were

designated in more than
one category-e.g., one

article might be labeled
both ''positive news"
and ''general news."
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Total number of negative
news articles: 76

Average number of
articles per month: 6.3

Average number of
articles per week: 1. 5

62 percent reported
on the bad financial
choice rent-to-own

provides consumers.

39 percent focused on

legal and legislative
issues, predominantly
in New Jersey and
Wisconsin.

5 percent were

news related-e.g.,
mistreatment of
customers or consumer

complaints.



STOP THE PRESSES! When two network television news programs featured

negative reports on rent-to-own and the industry didn't
suffer as a result, rent-to-own passed a milestone. APRO
members and APRO's public relations programs have cre­

ated enough education and information that the news

media understand at least the basic necessity of the rent-to­

own transaction in the marketplace.
Reviewing the past decade of media activity, the head­

lines clearly show an evolution as rent-to-own has pro­
gressed from being portrayed as evil, then a necessary evil e
and on to its current evolution as a viable choice in the

marketplace. Tomorrow's headlines can be rent-to-own as

a valuable choice in the marketplace. RTO dealers need to

take the next step and utilize the media to educate and com­

municate with the public on the value of rent-to-own and
the role it serves for American consumers and the economy.
Studies show that education about the value of rent-to-own

will create new customers for your store-so let the media
help you carry that message. Don't fear it; embrace it! •

There
are two significant trends rent-to-own dealers

should consider when assessing or creating their com­

pany's media strategy. One is the Internet, which has
revolutionized news coverage, giving RTO dealers a better
opportunity to promote a positive image and additional
outlets to present their side of the story. The news media
is no longer governed by a small set of editors and, as a

consequence, rent-to-own has a much better opportunity
to promote its benefits.

The second trend is that the public's perception of RTO
has changed-for the better. While many still know very lit­
tle about rent-to-own, public perception has improved over

the past several years. Rent-to-own dealers in the 1980s and
1990s had an unwritten rule that the media is to be avoided
at all costs-the strategy being that no news is good news

and any news will certainly be bad. In 2006, dealers need
not fear the media and should incorporate a proactive me­

dia strategy in their marketing and promotion budgets and
yearly campaigns. In 1997 and 1998, NBC Nightly News and
ABC's 20/20 featured negative exposes of the industry, but
the negative fall-out was minimal.

Richard May is APRO's Public Affairs director. His e-mail
address is rmay@aprovision.org.

What is your business nens media strategy?
Every

local media outlet has a business section that is responsible for covering your business. Be sure to find
out who your local business reporter is and try to create a relationship with him or her. It is important to cre­

ate and maintain a relationship because rent-to-own is afforded coverage as much as any other business. But

reporters are bombarded with information on a daily basis so the responsibility is on the business to promote it­
self-not the reporters. The following are established story ideas that have created local press for APRO members.

� Store openings. Almost all publica­
tions have a policy for a free listing
when a new store opens. A new store

needs all the publicity it can get, so

always use the new store opening
as a hook with the local media.

� Rent-to-own business involved in
local charity. Whether it's hurricane
relief, educational scholarships or

Habitat for Humanity, one of the
most prominent story placements
for the industry has been through
charitable donations and/or
involvement.

� Local rent-to-own business cel­
ebrates anniversary. One-year,
five-year, lO-year (and so on) anni­
versaries serving the community are

standard business stories that show

community commitment, involve­
ment and obvious business success

for the number of years in operation.
Do your stores hold their own birth­
day parties/sales events each year?

� Rent-to-own and the "biggame."
The most positive business ar­

ticles featuring the flexibility of
rent-to-own and the name-brand

products it offers are from articles

featuring rent-to-own's popular­
ity for accommodating Super Bowl
and the college bowl game parties.

� APRO's RTO Customer of the Year
and/or RTO Employee of the Year
contests. The industry received sev­

eral positive human-interest stories

highlighting the annual APRO Em­

ployee of the Year and Customer of
the Year contest. As a consequence,
your company should consider hold­
ing its own customer and employee
contests to generate potential op­
portunities in your local newspaper.

� RTO event/corporate sponsorship.
Many RTO dealers sponsor profes­
sional, amateur and little league
sports teams and enjoy great mar­

keting and branding success from

those corporate sponsorships. An
additional benefit to this strategy is

logo placement, a common benefit
to sponsorship. If a banner with

your company's logo is included
in the background of a newspaper
photograph showing the win-

ning home run, that baseball team

won't be the only winner that day.
� Rent-to-own isn't what it used to be.

The rent-to-own industry has grown
up, offering brand names and cus­

tomer service. It has become more

fashionable and reasonable to the
American consumer. The flexibility
of payment options and the quality
and choice of merchandise are found
nowhere else in the marketplace.
Let your public know this. Let your
newspaper know this. Change their
minds and help them dispense with
outdated notions about rent-to-own.
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IS YOUR RENT·TO·OWN
MESSAGE BEING HEARD?

Make sure your advertising, media and public relations strategies
are armed with the most current ammunition to recruit new

customers and communicate effectivelywith the media. It's easy with

APRO's 2006Advertising, Public Relations and Media Relations Handbook

for the Rent-to-Own Industry-the most

comprehensive public relations guide the

rent-to-own industry has ever published.
It features the stats and strategies you
need to spread the word about rent-to­

own. And it'sfree to APRO members.

APRO'S 2006 ADVERTISING, PUBLIC
RELATIONS AND MEDIA RELATIONS HANDBOOK
FOR THE RENT·TO·OWN INDUSTRY

800.204.2776 I WWW.RTOHQ.ORG

DOWNLOAD THE HANDBOOK
TODAY-IT'S FREE!
� Go to www.rtohq.org
� Log on to the E-Communities

using your APRO ID and password.
� On your Profile page, click

on "Communities."

� On your communities Home

page, click on "APRO Members."

� In the Document Archive section,
download the "Advertising
PRManuaI2006.pdf" file.

� Or e-mail rmay@aprovision.
org for a PDF or to be sent a

hard cop� of the handbook.



 



How to make the most

ofyouri�uenceinthe

upcoming elections

very business pays insurance, be it health, casualty, life, property­
the list goes on. But, as a small-business owner, are you also in­

vesting in your political insurance program? It's the one that may
save your business as it has in the past when various legislative
bodies have attempted to outlaw rent-to-own. In fact, when the

mayor of a major city such as Buffalo, along with New York's at­

torney general and leading gubernatorial candidate, are currently
calling for public hearings and proposing legal and legislative ac­

tion for rent-to-own operators in their city and state, political insurance is

just what is needed. * Elections are your political insurance. Elections are

the one time when politicians need you-so take full advantage by helping
out in elections and becoming more aware of the candidates and how their

platforms may help or hinder your business. * The mid-term elections

this November are significant for rent-to-own dealers in two arenas. First, as

small-business dealers, most RTO owners support Republican candidates­

and the current election analysis does not bode well for Republicans.

By Richard May
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he elections are still a ways off,
but here's what some of the polls

and experts are predicting: 33 U.S.
Senate seats and all U.S. House seats

are up for grabs in the 2006 elec­
tions. According to a recent USA To­

day poll, Americans would elect 16
more Democrats than Republicans
this fall, which would switch control

in the House and potentially the Senate as well. According
to the polls, there are five hotly contested U.S. Senate seats:

Montana, Ohio, New Jersey, Pennsylvania and Rhode Island.
Four of those are currently held by Republicans. In the U.S.

House, the National Journal reports that 40 of the 50 most

vulnerable U.S. House seats are held by Republicans.

What can I do about it?
You only have one vote in November, but you have

more than one opportunity to help your desired candi­
dates toward a victory. How can you make a difference?
Well, consider your inventory, for starters. Furniture,
televisions and refrigerators-every campaign office
needs them to create a comfortable and effective cam­

paign headquarters for the victory party or as a comfort­
able environment in which to commiserate should there
be no victory.

Historically, rent-to-own has been a tremendous ally
and much-needed asset in the election process. The
home furnishings that rent-to-own provides are what
every campaign office needs. Former APRO President
Gary McDougal has used elections to the fullest, fur­
nishing campaign offices for both Republican and Dem­
ocratic candidates, thereby demonstrating support for
the winner regardless of the outcome. Another former
APRO President, Lyn Leach, first ensures that the can­

didate supports and understands the rent-to-own in­

dustry, then uses his stores and furnishings to help the
candidates. Elections offer small businesses, corpora­
tions, associations and individuals an ideal opportunity
to generate leverage with elected officials. So use the op­
portunity wisely.

You have more to offer than you realize
Here's how to best accommodate-and thus take ad­

vantage of-the upcoming elections:
WHO NEE D S YOU R H E L P? Contact the state or

local Republican and/or Democratic campaign offices
to find out the election dynamics of the races of most
concern to you. Tell them you want to help their can­

didates during the campaign and are wondering who
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best to help. You'll likely get an im­
mediate reply, as the contested races

are where the political party's en­

ergy and money are spent. You also
want to help politicians who need

help. If you furnish Senator Kay Bai­

ley Hutchison's (R-Texas) campaign
offices, she may yawn when thank­

ing you, as she is leading her Senate
race in the polls at nearly 70 percent
and, frankly, she's got all the help she
needs at this time. But, if you offer

your services to re-elect Senator Rick
Santorum (R-Pennsylvania), you
will be helping a senator potentially
save his job for six more years and
he and his campaign officials will be

very grateful. So, choose your elec­
tions wisely.

START AT THE BEGINNING.

An ideal strategy is to find open
seats-be they state representatives
or U.S. senators-and contact those

campaign offices with an offer to furnish their head­
quarters. If you can help a politician when he/she is at

the beginning of a legislative career and is still unknown,
you will create leverage and political insurance that can

be very powerful if the candidate continues to win and
move up the political ladder. APRO founding member
Jim Brown learned that valuable lesson from his late
partner, George Parsons, when Parsons helped out state

legislator Sam Brownback in his early years. As Brown­
back rose to prominence, it was no surprise to see Par­
sons stroll through the U.S. senator's offices and receive
welcome arms and support.

OFFER YOUR PRODUCTS FOR ELECTION

N I G H T. When calling candidates' offices, offer to sup­
ply televisions, furniture and the like for election-night
parties where the candidates gather to watch the returns.
A big-screen television before a group of candidates on

election night can give you a big bang for the buck. And
the state Republican and Democratic candidates tend to

assemble in one spot for the election-night coverage, so

you may be able to cover much ground through such an

event.

One drawback to this strategy, though, is that if you
don't attend the election-night gathering for a,);1\gherpro­
file and a chance to visit directly with the candidates you
support, your political insurance doesn't cover you as well.
Your show of support by supplying a big-screen television
will be recognized by the Republican or Democratic party
instead of directly by your candidates. In other words, it's
your leverage with specific politicians that you may need
down the road when those politicians are considering
RTO legislation and not simply the party's gratitude for
your election-night contributions. When it comes down
to it, you'll profit more from the help of elected officials



than you will from political parties.
VOL U N TEE RAN D CON T RIB UTE. Candidates

need money to promote their message and visibility. At­

tend a local fundraiser in the name of small business
and rent-to-own. If you like a candidate, sponsor or

host a fundraiser. Contributing money and/or time to a

candidate's race is one of the most advantageous oppor­
tunities to create a real relationship with your elected
official. _

Richard May is APRO's public affairs director. His e-mail
address is rmay@aprovision. org

What is your
political influence?

f you have been in rent-to-own for any length of time, you

know that small businesses are significantly affected

by elected officials. How close are you to your elected

officials? How much influence do you have? Here are

some avenues for successfully influencing elected officials.

* DO YOU VOTE?

On average, only 50 percent of an elected official's

constituency votes. So, if you vote, you double your

power with your elected official-and elected officials

know if you vote. They have lists reflecting every person

who voted in the past seven to 10 elections and they
listen to those who vote-they typically don't waste

their time or energy on those who do not. They don't

know who you voted for, but they do know your party
affiliation in the primaries.

* DO YOU COMMUNICATE WITH ELECTED OFFICIALS?

Only 15 percent to 20 percent of an elected official's

constituency communicates with the elected official

through e-malls, phone calls and/or letters. By
communicating with your elected official, you multiply

your influence five to seven times. If you think you don't

have a say in politics, think again.

* DO YOU MEET WITH ELECTED OFFICIALS?

Only 5 percent of an elected official's constituency
meet with him/her in person. This reason alone is

why APRO's Legislative Conference is so important; it

multiplies rent-to-own's influence 20 times for every

meeting attended during the conference.

* DO YOU CONTRIBUTE OR VOLUNTEER IN ELECTIONS?

Only 1 percent of an elected official's constituency
contributes or volunteers in a candidate's elections.

Elections are a golden opportunity to create a positive

relationship with elected officials. Rent-to-own owners

who offer to furnish campaign offices have an advantage
that other industries don't.

The
American Red Cross at

1-866-GET INFO

If you have been affected by a

recent disaster or are preparing for

one, please contact the American

Red Cross Disaster Information

and Resource Center at 1-866-

GET INFO (1-866-438-4636 or

TOO 1-800-526-1417). Operators
are available to assist you with

obtaining shelter, food, emotional

support, information, referrals and

other needed assistance.

The American Red Cross serves

your community by preparing for

disasters and helping put disaster

victims on the road to recovery.
Please call us with your disaster­

caused needs today.

+
American
Red Cross

Together, we can save a life

www.redcross.org
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ental dealers may be more focused on the experience, hon­
esty and work ethic than the appearance ofprospective rental
employees. Many might gladly hire an account manager with
Maori facial tattoos a la Mike Tyson ifhe or she can deliver a re-

frigerator to a third-floor walk-up apartment single-hand­
edly. But for dealers who do care about the appearance of
the store's work force, what, exactly, are the rules? e

federal st tes guaranteeing the

right to sport tat os in rkplace. In fact, South
Carolina still has a crim' a statute on the books out­

lawing the giving of tattoos in the state. The District of
Columbia has a municipal ordinance prohibiting dis­
crimination based on "physical appearance" and the

city of Santa Clara, California, prohibits discrimination
based on "physical characteristics."

Courts, however, have generally allowed employers to

dictate the dress and appearance of employees despite
various constitutional challenges brought by employees
who did not fit the employer's mold. As a general propo­
sition, employers can have policies concerning dress
codes, hair length, the wearing of jewelry for health and

safety reasons, to promote a productive work environ­
ment and project a positive, professional image to cus­

tomers and the public.
Employees have made discrimination claims based

on the disparate treatment of males and females. Men
have sued for not being allowed to wear earrings when
the company policy allowed earrings for women. The
Iowa Supreme Court in just such a case decided that the

earring rule had a minimum impact on employment
and did not rise to the level of sex-based discrimination.
Several federal courts around the country have agreed.
Those courts noted that most discrimination cases have
focused on certain immutable characteristics of the em­

ployee, like race, sex and national origin-factors over

which the employee has no control-s-and not on mu­

table characteristics, that is, aspects of a person that can

and do change over time.
However, in a 2001 Massachusetts case, a woman

sued her company for sex discrimination and won when
the company told her that she had to wear long sleeves
to cover the hearts tattooed on her arms while a male in
the company was not required to cover his Navy tattoos
on his arms. The company explained that the reason for
the rule was that tattoos on a woman "symbolized that
she was either a prostitute, on drugs or from a broken
home." The man's tattoos identified him as a hero. The
court ruled that the company's policy constituted an

unlawful basis for treating men and women differently.

Aggrieved employees have argued that their tattoos
are protected under the First Amendment's guar­

antee of freedom of expression, but courts have consis­
tently ruled that tattoos are not protected speech under
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the First Amendment. This is so even when the tattoo

bears a political message. In an Ohio case, a nurse bore
the tattoo "HIV Positive" and wanted to display it. The

hospital said no and the nurse sued. The court ruled in
favor of the hospital holding that the hospital's interest
in not upsetting patients outweighed the employee's in­
terest in showing the tattoo.

Courts have likewise consistently ruled that policies
forbidding tattoos, body piercings and the like altogeth- _
er or requiring them to be hidden at work do not violate .,

an employee's freedom of expression or privacy rights.
Lately, and perhaps more promising for decorated

employees, are claims brought by employees on free­

dom-of-religion grounds. An interesting example of
such a claim comes from a 2004 Massachusetts case,
Cloutier v. Costco Inc. When she was originally hired
by Costco, Cloutier had 11 ear piercings and four tat-
toos on her upper arms, which she covered with a shirt.
After she had worked there for a while, Cloutier joined _the Church of Body Modification, which was founded in .,

1999 (www.uscobm.com). Church members, who num-

ber about 1,000, believe in the practice of body modifi­
cation and manipulation, piercing, tattooing, branding
and flesh hook suspension as means of "strengthening
the bond between mind, body and soul." Shortly after

joining this "church," Cloutier came to work with sev-

eral eyebrow rings. The Costco dress code provided that

employees cannot have any visible jewelry on the face
or tongue. Costco offered to let Cloutier cover the rings
with a bandage during work or to replace the rings with e
clear plastic retainers so that the holes would not close

up. Cloutier refused these offers, insisting that her reli-
gion required her piercings to be on display at all times.
Costco fired her and she sued the company for $2 mil-
lion, arguing that Costco had discriminated against her
on account of her religion. e

Determining what is or what is not a religion is never

an easy task and the United States First Circuit Court of
Appeals admitted as much:

Determining whether a belief is religious is more of-
ten than not a difficult and delicate task, one to which
courts are ill-suited. Fortunately... there is no need
for us to delve into this thorny question in the pres-
ent case. Even assuming, for argument's sake, that
Cloutier established a prima facie [evidence that is
sufficient, if not rebutted, to prove a particular prop- e
osition or fact] case, the facts here do not support a

finding of impermissible religious discrimination.



It was important to the court that Costco had been

willing to accommodate Cloutier's "religious" practices.
The court pointed to Title VII in the u.s. Code and not­

ed that an employer need not waive dress codes as re­

ligious accommodation when another accommodation
is available that balances religious observance with an

employer's legitimate business interests.
Costco argued that it had a legitimate business inter­

est in having its employees present a "neat, clean and

professional" image and in catering to its customers'

preferences. This might have been a harder case for the
court had the employee not been so adamant in her re­

fusal to cooperate with the company.

Advice for employers for whom this issue is one of
concern is to develop a policy that fits the compa­

ny's desired image. Offer reasons for the rules so that

employees can understand the company's point to view.

Develop the rules so that they focus on reasons like per­
sonal hygiene, safety, professional appearance or the

company's image. Finally, be sure to apply the policy
consistently to all employees.

As the desire to conform in Western culture wanes and
the society continues to see the rise of personal expres­
sion in all of its occasionally aberrant forms, employers
can expect to see candidates with unique and curious

habits, modes of dress and lifestyles that employers do
not want in their companies and employees do not want

to leave at home. So far, employers can dictate reason­

able rules for employees' appearance, but the attacks are

mounting, the arguments are getting increasingly cre­

ative and they will certainly continue into the future. _

Ed Winn III is APRO's general counsel. His e-mail
address is edwinn@mwvmlaw.com.
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reat companies always pro­
vide excellent service to their
customers and take excep­
tional care of their employ­
ees-that is what makes

them great. But more often
than not, great companies excel

in all facets of their business, no

matter how big or small. Every detail
of their business is important

to them. All businesses,
whether they are great or

mediocre, focus on crit­
ical assets such as cash,
inventory and accounts

receivable-these are

the assets that allow the

company to make pay­
roll. Managing property or

fixed-asset inventories is often
an afterthought, falling way down on

the priority list.
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When
searching
for ways to
improve

your bottom
line, consider
taking a closer
look at one

of the most
overlooked
assets ofa
business.
What you find
may surprise
you.

By Danny Wilbanks
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hy is it important to manage your proper­
ty and equipment assets? Over time, mis­

management of these assets goes straight
to your bottom line. For example, customers

or employees may walk offwith a laptop computer, trucks
that are not maintained break down during critical deliv­
eries or pickups, delivery personnel buy tools and dollies
over and over and over...we have all seen the neglect.

My experience is likely similar to many other dealers.
When I started my last business, I used an Excel spread­
sheet once a year to keep track of the fixed assets of the
business. Sound familiar? As we moved from the first
five stores to ultimately 21 stores, my spreadsheet be­
came unwieldy and inefficient. There are many hidden

Go into your store with your spreadsheet­
assuming you have one. Select 10 items from the list

and find them in your showroom. Then select 10 items in your
showroom and find them on your list. If your experience is

as I expect, itwill be clear to you that a little attention
to these assets can save you money.

costs associated with poor records. One significant cost
is the unnecessary and expensive hours paid to your tax

accountant to prepare your annual tax returns.
Another reality about fixed assets is that they are not

truly fixed. Many times they are transferred from one

location to another. Sometimes they "walk out of your
stores" with aggressive employees or customers.

Try this simple experiment to determine if your ex­

perience is similar to mine. Go into your store with your
spreadsheet-assuming you have one. Select lO items
from the list and find them in your showroom. Then se­

lect lO items in your showroom and find them on your
list. Ifyour experience is as I expect, it will be clear to you
that a little attention to these assets can save you money.

Maintaining good property records is important in
several ways and assists you in:

� Tracking details, such as cost and age of significant
assets;

� Accelerated deductions may be available for federal,
state and franchise tax purposes;

� Some lenders use fixed assets as collateral for their
loans;

� Property insurance costs are a function of the un­

derlying property assets; and
� Property taxes are based on the assets on hand as

of January 1.
An old joke points out another reason for managing

these assets: Three applicants for one job were being in­
terviewed-an Aggie, an engineer and an accountant.
The employer asked each applicant the question, "What
is the sum of 1 + 1 ?"

The Aggie said "3," the engineer said "2.000" and the
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accountant said, "What do you want it to be?"
As the joke points out, when it comes to valuing fixed

assets, one must consider the purpose. For tax purposes,
proper records allow you to report the highest deduct­
ible value. For property and casualty insurance purpos­
es, you can save significant amounts by ensuring that
you do not insure improper values, or that you do not

duplicate some coverage. Some policies provide blanket
coverage for computer hardware and software, eliminat­
ing the need for separate coverage for these items. Other
policies may provide separate and specific coverage for
signage and customer property in your store. Without
good records, the dealer may purchase insurance on

these items when they are already covered. Good records

allow your insurance agent to scrutinize your assets and
to report the correct values to the carrier.

Similarly, for property tax purposes, your objective is
to report the lowest legitimate values to the authorities.
There are many opportunities to minimize property tax
values with the correct records. All too often, dealers
simply turn in the values from their incorrect and un­

wieldy spreadsheets.

It
does not have to be this way. There are many

inexpensive, PC-based software programs avail­
able today that make managing fixed assets sim­
ple. One product I discovered about the time we

reached lO stores is Fixed Asset Keeper. It is simple to
use and tracks values for financial reporting purposes
and for federal, state and AMT purposes. It has excellent
reporting features and automatically provides all neces­

sary year-end reports for your accountants, insurance
agent and property tax purposes. This is not the only
great fixed-asset software available, but it is a very ef­
ficient piece of software. With the abundance of good
software available and their ease of use, there is really
no longer an excuse for mismanaging your fixed asset

inventory. _

Danny Wilbanks, CPA, is a partner in Wilbanks
Christians PLLC, in Austin, Texas. His firm provides
consulting and accounting services to entrepreneurs and
small- to medium-sized rent-to-own dealers. He can

be reached at dawilbanks@aol.com or by calling
512/997-9444.
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olin doesn't spend a lot of service. Many of them had seen combat duty," Bolin re-

time delving into the details of calls. "It really gave me a distinctive perspective on man-

his childhood and upbringing, aging people."
so it's understood that when With seven years on the force under his belt, Bolin
he does make mention of says he left the CPD under "unfortunate circumstances,"
some event or person specifi- again, not providing much detail, except to relate it to the

cally, it must hold significance. next phase of his life.
Bolin's quick to note that his par- "I just sat down and thought to myself, (I can either file

ents, William and Patricia, were and are wonderful, and bankruptcy and sit here in misery,'" says Bolin, «(or I can

even quicker to mention the immense influence his ma- get out there and find a job.'" Little did the dejected young
ternal grandfather, John Powell Ir., had on him. man know he was about to discover not just a job, but a

"He was a life-long, over-the-road truck driver," says whole new career.

Bolin. "And he had a wood business on the side. When: Bolin's first job as a civilian came as an account represen-
he was in from the road, we'd go out and cut firewood for tative for Alrenco. Ambitious as ever, Bolin was promoted
people to burn in their fireplaces and wood stoves. Boy, he within only three months to assistant manager. In another
kept me busy as a kid and that really stuck with me. That's three months he was dubbed store manager and, by his
where I got a lot of my work ethic from." I own account, became one ofAlrenco's top managers.

Powell and Bolin clearly shared a special cross-genera- I Bolin was considering becoming a multi-unit manager
tional appreciation of one another. When Bolin expressed I when he accepted an offer from his former boss, Mike Fol­
a liking for motorcycles, his grandfather signed for him to I ey, to work in Chicago for a Michigan-based ColorTyme
get his first motorcycle at the age of 16-which led to his franchise. Bolin moved on up to the Windy City to run five
first job, at Buddy Appleton's Harley-Davidson dealership. stores-and learned some hard lessons in rent-to-own.

Bolin also had a love for law enforcement and about five "If you're very naive, boy, that place will wake you up,"
years after getting that bike, he earned his way onto the Bolin says. "What a great, dynamic city. It's great, but it's
Clarksville Police Department. Bolin showed plenty of a very, very competitive, tough market there. Fixed costs

promise as an officer and at 25 was one of the department's are high, labor costs are high and it's just plain hard to

youngest members to be promoted to sergeant. With the find good help.
101st Airborne Division 10- "When I got there, the stores were in terrible condition,
cated in nearby Fort Camp- with no bench," he continues. "So I had to hire, train and
bell, Kentucky, Bolin found develop people and, at the same time, reconcile invento-
his first experience as a su- ries and get managers to practice the policies and proce-
pervisor a little intimidating. dures of the company. Boy, was it a challenge. But it made

"It was a unique experi- me a much better supervisor, a much more dynamic lead-
ence being a supervisor for er, for sure.

officers who were either re- "I had all kinds of experiences and very little close su-

tired or had done military pervision, so I had to make a lot of decisions on my own,"
Bolin says. "Some of them were wrong, but a lot of
them were right. We really improved that operation
there a great deal."

Clarksville's
Officer Bolin.

Right: Chris
with his wife,

Zulima.

e had been in Chicago less than
two years when Bolin got a call

from Alrenco Chief Operating Of­
ficer Bud Holladay, wanting him
to return at Alrenco. "He said if I

was happy, then that was fine," says
Bolin, "that he'd just call me again next winter." But
Bolin had already had his fill of the big city and
definitely didn't need an engraved invitation to es­

cape another bitter Chicago winter. He returned to
Alrenco as a multi-store manager, working from a

Nashville base.
Bolin rode the wave as Alrenco went public,

merged with Home Choice, which then merged with
RentWay. e"I changed companies three times in six years, but
kept the same job," says Bolin. Despite supervising
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stores in Lexington, Kentucky. By
that time, though, he was already
thinking ahead.

«I didn't see myself being promot -

ed by the current RentWay bosses,
so I thought, 'Maybe I should do

something for myself,'" he says. «I
knew how to select sites, negotiate
leases, set up software, control ex­

penses, buy product and advertise

effectively, so I figured, 'Why not?'"
So Bolin came full circle, going

home to Clarksville to open up his
new store, named, simply, Bolin
Rental-Purchase. It was February
2004 and Bolin says he hasn't regret­
ted a moment since.

«Boy, what a home run," says Bo­
lin. «It's been great. I got so much

upfront help and support from own­

ers and operators like Brownie Cal­
vin, Bill Kelly, Eric Marlin and Jeff
White. The only real concern I've
had was back between about month
six and month 10-1 still don't know
how all the checks cleared, all the

as many as 13 stores at once and working in six differ- : invoices got paid on time and the store stayed full of in­

ent states, Bolin just couldn't seem to get that elusive next
I

ventory. It was just a miracle that all that happened, be-

promotion.
I

cause our cash flow was just virtually nothing."
So in 2000, when Bestway Rent-To-Own made him an However it happened, it doesn't seem likely to need re-

offer to be a regional manager-with the potential of be- I peating. Today, Bolin Rental-Purchase has a healthy cash

coming a vice president for the company-Bolin accepted I flow with minimal advertising and myriad referrals. The
and went to work overseeing 10 stores in Middle Tennessee. I company still consists of only the flagship store with four

The bottom unexpectedly fell out of that deal when I full-time employees renting computers, electronics, ap­
structural changes eliminated the promise of promotion I pliances and furniture. Bolin says that while he plans to

for Bolin. He briefly returned to RentWay to run eight I expand his business, he wants to payoff debt first.

"You've got to

persevere. Instead
of feeling sorry for

myself, I sought
something new and
different, something
I could be good at,
and I can try to
make my life better
and make the lives
of those around me

better, too."
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Meanwhile, Bolin claims the bulk of his business sue- :
cess to date can be tied to a single underlying and recur­

ring concept: strong, positive relationships-with col­
leagues, employees and customers.

"Our showroom looks and feels crisp and clean, it has a

good feel about it, and our product looks good, feels good,
is priced reasonably," says Bolin. "But really, it's about
the people. Our employees have a terrific attitude and we

just take care of our customers. We just love our custom­
ers. My employees know if you don't love our customers,
then you just can't work here. I make sure my employees
treat my customers the way I want to be treated when I'm

standing on the other side of the counter."
Bolin's customer-is-king philosophy is clearly working.

Within the first halfof the year, Bolin Rental-Purchase had
more than 200 rental agreements payout, while continu­

ing to increase rental revenue. But while customer relation­
ships are the company's top priority, Bolin understands it
takes happy employees to make happy customers.

"One of the things I knew would help me build a great
organization was taking care of my employees," Bolin
says. "I pay very competitively, I offer health and dental
plans-which the company pays half of-1 pay for life
insurance, they receive holiday and vacation pay. Trying
to treat people right and give them a job with perceived
value has helped me retain good people who treat our cus­

tomers really well."
Bolin says his approach to people is somewhat instinc­

tive, but was naturally shaped by his family and raising,
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and has been dramatically re­

fined by many mentors during
his dual careers-people like
Alrenco's Bud Holladay.

"Bud was really tough," says
Bolin. "But if you did the right
thing, if you worked smart, fo­
cused on your job and did what

you were supposed to do, then
he made sure you weren't over­

looked. He was very inspira­
tional to me.

"I've made a lot of relation­

ships in this industry," Bolin
continues, "And a lot of those

people I still go to today for ad­
vice, information, encourage­
ment. I've had some relation­

ships for five, 10 years or more,
and it's still an excellent ex­

change. As long as you're honest
with people, shoot straight and
treat people like you want to be
treated, generally, you're going
to do okay."

Bolin says one of the most

valuable pieces of wisdom he
has gleaned from industry co­

horts is to find other people like
himself and teach them everything he knows.

"I think too many times, managers are very reluctant
to share information with other people because they're
insecure, and that, I think, is a fatal flaw," says Bolin. "If
you don't try to find people as sharp or sharper than you
are and show them everything, then you're failing at your

I

job and you're failing at developing that other person.
Especially in larger companies, you see managers keep

I their cards very close to the vest, because that informa­
tion is their special thing, their security. But they're really
hurting only themselves-the person they're supposedly

I training, yes, but ultimately, themselves. When you share
I information, a whole new dynamic opens up and you're

able to accomplish twice the work in the same time, as

well as motivate people and develop careers."
Bolin believes this type of information-sharing is es­

sential to success; he also believes it's the single greatest
value in industry trade organizations. A member of the
Association of Progressive Rental Organizations since the
day his doors opened and vice president of the slowly-and­
steadily-blooming Tennessee Rental Dealers Association,

I Bolin is continually awed by the overwhelming knowl­
edge among these groups' members and their utter open­
ness to impart it all.

"Wow!" he exclaims. "This industry is so different from
I so many other industries in that owners and managers

and vice presidents will tell you all sorts of information
I and share it with you freely. That doesn't happen much in

other businesses.
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"Too many times,
managers are very
reluctant to share
information with
other people because

they're insecure, and
that, I think, is a

fatal flaw. If you
don't try to find

people as sharp or

sharper than you
are and show them

everything,then
you're failing."

BOLIN'S TEAM. Standing:
Brandon Wilkes, Chris Bolin and

Keith Williams. Seated: Gene Mealey
and Ronald Hayes

"Every time I go to an association conference, someone

comes up to me and says, 'I didn't know this,' or 'I didn't
realize that and I'm really glad to have gotten this infor­
mation today,'" Bolin says. "There's a ton of information

you've got to have to run your business and it's freely
available at these member events. It's really good; I think
it really makes rent-to-own unique and dynamic."

or who didn't come into the store sometimes and bring
me lunch or other things like that, boy... then that would
have been a super-tough time for us. Thinking back at it

now, though, this is probably the single best decision I've
ever made in my life."

The couple have been married for more than four years.
Today, with a little more flexibility in Bolin's work sched­

I ule, he and Zulima enjoy gardening together and frequent
I trips to Colombia. Bolin also searches for opportunities

olin, inspired, is happy to share his to scuba dive and water ski whenever possible, and retains
own nuggets of advice with would-be his love of motorcycles.
rent - to-own entrepreneurs, gleaned Hard work, good relationships, grit. Elements that seem

from that iffy premier year ofhis now- I so simple, so basic, yet seem to cover so much ground in

flourishing store. I Chris Bolin's life and success. While the first two are evi-

"Don't plan on paying yourself much money, at least for dent to those around Bolin from day to day, the third-the
that first year or so," he counsels. "Plan on working sun grit, the determination, the tenacity-might escape those

up to sundown, six or seven days a week. Plan on that I unfamiliar with the continual pullings of the proverbial
being your only focus. And if you're married or have chil-

I

rug from beneath him. But it isn't lost on Bolin.

dren, make sure your family understands and supports I "You've got to persevere," Bolin says. "There have been
what you're doing."

I lots of obstacles in my life and if I would have just sat

Luckily, Bolin's wife, Zulima-a native of Medellin, I down and given up, then nothing good would have hap­
Colombia, whom Bolin met via the Internet-understood pened. Instead, I found ways to go around and instead
and supported the intensity ofboth Bolin's dream and the I of feeling sorry for myself, I sought something new and
demands associated with launching a new business. different, something I could be good at and I can try to

"I think back now on some of the stress and pres- I
make my life better and make the lives of those around

sure-even though it was a good sort of pressure, I was I me better, too." •

doing something really good for myself," says Bolin, "and I

I realize, if I'd had a wife who didn't get it, or was upset Kristen Card is an independent business writer in

or angry whenever I was gone all day and half the night, I Austin, Texas.



Open Your Own
RTo Company

We are a franchising company
that provides startup and

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

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

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

www.premierrents.net for com­

plete details or call Trooper Earle
at (800) 2-Premier.
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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 11I1!11]1I!1I!1II'1!lllllllllllll
• Print inventory labels / price tags
• Invoicing / Billing
• Supports "Preferred Customer Club"
• Supports Receipt Printers
• Prints mailing labels / form letters
• Inventory transfers for multiple stores

• Deposit 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

or Lease for $75.00 per month!

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

800-351-6299
RTOPro.com

Affordable Solutions

52 PROGRESSIVE RENTALS
APR:) Associate Member since 2000

Jewelry
The foLLowing list of

jewelry suppliers cater to
the rent-to-own industry.

ALL are either APRO associate
members (*), advertisers in

APRO publications (+), A
PRO Buying Show exhibitors (1\)

or APRO-endorsed member benefit

program providers ("').

A.B.S. Artistic Jewelry Inc. * 1\

Contact: Susan McKinnon
2936 N. Druid Hills Rd. N.E.,
Ste. B

AtLanta, GA 30329-3920

404/636-6143; fax 404/320-1490
absartistic@beLLsouth.net

Bryce (0. * 1\

Contact: Bryan Collins
1612 2nd Ave. S.W., #232
Cullman, AL 35055

800/880-9434; fax 800/881-0194
bryan@brycejeweLry.com
www.brycejeweLry.com

M&B Jewelry * 1\ +

Contact: Robby Tyson
6040 Century Oaks Dr.

Chattanooga, TN 37416

423/894-4480, ext. 227;
fax 423/894-5122
rtyson@mbjLry.com
www.mbjLry.com

Motivated Marketing * 1\

Contact: Tom Murphy
5901 Hatteras PaLm Way
Tampa, FL 33615-4273

813/925-8808; fax 813/925-1410
tmurphy@motivatedmktg.com
www.motivatedmktg.com

Nisha Design 1\

Contact: J.e. Ramesh
P.O. Box 420354
DaLLas, TX 75342-0354

214/748-2288; fax 214/748-5588
nishadesign@sbcgLobaL.net

RES Accessories * 1\ +

Contact: MichaeL E. Gerwe Jr.
4909 W. Nassau St.

Tampa, FL 33607-3813

800/444-7304, ext. 210;
fax 800/444-7312
mgjr@resacc.com
www.resacc.com

.. ..



• finally, frontload laundry
that fits your family and budget

Until now, an attractive, fully-featured frontload laundry pair was a luxury for the privileged few. Not anymore.
This new GE® laundry pair conserves so much water and energy, you'll save every time you use it. Get GE's frontload

laundry pair, and get the kind of clean, capacity and convenience you need.

ge.com
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Please contact Don Julson at 847.941.8734

APR:) Associate Member since 1981

Introducing the world of rental to LG, a global consumer electronics leader.
What's new and now available for rental? LG. You can count on LG, a global leader and among the world's fastest growing
electronics companies. With the introduction of the LG Brand to the rental market, you now have the opportunity to choose efrom a full line of exceptional home entertainment products. LG Plasmas, LeOs, Digital Video and Audio products will
redefine the home theater for every lifestyle, delivering the ultimate picture performance, sound fidelity and viewing experience.

32" LCD Integrated HDTV - 32LC2D

©2006 LG Electronics U.S.A., Inc. Englewood Cliffs, N). LG Design & Life's Good are trademarks of LG Electronics, Inc.

52" Integrated Micro Display HDTV - 52SX4D


