
 



.J Top name brand product purchasing
power

-v 100% inventory financing

.J Dedicated sales associate to
centralize all product purchasing
and questions

You may have a wonderful independent RTO store that you have invested an enormous amount of sweat equity
into to make it what it is today... but you continually come up short with the necessary time and money to build
revenue and grow your business. That's where ColorTyme excels. We empower the independent operator lookin
to grow, an experienced multi-unit manager ready to put that knowledge to work for themselves, or an investor

looking for a great return on investment.

Not only is ColorTyme the 3rd largest rent-to-own chain in the country, but 100% of our focus is on our franchise

community to share best business practices, and provide the right systems, marketing and training models to

help them succeed. That's why our motto is "People Helping People".

Here are just some of the ways we can help you:

Jhe RTO industry's best national
product service program

.J State-of-the-art training programs
for owners, store managers and
support staff

.J Fully integrated advertising
promotions and marketing materials
to support all aspects of your
business

.J Access to a large RTO skip database



'When I started in rent-to-own in

October of 1986, I had no prior
experience, but my family has always
been in retail furniture. I'm a fourth

generation furniture retailer so moving
into rent-to-own was a natural fit.

Because I wanted to grow the business

and include more stores, I converted

my original rent-to-own business to ColorTyme knowing that the

national recognition that the ColorTyme name held would help me

be able to do just that. Not many rent-to-own companies offer

franchising options and of the ones that do, I knew ColorTyme
was the best deal. They have the best program for franchising.
We're very conscious of customer service here, and ColorTyme is

a great name. If our customers need something, we'll find a way
to do it."

- Don Hinton, Franchisee

For more information or

testimonials, please visit

franchise.colortyme.com
or call Jim Deering today at

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

APR:) Associate Member since 1992
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• People-centric business model
with a consultative approach

• 90 years of distribution experience
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20 I HIRING PRACTICES AND
THE IMMIGRATION DEBATE

Faced with a dwindling supply of available

workers, you may be among the many

employers looking to fill your ranks with

foreign nationals. But government rules
are changing and hiring practices are

becoming a bit trickier to navigate.
BY PHILLIP M. PERRY

30 I LOOKING FOR LOYALTY
IN ALL THE RIGHT PLACES

A book written a dozen years ago titled
The Loyalty Effect; The Hidden Force

Behind Growth and Profit still offers
valuable insights about employee loyalty,
customer retention and the pursuit of

profit. Ifyour company is suffering the

effects of high employee turnover and a

rapidly churning customer base, this

tome might be worth a read.

BY BUD HOLLADAY

34 I FRACTIONAL OWNERSHIP

There is a new trend among the affluent
and upper middle class societies called
fractional ownership and it's taking its lead
from rent-to-own. Be it cars, yachts, jets or

even handbags, the well-to-do are finding
that the rental plan is the way to go.

BY GEOFF WILLIAMS

38 I MIKE MARTIN AND
THE NEXT GENERATION

With a little push from his father, Mike

Martin went into the rent-to-own business
on New Year's Eve in 2002 with an Aaron's
Sales and Lease Ownership franchise. For

this former record-Iabel-exec-turned-IT­

consultant, it was the most memorable

way to celebrate a new year.

BY KRISTEN CARD
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ClasslcFlameL!J
DECORATIVE ELECTRIC FIREPLACES

ClassicFlame Electric Fireplaces with metal on metal construction provide the

strength and stability you need to easily relocate them from room to room.

Our variety of styles, complements any home.

• Operates with or without heat for year-long enjoyment
• Cost efficient: Approximately 3¢/hour without heat, IO¢/hour with heat
• Safe: Childproof screening, tempered glass front always stays cool to the touch
• No venting, no gas lines, no wood, no mess or clean-up, no permits,

no professional installation required

The Finest Furniture in the
Electric Fireplace Business

ClassicFlame is a division of Twin -Star International, Inc.
Tel: 866-661-1218 x248 • www.classicflame.com • sales@twinstarhome.com

APR:) Associate Member since 2007
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Rent-to-own dealers
encouraged to participate
in TV converter box
coupon program

R
ent-to-own dealers who still have analog
television sets in their inventory or out

on rent may want to consider registering
with the National Telecommunications

and Information Agency as certified retailers of the

new converter boxes. Rent-to-own dealers who regis­
ter with the NTIA will then be able to take advantage
of the much-touted $40 coupon program.

As has been widely
reported, the cut-off date
of all analog broadcasts
will be effective February
17,2009. It is estimated
that 14.3 million house­
holds rely on over-the-air
broadcasts (using anten­

nas and analog sets) and
do not have cable or sat­

ellite service, which will

automatically convert

analog to digital service.

Those 14.3 households
will need converter boxes

by the 2009 deadline.
NTIA began its

converter box coupon
program January 1, 2007.

The converter boxes
will cost between $40
and $70. Converter box
manufacturers have to be

approved and certified by
the government before
they can sell the boxes.
So far, 19 converter box
models are eligible for

purchase with the cou­

pon, reports the U.S. De­

partment of Commerce.
The deadline to regis­

ter as a certified converter

box retailer is March 31,
2008. Consumer elec­
tronics retailers inter­
ested in participating
in the program can call
866/296-1107 or visit the
NTIA Web site at www

.ntiadtv.gov. A total of
33.5 million coupons are

available. NTIA Acting
Deputy Assistant Sec­

retary Meredith Baker

reported that in the first
week of the coupon pro­
gram, more than 1 mil­
lion households request­
ed 2 million coupons.

�tDirect Nationwide
Executive Director James
MacAlpine is considering
the possibility of adding a

kiosk during the RentDi­
rect Nationwide show in

Dallas, March 2-5, where
RTO dealers can sign
up electronically to be
certified converter box re­

tailers. "Having these con­

verter boxes available for

your customers who still
have analog televisions
would be a great customer

service," says MacAlpine.
Currently, eight of the

largest consumer elec­
tronics retailers, includ­

ing Best Buy, Circuit

City, Kmart, RadioShack,

FEBRUARY-MARCH 2008 7
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RTO industry
friend and
mentor Moon
dies at 62

Craig Moon, 62, a

sales representative who
had worked for Sears,
Whirlpool and Bosch­
Siemens, died on Janu­

ary 7. "Craig's name was

synonymous with RTO,"
says APRO President

Larry Carrico. "He will be
missed by all rental deal­
ers." Moon was diagnosed
with esophageal cancer

just a few months ago.

Sam's Club, Sears, Target
and Wal-Mart, are among
250 certified retailers

approved to participate in
the coupon program.

"While RTO dealers

may not be besieged
with customers wanting
converter boxes, it would
be great to have the abil­

ity to offer the boxes to

those who do need them
at virtually no cost," says
MacAlpine.

To learn more about the
TV converter box coupon
program, visit www

.dtv2009.com or call
888/DTV-2009.

"Craig
was a big
supporter
of APRO
and the
rent-to­

own industry," says
APRO Executive Director
Bill Keese. "His exuber­
ance for life was always
present in his winning
smile and wonderful

personality. He will be
missed, but his memory
will live on in the minds
of all his many friends.
I will always remember

Craig for his genuine
demeanor, his integrity

Texas' 2008 tax plan may cause
small RTU dealers financial hardship

The
Texas legislature broadened its scope of what type of businesses would be

subject to its new "margin tax" (formerly known as the franchise tax) in 2008,
which may cause smaller rent-to-own dealers financial hardship, says Aaron's

owner Robert Briley of Abilene, Texas.

In early 2007, the Texas legislature increased the

state's "franchise" tax in order to procure lower property
taxes for homeowners. In addition to broadening the scope
of the businesses that are to be taxed next year, the legisla­
ture also changed its calculations on how it would tax these

businesses, says Briley. "We're predicting that our taxes

are going to go from $2,000 to $40,000," he says. "The tax used to be based on your
retained earnings, but now it is calculated on your revenues."

"One thing that it could do is cause smaller dealers who are not highly profitable to

sell out by making it a little less profitable to stay in business," Briley says. Briley and

the Texas Association of Rental Agencies have been working with Texas legislators on a

depreciation exception to the tax.

Read more about the tax and how it is calculated at www.dallasnews.com/
sharedcontent/dws/bus/stories/121307dnbusfranchise.2ae529c.html.
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and his friendship."
Moon was very ac­

tive in APRO and the

industry, having served
on the APRO Vendor

Advisory Committee for
several years as well as

serving as a member of
TRIB Group's Appliance
Committee.

Brian Rosen, former
national director of RTO

Solutions, says, "Craig
Moon was one of the first
friends that I made in this

industry. He was a kind,
intelligent and caring
person who I looked up to.

Craig once told me that
if I work hard enough, I
could be like him. I took
this as a compliment. He
will be missed."

Calling Craig a true

friend and mentor to

many, John Blair ofCM

Jewelry had this to say
about Moon: "Craig was

always friendly and just
made you feel you were

always his friend. I had
the honor to playa few
rounds of golf, enjoy a

few dinners and lunches

during the years I served
with Craig on the APRO
Vendor Advisory Com­
mittee. He just made

everyone feel comfortable
when around him. We
will all miss him and pray
for his family."

Al Benson of Central
File also found Moon to

be a great friend. "You
could sit and talk to

Craig for hours," says
Benson. "He could tell

great stories, make you
laugh or offer advice if

you sought it. He truly
enjoyed life and was just



fun to be around." Mike
Bertolani of SED Inter­
national also considered

Craig a good friend,
saying, "Craig's smile,
humor and laughter will

truly be missed by all
who knew him."

Moon was known to

challenge people as well.
Eli Kosanovich of Whirl­

pool says: "Craig was the
most challenging and
confrontational employee
you'd love to manage! He
was feisty and contrarian,
but usually right. Craig
was always a great teach­
er for all of our newer

hires. I was fortunate to

get a second chance to

work with Craig when
he worked for Sears and

enjoyed the renewed

partnership all the more.

He will be missed for
sure by all of his cowork­
ers at Whirlpool and

especially by me."
Moon also had an

uncanny ability to put to­

gether outstanding events

and was very generous
with his time and resourc­

es, says Dave Bradlaw of
Sears Commercial. "I will
never forget an opportu­
nity I had to spend some

time with Craig," says
Bradlaw. "During one of
our many conversations,
I mentioned to him that
as a baseball fan, I had
seen many teams play in

many stadiums across the

country. However, I had
never been to Wrigley
Field to see the Cubs play.
On my next visit to Chi­

cago, Craig arranged for
us to go to a Cubs game.
As was his style, we met

RIO dealers ta�e note:
37 state legislatures convened

in January
Forty-five

state legislatures will convene in 2008 with

consumer protection legislation being one of the most

popular legislative bills to be introduced. Thirty­
seven of these convening legislatures began in January 2008.

Already, more than 300 consumer protection bills have been

prefiled throughout America, even though most state legisla­
tive sessions did not begin until mid-January.

APRO monitors all state and federal rent-to-own legislation,
but encourages dealers to continue to develop relationships
with their local and federal elected officials to educate them on

the rent-to-own business and the success of 46 state rent-to­

own laws. The periodic introduction of state statutes to amend

these rent-to-own laws serves as a reminder to APRO leaders

the importance of educating the public, media and legislative
officials on the success of the rent-to-own business and its

respective state laws.

before the game where
he gave me a tour of the

Wrigley neighborhood, as

well as arranging out­

standing box seats a few
rows behind home plate.
Craig relished his ability
to bring memorable expe­
riences to others. I don't
remember a time that I

enjoyed a game as much
as that one. The memories
he created for others will

live on as his gift."
Craig is survived by his

wife, Lynne, his brother,
Cecil, nephew Martin

Moon, niece Jennifer
Koch, 17 grand nieces and

nephews and three great
grand nieces and neph­
ews. Cards and acknowl­

edgments may be sent to

Mrs. Lynne Moon, 6618

Pinehurst Court, Lisle,
Illinois 60532.
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ket opportunities as well.
As a consequence, rent­

to-own was prominently
featured by analyst Greg
Estes of Intrepid Capital
Funds where he stated
that "Rent-A-Center and
Aaron Rents are currently
trading at seven-to-eight­
times free cash flow."

CNBC features
Rent-A-Center
and Aaron's as

stocks to pick
CNBC published "Five

Fresh Investment Ideas
to Make You Money in
2008" (www.cnbc.com/
id/22452809) on Decem­
ber 31, where rent-to­

own public companies
Rent-A-Center and
Aaron's were two of the

top five featured recom­

mendations. The article's

premise is that while the

subprime mortgage crisis
is hurting the markets, it
is also creating new mar-

Newly elected KYRDA board members Mike Martin (vice president),
Bill Esenbock, Bill Howard, Bob Knabel, Chris Bolin (president),

Todd Wilkins and Bill Milby (secretary/treasurer).

met for an outstanding
reorganization meeting,
according to Kentucky
Rental Dealers Asso­
ciation President Chris
Bolin of Bolin Rental
Purchase.

"The attendance and

participation was way
beyond my expectations,"

says Bolin. "I was hoping
that we would be able
to

-

elect five officers and
board members, but due
to everyone's enthusiasm,
we were able to nominate
and elect seven board
members."

The new officers of
KYRDA are President

Kentucky
RTO dealers
reestablish state
association

On January 16, 25
rent-to-own dealers
with stores in Kentucky

The world's fil':':L Electric portable tvpewt-iter

The only reason we exist is to serve our members. We keep lookine for

ways to do that every day. 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 inventory financine,
and affordable health care coverage for example. Thines that can help
your business erow, and help you hane onto your best employees.

Beine an independent dealer is difficult. We can help .

.• , . 8499.00

�������
c:7��c:7�

An Associate Member Since 1983 APR:)

Call us at

866-800-1RIB
Visit online at

www.tribgroup.com
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Chris Bolin of Bolin
Rental Purchase; Vice
President Mike Martin of
Tame Inc., dba Aaron's;
and Secretary/Trea-
surer Bill Milby of Home

Express.
Board members at

large are Bill Esenbock
of Raintree Group, dba
Colorama; Bob Knabel of
Home Express; Bill How­
ard of Full-O-Pep; and
Todd Wilkins of Fairway
Leasing, dba Aaron's.

APRO Legal Counsel
Ed Winn III provided an

industry update to the

group and GE Con­
sumer & Industrial and
TRIB Group generously

sponsored the KYRDA

meeting.
Bolin reports that

KYRDA will be have
solid representation at

APRO's 2008 Dave Egan
Legislative Conference
in February, with eight
companies attending.

"We will definitely make
an impact with our rep­
resentatives in D.C. this

year," says Bolin.
KYRDA will also be

joining forces with the
Ohio Rental Dealers
Association's Midwest
RTO Expo in Septem­
ber. A future education/

networking meeting date
for KYRDA members

is slated for Louisville
in May. "We want to

contact those dealers
who may have wanted to

attend this meeting-but
couldn't-and make sure

they know we've reorga­
nized," says Bolin. "The

participation was as good
as I've seen at any state

rental dealer association.
We certainly had mem­

bers step up and offer to

serve their fellow rental
dealers in Kentucky."

For more information
about joining KYRDA,
contact Chris Bolin by
e-mail at bolinrto@
bellsouth.net or by phone
at 9311647-1136.

Aaron's franchise
replaces
Santa Claus in
Connecticut

Aaron's franchisee
Charles Smithgall em­

braced the holiday spirit
by donating a house
full of home furnish­

ings to the company's
most deserving customer

among its 61 SEIIAaron's
franchise stores. Aracelis

Liciaga and her family of
five were the lucky recipi­
ents after Aaron's poured
through the many nomi­
nations for the charitable

gift. Two other families

FEBRUARY-MARCH 2008 11
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computers," says APRO President and Rent

!One OWner Larry Carrico from St. Louis, �
Missouri. An additional major factor cited �
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Annual RTO survey shows steady growth in
revenue, store fronts and customer count

A
PRO's 2007 Statistical Survey on the Rent-to-Own Industry showed an increase

in revenue, customers and store count over the previous year. The industry
topped $6.8 billion in revenue for 2006. APRO attributes this growth to the evo­

lution of products and store design, competition in the marketplace and public understand­

ing and appreciation of the industry's flexible payment choices and no-debt transaction.

The survey was conducted from data received from both independent and franchisee

rent-to-own businesses, but the final numbers also included the combined published data

from the two publicly traded companies, Aaron's and Rent-A-Center. The rent-to-own indus­

try served 3 million customers in 8,500 stores nationwide. This represents an increase of

200,000 new customers and an increase of 200 stores from the previous year. The com­

bined revenue figures from annual reports published by Aaron'S and Rent-A-Center, along
with the figures from APRO's 17th annual statistical survey, show an industry growth in

revenue of $100 million from 2005.

Monthly gross revenue showed almost a $7,000 increase in 2006 over the same store

revenue in 2005. The survey of indepen-
dents and franchisees also showed more

than a 4 percent growth in same store

customers.

"APRO's survey also shows substantial

growth in electronic products, including
flat-screen LCD and plasma televisions and

by Carrico for store and industry growth is

the trend of independent rental stores mov-

ing toward more upscale stores and better

company branding across different communities. This has also proven to be successful with

the two publicly traded companies.
"An increase in customers shows we are succeeding with our efforts in educating the

public on the true value of the rental transaction," says APRO Executive Director Bill Keese.

"The proof is in the pudding=growth in customers and store fronts shows that more Ameri­

cans are realizing that rent-to-own can be a better option than traditional credit."

To view details of the statistical survey, visit APRO's Web site at www.rtohq.org.
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were also recipients of
Aaron's holiday spirit­
one received a free

computer and the other
a sofa and love seat. But
it was the Liciaga family
of Hartford, Connecticut,
who received the grand
donation of a house full
of furnishings.

"It was the right thing
to do," says SEI Op­
erations Director Dave
Edwards. "We wanted to

help one of our custom­

ers who not only de­
served it, but needed it."

Smoke damage from
an electrical fire destroyed
all of the Liciaga's family
home furnishings. Until
Christmas Eve, they had
an empty house with a few
articles of clothing and
kitchen items donated by

friends. But the empty
house quickly filled
when Aaron's delivered
a holiday miracle that
the Liciagas had no idea
was coming. The story
caught the attention
of the Hartford Fox
News affiliate, which
featured the story on

Christmas Eve, showing
the family's excitement
and gratitude for such
a charitable gift. Ed-
wards and Aaron's were

featured prominently in
the lengthy television news

story.
While Smithgall and

Edwards plan on donating
annually because "it's the

right thing to do," they
and many other RTO
dealers like them may not

know that such donations
are also significant in

improving the rent-to-



own image. Studies show 1767, the also selected to serve Rent-A-Center
that 42 percent ofpotential Consumer as the chairman of the

to closerent-to-own customers Rental Agriculture Commit-
are more likely to consider Purchase tee's subcommittee on approximately
rent-to-own if they know Agreement Conservation, Credit, 280 storesthe company is involved in Act, on Energy and Research,
a local charity or donates December 6. A "Blue Dog and continues to serve on On December 3, Rent-
to a charitable cause. conservative Democrat," the Livestock, Dairy and A-Center announced

Holden serves Pennsylva- Poultry subcommittee. plans to close approxi-
nia's 17th congressional In the 105th Congress, mately 280 stores across

Representative district and has served Holden was appointed to the United States.
his constituents for eight the Transportation and "We continually ana-

Holden signs terms. Infrastructure Commit- lyze every aspect of our

on as H.R.1767 Holden has been a tee. Holden also serves on business in an effort to

member of the Agricul- the Transportation sub- improve operating and
co-sponsor ture Committee since committees on Highways financial performance,"

Representative Tim 1993 and was recently and Transit and Aviation. says Mark E. Speese,
Holden of Pennsylvania appointed vice chairman A complete list of co- chairman and CEO of

signed on as the 62nd co- of the House Agricul- sponsors is available on Rent-A-Center. "Accord-

sponsor to the rent-to-own ture Committee in the APRO's Web site at ingly, we evaluated every
industry's House bill, H.R. l l.Oth Congress. He was www.rtohq.org market in which we

Looking for a

franchising opportunity?
Attention: Multi-Site Operation RTO Managers

We are looking for successful individuals with the desire to own their own stores.

We have investors who want to partner with you in owning a successful business.

Opportunities are available throughout North America!

Contact us today and begin your own empire!

reasyhome�
Franchising

Contact: Mark Feldbauer, Director of Franchising
1.877.272.1166 Ext 251

franchising@easyhome.us I franchising.easyhome.us

APR:) Member
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and run by Scott Savell,
became part of Rim­

Tyme, the custom wheel
division of rent-to-own

chain ColorTyme Inc.,
according to Modern Tire
Dealer.

Savell, a veteran of
the tire-and-wheel rental
business who recently
joined RimTyme, is in

charge of Rim'Iyme's
growth strategy, "in­

cluding development of

corporate-owned stores

as well as franchise de­

velopment," according to

ColorTyme officials.
Savell says he sees

the opportunity "to take
the wheel and tire rental

Rent-A-Center stores and
the company expects to

retain the majority of
these rental purchase
agreements. At the con­

clusion of the restructur­

ing, the company ex­

pects a pre-tax monthly
operating income benefit
in the range of $2 million
to $2.5 million.

31,2007. The estimated
cost with respect to this

restructuring relates pri­
marily to lease termina­

tions, fixed asset disposals
and other miscellaneous
items. The company
expects the cash outlay
associated with this

restructuring will be in

the range of $26 million
to $30.5 million over the
next 12 to 18 months.

The 280 stores identi­
fied generated revenues of

approximately $140 mil­
lion year-to-date through
October 31, 2007. These
stores will transfer their
customer rental purchase
agreements to existing

operate based on operat­
ing results, competitive
positioning, and growth
potential. As a result, we

identified approximately
280 stores that we intend
to close and merge with

existing Rent-A-Center
stores within the next 90

days," Speese says.
The company expects

to incur pre-tax restruc­

turing charges related to

the store consolidation

plan and other restructur­

ing items in the range of
$36 million to $43 million,
substantially all ofwhich
will be recorded in the
fourth quarter of its fiscal

year ending December

American Tire
Rentals to
become part of

RimTyme
American Tire Rentals,

based in Temple, Texas,

Speed Oueen®
--C� Qtw£ity bOlt fJte H�--

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

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.

For dealer inquiries, call1·S00·552·5475 or visit www.speedqueen.corn/rentals (�
Amarillo Hardware Company E.A. Holsten, Inc. O'Rourke Bros., Inc. R&B Wholesale Distributors, Inc.
806·376'4731 804'359'3511 210'333'1311; 972'245'0006; 510'782'7200; 909'230'5420 or

Appliance Assoc. of Buffalo, Inc. Eagle Distributors, LLC 407· 522 • 5600; 800' 226' 0272; 602' 272 ·1200

716' 873 • 4100 504·464· 5991 or 800' 659' 5991 404' 346' 9863 or 800' 282' 5282 1rl-State Distributors

:��d�:�� ��g�� Company ���.bt�� �:�1�ers ����e�!2���PIY Company ���: ���: g�gg; 0�0:;��17'33;gl62
Cunningham Distributing Kimball Electronics, Inc. Potter Distributing, Inc. Universal Supply Group, Inc.
915·533' 6993 or 505·247·8838 801' 466 • 0569 or 303' 893 ·1423 616' 531' 6860 or 800· 748' 0568 973' 427' 3320

Doolittle Distributing Northern Plains Distributing
913'888'7820 or 800·829'7820 701'293'6868

14 PROGRESSIVE RENTALS



industry to new levels."

Headquartered in

Plano, Texas, ColorTyme
has seven wheel and tire

stores, plus more than
200 traditional rent-to­

own stores.

TRIB Group
appoints
Bestway's
Kraemer to board

David Kraemer of

Bestway Inc. has been
added to TRIB Group's
board of directors. Best­

way is based in Dallas,
Texas. Kraemer will fill

the posi­
tion created
with the
recent res­

ignation of
Bob Bloom

of ColorTyme. Kraemer
will serve the remainder
of Bloom's term.

Both the board of di­
rectors and staff of TRIB

Group were excited to

welcome Kraemer aboard.

Rent'N Go opens
in Nashville

Rent'N Go custom

wheels and tires an­

nounced the opening of its

Franchisees Greg Spring (left) and Jay Howe (right) and their team are all
smiles about the opening of their Rent'N Go custom wheels store in Nashville.

newest store in Nashville,
Tennessee, under the lead­

ership of franchisees Jay
Howe and Greg Spring.

The company contin­
ues to pursue its expan­
sion strategy through
franchising in selected
U.S. markets. "We are

pleased to have Jay, Greg

and their team in the
RNG family," says Flori­
da-based RNG President
Bob Catino. "We look
forward to developing
the Nashville market in

concert with managing
partner Greg Spring, who
is a member of Nash­
ville's firefighters.

r;EUDsystem
Sofl:ware wil:h Wheels

See why the most successful operators of
wheel and tire rental companies have

chosen The RAM System. Call us today for a

free demo!
800-863-7394

Built-In Accounting Interface

Inventory Bar Coding
Capture Digital Images of Inventory and Customers

Inventory Depreciation
Automatic Inventory Pricing ,

On-Screen Collections

Employee Time Keeping
Laser Printed Rental Agreements

Built-In Credit Card Processing
Powerful Reporting

Secure and Flexible Architecture

Corporate Office Module

Rental Information Systems, Inc.®
Trusted by rental-purchase dealers since 1985

APR:) Associate Member since 1987

1705 E. North Street • Magnolia, AR 71753 • 800-863-7394 • vvvvw.rentinfo.com
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Premier
franchisees
open stores in
Delaware and
Florida

Ten-year RTO veteran

and current u.s. Army
Reservist Steve Newman

opened a Premier Rental­
Purchase store in Milford,
Delaware, in November.

Although Newman will
not be able to able to

manage the store person­
ally until he completes
his military assignment
in the Reserves, he is

fulfilling his long-stand­
ing dream of business

ownership in an industry
he says he loves.

Called up for active

duty in 2002, it was the
second time in 10 years
that Newman's career

got sidelined. After he
returned, he became
an account manager for

RentWay, working his

way up to manage one

of the best stores in the

region at that time and

receiving the company's
Director Award.

Although Newman
still has one more year in
his current military as­

signment, which is close

by at Dover Air Force

Base, he has structured
his RTO operation to in­
clude a manager who will
run things for him.

In other Premier news,
after a lengthy career

working as a rent-to-

own employee, Dennis

Lingerfelt and his wife,
Donna, opened their
own store in Jacksonville,

RSSS promotes
Hersh to support
specialist

Carri Hersh has been

promoted to applica­
tion support specialist
for RSSS. For the past
six years, Hersh has
been the client support
coordinator, managing
client support calls from
the company's Corpus

the past few years, we

were able to do that for
her. We believe she is the

perfect person for the job
because she has learned
the application but, more

importantly, has devel­

oped relationships with
our clients over the past
six years. She will be
able to leverage those
relationships in her
new position."

Christi
offices.

Jan
Miller,
RSSS direc­
tor of client

services, says, "Carri has
done an outstanding job
as client support coor­

dinator. She was ready
for a promotion and a

new challenge.Due to

the growth of RSSS over

Congress passes one-year stay on AMI;
tax returns most likely postponed

R
ent-to-own customers may have to wait for their tax refund this spring due to the

last-minute passage of an Alternative Minim�m Tax "patch." Congress passed
the AMT legislation in a 352-64 vote on Dec�mber 19 and President George W.

Bush approved the legislation. "This is a critical issue for millions of people who depend
on their refunds and could have a massive impact on rent-to-own customers," says APRO

Executive Director Bill Keese.

After weeks of wrangling over AMT legislation, one of Congress' last acts of 2007 was

to pass a bill that would put a one-year stay on the AMT before it reached further down into

the middle class. Congress has typically frozen the number of AMT taxpayers at 4 million

by "patching" the AMT, which prevents more middle-class taxpayers from having to face

the tax. However, the "patch" deprives $50 billion that the Treasury would otherwise raise.

With such a late fix, however, the IRS says it needs up to seven weeks from the date

the legislation was signed in order to complete changes to electronic and paper tax forms.

Therefore, the tax filing season that normally began on January 14 was pushed to January
28. Some sources are even stating that the tax season may start as late as February 18.

If that is the case, both paper and electronic filers who depend on their returns to assist

their cash flow may have to wait a few weeks longer than usual. "Our customers are often

strapped for cash after Christmas and depend completely on their IRS refunds to remedy
the problem," says Shannon Strunk of Baber's Leasing. "I suspect that it will come as bad

news when they realize that this late fix may cost them as much as 30 days in time before

they can fix any problems they were expecting to fix promptly."
With the delay in filing, the backlog at the IRS will be substantial. Last year, the IRS

received 38 million tax returns by February 16, 32 million of which involved refunds.
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Florida, earlier this year.
Lingerfelt's RTO

experience began 15

years ago when he was

recruited by Rental King
then endured a series of

buy-outs as an employee
of RentWay and RentRite
before deciding it was

time to go into business
for himself.

«I was excited about
what they [Premier] had
to offer. It's a good estab­
lishment. They want you
to be a success and go out

of their way to make you
that way. It's really a great
program."

Industry vendor
Shannon ends 23
years with RCA

After 23 years of ser­

vice with Thomson's RCA
audio/vid­
eo division,
Timothy B.
Shannon

stepped
down as

national manager special
markets on December 31.

Thomson sold its RCA
audio/video activities to

Audiovox Corp. «Cur­

rently, our RCA audio/
video business sells a

wide range of AV prod­
ucts' including DVD
and MP3 players, home
theater audio systems,
clock radio products
and digital information
recorders," says Shannon.

«As part of this transac­

tion, Thomson will assign
to Audiovox rights to

the RCA brand within
the field of use for audio/

video products."
Earlier this year,

Audiovox purchased
Thomson's accessories

business, including
rights in that category
to the RCA brand. It is
Shannon's goal to stay in
the electronics industry
doing special markets­
which includes rent-to­

own-as he has too much

energy to retire and will
miss the many friends he
has made in rent-to-own.

«I started with RCA in
March 1985, as the very
first national rental man­

ager that RCA had ever

had. My first assignment
as the new RCA rental

manager was to attend the

ColorTyme Convention in
-Maui that month-how
could you not love a job
like that!" says Shan-
non. His early customers

included industry legends
Tom Devlin of Rent - A­

Center, Chuck Sims of
Remco, Willy Talley, Dick
Genotte, Jim Thompson
and Steve Kruse. «I knew
I had found a home,"
says Shannon. «The rental

people were fantastic to

work with and extremely
loyal."

Shannon has also been
involved with APRO,
having served 15 years
on the APRO Vendor

Advisory Committee and
was part of the team of

industry vendors who

organized the committee.

«Being associated with
the rent-to-own industry
is one of the best things
that has ever happened to

me and my wife, Pattie,"
says Shannon.

Aaron Rents
promotes Trainor

John T. Trainor has
been promoted to vice

president, information

technology, of Aaron's
Sales and Lease Own­

ership Division. He

previously served as IT
director of application
development.

Trainor has more

than 16 years experience
in information technol­

ogy and has been with
Aaron's since 1999. He has

provided leadership in

development of software
for Aaron's stores and the

design and management
of enterprise systems for
the company.

Trainor holds a

bachelor's of electri-
cal engineering degree
with specialization in

computer systems from
the Georgia Institute of

Technology and lives in

Roswell, Georgia, with
his wife and three sons.

Colorlyme
hires Deering
as director
of franchise
development

ColorTyme has hired
James Deering to lead its

franchise

develop­
ment ef­
forts. Deer­

ing most

recently
served as president of PCJ
Franchising Co. in Wilm­

ington, North Carolina,
and brings 15 years of

retail and service industry
franchise experience to

ColorTyme. This position
will be his first rent - to­

own venture; however,
according to ColorTyme
CEO Bob Bloom, his
extensive franchising
knowledge and expertise
will help the company
refine and expand its

growing franchise system.
«This position requires

broad knowledge of

franchising laws and best

practices," says Bloom.
«James' depth and breadth
of experience makes him
an ideal choice to head

ColorTyme's franchising
efforts, especially as we

begin to roll out plans to

expand RimTyme."
Last month, Color­

Tyme announced sig­
nificant expansion to its

RimTyme custom wheel
rental division that will
include broad franchise

development. In addition
to overseeing Color'Iyrne's
traditional RTO franchise
needs and expansion op­
portunities, Deering will
also Iead the franchising
efforts for RimTyme.

"I'm excited about the

opportunity to learn
a whole new industry
within franchising," says
Deering. «RTO is a strong
business model. For the

industry to continue to

expand and get better op­
erators, they have to with
non-traditional routes.

I hope to bring great
franchise and business

organizational efficiencies
as well as help refine the

proven systems that Col�

orTyme has in place now."
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Gauging the economic tide

hen talking to rental dealers, which
I do every day, I make it a habit to ask
them how their business is doing.
I am ever on the watch for trends
in rent-to-own that I can attach to

larger economic trends so that we can learn, once

and for all, the exact parts of the economic en­

gine that drive the business. Once I possess this
information and have shared it with APRO mem­

bers, then we can all know when to open stores,
how much to borrow, how much to buy-and
thus help business grow at a record-setting pace.

I am particularly mindful to ask this question
every January about December and the fourth

quarter. It used to be that the fourth quarter
was really big for rent-to-own stores and it still
can be. Dealers can deliver a lot of product dur­

ing the holiday season. Cash, though, more often
comes in during the first quarter. The deliveries
start paying, income tax refunds get spent and
the hope is that the December deliveries do not

all get picked up in January. For the 27th year in a

row, I have sought the keys to the RTO economic

kingdom. For the 27th year in a row, those keys
have failed to unlock any magical doors to eco­

nomic insight.
The reason for this elusive insight is that I have

never gotten consistent answers to my questions
posed to rental dealers. At any given moment, it
seems that some rental dealers have just had a

stellar season/month, some are hanging
on by their fingernails as BOR dropped
precipitously and without warning last
season/month and any number of deal­
ers are treading water-renting and col­

lecting with nothing to complain about,
but nothing to write home about either.

By ED WINN III It has been that way for 27 years.
APRO's general counsel Dealers have suggested that I explore
....................................... regional differences in my surveys. It is

probably a good idea and had I been more scien­
tific with those I surveyed, I might have learned

something useful about regional trends. But my
surveys have depended upon who calls in with a

legal issue or some industry gossip. I have never
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: "Whatever

happens next

to the economy
talked to the same iden­
tifiable subset of rent­

al dealers on a regular
basis and sometimes

everybody I talk to

comes from the South
or California or New
York or wherever deal­
ers are felling legal heat.
In any case, I cannot

report on any regional
trends of late, alas.

What my non-scientific surveys do consis­

tently indicate-and this will not surprise many
of you-is that results depend on

internal company performance
more than anything else. A new

advertising campaign worked or it
didn't and the ads dictated how the

overall, the

efficient,

optimistic,
well-run shops
will prosper;

those with issues

will suffer."

stores performed. Or the company
lost two good store managers last month and per­
formance plummeted. Or the dealer bought too

late or badly or a supplier overcommitted and the
dealer did not get the stuff that he ordered until
late in the month. Every time results are outside
the bell curve, when I drill down a little, the deal­
ers usually have an explanation tied to planning,
good or bad, or execution, good or bad, as the
reason for the blip, up or down.

We are all wondering, of course, whether the
fallout from the subprime debacle is going to put
the country into a recession and drive millions of
new, credit-constrained customers through our

rent-to-own doors. Dealers want to know; stock

analysts want to know; thoughtful and ambitious

employees want to know.
There are going to be lots of consumers who

overbought houses and who will lose those hous­
es and damage their credit. They may come to vis­
it rent-to-own stores, unless, of course, they are

now suddenly crammed into a too-small apart­
ment and have no immediate need for any more

"stuff," rented or otherwise. We do not know if the
credit card companies are feeling chastened at all,
yet. As long as they Can keep adding fees and rais­

ing rates, they may be happy to continue pitching
cards and credit to one and all, housing slump be
damned.

The common wisdom is that RTO is reces­

sion-proof. Recessions do a lot of things, however,
and some of those things can hurt our industry.



When credit gets tight, it gets tight up
and down the spectrum. If consumers

feel the credit pinch, so will business. It

gets harder to borrow; harder to grow.
The lack of customer growth in raw

numbers in the rent-to-own industry
over the past few years can be attribut­
ed to easy consumer credit, but also con­

sumer attitudes toward the business. Ex­
ternal economic factors are not going to

change consumer attitudes about RTO.

Only we can do that. So, once again, it is
a matter ofhow stores and companies are

being run that dictates success or failure.
Whatever happens next to the economy
overall, the efficient, optimistic, well-run

shops will prosper; those with issues will
suffer. That is all I have learned from sur­

veying rental dealers. I wish that I could
offer more insight.

I do intend to keep surveying, look­

ing for the secret to i! all. _

Ed Winn's e-mail address is edwinn@
mwvmlaw.com.

VACANCY
Comfy chair in excellent environment is seeking
a qualified ACCOUNT REP to support existing
RTO client base and promote sales of services
to new business prospects.

For position requirements and benefits, or to apply, go to

imageryadv.com/careers or call Marty Smith at 314.835.0004

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, applicati�ns 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!IIJII!II!III,II!II!lIllllllll
• 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

PITa Pro So'h:w r
800-351-6299
RTOPro.com

Affordable Solutions

APR:) Associate Member since 2000
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Navigating
a changing
legal landscape

aced with a dwindling
supply of available
workers, you may
be among the many

employers looking to fill your
ranks with foreign nationals.

Hiring immigrants, after
all, has long been a valued

technique for getting the

job done in America. Today,
though, employers need to

tread more carefully over

what has become rougher
legal terrain. As the nation's
headlines attest, employers
can be hit with stiff penalties
when errors are made hiring
workers from other nations
who are in the United St tes

temporarily or erm 1 ntl .

By Phillip M. Perry
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ederal regulations are tightening up in ways that target em-

ployers of undocumented workers. Worse, state governments
around the country are creating a confusing patchwork oflaws

that penalize employers who hire undocumented foreign na­

tionals, following the failure of Congress to pass comprehen-
sive immigration reform last summer. Last year, state lawmak­

ers considered more than 1,560 bills related to immigration
and enacted 244 of them in 46 states, according to the National Conference

of State Legislatures. That pace was triple the previous year and the NCSL ex-

peets more such activity in 2008. (The organization's complete report is avail­

able at www.ncsl.org.) • "The states are having to pick up where the federal

government did not come through," says David Kotick, managing partner of

Apsan Law Group, an immigration law firm in New York.

LEADING THE WAY

Businesses nationwide are assessing the impact of Ari­
zona's new immigration law, believed to be the strict­

est in the nation. The law does the following:
� Encourages people to contact their county govern­

ments when businesses are suspected of employing il­

legal immigrants;
� Allows the county to revoke the business license of an

employer who knowingly hires an illegal immigrant;
� Requires all Arizona businesses to use E-Verify, a fed­

eral online database, to confirm that new hires have
valid Social Security numbers and are eligible for

employment.
The law is being challenged in court by the Arizona

Chamber of Commerce and Industry. "It's crystal clear
that the employer sanctions law will harm the state econ­

omy," says Chamber President Glenn Hamer. "It's simply
a question of degree."

Another high profile state is Virginia, where more than
50 pieces of immigration-related legislation are expected
to be considered in 2008. One law would revoke the busi­
ness license of any employer found to hire undocumented

workers; another would require employers themselves to

pay any workers' compensation claims for undocumented

employees. A coalition of businesses and trade groups
called Virginia Employers for Sensible Immigration Poli­

cy has been created to fight the laws.
Even municipalities are getting into the act. "Many

local communities are fighting illegal immigration by
targeting businesses," says Kotick. "Employers who hire
undocumented aliens face steep fines and the loss of their
business licenses. Some laws even mandate jail time for

repeat offenders."

VERIFYING ELIGIBILITY

Whatever your state, you are subject to federal regula­
tions that require you to verify the employment eli­

gibility of anyone you hire. "Every individual, once hired,
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must be asked for documents that prove
their identity and their work authoriza­

tion," says Carlina Tapia-Ruano, a part­
ner at Chicago-based Tapia-Ruano &

Gunn, an immigration law firm (www.
trgpc.com). The employer must have
each hired individual fill out an 1-9

form, titled "Employment Eligibility
Verification," issued by the U.S. Citizen
and Immigration Services, a division of
the Department of Homeland Security.
(To avoid any appearance of discrimi­

nation, the law requires that you have
individuals complete this form only af­
ter being hired, not during the recruit­

ment process.)
You can download a copy of an 1-9

form from www.uscis.gov.Click on

"Immigration Forms" and then "Employment Eligibility
Verification" or 1-9, toward the bottom of the list.

On part 1 of the 1-9 form, the employee enters basic infor­
mation such as name, address, Social Security number and
date of birth. Just as important is the section on the employ­
ment status of the individual. There are only three choices

"Many communities arefighting
illegal immigration by targeting
businesses. Employers who hire

undocumented aliens face steepfines
and the loss of their business licenses.

Some laws even mandatejail
timefor repeat offenders."

here: The individual is either: 1) a U.S. citizen; 2) a legal per­
manent resident, or 3) an alien authorized to work until a

given date. The employee must sign and date the form.
In part 2 of the form, you must certify that you have

made sure the documents provided by the employee es­

tablish the individual's identity and employment autho­
rization. What documents are acceptable? There is an ex­

tensive list on the back of the 1-9 form. Anyone document
from a list of 10 is acceptable as proof ofboth identity and

employment eligibility. (A passport and a permanent resi­

dent card are two examples.) Additionally, there are nearly
two dozen additional documents that have been certified
as proof of one of the two criteria.

Part 3 provides space for updating the form's infor­
mation after a worker's previous work authorization has

expired.
"The law requires that the signatures and the information

be completed within three days of the employee's hire date,"



says Tapia-Ruano. "Many attorneys recommend that employ­
ers attach photocopies ofthe reviewed documents to each 1-9,
to help protect the business in the event of an audit."

AVOIDING ERRORS

Gathering documents is one thing. Making sure they
are authentic and that all of the blanks are filled in

correctly is another. Failure to do so can be costly. Penal­
ties for errors can range from $1,000 to $10,000 per viola­
tion. "The penalties can accumulate very quickly even with
a single 1-9 form if there are numerous violations," says
Tapia-Ruano. "Some employers have been hit with hun­
dreds and thousands of dollars in penalties and fines."

Even employers who make innocent mistakes can be
fined, says Tapia-Ruano. "If a receptionist or whoever is

assisting employees in completing the 1-9 forms makes
mistakes, then even if the workers are U.S. born citizens,
the employer is subject to fines. The fact that this can hap­
pen repeatedly makes employers very uncomfortable."

Employers should make sure that everyone who helps
employees fill out 1 -9s is trained to avoid as many errors as

possible, suggests Tapia-Ruano. "And 1 would encourage
an internal audit of 1 -9s on a periodic basis. Don't wait for
an audit by the Department of Homeland Security."

While the 1-9 form looks simple, attorneys caution em­

ployers from making these common errors:

� ILLEGAL BIAS: Avoid charges of discrimination by re­

quiring every employee-not just the ones whom you
believe are from another country because of their ap­
pearance or their speech-to fill out an 1-9 form.

� ENTRY ERRORS: "Any mistakes can or will result in

fines," says Tapia-Ruano. One of the more common er­

rors is incorrect indication of the employee's immigra­
tion status. An employee with a work visa, for example,
may have erroneously filled in "permanent resident."
Such a mistake is significant even if done innocently.

"It is the employer's duty to make sure the entries are

accurate."
� OVER-RESTRICTIVE DOCUMENTATION: Avoid re­

quiring documentation that is more restrictive than
what the law mandates. An employer might be tempted
to do this to simplify record keeping, but it is illegal
and can lead to fines as well as charges of discrimina­
tion. "The 1-9 provides a list of documents that are ac­

ceptable as proof," says Tapia-Ruano. "You must accept
the employee's decision as to which of the listed docu­
ments to provide."

� FAILURE TO ASSESS AUTHENTICITY: The employer
must not accept documents that a reasonable person
would suspect were fraudulent either because they look
doctored or look like duplicates.

� PROCRASTINATION: Another mistake is to put off the
task of examining the employee's documents and get­
ting the 1-9 in order. "It's not uncommon for employ­
ers to wait more than three days," says Tapia-Ruano.

"Again, that can result in fines."
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For
decades, the u.s. Social SecurityAdministra­

tion has sent "no match" letters to employers when

workers' names and Social Security numbers did

not correspond to the agency's records.

Employers have been unsure what to do after receiving
the letters. There was nofirmguidancefrom the gov­
ernment and in many cases employees remained on the

payroll in a kind of limbo.

This situation has changed. In August 2007, the U.S.

Immigrations and Customs Enforcement division of the

Department ofHomeland Security issued new regulations
that defined the steps to be taken by employers receiving
no match letters. Employers whofollow the procedures
were granted safe harborfrom prosecution. At the same

time, the regulations providedfor increased civil or crimi­

nal penaltiesfor employers whofail to comply.
Here is a briefsynopsis ofwhat employers would be

required to do in the event ofa no-match letter:

1) Within 30 days, check records to ensure that the mis­

match was not the result ofa clerical error;

2) If this does not resolve the problem, ask the employee
to confirm the accuracy of the employer's records;

3) Ask the employee to resolve the issue with SSA within

90 daysfrom the date the employer received the no­

match letter;
4) If the employee is able to successfully resolve the mis­

match, ensure that the instructions in the SSA letter

have beenfollowed;
5) If the issue is still unresolved, initiate another verifica­

tion round as if the employee were newly hired.

Late in 2007, afederal court issued a preliminary
injunction barring implementation of the safe harbor

regulations, citing among other reasons a high incidence

oferrors in the government's Social Security database.

Even so, the government has not abandoned the basic

concept outlined in the regulations and intends to issue

revised rules in 2008. "Employers would be remiss tofall
back on their due diligence and security if they think the

injunction will cause the problem to be put on the back

burner," says Angelo A. Paparelli, managing partner of
Paparelli & Partners. "Employers should use this respite
to adjust any employment-related immigration policies
that need correcting."

To stay abreast ofdevelopments in this area visit the

web site of the U.S. Immigration and Custom Enforcement
at www.ice.gov.
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� ALLOWING EXPIRATION DATES TO SLIP BY: Many
employees have permission to work for only a limited

period. "You need a system to continue to verify the

employment status of an individual throughout the

period of employment," says Tapia-Ruano. Prior to the

expiration date, ask the employee to present new veri­
fication documents.
It's important to retain these 1-9 forms in a safe place.

"At any time, the Department of Homeland Security or the
U.S. Department of Labor may come around and perform
what they call an 'employment audit' ofI-9s," says Tapia­
Ruano.
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Documents
that certify that "foreian nationals"­

people who are natives ofother countries-are

eliaible to work in the United States are called

"employment visas." Not all employment visas are alike.

Infact, there are a host ofdifferent kinds. To peruse the

full array ofvisas with explanations, naviaate to the web

paae maintained by the U.S. Department ofState at

www.unitedstatesvisas.aov, and also http://travel
.state·aov/visa.

Many employers hire unskilled workers with H-2B

visas, validfor temporary employmentfor up to ayear.

"There is a tremendous needforpeople tofill such posi­
tions in this country," says David Kotick, manaaina part­
ner ofApsan Law Group.

Arranainafor H-2B visas can take up tofour months to

complete. The process begins when the employer obtains

a labor verificationfrom the U.S. Department ofLabor.

Then the employerfiles a petition with the Department of
Homeland Security. When thatpetition is approved, the

worker can applyfor a visa and a passportfrom the U.S.

consulate in his or her own country.
The United States limits such visas to 66,000 annually.

"It's nowhere nearenouah,"says Kotick. "Theyrun outvery

quicklyand there is a severe laborshortaaefor these work­

ers that affectbusiness profits and the economy as a whole."

"What's really needed is a proaram that providesfor a

year-round leaal statusforauest workers," says Kotick.

"That was part of the Conaressional immiaration reform
packaae thatfell through:"
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SAFE-HARBOR RULES

The U.S. Social Security Administration has long been
in the practice of sending "no-match" letters to em­

ployers when workers' names and Social Security numbers
on W-2 Forms do not match the SSA records. In the past,
employers had never been sure what to do after receiving
these letters. Should a worker who cannot reconcile the

discrepancy be fired?

"while the safe-harbor regulations
were intended toreduce ambiguity,
employers stillface the costly task

ofchecking and double-checking
documents. And the safe-harbor

regulations carry their own

heightened risk offinancial penalty."

"In many cases, employers have kept the employees on

board, fearing that a termination decision based on a no­

match letter might lead to charges of discrimination," says
Angelo A. Paparelli, managing partner of Paparelli & Part­

ners, an immigration law firm with offices in New York

City and Irvine, California (www.entertheusa.com). "After
all, there can be legitimate reasons why a no-match occurs.

A female employee might have gotten married, for example,
and changed her name to her husband's without notifying
the Social Security Administration. Or the Social Security
Administration could have misspelled the name."

Indeed, the Web site of the U.S. Immigration and Cus­
toms Enforcement division of the Department of Home­
land Security states that, "an employer who takes action

against an employee based on nothing more substantial
than a mismatch letter may, in fact, violate the law."

Times, though, are changing. Today's employers face
more severe fines for hiring illegal immigrants and there is
a general national mood shift against undocumented for­

eign nationals. Many observers? therefore, are concerned
that employers will opt to risk discrimination lawsuits
over the federal government's civil and criminal penalties
for employment of undocumented workers. "The fear is
that many people will be terminated based on foreign ap­
pearance and name," says Paparelli.

As partial mitigation for this problem, in August 2007,
the Department of Homeland Security issued new regula­
tions intended to clarify matters while providing a "safe
harbor" for employers who hire foreign nationals. The

regulations define what steps employers must take within
what time periods to avoid legal liability for hiring un­

documented workers.
While the safe-harbor regulations were intended to

reduce ambiguity, employers still face the costly task of
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checking and double-checking documents. And the safe­
harbor regulations carry their own heightened risk of fi­
nancial penalty. "The procedures defined in the rules are

not really voluntary," says Paparelli. "The employer who
fails to carry out the defined steps risks being charged
with 'constructive knowledge' of the employment of
workers who lack the right to work. This would put the

employer in violation of immigration laws."
An injunction by a federal court in late 2007 delayed im­

plementation of the new regulations. However, the reprieve
is expected to be short-lived. "We're currently seeing what
we can do to address the concerns that the judge entered in
order to see whether we can get the injunction lifted, and
then go forward with this regulation," Homeland Security
Secretary Michael Chertoff recently told Congress.

The government has stated that it intends to reissue the
safe-harbor rules in revised form to satisfy the court's con­

cerns. This delay provides employers with additional time
to study the proposed rules as well any related regulations
that are likely to flow from the federal pipeline. (For de­
tails, see the sidebar, "Safe Harbor for Employers.")

STAYING INFORMED

Many feel that recent changes in federal regulations
represent an attempt to shift the border control effort

from the government to the private sector. "Employers feel
an unreasonable burden is being placed on their shoulders
to control undocumented employees," says attorney Tapia­
Ruano. Ifmore is expected ofthe employer than ever before,
though, it only highlights the need to maintain vigilance
in hiring procedures. As the face of America's workforce

changes, employers can be sure there will be additional

changes in federal, state and local regulations. _

Phillip Perry is a business writer based in New York City.

Employers requiring legal assistance

on immigration law may turn to these

resources:

· The AcademyofBusiness Immigration
Lawyers, www.abil.com

• The American Immigration Lawyers
Association, www.aila.org

• FindLaw-categorizes attorneys by legal
issue, including immigration law,
http:/Aawyers·findlaw.com
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NO WONDER

PEOPLE THINK

LOUIS
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MAN TO WALK

ON THE MOON.

Photo used with permission, louis Armstrong Educational Foundation.

FEBRUARY-MARCH 2008 29



.... --....--.-. -
.--.



Looking for oya
in all the right places

7\. BOOK RliVIEW THAT 'MAY BE 10 YEA� TOO LATE

By Bun HOLL7\.DAY

et any store lose a 60-inch flat-panel TV and

somebody at corporate will let the dogs out;
the world will stop spinning until the missing
inventory is recovered, Homeland Security is
notified and all systems are adjusted. Does the
same thing happen when a two-year employee
is lost? How about when a longtime customer

__... just goes away? If you have been listening to

many experts or any of your peers, you have probably heard
that loyalty is dead. Arguably, in some companies it's merely on

life support and family members have been notified. »:. But
there is hope from an unlikely source: a 12-year-old book from
that pop-culture factory, the Harvard Business School Press.
In 310 pages, the authors blow up just about everything most of
us thought we knew about loyalty, customer retention and the

pursuit ofprofit. Along with making the proposition that value
creation should be the primary aim of business, it introduces
something called loyalty based management. Plenty of evi­
dence is offered up showing how such a shift in focus can easily
generate up to a 50 percent improvement in performance over

the next five years. The book is The Loyalty Effect: The Hidden
Force Behind Growth and Profit, by Frederick F. Reichheld (and
Thomas Teal). I found my copy in the storeroom of a company
that is going broke. You may have to find yours online; if your
company is also going broke you might want to pay extra for

overnight shipping.
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eichheld asserts that loyalty is nei­

ther a substitute for profit nor a

gimmick for making easy gains or

advances. His findings are based on

10 years of research as a key player
at Bain Co., the global equity capital
firm founded by current presidential
hopeful Mitt Romney. Reichheld's

responsibilities there included evaluating companies
that Bain had an interest in acquiring. Being a naturally
curious fellow, he came to wonder why some companies
that seemed to have every conceivable advantage in the

marketplace failed to outperform competitors that they
should have flattened long ago. What he discovered might
be akin to the Holy Grail of Growth.

The most identifiable and effective financial advantage
one company can hold over another is having a vastly
higher rate of retention across its employees and custom­

ers. More than pricing, more than costs of production
or distribution, more than marketing, the rate at which

your company retains its customers and employees will
determine its financial performance over the long term.

Reichheld puts it in terms we all understand: "Each
time we found a performance record that was hard to

square with the traditional economics taught in business
schools, we also found a company with superior loyalty.
Each time we found a company with outstanding loyalty,
we also discovered a company that was delivering superi­
or value to its customers and employees, and, at the same

time, generating inexplicably strong cash flows to fund
internal growth." Value, not price, Reichheld and others
assert, is a measurable commodity if you know what to

measure.

He illustrates his point with examples of companies
that raised their customer retention rates by just 5 per­
cent and improved the value of a customer by as much
as 100 percent. Figure all the new products, replacement
goods and add-oris that a top tier rent-to-own customer

can account for over several years and it's easy to see the
financial impact of holding on to your best customers.

That means through business cycles, economic cycles,
product cycles and sales cycles.

Reichheld focuses on two costly mistakes that compa­
nies make in adding customers. The first is a general

failure to quantify or study customer defections so long
as replacements keep coming along. Second, most com­

panies measure the wrong things to reach inferior con­

clusions about customer retention. Defining the "right
customer" and measuring the impact ofhis loyalty on the
financial health of the business is simply too complicated
for many to bother with. The Loyalty Effect demonstrates
how to do it, in language that any business leader can un­

derstand. The right customer, according to Reichheld, is
one with a long and unbroken history with the company,
who keeps agreements, maintains a high level of loyalty
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to the company and its values and regularly sends other
blue-ribbon customers or offers suggestions on ways the

company can improve its delivery of products and ser­

vices ("build value"). Reichheld claims that financial per­
formance supersedes demographics in identifying this

type of customer.

Such customers universally
prove to generate higher re­

FOUND A COMPANY turns with less risk and lower
WITH OUTSTANDING cost of handling. It's hard to

argue that anything positive
results when new employees

service newly acquired customers

and at the same time try to reshape
WAS DELIVERING the business relationships already

in place with old customers. Yet
that is where most of our sales

TO ITS CUSTOMERS and marketing campaigns are

designed to take us. The Loyalty
AND, AT THE SAME Effect explains how a company

can break this costly and unre­

TIME, GENERATING warding cycle and reinvest in a

INEXPLICABLY cycle of loyalty, learning and

STRONG CASH FLOWS value creation to hold onto

its best customers and its

best employees.

"EACH TIME WE

LOYALTY, WE ALSO

DISCOVERED A

COMPANY THAT

SUPERIOR VALUE

AND EMPLOYEES,

TO FUND INTERNAL

GROWTH."

Nearly everybody knows about Mazlov's "Hierarchy
of Needs." Perhaps only a handful has ever, heard

of its counterpoint, the "Hierarchy of Loyalties," for­
mulated by Harvard philosophy professor Josiah Royce.
Maybe that's because his book, The Philosophy ofLoyalty,
was published a century ago and has never been featured
on Oprah. Royce determined that loyalties arrange them­
selves in a hierarchy much like human needs are grouped.
At the lowest level is loyalty to individuals. Then comes

loyalty to groups. At the pinnacle is our practical devo­

tion-"loyalty"-to a set of values and principles. It is

our devotion to principles that tells us when and if the
time has come to end our loyalty to an individual or

group. Loyalty to principles overrides all other loyalties.
Managers who never learn this are doomed to failure by
the weight of masses of people churning through their
otherwise excellent processes.

The overall theme running through The Loyalty Ef­
fect is that money spent on most employee initiatives and
clever "loyalty" programs could be better spent study­
ing the company's value system and devising training
methods that would encourage managers and workers to

exemplify, communicate and uphold company values in

their dealings with each other, with customers and with
shareholders. Old Josiah was prescient in stating that the
successful business is the one that gains the most devo­
tion to its principles, not its principals. What employee
ever quit a job because he didn't like the price of a refrig­
erator or the service schedule on Wednesday?



About value creation. The Loyalty Effect describes two

kinds ofprofit. Virtuous profit is the result ofcreating
value, sharing it and building assets. Those assets include
human capital of the customer and the employee type (a
notion certain to give your CPA heartburn). Destructive

profit comes from exploiting assets to generate the short­
term earnings demanded by bankers, investors and most

owners. That means giving up on the oldest, most valu­
able customers and employees because the company has

simply run out of ideas on how to keep either and is un­

willing to restructure itself so that tenured workers can

find profitable ways to better serve longstanding and well
understood customers. In other words, build value.

Firms that practice loyalty-based management inte­

grate customer acquisition, benchmark hiring and com­

pensation, productivity improvements, learning, moti­
vation and the building of value. They do not celebrate
short-term gains in counts or numbers that are easily ma­

nipulated and prone to wild swings. Based on his findings,
Reichheld describes a loyalty based company thusly:

"Revenues and market share increase as the best cus­

tomers come into the business, building repeat sales and
safe, low-cost referral business. Because the company
offers great value, it can be more selective in new cus­

tomer acquisition. This stimulates sustainable, profitable
growth from reduced outlays."

Sustainable growth enables the company to attract

and retain the best employees.
Consistent delivery of superi-
or value to worthy customers DO NOT SHARE YOUR
increases employee loyalty
by giving people pride and
satisfaction in what they do. SHARE YOUR BELIEFS;
As the long-term employee
gets to know his long-term
customers better, he learns how
to deliver still more value- BELIEFS, YOU ARE
further reinforcing both cus- COMMUNICATING IN
tomer and employee loyalty.

Loyal long-term employ­
ees utilize OJT to reduce
costs and improve quality on

their own, further enriching the
customer value proposition and

creating high productivity. The

company can then use this

productivity surplus to fund

superior compensation and better tools and training­
further reinforcing employee productivity, compensa­
tion growth and loyalty.

Spiraling productivity coupled with the increased ef­

ficiency of dealing with loyal customers generates the
kind of cost advantage that is difficult for competitors to
match. Sustainable cost advantage coupled with steady
growth in the number of loyal customers generates the
kind of profits that are very appealing to investors, which
makes it easier for the firm to attract and retain the right

EMPLOYEES WHO

VALUES CANNOT

IF PEOPLE DO

NOT SHARE YOUR

A VACUUM, TALKING

ABOUT GOALS AND

OBJECTIVES THAT

INTEREST NO ONE

AND WILL NEVER

COME TO FRUITION.

investors (or, in some cases, lenders or partners).
The list of companies that have been successful using

this approach includes many household names across

dozens of industries, including retail.
A third of the way through The Loyalty Effect, the

author offers something called a "Generic Model of the
Seven Economic Effects Associated with Employee Loy­
alty." Although that comes dangerously close to Harvard­

speak, the model is elegant in its plainness, addressing
recruiting, training, efficiency, customer selection, cus­

tomer retention, customer referral and employee referral.
Get these right and your business grows exponentially.
Get most of them wrong and, well. ..

Changing old practices takes equal amounts of cour­

age, confidence and cash in the bank. Reichheld
reminds us that people learn, organizations don't. The
burden is on senior management to lead the charge. Loy­
alty does not percolate up from the bottom because of

slogans, pretty stores or promises. The things that create

loyalty-principles, values, ideals-must flow down from
the top and be seen walking around the back room, the

hallways, the front office, the company picnic. Reichheld
and Royce, writing a century apart, agree that employees
who do not share your values cannot share your beliefs;
if people do not share your beliefs, you are communicat­

ing in a vacuum, talking about goals and objectives that
interest no one and will never come to fruition.

A little chicken sandwich company from Georgia made

huge inroads in the fast-food industry with two simple
but bold statements: pay a store manager half of the profit
earned by his unit and close every store on Sunday. It's no

coincidence that manager turnover at Chick-Fil-A runs to

about 5 percent annually. Five percent! Chick-Fil-A man­

agers stay long enough and have a big enough stake in
the P&L that they are tireless in discovering any wasted
dollar, any overlooked source of new revenue. Contrast
this with the manager at the pizza joint or rent-to-own

store across the street who may be there a couple of years
at most and spend those in constant search of the "home
run." A $100 monthly cost-saving just doesn't mean much,
unless you work for Chick-Fil-A and you know that half
of that $100 a month is yours, every month for an average
of 14 years!

Ifyour business is suffering the effects of high employ­
ee turnover and a rapidly churning customer base, or you
are just not having as much fun as you once did, I recom­

mend you spend a few hours alone one evening with The

Loyalty Effect. You won't be lonely long. _

Bud Holladay is a founding member of the Association

ofProgressive Rental Organizations, was APRO's fir t

president and continues to write about and p nd r

the rent-to-own industry. His e-mail addr
.

budholladaysells@yahoo. am. R lZaday Ii in

Corpus Chri ti II as.
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THE MARKET FOR
LUXURY ITEMS IS
TAKING A CUE FROM
THE RENT-TO-OWN
INDUSTRY
here was, we thought, a natural order to

the universe. It's difficult to imagine that

anyone in the industry liked it, but nobody
questioned that here and there certain

groups and individuals attached a negative
stigma to the notion of renting to own. Voss

Graham, business consultant and author of

The Three Games ofSelling, put the rent-to­

own image problem bluntly: "It will take a

media blitz to change the perceptions that

people-including the middle class-have

of the industry. That image is the product is

cheap and quality is low."
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Even some financial

experts are seeing the
wisdom in sometimes

paying for access

instead of going for

complete ownership.
Shemin says that

"absolutely," he can see

how the concepts of
fractional ownership

and rent- o·

are beco I I

distingu I •

ut there is a trend infiltrating the affluent
and upper middle class societies. A trend
that begs a couple ofquestions: Is the neg­
ative image of rent-to-own passe? In fact,
are other consumer groups and compa­
nies actually starting to follow the path
created by the rent-to-own industry?

This trend is called fractional ownership. The idea
is pretty simple, really. Instead of buying a private jet,
yacht or exotic car, wealthy people have instead been

buying a part of their luxury item. So rather than own­

ing an entire Mercedes-Benz CL 600 (with a retail price
of about $120,000), they might lay claim to one-fifth of
it: the car being at their disposal 73

days out of every year and the rest

of the time with someone else.
Which is perfectly reasonable,

says author Robert Shemin, a mul­
timillionaire and author of How
Come That Idiot's Rich and I'm
Not? (Crown, March 2008). "I tell

people that ownership and renting
are purely psychological," says Sh­
emin. "People love to own things
for piece of mind and there are cer­

tain assets that are a good invest­
ment." The good investment assets,
however, are few and far between
when it comes to keeping up with
the [oneses.

Fractional ownership goes be­

yond the enormous-and typically
enormously depreciable-assets
such as cars, yachts, jets and he­

licopters or even race horses. For

example, Bag Borrow or Steal is a

Seattle-based company that allows
its customers to rent ladies' luxury goods like Tiffany's
jewelry or designer handbags. Wish you could afford a

$5,000 designer purse? No problem: pay a monthly fee,
anywhere from $20 to $lOO a month, and you can "own"

handbags and jewelry until you're tired ofthem-and then
mail the product back and/or replace it with something
new. The company is a startup that investors believe will
succeed. The company so far has raised more than $12
million. And there's already competition from the online
store, FromBagstoRiches.com, which tags itself as "the af­
fordable alternative to buying designer handbags."

Whether it's fractional ownership, renting handbags
or whatever you want to call it, something different is in
the air. Even some financial experts are seeing the wis­
dom in sometimes paying for access instead of going for

complete ownership. Shemin says that "absolutely," he
can see how the concepts of fractional ownership and
rent-to-own are becoming less distinguishable. "It's all
similar and people are becoming more aware of rent-to-

-

•

own. It's still fairly new. I mean, 30 or 40 years ago, you
couldn't rent to own."

Well, you probably could, but we know what he
means. Rent-to-own stores could not be found in every
neighborhood in the 1960s and 1970s as they are today
and, if there were image problems during the 1980s and
1990s, the first decade of the 2000s is looking decidedly
different as businesses creatively adapt to consumer

needs and budgets and are borrowing concepts from
each other.

Yes, it sounds off-kilter, but rent-to-own has been

co-opted by the mainstream. If the wealthy don't want

to "fractionally own" a car or a yacht and they don't
want to blow a wad of dough on

the whole thing, they can join a

membership club and "rent" the
exotic cars and yachts. Meanwhile,
the rich, middle-class and poor
all see the value in using Netflix,
where you pay a monthly fee to

"rent" whatever movies you want to

watch. You keep the movies as long
as you want-they're yours-but
you keep paying that fee. Or you
trade the movies for something
else. Either way, you're continually
paying a smaller monthly fee in­
stead of spending the much higher
purchase price right up front.

Greg Tanner, franchise devel­

opment director for Aaron's Sales
and Lease, certainly sees how his
own industry and the fractional

ownership industry seem to be ap-
proaching each other's territories.

"We used to be located in the
back alleys," says Tanner, "but

we've seen our business increase to middle America,
because we've positioned our stores right next to the
Best Buys and Circuit Cities. We're where people shop.
Our philosophy is that lower-income people will shop
up. They'll come to the mall, right? But middle America
and above, they will not shop below or far below their
income level. They'll come to a point and stop.

"We don't even use the words 'rent to own' in our slo­

gans any more," says Tanner. "We're just Aaron's. You
can pay cash, use Visa or MasterCard and do 90-days­
same-as-cash. We use the term 'lease.' We've gone com­

pletely away from the term 'rent' because, you know,
they can bring it back anytime they want."

And Tanner notes that just like the women who frac­

tionally own or rent purses, "when you buy, say, a wide­
screen TV from us and a few weeks later you think,
'Well, shoot, I wish I had that one,' you can send yours
back to us and you can get a new one. It is," says Tanner,

"a shared ownership."



But the general public will never see it the way Tan­
ner does without educating the public, says Graham,
who aside Hom writing about sales is also the CEO of
the InnerActive Consulting Group in Cordova, Tennes­
see. Graham thinks the rent-to-own industry shouldn't

worry about advertising so much as changing the pub­
lic's perception. "If people actually read an ad, it's for
some factual information or a validation of an existing
program," says Graham. He feels that going after local

newspapers, television and radio stations-something
the RTO industry has often done when, for instance, be­

coming involved in community charities-is the way to

change hearts and minds.
But how do you do that? If Graham were king of the

rent-to-own industry for a day, he says that he would
"focus on the small-business people first, the ones who
work out of their homes, small offices, shared offices or

executive suites. These people do not have the capital in
most cases to invest in furniture and fixtures-yet can

pay the monthly fee of a rental. Since some of these peo­
ple will actually grow their business and have to hire
more people and rent bigger spaces, they will require
more furniture."

And how did Graham come to think this way? Be­

cause, just as the affluent and middle classes have been,
his own perception changed. In 1991, he and his wife,
Robin, moved their business from the home to a suite
of offices. "As a business advisor," says Graham, "I had
learned that furniture was a bad investment-since it
would depreciate immediately after being purchased,
like an automobile, and there would be little resale val­
ue. Using the rent-to-own process, we saved our cash,
had some security knowing they would take everything
back if our venture was not successful and still got nice,
though not high-end, quality furniture that we are still

using 16 years later."

s more Voss Grahams experience those

type of results and as more people rent

or fractionally own everything from

purses to Porsches, the feel-good mood
toward renting to own seems to be

marching toward the industry. And
even if it doesn't, maybe it doesn't mat­

ter. As Shemin says of the relatively young rent-to-own

industry, "As people become more educated and con­

sumer,� become more sophisticated, the businesses get
better.

In other words, fractional ownership and renting high
luxury items on a short-term basis won't hurt the rent-to­
own industry. It may even-if just fractionally-help. _

Geoff Williams is a freelance writer based in Ohio.
His e-mail addressisgwilliamsl@cinci.rr.com.

Make the Connection

APRO's 2008

Rent·to-Own

Convention and

Buying Show

August 11-14

St. Louis

Save the dates for the

rent-to-own industry's
premier gathering of

dealers and vendors

from across the country.
In 2008, it's a new

location-St. Louis, the

beautiful Gateway to the

West-with many new

features added to the

convention and buying
show to help you and

your business thrive. It's

your best opportunity to

reconnect with friends

and colleagues in the

rent-to-own industry and

make new connections

that can last a lifetime.

So make the connection!
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With a little paternal push,
Mike Martin is helping

lead a new generation of
rent-to-own dealers

AN APROFILE BY KRISTEN CARD

IT WAS DECEMBER 31, 2002,andMikeMartin
was spending the final hours of the year with his
dad, Tom, and their attorney, Dave Crockett. The
Martins needed to mail the paperwork for their
Aaron's Sales and Lease Ownership franchise by
midnight; the company's franchising terms were

set to change January 1, 2003.
"So we spent New Year's Eve, the three of us,

hammering through the details of the deal," says
Mike. "We wanted to get that 2002 postmark."

While he didn't spend the evening with Guy
Lombardo and Dom Perignon, it was likely one

of Mike's-and his dad's-most memorable New
Year's. The trio got the deal done, that postmark
secured. And the Martin men-one a semi-re­

tired industrial tool supply mogul, the other a

former record-label-exec-turned - IT-consultant­
were en route to not only a new year, but also a

••• new joint adventure in rent-to-own.



 



"Martin is of Hungarian descent," says
Mike. "So at one point; we went to Hungary
to explore some family business opportuni­
ties and they worked out better for him than
for me. They offered him more money than he
could possibly consider turning down, so he
moved back to Hungary."

Left without a partner to run the business
while he finished his law degree, Mike ne­

gotiated a deal with Epitaph Records, one of
the world's largest independent labels, to buy
Schmo-which by 1995 boasted a stable of al­
most 100 bands. Mike finalized the sale and
returned to his legal studies only to join Epi­
taph as an employee after receiving his degree,
but not for long.

"During law school, I got involved in some

Internet technology stuff and made some good
contacts," says Mike. After deciding that his

long-term future was not in either the music business or

in Los Angeles, he had an opportunity to help out a friend
back in Denver with some legal and business advice who was

launching a Web site design and hosting company, Brat Pack
Ltd. In the course of helping several friends and acquain-

ike Martin, born and brought up
in Kansas, was a high-energy, high­
maintenance kid. Gregarious, pre­
cocious and rambunctious, Mike
recalls his growing-up years as full
of "wanting to be an athlete, chasing
girls and more calls from the prin­

cipal's office than anyone really wanted." So it's difficult to

discern whether the almost puritanical work ethic Tom and

Nancy Martin instilled in their elder son stemmed from their
Midwestern roots or their desire for a productive diversion.

Whichever, it took. By the time he was 10, Mike was spending
his summers throwing and mowing-two paper routes and
18 yards every week.

"I was raised with an incredible work ethic," says Mike.
"You finish what you start and you believe in the Ameri­
can Dream, which is if you work hard, then you'll have
the opportunity for success. If you're willing to combine

your God-given gifts and natural talents with a superior
work ethic, then from my perspective, it's

pretty tough not to succeed. I understand
that not everybody starts out on an equal
footing and opportunity isn't the same for

everybody. But there is opportunity for ev­

eryone in this country, and if you're will­

ing to work hard and do the right thing, it's
almost impossible not to find yourself suc­

cessful at the end of the road."
Mike's road led him westward, to col­

lege at the University of Colorado at Boul­
der, where-true to his busy boyhood-he
earned a dual bachelor's degree in English
and history while minoring in business and

philosophy and working at a record store. It
was at the record store where Mike unwittingly met his first
business partner, a classically conservatory trained fellow
music enthusiast and kindred entrepreneurial spirit named
Martin Wachter. Together, the two Martins, along with a

couple of willing local bands, decided to launch their own

record label and in 1991, Schmo Records was born.
But unlike thousands of startup labels before and af­

ter, Schmo made it beyond infancy. Two years and a few
dozen signed bands later, Mike and Wachter realized their
success was triggering a recurring problem: several thou­
sand dollars a month in legal fees. Mike's so-called 'simple'
solution? To become a lawyer himself ("I've always just
thrown myself completely into whatever happens to be in
front of me at the time," he confesses).

So Mike began classes at the University of Colorado
School of Law with the intention of eventually better man­

aging his and Wachter's business. But about two-thirds of
the way through to Mike's J.D., Wachter tossed a whale of
a wrench into the works.

"I understand that not everybody starts

out equally and opportunity isn't the same

for everybody. But there is opportunity for

everyone in this country-and if you're willing
to work hard and do the right thing, it's almost

impossible not to find yourself successful."

tances with the launch of some dot.com ventures-always
looking more for a piece of the pie [ownership and options]
rather than a regular job or security-Mike became involved
in a New York start up called Cyberaction that looked very
promising as the company was well funded.

"At Cyberaction, I was involved in the negotiation of
exclusive contracts with Major League Baseball, the PGA
and Xena, Warrior Princess, at Universal to create digital
Internet trading cards to be bought, sold and traded on­

line. These were really formative experiences for me as it
allowed me to see firsthand differing management styles,
to deal directly with venture capital groups and solicit

funding, as well as begin to find my creative vision," says
Mike. This was also an exciting time in business with all
the capital running amok with anything that had a ".com"
attached to the name.

After learning a bit more about technology and the dis­

parate technical skills and creative ideas that were flour­
ishing at this time, it became more apparent to him that it



The Paducah crew: Ashley Hardin, Kent Turner, Drew Hasty,
Aaron Asbell and Mike Martin. Not pictured are Todd Blume,
Brian Smith, John Meredith and Zach Lowe.

was a lack of operational skill and fundamental business
knowledge that so many of these young companies were

missing. This was then the inspiration for launching Be­
lion Consulting Group with two partners in 1998. Mike
brought the big picture vision and the intestinal fortitude
to move things forward with legal and business experi­
ence, his partners brought the people skills, industry con­

tacts and technical expertise.
This venture, though totally different from his prior

business, was also successful, and helped Mike realize a

common thread.
"There's something about knowing you're the person

who's providing jobs for people," says Mike. "It's the small
business aspect of what makes America tick and what

makes America great and I love being a part of
that. My mother raised us to give back: with time,
money, energy, creative vision--wherever your
natural talents might lay. There's a reward and a

sense of duty in being a small-business owner that
this is something I can do and contribute to the

community-provide opportunities for people to

explore for themselves what is good about them."

�

Meanwhile,
Mike's father, Tom Martin, had sold

'the industrial tool supply company he had
spent almost 40 years building from scratch
into a multi-million-dollar business and was

hunting around for other investment opportunities.
"Dad came across the Aaron's deal and kept telling me

he wanted me to look at it," says Mike. "I put some money
behind the Aaron's deal, but I was busy readying Helion
for sale the next year [2003]. Dad kept pushing me to look
at it. Finally, I went to my mother and said, essentially,
'I've put my money behind this and I can't really afford to

do much else.' And she said, 'Be's not interested in your
money, he doesn't need money, Mike. Be wants to be in
business with you before he seriously retires.' And a little

light bulb went on above my head."
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The
father and son formed Tame LLC in 2002

with the expectation of franchising with Aaron's.
Once the franchising deal was done, the pair's
territory covered southeastern Missouri, south­

ern Illinois and western Kentucky. Helion Consulting
sold as expected and, in 2003, the Martins got down to

business in rent-to-own.

"We opened up our first store in February 2004 in Cape
Girardeau, Missouri," Mike says. "We opened in Paducah,
Kentucky, in 2005, and stores in Madisonville, Kentucky,
and Sikeston, Missouri, both in 2006. We purposely
didn't open a store last year, due to the slumping real es­

tate market. But now, we're moving forward and are hop­
ing to open three new stores this year: Hopkinsville and

Mayfield, Kentucky, and Marion, Illinois."
Once all seven stores are up and running, the Martins'

area development agreement with Aar­
on's will be maxed out. Mike's not sure

where they'll go from there.
"There's not a great opportunity for

geographically contiguous growth for
us within the Aaron's system," he says.

"We're pretty much hemmed in on all
sides. If we do choose to continue to

pursue something within this industry
and with Aaron's, then it will need to be
somewhere else in the country-which
is a definite possibility. We might do
another tier of Aaron's stores in anoth­
er part of the country or we might try
something new and different."

But Mike's not too worried about the

long haul; he's having too much fun with the shorter-term

challenges and rewards of growing a new business.
"For me, the fun is building it from the ground up and

watching it mature," he says. "There is so much excitement in

opening new stores and hiring new people. We currently have
37 employees, having started with five, and taking this bigger
and better and approaching close to 100 employees is still the
most exciting thing for me. And, of course, having the oppor­
tunity to do something business-wise with your father, when

you're both mature and successful in your own right. .. How

many folks get a chance to do something like that?"

Though rent-to-own was originally Tom's brainchild,
it's Mike who oversees the business' day-to-day opera­
tions-a complementary relationship that has proven to

be ideal.
"I have an innate business sense, but he's the people

person," says Mike. "I'm more the operational, vision­

ary, big-picture type; he's all about the networking, the
sit-down-and-take-care-of-folks type. He's been the best
resource in the world from the managing people perspec­
tive. When I watch the patience, kindness and consider­
ation he takes with each and every person he works with

throughout the day, that's probably the greatest lesson I
could learn from him.

"Because at the end of the day, we can talk about being
a retail experience, but we're really a people business," he

says. "We're in the business of making dreams come true

for people at the middle to lower end of the socioeconomic

spectrum. If they're willing to work hard and fulfill their
end of the bargain, then they deserve the opportunity to

have a nice sofa rather than a hand-me-down or a new

computer for their son or daughter. I feel terrifically hon­
ored to be able to create these opportunities for people."

Mike claims there's no real secret to their franchise
success-they keep their stores clean, they merchandise
their showrooms well, they stay positive with their asso­

ciates and treat customers with the utmost respect. And

they like what they do, too.

"If you get into rent-to-own and you're not having fun,
then find something else to do," he says. "Because you're
never going to be successful at something you don't have
a passion or desire for."

But the real ingredient for success, according to Mike,
is as plain as the marquee out in front: it reads Aaron's.

"We really believe passionately in the Aaron's system,"
he says. "We pursue retail sales because the Aaron's model
is: 'We can beat any price, retail or total cost of owner­

ship, and you can own anything in 12 months.' We're con­

stantly trying to market ourselves to the customers who
are trying to attain ownership in the shortest possible



"Franchising has created opportunities for

people with outside business interests to bring

timeframe at the lowest possible cost. Which is not to say
other rental-purchase dealers don't work under a fantastic
business model-it's just not the Aaron's model. From my
perspective, Aaron's simply creates more opportunity and
value than any other organization."

Quick-witted
and fast-talking, Mike Martin-na­

tive Kansan or not-doesn't come across as the
deliberate, methodical Midwestern type. In fact,
if he's any "type" at all, then he's the type to buck

types as much as possible. So, he's not surprised that some

industry insiders consider him a leading member of rent­

to-own's "next generation."
"Rent-to-own has been the quintessential success story,"

says Mike. "Your stereotypical dealer is the guy who start­

ed as a delivery driver and has worked his way up to store

owner. But franchising has created opportunities for people
with outside business interests to bring our knowledge and
talents-and our outsider's perspective-to this industry.
Today, you have folks who have achieved some success else­
where coming into this industry for further economic op­
portunity. I'm not particularly a maverick, but in terms of
the next generation, I am in my forties, I've been successful
in other walks of life and I like to think there's nothing I can't
do. There are limitless opportunities for me out there, but
I've chosen to put my time, effort and energy into this one."

True to form, Mike has immersed himself in the rent-to­

own industry, including membership with and staunch sup­
port for the Association of Progressive Rental Organizations.

"We joined APRO right from the start, because we knew it

People
will continue to be drawn to this industry

again and again," says Mike, "because it is fun.
It's one of those jobs that really is something dif­
ferent every day. That's the challenge that gets you

up in the mornings, gets you to work and keeps you go­
ing." Still, Mike Martin insists he doesn't see his flourish­

ing Aaron's Sales and Lease Ownership franchise as "the
final or ultimate challenge" career-wise.

And yet, there are unmistakable signs that this dy­
namo may be settling down just a smidge. He wed just
over a year ago to Jessica, who for the time being has also

joined the family business as marketing coordinator ("in
addition to helping me, guiding me and keeping me cen­

tered," says Mike). Together, they spend their downtime
in the autumn traveling around to University of Colorado
Buffaloes football games and their off-time in the spring
watching St. Louis Cardinals-Jessica's hometown team­

baseball games. Music still plays a big role for Mike, so in­

between, they go hither and yon to catch concerts, which

vary from opera to punk.
Travel, good food and fine wine are also continuing

loves of Mike's. "We go overseas somewhere at least once

a year to broaden our horizons," he says. "One of my
favorite enduring inspirational or aspirational quotes is
from Mark Twain: 'Travel is fatal to prejudice, bigotry
and narrow-mindedness, all foes to true understanding.
Likewise tolerance, or broad, wholesome charitable views
ofmen and things cannot be acquired by vegetating in our

little corner of the earth all one's lifetime.' And I choose to

follow this advice."
But for a man whose favorite city is Vienna, Austria,

and who once spent a month as a beach
bum island-hopping around the South Pa­

cific, it's a little unexpected that one of the

accomplishments he's proudest of is hav­

ing visited all 50 of the United States.
"I made it a goal of mine to see all there

is to see in this country," says Mike. "I de­
cided to go to all 50 states and I achieved it.
I'm just such a fan of the American West­
the geography, the terrain, the people and

just the spirit, the unbridled enthusiasm of
that part of our country. I really connect

with it somehow."
For now, this Rocky Mountain man remains somewhat

displaced, but still dedicated to the Aaron's business he
views as a once-in-a-lifetime opportunity.

"My favorite thing about this business is getting to work
with my father," says Mike. "He has put his trust in me

to grow and run this for him and my mother. Some days
maybe it's a little bit of a heavy burden to bear, but other

days-when things are going just right-gosh, you hope
your folks are really proud of you and you're proud of

yourself for doing the right thing." _

perspective-into this industry."

our knowledge and talents-and our outsider's

was the right thing to do, especially with the political climate
as it exists today," says Mike. "I think it's critical for each dealer
out there to be an APRO member, to talk to local legislatures
and see what they can do to help protect our industry and
our interests. We're at a crossroads right now, and we can't
afford to be lumped in with some of the sweeping legislation
being proposed. You'd hope Congress wouldn't take away the

ability of an entire industry to do business, but we've seen it

happen time and time again. This is a fight we cannot afford
to lose. And the legislative and political power that APRO
wields is a crucial part ofour success as an industry."

In January 2008, Mike enhanced his dedication to the

industry by helping reestablish the Kentucky Rental Dealers
Association and at their inaugural meeting he was elected
vice president of KYRDA (see related story on page 10).

Kristen Card is an independent business writer in

Austin, Texas.
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_____________________________________ II:!

Miscellaneous RIO services
The foLLowing is a List of misceLLaneous services that cater to the rent-to-own industry. ALL companies are either APRO associate members (*), adver

ACCOUNTING SERVICES Color Ad * AUTOMOBILES Lynnray Financial Corp. *+
--------------------

Contact: Daryl Oldenkamp
------------

Contact: Bill Lassiter �

High Touch Inc. *"+ 19627 S. Santa Fe Ave. South East Auto Dealers 5696 Peachtree Pkwy.
Contact: John Rogers Compton, CA 90221-5914 Rental Association Inc. * Norcross, GA 30092-2855

2020 N. Amidon Ave. 888/264-6991; fax 888/229-0615 Contact: John Garner 800/535-4138, ext. 101;

Wichita, KS 67203-3366 daryl@gocolorad.com 128 Fairway Dr. fax 770/263-3775
316/832-1611; fax 316/831-5555 www.gocolorad.com Covington, LA 70433-4907 blassiter@lynnrayfinancial.com
johnr@hightouchinc.com G&G Graphics and Promotions * 504/241-0211; fax 504/241-0205 www.lynnrayfinancial.com
www.hightouchinc.com Contact: Gene Pharis jggarner88@hotmail.com Moneris Solutions Corp. *"+�

Kirkpatrick, Sprecker & Co. LLP * 6850 Shiloh Rd. E., Ste. A Contact: Pat Albright
Contact: Jim Hubbard, CPA Alpharetta, GA 30005-2261 BUYING GROUPS 150 N. Martingale Rd., Ste. 900

311 S. Hillside St. 678/947-3700; fax 678/947-8688
--------------

Schaumburg, IL 60173-2081

Wichita, KS 67211-2130 gene@gggraphics.com RentDirect Nationwide *"+ 425/557-4774; fax 425/677-7399

316/685-1411; fax 316/685-4575 www.gggraphics.com Contact: James MacAlpine pat.albright@moneris.com

jim@kscpa.com 110 Oakwood Dr., Ste. 200 www.monerisusa.com
ICE"

www.kscpa.com Contact: Michael Garceau
Winston Salem, NC 27103-1958 NorAm Capital Holdings Inc. *

68 Rt. 125
336/722-4681; fax 336/714-9760 Contact: Rudy Ced

White & Associates LLC * jamesm@nationwidegroup.org
Kingston, NH 03848-3562 P.O. Box 9250

Contact: Michael S. White www.gorentdirect.com Dallas, TX 75209-9250
201 N. Main St., Ste. 300 603/347-3005; fax 603/642-9290
Wichita, KS 67202-1500 m garceau@icesigns.com TRIB Group *"+ 888/886-6726; fax 214/296-9182

316/265-4877; fax 316/263-3013 www.icesigns.com Contact: Dennis Shields rudy@noramcapital.com

MWhite@wacpal.com 2775 Cruse Rd., Ste. 2401 www.noramcapital.com
Imagery Marketing Consultants *"+ Lawrenceville, GA 30044-7148 Petz Enterprises Inc *

Whitsell and Co. PC * Contact: Marty Smith 770/451-4302, ext. 1; fax 770/451-4312 Contact: Leroy E. Petz Sr.
Contact: Daniel G. Whitsell 13523 Barrett Pkwy. Dr., Ste. 104 den nis@tribgroup.com P.O. Box 611
1275 Road To Six Flags St. E., Ste. 100 Ballwin, MD 63021-3802 www.tribgroup.com Tracy, CA 95378-0611
Arlington, TX 76011-5045 314/835-0004; fax 314/835-1650

209/835-2720; fax 209/835-2758
817/461-0041; fax 817/795-0025 martys@imageryadv.com

COLLECTION AGENCY/DEBT BUYER leroy@petzent.com
cpa@whitsellandcompany.com www.imageryadv.com

----------------------------- www.petzent.com �www.whitsellandcompany.com Let's Print Ink/America On Hold *"
NorAm Capital Holdings Inc. *

Progressive Finance *

Contact: Bonnie Nitzsche Contact: Rudy Ced Contact: Brent Wilson
ADVERTISING/PROMOTIONAL 7569 Barret Rd. P.O. Box 9250 3877 S. 400 E.-------------------------

West Chester, OH 45069-2604 Dallas, TX 75209-9250 Salt Lake City, UT 84115-4607
Ad Design Inc. * 800/83-PRINT; fax 513/777-5757 888/886-6726; fax 214/296-9182 801/685-7999, ext. 301;

Contact: Greg Batt bnitzsche@cinci.rr.com rudy@noramcapital.com fax 877/966-2888
7015 Old US 24 E. www.letsprintink.com www.noramcapital.com jake@progfinance.com
Huntington, IN 46750

Promobiz.com *"

260/359-2068; fax 260/359-2070 White & Associates LLC *

greg@addesignonline.com Contact: John Howard CUSTOMER BACKGROUND CHECKS Contact: Michael S. White
3325 Bryan Ave.

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

www.addesignonline.com 201 N. Main. St., Ste. 300
Fort Worth, TX 76110-4206 Teletrack Inc. *"+ Wichita, KS 67202-1500

Adpro Advertising *"+ 817/923-1368; fax 817/923-1484 5550-A Peachtree Pkwy., Ste. 600 316/265-4877; fax 316/263-3013
Contact: Rick Delcamp jhoward@promobiz.com Norcross, GA 30092-2555 MWhite@wacpal.com
P.O. Box 610 www.promobiz.com 800/729-6981, ext. 3;
Dover, AR 72837-0610

RTO TV *"+
fax 770/449-6647 Whiteco Commercial Funding *

479/331-2526, ext. 25; webinfo@teletrack.com Contact: Bill White

fax 479/331-4640 Contact: Rick Linton www.teletrack.com 621 S. Bryan Belt Line Rd.

sales@adpro-ads.com 13523 Barrett Parkway Dr., Ste. 104 Mesquite, TX 75149-5070

www.adpro-ads.com Ballwin, MD 63021-3802 972/288-4344; fax 972/288-4313
314/835-0004; fax 314/835-1650 FINANCIAL SERVICES

------------------ bwhite@whiteproperties.com
Banner Retail Marketing * rickl@imageryadv.com

Contact: Lena Martin www.rtotv.com High Touch Inc. *"+

23305 E. Knox Ave. Contact: John Rogers FRANCHISE OPPORTUNITIES
�Thompson Wells Advertising Ltd. *

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

Liberty Lake, WA 99019-9461 2020 N. Amidon Ave.

509/922-7828; fax 509/922-7950 Contact: Keith Labahn Wichita, KS 67203-3366 Aaron's Sales & Lease Ownership *"

lena@bannerretail.com 1828 E. Mulberry St. 316/832-1611; fax 316/831-5555 Contact: Todd Evans

www.bannerretail.com Fort Collins, CO 80524-4624 johnr@hightouchinc.com 309 E. Paces Ferry Rd. N.E.

970/221-2198; fax 970/493-3427 www.hightouchinc.com Atlanta, GA 30305-2367

Central File Inc. *"+ aartotax@aol.com 678/402-3411; fax 678/402-3575
Contact: Alan Benson lAM Financial Services * todd.evans@aaronrents.com
5277 W. Beaver Creek Pkwy. Contact: Steve Brown www.aaronrents.com

Brown Deer, WI 53223-2303 2515 Lincoln Dr., Ste. B
ColorTyme Inc. *"+

414/365-9000; fax 414/365-9001 Clarksville, IN 47129-1620

al@centralfileinc.com 866/300-2070, ext. 102; Contact: James Deering
www.centralfileinc.com fax 812/944-5635 5501 Headquarters Dr.

stevebrown@ezcreditwarehouse.com Plano, TX 75024-5837

www.iamrto.com; log-in: iamrto; 972/403-4950; fax 972/403-4936

password: tan33bed jdeering@colortyme.com
�www.colortyme.com

�---------------------------------------------.
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o pubLications (+), APRO Buying Show exhibitors (II) or APRO-endorsed member benefit program providers (-).

syhome Ltd. */\+

Contact: David Ingram
77 City Centre Dr., Ste. 600

Mississauga, Ontario L5B lM5
Canada
905/272-2788; fax 905/272-9886
ingrada@easyhome.ca
www.easyhome.ca

D. Byrider Systems Inc. */\+

Contact: Steve Wedding
12802 Hamilton Crossing Blvd.
Carmel, IN 46032-5424

317/249-3040; fax 317/249-3041
stevew@jdbyrider.com
www.jdbyrider.com

usic House, a division of
olinari Enterprises Inc. */\+

Contact: Dan Molinari
3100 Airway Ave., Ste. 119
Costa Mesa, CA 92626-4604

714/429-2300, ext. 222;
fax 714/429-2323
dmolinari@musichouse.com
www.musichouse.com

e Premier Companies *+

Contact: Trooper Earle
P.O. Box 244

Lightfoot, VA 23090-0244

57/592-2720; fax 757/258-9262
troop@premierrents.com
www.premierrents.net

nt America Inc. *

Contact: Larry Tinney
5408 Yadkin Rd.

Fayetteville, NC 28303-3194

910/864-5778; fax 910/864-4790
raiking@aol.com
www.rentamerica.com

nt 'N Go Custom Wheels and Tires *

Contact: Bob Catino
5219 N. State Rd. 7

Tamarac, FL 33319-3323

954/735-0900; fax 954/735-0043
bob@rent-n-go.com
www.rent-n-go.com

nt-n-RoLL LLC, dba Rent-n-RoLL
stom Wheels and Tires */\

Contact: Larry Sutton
14620 N. Nebraska Ave., Ste. B

Jampa, FL 33613-1420

813/977-9800; fax 813/978-0584
lsutton@rentnroll.com
www.rentnroll.com

MCO Custom Wheels and Tires *

Contact: John Allevato
309 E. Paces Ferry Rd. N.E.
Atlanta, GA 30305-2367

678/402-3703; fax 678/402-3575
john.allevato@aaronrents.com

INSURANCE MUSICAL INSTRUMENTS

Benefit Marketing Solutions */\+
Contact: Susan Matthews
621 S. Bryan Belt Line Rd.

Mesquite, TX 75149-5070

972/285-1355; fax 972/288-4313
smatthews@

benefitmarketingsolutions.com
www.benefitmarketingsolutions.com

RTO Insurance LLC,
a subsidiary of Integrated Insurance &
Risk Management «s.;

Contact: Robert P. Scott
1912 N. Sheridan Rd.

Peoria, IL 61604-3453

309/686-3737; fax 309/686-3771
roberts@iirm.com
www.iirm.com

RTO Systems Inc.j'
Walter Clark & Associates */\�

Contact: Jeanette Beardsley CPIW, AIS
1055 W. Morton Ave., Ste. C
Porterville, CA 93257-1988

559/781-3466; fax 559/781-4956
jeanetteb@wlcins.com

Strategic Marketing Associates Inc. «;

Contact: Alan Stein
3000 Old Alabama Rd., Ste. 119-309

Alpharetta, GA 30022-5860

770/740-8100; fax 866/765-2420
alans@smaadvantage.com
www.smaadvantage.com

LEGAL SERVICES

Martinec, Winn, Vickers and McElroy �

Contact: Ed Winn
600 Congress Ave., Ste. 500

Austin, TX 78701-2957

512/476-0750; fax 512/476-0753
edwinn@mwvmlaw.com

MAIL SERVICES

Central File Inc. */\+

Contact: Alan Benson
5277 W. Beaver Creek Pkwy.
Brown Deer, WI 53223-2303

414/365-9000; fax 414/365-9001
al@centralfileinc.com
www.centralfileinc.com

Prospects/Unlimited */\

Contact: Robert J. Dana
408 Pythian Rd.
Santa Rosa, CA 95409-6325

707/539-2742; fax 707/539-2742
dufferbob@sbcglobal.net
www.rtorenterlists.com

DBL Distributing Inc. *

Contact: David B. Lorsch
16698 N. 94th St.
Scottsdale, AZ 85260

480/596-8636; fax 480/483-8293
breusing@dbldistributing.com
www.dbldistributing.com

Music House, a division of
Molinari Enterprises Inc. */\+

Contact: Dan Molinari
3100 Airway Ave., Ste. 119
Costa Mesa, CA 92626-4604

714/429-2300, ext. 222;
fax 714/429-2323
dmolinari@musichouse.com
www.musichouse.com

National Educational Music Co. *

Contact: Ken Maehl
1181 U.S. Hwy. 22

Mountainside, NJ 07092-2807

908/232-6700, ext. 230;
fax 908/232-3149
kpmaeh l@eclipse.net
www.nemc.com

Petra Industries */\

Contact: Bill Stewart
2101 S. Kelly Ave.

Edmond, OK 73013-3665

405/216-2100; fax 800/997-3872
jherzberger@petra.com
www.petra.com/rto_index.php

Yamaha Music /I

Contact: Tom Murphy
6600 Orangethorpe Ave.
Buena Park, CA 90620-1396

800/386-8744; fax 813/925-1410
tmurphy@motivatedmarketing.com
www.yamaha.com

OFFICE SUPPLIES

Lonesource Inc. *

Contact: Tripp Rogers
115 Mackenan Dr.

Cary, NC 27511-7903

919/459-8205; fax 919/466-7072
tripp_rogersy@lonesource.com
www.lonesource.com

ON-HOLD MESSAGING

Let's Print Ink/America On Hold */\

Contact: Bonnie Nitzsche
7569 Barret Rd.
West Chester, OH 45069-2604

800/83-PRINT; fax 513/777-5757
bnitzsche@cinci.rr.com
www.letsprintink.com

PAYROLL AND
INSURANCE SERVICES

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

CM Services Inc. *

Contact: Jeff Kearns
P.O. Box 270
536 Maple Valley Dr.

Farmington, MO 63640-0270

800/888-8179; fax 786/513-3967
jlkfountain@aol.com
www.cms-service.com

SKIP/TRACE AND
CONSUMER INFORMATION

Teletrack Inc. */\+

5550-A Peachtree Pkwy., Ste. 600

Norcross, GA 30092-2555

800/729-6981, ext. 3; fax 770/449-6647
webi nfo@teletrack.com
www.teletrack.com

TRUCKS

Adobe Equipment Truck Center Inc. */\

Contact: Michelle Dunning
2915 Lawrenceville Hwy.
Tucker, GA 30084-8130

770/496-1000; fax 770/270-6774
Micki777@aol.com
www.adobetrucks.com

FLX Industries Inc. */\

Contact: Alan H. Peters
P.O. Box 520

Pikeville, TN 37367-0520

423/447-2187, ext. 23; fax 423/447-6502
flxadmin_l@bledsoe.net
www.flxtrucks.com

WAGE-AND-HOUR CONSULTING

Harry Weisbrod Assoc. Inc. �

Contact: Brian Farrington
P.O. Box 330088
Ft. Worth, TX 76163

817/429-8011; fax 817/423-0999
btfjd@aol.com

WAREHOUSE AND
DELIVERY SUPPLIES

RES Accessories */\

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

Sandhill Quilting Moving Pads,
Supplies & Equipment */\

Contact: George Walters Jr., Sue Quick
568 Antioch Church Rd.
Bennettsville, SC 29512-5810

866/783-7237; fax 843/479-2696
sandhilquilt@shtc.net
www.sandhillquilting.com
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ADVERTISER INDEX

APRO Member Services .48

ArchBrook Laguna 27

ColorTyme IFC-1

D&H Distributors 2

Easyhome 13

GE Appliances IBC

High Touch 5

Imagery Marketing Consultants 19

LG Electronics BC

Premier Rental-Purchase 48

Rental Information Systems 15

RentDirect Nationwide 24-25

RSSS 11

RTO Pro Software 19

SED International 45

Speed Queen 14

St. Louis Convention & Visitors

Commission 44

Teletrack 28

TRIB Group 10

Twin-Star International!
ClassicFlame 6

We are a franchising company
(hat provides startup and

angoing assistance to. experienced
RTO operators. We can provide fi­
nancial, assistance' with startup
capital and have a proqrarn to help
new business owners o.btain inven­

tory financinq with SBA Guaran­
teed Loan assistance. If you have
the des,ire to. awn your RTO cam­

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

www.premierrents.netfarcal.l1-
pl'ete details or call Trooper Earle
at (800) 2-Premier.

EQUITY INVESTMENT FUND AND
SBA LOAN A�SISTANCE

48 PROGRESSIVE RENTALS

APRO: TI-IE VALUE 01= ASSOCIATION

EXCLUSIVE MEMBER SERVICES

APRO GI;:NI;:RAL COUNSR: Ed Winn

III, APRO's general counsel, provides
limited free legal advice to APRO
members. Contact him at 512/476-0750,
edwinn@mwvmlaw.com.

RI;:NT-TO-OWN CONVI;:NTION AND
BUYING SI-IOW: APRO's annual event

brings more than 100 companies
catering to the rent-to-own industry
together with rental dealers from all
over the country. 'Ihere.are educational
sessions presented by respected
experts in addition to networking
opportunities and social events.

PUBLIC Rl;:lATIONS: Studio-produced
television and radio advertising are

available free to members. APRO also

represents member companies when
media crises arise. The public relations

campaign includes image-building
advertising materials and coordination
of the industry's commitment to

charitable causes. Contact Richard May
at 800/204-2776, ext. 104,
rmay@aprovision.org.

GOVI;:RNMI;:NT RRATIONS: APRO has

spearheaded the national safe-harbor

legislative effort and implemented
passage of state safe-harbor laws in 47

states. It maintains a grassroots network
of members supporting federal and state

legislative efforts and provides direct
financial support to candidates who
are advocates of our industry. Contact
Richard May at 800/207-2776, ext. 104,
rmay@aprovision.org.

RI;:NTAL TRAINING ONlINI;:: Rental

Training Online is an online education

program designed specifically for the
rent-to-own industry. Contact

Shelley Martinek at 512/225-1041,
smartinekeiaprovision.org.

WAGI;:-AND-I-IOUR CONSULTATION:
The law offices of Brian T. Farrington
provide limited free wage-and-hour
consultation to APRO members.
Contact Brian Farrington, 817/429-8011.

GROUP I-II;:ALTI-IINSURANU: Trustmark

Affinity Markets and Integrated
Insurance provide an exclusive
health insurance program for APRO

members, featuring discounted rates,

group buying power, more than 40

networks and a claims-stabilization
fund. Contact Robert Scott, RTO

Insurance, 309/686-3737, or George
Michelic, Trustmark Affinity Markets,
847/283-2041.

COMMI;:RCIALINSURANU: APRO­
endorsed commercial insurance offers

property, liability, auto and workers'

compensation programs customized
to fit RTO's needs. Contact Barry L.
Gambini or Jeanette Beardsley,
RTO Systems/Walter Clark
& Associates, 559/592-5777 or

559/781-3466, jeanettebqowlcins.com.

CRmlT/DI;:BIT CARD PROGRAM:
Moneris Solutions provides a credit/
debit card program with premium
service and exclusive rates. Contact

Joe Garza, 847/352-0787, joe.garza@
moneris.com.

INDUSTRY RI;:SI;:ARCI-I: APRO offers a

wide range of exclusive statistics and

survey results for RTO dealers and
those on Wall Street wishing to invest

in our industry. Contact Laurie Hill at

512/225-1045, lhill@aprovision.org.

WWW.RTOI-IQ.ORG



8r CONFESSIONS FROM

==== THE KITCHEN ====

"MV REFRIGERATOR
IS MORE ORGANIZED THAN

MV SHOE CLOSET."

Contact your Rental Sales Manager for product and pricing information

Paula Allison Paul Eichberger Fax

800.782.8093 800.782.8097 866.238.6595

GEProfil£™

You are the very picture of organization.

In your much admired shoe closet. And, in

your refrigerator to boot. The new GE Profile

refrigerator features two freezer drawers to

polish your organizational skills - no shuffling
and digging through freezer items to get to

the Rocky Road you're craving. The upper

drawer is great for everyday foods and is

wide enough to fit a frozen pizza, while the

lower drawer gives you flexibility with both a

middle basket for smaller items and a bottom

basket for larger ones. And, the refrigerator

laces it all together, with adjustable shelves

that move up and down and a QuickSpace

shelf that folds in to make room for taller

items. Tie it all up with a full width deli drawer

and convenient beverage rack, so even your

food behaves in an orderly fashion. Next

stop: your husband's workbench.

learn more and share your confession

at gekitchenconfessions.com

APR:) Associate Member since 1992



APR:)
Associate Member Since 1981

DON'T JUST RENT A TELEVISION,
RENT A LIFESTYLE - LG.
LG's exclusive line of rental LCD and Plasma flat panel TVs offer top of the line features such as XD Engine™ which creates images that

spring to life and Super IPS for LCD panels allowing the industry's best viewing angle of 178°. Rich colors, infinite details and incredible

depth are some of the enhancements that set us apart. As the world's largest manufacturer of flat panels", more people feel, see and

experience more in front of a LG Plasma or LCD flat panel than any other. LG's award winning flat panels come in many different sizes

and styles.

For more information please contact Don Julson at 847.941.8734


