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WELCOME BILL KEESE

Hearts. Souls. Families.

Our
profiles of rent-to-own families have become the most popular and widely read

series we've ever published. It's great to see so many families working together in

business. Originally, we intended to run this series for a year, but we know that

there are more families than we can cover in just six issues. So, we will continue

this look into the American family business through 2012. We don't want to over­

look anyone, so please send me an email and let me know of your family business. Also, once

again, I want to thank Kathy Windsor for the concept.
As we set about the task of producing each issue of the magazine, we face challenges bring­

ing these family profiles to fruition. Many of you are shy about taking part in this series. I can

understand this, but just so you know, most of our participants initially have been reluctant

to be in the spotlight. We are very appreciative of those who have agreed to the pro-
cess. I hope shyness won't prevent any of you from participating. Talk to those who

have been interviewed and you will find that it is a painless, yet valuable, way of

highlighting your family's participation in the rent-to-own industry. After all, this

industry is all about sharing information.
From a production standpoint, I want to thank Kristen Card, our hard-working,

very talented freelance writer who has written every family profile for APRO. Kristen is

a jewel to work with and always brings out a unique trait in every family story. She probably
knows more about what I call the "heart and soul" of our industry than anyone else in the country.

The right photograph is a key element in portraying each family. We don't have in-house

photographers who can travel the country capturing images of our membership. And not just any

photographer can capture the types of images that we aspire to publish. The art of finding the

right photographer rests solely with Neil Ferguson, our editor and art director. He spends many
hours researching photographers in each area and negotiates with them to convey his mind's im­

age ofwhat style to use that best portrays each family. This can be a difficult and frustrating task,
especially given the tight photography budget I give him. When you see Neil, thank him for his

long hours. He is the key to making this concept work.
We have many more families to locate, interview, photograph and thank for adding this personal

touch to the history of our industry. As with any history, we have plenty of dates, events and anec­

dotes, but what makes a lasting and memorable history are the people and their struggles, victories

and dreams. More than anything we have published, this family series not only puts a personal touch

to what we do, but also helps us fulfill our dream ofportraying the "heart and soul" of rent-to-own.

You will receive this issue of RTOHQ: The Magazine just before leaving your hometown to at­

tend APRO's 2011 Rent-to-Own Convention, Trade Show and Family Reunion. We look forward

to seeing all of you in Little Rock. In the unlikelihood that you're reading this and haven't made

plans to attend the Big Show in Little Rock, hop on a plane or get in your car and come on over.

You will never enjoy a show as much or get a better value. Come, participate, enjoy and-in the

process-make your company and our industry better!

G�
APRO's executive director

bkeese@rtohq.org
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12 : 21st-Century Rent-to-Own Collections

by Ed Winn III

When the laws relating to rent-to-own

collections, debt collections and repossession
were written in the 1970S and 1980s, there
was no Internet, no email, no Facebook, no

text messaging, no Twitter. But now, there's

potential for using these high-tech tools for
collections. APRO's general counsel explores
options for doing it legally and effectively.

22 : What's the Big Idea?

by Shelley Martinek and Neil Ferguson
APRO's Education Day at the 2011 Rent-to­

Own Convention and Trade Show in Little
Rock will offer a headful of ideas to improve
your business-from a cutting-edge marketing
plan designed specifically for our industry to

the latest strategies for managing staff, health
care reform concerns and legal challenges that
confront your business. Plus, some of APRO's
2011 seminar speakers offer our readers their

big ideas in advance of this summer's big event.

42 : Rent-to-Own Families, Part III

by Kristen Card

To celebrate APRO's Family Reunion this
summer in Little Rock, we present another

helping of profiles that spotlight family-run
businesses in rent-to-own. In this issue, meet

the Babers and Strunks of Mississippi, the
Pannells of Florida, the Roses of Virginia
and-from the vendor side of the industry­
the O's, known more formally as the

O'Rourkes, from Iowa.

Cover illustration by Rickmers



New revenue lor vou. Big savings lor them.
� Product

� Protection

'Rx_I] Health and
Wellness Discounts

� Valuable Grocery

� Coupons

�,: Dining and

� Shopping Savings

I,:iil Automotive and

� Travel Discounts

Benefit
marketing solutions

Our value packed membership program can create

a NEW REVENUE STREAM for your stores while

providing your customers with enough savings to pay
for the program several times over.

Our program can be CUSTOMIZED to fit your
needs and help turn your curious shoppers into

lifelong loyal customers. It's EASY to sell, easier to

administer and backed by over 20 years experience.
Best of all, it will generate NEW revenue that will
not diminish damage waivers or other fees.

The exceptional membership program from
BENEFIT MARKETING SOLUTIONS - a win-win
for both you and your customer.

For more information, contact:

Susan Matthews - 972-285-1355

smatthews@benefitmarketingsolutions.com
APR:t Associate Member since 1991



APRO.s New-and-Improved
Rental Training Online

WWW.RTOHQ.ORG > RTO EDUCATION RESOURCES

� New, easier-to-use interface. Offering APRO's original training courses­

Introduction to Rent-to-Own, Rental Delivery and Safety, Customer

Satisfaction in Rent-to-Own, Communication in the Rent-to-Own Workplace
and Account Management in Rent-to-Own. More courses are coming soon;

rent-to-own management training is in development now.

� Courses are only $10. APRO has lowered prices to give all employees in the

industry an opportunity to receive proper training.
� Enhanced administrative control and registration. Easily assign

courses and track training progress within a company. Allow employees
to self-register or direct control of the registration process to a company

administrator.

� Expanded payment options. Credit cards, eCheck and online invoicing.
� E-mail notification. Alerts employees when a new course is assigned.
� Certificates of completion. Generated automatically; stored in the system.

To register for a free account, visit www.rtohq.org.click on the "RTO Education

Resources" tab, then "Enter APRO's New Virtual University." To set up a corporate
account for APRO's Rental Training Online, contact Nicole Tosie at 314/835-0004,
ext. 304. For questions regarding the Rental Training Online program, contact

Shelley Martinek at smartinek@rtohq.org, 800/204-2776, ext. 109.
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High Touch and

RSSSlaunch

or the past 18

months, High Touch

and RSSS have been

developing Cynergi
Suite, a modernized,
web-based rent­

to-own store-management
software package with a

bevy of ancillary products to

fit the industry's expanding
needs. Cynergi blends the best

features and functionality of

High Touch and RSSS systems.
The companies will unveil their

product in June and showcase

it during APRO's 2011 Rent­

to-Own Convention and Trade

Show in Little Rock, July 11-14.

"Cynergi Suite is a won­

derful collaborative effort to

create an unparalleled store

management system for the

rent-to-own industry that is

better than the two individual

systems it's replacing," says

Wayne Chambers, president
and CEO of High Touch Inc.

More than 35 streamlined

features are being introduced

with Cynergi to create what

Chambers describes as "a

uniquely robust management

system." The web-based

system offers a graphical user

interface for store employee
functions. Chambers reports
that Cynergi Suite significantly
enhances inventory- and cus­

tomer-management processes

and offers improved sales func-
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tions. The suite's inventory pro­

gram can search enterprise­
wide and, once located, an

item can easily be attached to

a customer's rental agreement.
Product can be transferred or

ordered in real time.

Customer information also

can be accessed instantly
through multiple search fields,
including payment informa­

tion and rental transaction

history. Payments and account

transfers can be done at any
location within the company.

"One very important cus­

tomer management enhance­

ment is the ability to search for

an applicant's history across

all enterprise locations and

be able to pre-screen the cus­

tomer against Cynergi Suite's

charge-off or delinquent-pay­
ment history database," says
Ellison Crider, general manager
of RSSS. "This feature alone

can significantly increase the

bottom line by decreasing the

number of customers who have

an unreliable payment history."
Cynergi Suite's reportal fea­

ture off�rs-PDF and text-based

reporting, which runs automat­

ically according to any sched­

ule desired by the user. As an

option, daily reporting can be

sent to the reportal to give
the client a paperless report­
ing system. Reports can also

be run on an ad-hoc basis and

printed or sent to the reportal.
Audit reports are available for

fees, sales tax, deposits and an

employee audit trail.

Cynergi Suite is a Linux­

based system and can be

accessed at the home office or

store level with a Macintosh,
Windows-based PC, iPad or

other web-enabled device.

The latest technology makes

this system more flexible and

less dependent on hardware

requirements and it will ac­

commodate many types of

additional hardware.

Accounting functionality
also has been improved, with

additional tools that calculate

book and tax depreciation, as
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well as the ability to interface

directly with the built-in ac­

counting system. It includes

a standard integrated payroll
package and will interface with

third-party payroll programs.
A revamped sales and

marketing component is incor­

porated into Cynergi, allowing
the user to launch customized

marketing programs to active,
inactive and prospective cus­

tomers. Marketing programs
can be set to deploy daily,
weekly or monthly. Marketing
data can be viewed in common

formats, such as a PDF, or eas­

ily exported as CSV files.

Cynergi Suite also provides
an offline solution. If an Inter­

net connection is interrupted,
users will be able to continue

performing enhanced core

business functions, such as

adding agreements and taking
payments. Any offline work is

automatically updated to the

central server once connectiv­

ity is restored.

Another significant feature

is the online employee train­

ing component that can take

place wherever there is a

computer and Internet connec­

tion. Employees master each

lesson at a self-directed pace
and as they proceed through
tutorials, they receive instant

feedback confirming the choice

or directing them to the ap­

propriate response. All training
documentation is stored online

and updated as changes are

needed. Once the training is

complete and an employee has

been tested for proficiency,
certification is awarded and

notification is sent to the ap­

propriate personnel.
"The online training compo­

nent of Cynergi Suite is cutting­
edge and easy to operate,"
says Jeff Lucas, High Touch's

director of client services. "It

Cynergi Suite's Inventory Maintenance and Customer Look-Up screens
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RTOCalendar

July 11-14

APRO's 2011 Rent-to-Own Convention and Trade Show,
The Peabody Little Rock Hotel and Statehouse Convention

Center, Little Rock, Arkansas. For more information,
contact Shelley Martinek, 800/204-2776, ext. 109,

smartinek@rtohq.org; or visit www.rtohq.org.

July 20 and 21

Rent One's Day on the Diamond, Rent One Park, Marion,
Illinois. For more information, contact Kris Lowe at

618/242-8448, ext. 218, klowe@shoprentone.com; or

visit www.rtohq.org/pdfs/Day_Diamond_2011.pdf.

July 22 and 23

Full-O-Pep's Innovation Expo: Celebrating 30 Years and

Beyond-featuring managers' golf tournament, vendor

show and company-wide hog roast and picnic, Nashville,
Indiana. For more information, contact David P. David at

812/333-7496, david@americanrentals.com.

August 1-5

Las Vegas Market: Summer 2011, Las Vegas, Nevada.

For more information, call 888/416-8600 or visit

www.lasvegasmarket.com.

August 18

KLQ Education Foundation's Dan Quinn and James Webber

Memorial Golf Outing and Auction, The Golf Club at Hawks

Prairie, Lacey, Washington. For more information, contact

Bryan Huff, 253/539-0516, Bryanh@quality-rentals.com.

August 20-22

The Premier Companies Dealer Retreat, Grapevine, Texas.

For more information, contact John Darden at 434/566-
3652, JohnDarden@premierrents.com.

August 21-23

RentDirect Nationwide PrimeTime! Vendor Show, Gaylord
Texan, Dallas, Texas. For more information, contact James

MacAlpine, 336/714-8802, jamesm@nationwidegroup.org;
or visit www.nationwideprimetime.com.

August 24 and 25

The Premier Companies Premier Home Furnishings Summit,
Fort Worth, Texas. For more information, contact John

Darden at 434/566-3652, JohnDarden@premierrents.com.

August 29-31

TRIB Group's 2011 Meeting of the Minds & Buy Fair (with
BrandSource Convention), Caesars Palace, Las Vegas,
Nevada. For more information, contact Dennis Shields,
770/451-4302, dennis@tribgroup.com; or visit

www.tribgroup.com.
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Martinek and
Hill take new

positions on

APRO's staff

will definitely reduce labor

and materials costs to the

bottom line."

Upon its general release,

Cynergi Suite will include

electronic delivery of purchase
orders, further integration with

mobile devices, a comprehen­
sive performance management
business intelligence tool and

options to migrate to addition­

al paperless solutions.

Both High Touch and RSSS

have provided high-tech solu­

tions to the rent-to-own indus­

try for more than 25 years. The

two companies joined forces

nearly 10 years ago to better

serve their clients and the

industry.
"There has been a great deal

of time and effort devoted to

this project by a large number

of people to produce a store­

management system for rent­

to-own that combines the best

of both systems," Chambers

says. "The end result offers

greater flexibility, ease of use,

speed to market and a number

of additional overall options for

the user."

The APRO staff is known for

its longevity of service;
most staff members have been

on the job for more than a de­

cade. But that doesn't mean job
duties don't get tweaked every
once in awhile. In May, APRO

Executive Director Bill Keese

announced that, in addition

to her duties coordinating the

APRO's RTO Employees Disaster ReliefFund

available for storm and flood victims

Violent
weather across the Midwest and South over the past few months has pro­

duced a record number of tornado reports and left a trail of death and destruction

that is still being tallied. Fierce tornadoes careened through downtown Tuscaloosa,

Alabama, in April and Joplin, Missouri, in May, causing massive devastation and hundreds of

lost lives. The tornadoes wiped out homes and businesses, forced a nuclear power plant to

use back-up generators and prompted the evacuation of a National Weather Service office.

In addition, flooding around the Mississippi River has caused significant damage along its

banks in Iowa, Missouri, Illinois, Arkansas, Tennessee, Mississippi and Louisiana.

Unfortunately, natural disasters have become all too common. While we don't know when

or where the next one will occur, we have learned that a quick response with aid is essential. To

address these needs, APRO established the RTO [ReliefTo Our] Employees Disaster Relief Fund

in 2005. It is administered through APRO's

charitable foundation and the proceeds go

directly to rent-to-own employees in need.

If you are an APRO member in good
standing and your company or employees
have been affected by these recent natural

disasters, contact Shelley Martinek, APRO's

director of member services, at 800/204-
2776, ext. 109, smartinek@rtohq.org to

apply for disaster-relief assistance.

Rent-to-own has always been a family
of generosity. Please contribute to the �TO
Employees Disaster Relief Fund and encour­

age your employees to do the same. A small

contribution will make a big difference and prove, once again, that the rent-to-own industry
strives to help those in need. For more information, visit www.rtohq.org/apro-rto-retief-to­
our-employees-disaster-relief-fund.html.
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association's annual conven­

tion, education and training
programs, Shelley Martinek now

will also be APRO's director of

member services. Laurie Hill,
who formerly held that post, will

now be APRO's IT/Web director,

coordinating all of the high-tech
needs at the office and main­

taining the association's website,

www.RTOHQ.org.
Martinek, who has been an

APRO staffer for 23 years, says:
"I look forward to talking more to

our members and

focusing on giving
them the most

benefit for their

APRO membership
as possible. The APRO staff is

strongly invested in the success

of the rental industry and we

want to hear from you on how we

can better serve our members."

Hill, who has been with APRO

for 19 years, will help develop a

greater cyber presence for the

association, as well

as continue to

maintain APRO's

database, publica­
tion circulation and

event registration. "I am really
excited to step into a new role

and see APRO from a completely
different angle," Hill says. "I

always enjoy a new challenge
and as I grow in my new position,
I am confident that APRO will

grow as well." Hill's objectives
include developing APRO's

social media exposure and

exploring new technologies to

streamline daily operations.
"Although APRO staff members

each have specific duties within

the office, one oftheir strengths is

that they work together extremely
well as a team," Keese says.

Feel free to contact Martinek

(ext. 109, smartinek@rtohq.org)
or Hill (ext. 103, lhill@rtohq.
org) at 800/204-2776 with your

questions or comments.
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APRO's2011

Legislative Conference

More than 120 rent-to-own dealers,
vendors and other industry

professionals met on Capitol Hill

May 3-5 for APRO's 2011 Dave

Egan Legislative Conference. They
came to enlist support for the

Consumer Rental Purchase Agreement
Act (HR 1588 and S 881). More than

30 additional co-sponsors have

agreed to sign on to the bill as the
result ofmeetings held during the

conference, bringing the current

total of co-sponsors to 59 in the
House of Representatives.

For expanded news coverage
and additional photographs

of rent-to-own events,
visit www.rtohq.org.
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1: Jon Gazzo, Jim and sharon Tomaszewski, Jamie Slatton,
Florida Congresswoman Frederica Wilson, Adam Sutton, Joe

Gazzo, Vince Nicholson and Brent Sutton 2: Lead sponsor of

HR 1588, Texas Congressman Francisco Canseco, addresses

conference attendees, including Shannon Strunk, Tiger John

Cleek and Bill French. Former lead sponsor Representative
William Lacy Clay is next to Canseco. 3: Pennsylvania
Congressman Todd Platts (left) meets with rental dealers

Dan Fisher and Farzad Irani. Seated next to the congressman
is Fisher's daughter, Maria, who also attended APRO's

Legislative Conference. 4: During the Legislative Conference

dinner, an auction was held to raise funds for APRO's

education scholarship program. 5: Hilary C. West, legislative
counsel to North Carolina Congressman Melvin L. Watt, meets

with rental dealers Larry, Brenda and Darren Tinney, lobbyist
Tonya Speed and Jonathan Rose. 6: APRO Executive Director

Bill Keese addresses attendees at the Legislative Conference

dinner at the Folger Shakespeare Library. 7: Brent Sutton and

Florida Congressman Tom Rooney 8: Spencer Smith (right)
and his daughter, Abigail, meet with colorado Senator Mark

Udall. 9: Pennsylvania Senator Robert Casey Jr.'s legislative
aid meets with Maria and Dan Fisher and Farzad, Khodi and

Jeroo Irani. 10: Legislative Conference attendees 11: James

MacAlpine with North Carolina Representative Virginia
Foxx 12: Courtney Birch, Larry Carrico, Congressmen Aaron

Schock, Congressman Bobby Schilling, Gopal Reddy, Mark

Connelly, Kevin Milliron, congressman Adam Kinzinger, Brent

Gregurek and David Keen 13: Florida rental dealers meet with

Massachusetts Representative Edward Mackey on the Capitol
steps-Vince Nicholson, Jim Tomaszewski, Jamie Slatton,
Brent Sutton, Jon Gazzo, Congressman Mackey, Joe Gazzo,
Adam Sutton and Sharon Tomaszewski.
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Using

voice
mail,

text

messaging,

email

and

social

media

legally

and

effectively

By
Ed

Winn
III

hen the laws
relating

to

rent-to-own

collections,

debt

collections

and
repossession

were

written,

there
was

no

Internet,

no
email,

no

Facebook,

no
text

messag­

ing,
no

Twitter.

These
laws

were

established

in the

1970S

and 1980s,
when

rental

dealers

called

custom­

ers
on

land lines,
wrote

them

snail-mail

letters,
ran

past-due

cards in
their

trucks
and

parked
them­

selves
on

front
porches

when
thephone

and the u.s.

mail

communications

didnotget
the

desired

results.

Communication

with

customers

was

primarily

on

the
telephone

or

face-to-face

in the
store

or at the

house.
Today,

communication

between

people
has

changed

dramatically,

once

and

forevermore,

with

the
Internet

and its
progeny.

The
rules

relating
to

debt-collection

efforts
have

been
slow to

catch up.

Courts,

lawyers,

collectors,

consumer

advocates

and

government

agencies

are

adapting
the

existing

col­

lection
laws to

this
new

world
of

communication.

Rent-to-own

dealers

need to be
aware

ofthe
inter-

play
of

collections

laws
and thenew

communication

technologies

as theygo
about

the
business

ofrent­

ing
and

collecting.
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ebt-collection agencies have different, strict­
er rules than those applied to companies col­

lecting debts or repossessing merchandise
on their own accounts. This is because debt­
collection agencies, unlike rent-to-own deal­
ers and other merchants, have no history or

ongoing relationship with the customer. They
are unlikely to have any relationship in the fu­

ture after the debt issue is resolved. That relative

anonymity and indifference to a good business reputation
with the customer or in the community can lead to harsher
conduct; thus the stricter rules. For debt-collection agen­
cies, getting the money is 100 percent of the job. For rent­

to-own dealers, collecting is only part of the job, the other

part being renting.
The federal Fair Debt .collection Practices Act, which

applies to debt-collection agencies but does not apply
to RTO dealers or other merchants collecting their own

accounts, generally prohibits "abusive, deceptive and
unfair" debt-collection practices. The law then catalogs
numerous practices that rise to this level. This general
language-the same three words, in fact-appears in

roughly half of the state debt-collection statutes that do

apply to rent-to-own dealers. Moreover, every state has
its own deceptive trade practices statute that generally
prohibits "unfair or deceptive" conduct toward consum­

ers, including collection efforts. The test is not what is
unfair to a sophisticated participant in the marketplace.
Rather the test is what would be unfair or deceptive to

an unsophisticated, credulous consumer.

Among the specific prohibitions in these state laws
are the following activities:

� Using obscene or profane language;
� Using threats of violence;
� Contacting consumers at unusual times or places;
� Misrepresenting a consumer's legal rights;
� Disclosing a consumer's personal financial

information to friends, neighbors or an employer;
� Obtaining information through false pretenses;
� Impersonating public officials; and
� Simulating legal process.
Within these guidelines, dealers must get in contact

with customers in default and either arrange to get paid or

get their property back. Rent-to-own customers often do
not want to communicate with rental dealers because they
are embarrassed and ashamed of their situation-and also
because as long as they can avoid communication, they get
to watch their dealer's television for free. The good news

is that most people, although certainly not all, are honest
and want to do the right thing. Otherwise, rent-to-own

would long ago have ceased to be a viable business.
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How many contacts is too many? Regardless of the

technology used, there is some limit to the number of
times that a dealer can contact or try to contact a con­

sumer about the account, after which the conduct be­
comes harassment and is illegal. Unfortunately, nowhere
is that number precisely defined. As with most things,
it will vary with the circumstances. However, a dealer
can quickly find himself on the defensive if a consumer

claims that he or she is being harassed and the dealer
has to defend and justify the number of calls made in

one day or over some other period of time to a jury. Jury
panels are populated with other consumers, not other
rental dealers, and they will tell you if you have called
too many times, based upon how often they would want

to be called.

Happily, there has begun to be some guidance. The

Washington State attorney general settled a complaint
with a rental company last summer. In that settlement,
the attorney general agreed that the rental company
could contact a customer up to six times per week with­
out running afoul of any debt-collection rules in the
state. The settlement indicated actual contacts and not

merely attempts. That is to say that rental dealers in that
state can have actual contacts with customers six times

per week and can, presumably, make additional attempts
in order to have that many contacts. In Massachusetts,
there is an attorney general administrative rule indicat­

ing that more than two contacts per week may be harass­
ment. So, the rule regarding the number of contacts may
depend upon where the dealer is doing business. And, of
course, it may depend upon the mode of communication.

VOICE MAIL. One technological advance, caller ID,
immediately became the bane of rent-to-own dealers ev­

erywhere, as well as all other businesses with past-due
customers on the books. It has made collections infinite­

ly more difficult. Consumer advocates insist that con­

sumers are not obligated to answer the telephone every
time it rings. Business people argue that consumers are

obligated to pay their debts, or, in the rent-to-own world,
return the merchandise if they are not going to keep pay­
ing rent. RTO dealers and others insist that what they
want to do is to have contact with past-due customers

to find out what has gone wrong and work toward a so­

lution satisfactory to both sides. Consumer advocates,
because they tend only to hear the horror stories, are

persuaded that the only reason creditors want to contact

past-due consumers is to harass them into paying, which
is illegal.

Rent-to-own dealers want to get the account cur­

rent; if they can do so, they can keep the customer on



the books. If they cannot do that, then they want their
stuffback. And, yes, they do want to talk to the customer

about the account to learn what is going on. With caller
ID on all cellphones and any number of land lines, when
the store's telephone number shows up on caller ID, deal­
ers are often shunted off into voice mail instead of get­
ting to talk to the customer. When that happens, what
kind of message should they leave?

First of all, while dealers can use technology that
masks the telephone number from showing up on a cus­

tomer's phone screen, the dealer cannot use technology
that will cause a fictitious or misrepresented number
to appear. Such a ploy would be considered a deceptive
trade practice in every state because the dealer or deal­
er's employee is deceiving the customer about the iden­

tity of the caller. The software to accomplish this exists,
but it is illegal to use it everywhere.

kSthe

Merely masking the store's tele­

phone number is legal, but mayor may
not work, since many people will not answer

a call when the caller ID shows that the caller is

"unknown." There is nothing wrong with store employ­
ees using cellphones to call customers about their ac­

counts. If a number that the customer does not recog­
nize shows up on the caller ID, the customer may answer
to find out who it is-the first time, anyway.

Interestingly, the Federal Trade Commission's Tele­

marketing Sales Rule requires telemarketers to transmit

their telephone number and, if possible, the company
name to the caller- ID screen. Consumer advocates argue
that the same rule should apply to all debt collectors, but
there is no such rule for rent-to-own dealers and other

primary debt collectors, at least not yet.
So, if the customer will not answer the telephone,

leaving a voice-mail message is all that the dealer can

do on the phone. Leaving voice-mail messages raises the

privacy issue-the consumer's right not to have private
financial information aired to third parties. Dealers
cannot be sure who will listen to a voice-mail message.

Dealers cannot misrepresent who they are and so the
safest message to leave is simply, "This is Joe Smith at

Acme RTO. I am calling for Carol Customer. I am sorry I

missed you. Please call me at your earliest convenience at

555-4567." Dealers will note that this is basically the same

information that they can safely leave on door hangers
for exactly the same legal reason-privacy.

Third-party debt collectors have an additional bur­
den because of requirements in Fair Debt CoIIection Prac­

tices Act. Here is how the collection agency trade associa­

tion recommends leaving voice mails in the aftermath of
court rulings over such messages: "This is a message for

Mary Smith. If you are not Mary Smith, please hang up
or disconnect. Ifyou are Mary Smith, please continue to

listen to this message. Ms. Smith, you should not listen
to this message so that other people can hear as it con­

tains personal and private information. There will be a

three-second pause in this message to allow you to listen
in private. [Pause] By continuing to listen, you acknowl­

edge that you are Mary Smith. This is Bob Jones from
ABC Collection Agency. This is an attempt to collect a

debt and any information obtained will be used for that

purpose. Please contact me about an important business
matter at 555-1234."

Rent-to-own dealers are not bound by the same rules
as third-party debt collectors, but some dealers may want

to style their voice-mail messages along these lines.
Dealers should be aware that several state debt-col­

lection statutes that apply to primary debt collectors,
including rent-to-own dealers, list as an automatic

violation of the law the threat of criminal prosecution.
Generally, these statutes prohibit threatening criminal

prosecution for failure to pay a debt and dealers, when

they threaten, are threatening prosecution for violation of
their state's theft of rental property statute-stealing the
TV-not merely refusing to pay a debt. This is a valid legal
distinction, but can get lost when a jury hears of a dealer's

generally harassing conduct. In a recent Oregon case, a

rental store employee telephoned and threatened jail time

for a customer and for the customer's mother, who allegedly
had the television. Those conversations, taped by the cus­

tomer and played back to the jury, resulted in a jury verdict

against the company for $180,000. (When presented with
the two tape-recorded conversations, the company knew
that it had a problem and tried to settle for $50,000 before
trial, but to no avail.)

CELLPHONES. With the proliferation of cellphones
in American life-as of June 2008, 84 percent of the
u.S. population owned cellphones-dealers are not sur­

prised when customers list their cellphone numbers on
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rental applications. Consumer advocates have none­

theless argued that debt collectors should not be able
to call consumers on their cellphones when they are in

default. They argue that such calls may impose costs on

the consumer, especially if the plan charges the user by
the minute. They also argue that calls to cellphones may
embarrass, inconvenience or endanger consumers if they
are called while driving, at work or, generally, when oth­
ers can hear the conversation. The Telephone Protection

Act and its FCC regulations do prohibit the use of auto­

dialed and prerecorded calls to mobile phones. However,
for the moment at least, few if any rental dealers are us­

ing these technologies. Even this law is subject to an ex­

ception if the customer has given prior express consent

and the FTC has concluded that if a consumer lists a cell­

phone number on an application, that is consent for the
merchant to make contact via that number. The best ad­
vice for rental dealers is to get as many telephone num­

bers as possible from the customer on the rental appli­
cation and then add language that the customer agrees
that the dealer can use any of the numbers listed when

calling about the account.

TEXTING. Similarly, dealers should get consent in the
rental application to send text messages to the cellphone
number if the dealer wants to use this communication

option. Dealers have to exercise caution with the word­

ing of text messages in order to safeguard the customer's

privacy. To be safe, dealers should not text any informa­
tion other than what they would put on a door hanger.
The rental application should get the customer's consent

to allow the dealer to send text messages.

EMAIL. Some dealers want to communicate with past­
due customers via email and some customers prefer this
mode of communication, also. To do so, dealers must, of

course, get the customer's email address or addresses. The
best time to do this is up front while relations are cordial.
Dealers can ask for the email addressles) as part of the ap­

plication process and then get the customer to agree that
the dealer can contact the customer via email regarding
the account. Email can be a useful tool for communicat­

ing with customers. It is easy, convenient, non-confronta­
tional and there is accountability on both sides, because
there is a record of everything that is written in an email

exchange that can be printed out if need be. On the other

hand, emails are informal and that informality can lead
store personnel to send inappropriate messages in an

email when angered or challenged by a customer. Dealers
need a written policy agreed upon by all employees con­

cerning the use and content of emails to customers.
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The rules tighten for customers who fall past due.
Dealers cannot guarantee that an ordinary email contain­

ing information about the customer's account or a demand
for payment or return of the merchandise will not be read

by others. This is more likely if the customer's email ad­
dress is a work address and the employer can monitor

employee emails. Sending past-due account information
and demanding payment via regular email may subject a

dealer to deceptive trade practice and invasion of privacy
allegations in every state. However, just as technology has
created a potential hazard, technology has also developed
a solution. Dealers can send demand letters and other
collection-oriented emails to customers using encryption
technology. Any type of document-a letter saved as a Mi­

crosoft Word file or a PDF, for example-can be sent en­

crypted, which means that the email attachment can only
be opened with a key that the recipient types to open the
email. The dealer can send the customer the key-say the
last four digits of the customer's Social Security number­
in a separate email. Then, only the customer can open the
file attached to the email and read it. Encryption software
is readily available and is cheap or free.

Once again, this process, including the key, can be
set up in the rental application, or later as needs require.
Dealers may not be able to require customers to open en­

crypted emails, but they can send them securely without

raising privacy issues.

Much like the collection letters that dealers mail to

customers, the information in even encrypted emails
should be approved by the company and be generally
uniform. The rules regarding the content of debt-collec­
tion communications to consumers is the same regard­
less of the mode of communication. See the list of illegal
conduct on the preceding page.

Rental dealers cannot leave store employees free to

send emails to customers whenever and however they
see fit. Dealers must control the content of email mes­

sages going to customers and if the email is going to a

past-due customer, the dealer must make sure that only
the customer will see its contents.

SOCIAL MEDIA. This area of collections law is so new

that there is no agreed-upon legal definition, yet, of the
term. Most people recognize social media as referring to

a website or smart-phone app that allows interactive social

networking among individuals. The most popular social
media sites at the moment are Facebook, Twitter, LinkedIn,
Myspace, mylife and Foursquare. There has not been much
law developed concerning these sites and the potential for
debt collection on them. In the first case of its kind, a judge
in St. Petersburg, Florida, issued an injunction against a
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debt-collection agency last month forbidding the agency
from contacting the debtor or her family or friends on Face­

book or any other social media site. The debtor, Melanie

Beacham, owed $362 on a car loan. According to the debtor,
she had already been in touch with the agency and made

arrangements to pay the balance due when an employee of
the collection agency, using the name Jeff Happenstance,
posted messages on the debtor's Facebook "wall" and the
walls of two friends, asking that the debtor contact him at

a telephone number listed in the message. There was no

mention of any debt or the name of the collection agency
in the messages. The judge ruled that these messages were

likely a violation of the debtor's right to privacy and state

debt-collection law as well.
There are public and private areas on Facebook pages.

Some users make all of their information available to any­
one who visits the site. Other users make
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their information only available to their

"friends"-people to whom they have given
permission to visit their pages. Everyone
agrees that public information on so­

cial media sites can be viewed by any­
one without getting permission. That
would include rent-to-own dealers and
debt collectors. Searching social media sites for

public information may assist dealers inlocating skips
and stolens. A customer may change physical addresses
while keeping his or her identity intact on Facebook pages
or other social media sites. Consumer advocates lament the
fact that too many people are far too public with what the
advocates think should be private information, but part of
the attraction of social media sites is that they are forums
for people to publicize themselves in a way that has never

before been possible. It is a way to reach for one's 15 minutes

of fame and it is certainly true that when people publish
information on social media websites, they are not likely
thinking about rental store collectors or their creditors.

Pubic information often includes a "wall" of pictures.
Scrutinizing a customer's pictures on Facebook may show
that person using the laptop that he claimed was stolen.

18 I RTOHQ: The Magazine

However, dealers will have to exercise control over how
much time employees spend trolling social media sites on

the off chance of turning up a skip or stolen or a rental
thief. Very quickly, time on the computer could be better

spent out on the floor renting more televisions.
It is one step to glean information that is available to

the general public from these sites. It is another, more com­

plicated step to access information from private sites. To do
so on Facebook, one must become a "friend" and that can

only occur if the customer with a page on Facebook gives
permission. A customer in default on a rental agreement is

not likely to want to be friends with an account manager
from the rental store trying to get a television back.

Collection laws prevent dealers or other collectors
from misrepresenting who they are when trying to collect
a debt or recover merchandise. An employee could use his
or her real name without identifying the employer initially
to set up a Facebook account and ask to be friends with cus­

tomers. If the customers accept the employee as a friend,
the employee can then access private data. Once a friend,
an employee can send private messages to the customer, but
once again, the same rules apply to this communication as

to all other communications relating to collection efforts.
Dealers can ask about Facebook pages and other social

media sites during the customer's application process. The
time when a customer is getting that new big-screen televi­
sion is a good time to make a "friend" request. Later on, if a

customer becomes disenchanted with the dealer's messages
on Facebook, the customer can "unfriend" the store and

cut off access to private data. This is in keeping with

general thrust of collection laws that allow consum­

ers to notify a debt collector in writing either to make
further inquiries through the consumer's lawyer or to

cease further communication with the debtor.

THE FUTURE. Communications technology will con­

tinue to evolve. Already, people can talk face-to-face on

their smart phones. Three-D technology and holograms
will not be far behind. The day will come when a realistic,
holographic image of an account manager will magical­
ly appear in the customer's living room pointing to the
television and demanding its return or payment for it. It

will be scary and very effective. A few years after that,
we will have hologram collection laws. In the meantime,
dealers must use the technologies that exist today and

they must use them prudently and legally. Doing so can

only make rent-to-own businesses more efficient and ul­

timately more profitable. if

Ed Winn III is APRO's general counsel. His email address is

edwinn@mwvmlaw.com.
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BIG SHOW IN LITTLE ROCK
APRO'S 2011 RENT-TO-OWN CONVENTION AND TRADE SHOW

What's the Big Idea?
FIND OUT THIS SUMMER IN LITTLE ROCK

This
year, one of the big ideas is marketing. During Education Day

on July 12 at APRO's Rent-to-Own Convention and Trade Show in

Little Rock, we'll offer you some cutting-edge marketing ideas. For

years, the rent-to-own industry has struggled with its image as it at­

tempts to attract new customers. Marketing is a key component of

enhancing our industry's image and communicating to nearly 40 million non-

customers that rent-to-own is a viable option they should consider.
Education Day at APRO's annual event will begin with a really big idea: an

Innovation Marketing Session presented by Jill Adams McDonough. Over the past
several months, McDonough-a nationally known marketing consultant and
founder of Prevail! Strategic Marketing & Communications-has been compil­
ing rent-to-own research gathered in focus groups and from industry surveys
and analyses. With 13 years worth of data at hand, McDonough will unveil a

rent-to-own marketing plan available only to those who attend APRO's summer

event. Also during this marketing session, rental dealers who attended recent

rent-to-own focus groups will reveal what they learned from potential custom­

ers surveyed in the studies.

Returning again this year, APRO's popular roundtables will be chock-full
of ideas offered by your colleagues-valuable information that you can take
back to your company to improve and expand your business. You're encouraged
to bring your ideas to the table, as well.

Education Day will culminate in the afternoon with sessions presented by
industry insiders and experts offering a wide array of useful tools to help you
succeed. We'll take a close look at in-store design and prove what a crucial ele­
ment it is to your customers' satisfaction. Human resources will be addressed
in a number of seminars designed to help you create an extraordinary team for

your company. APRO's general counsel will update attendees on all of the latest

legal and legislative issues that concern the rent-to-own industry and we'll also
examine the year-old health care reform legislation that is affecting every busi­
ness in the country.

After you've perused the seminar descriptions on the next few pages, take
a closer look at some of the fresh ideas that will be presented this summer in

articles written by a few of this year's seminar speakers, as well as a feature by
William Taylor, who will present a keynote address on July 13. Screw in your light
bulb, flip the switch and let these bright ideas light up your business!



BIG SHOW IN LITTLE ROCK

APRO'S 2011 RENT-TO-OWN CONVENTION AND TRADE SHOW

ALL EDUCATION DAY SESSIONS WILL BE HELD JULY 12 AT THE PEABODY LITTLE ROCK CONFERENCE CENTER LECTURE HALL, LEVEL 2

Innovation Marketing Session:

Grab That New Customer

Jill Adams McDonough,
Prevail! Strategic Marketing &

Communications

8-9:30 a.m., Conway Room

Imagine 40 million prospects
who could be converted into

customers. Now imagine a nation­

ally known professional marketing
consultant tapping recent qualita­
tive and quantitative research to

formulate a potential marketing
plan specifically for the rent-to-own

industry. Attend this session and

you won't have to imagine any­
more. You'll have access to insights
compiled from recent APRO focus

groups, national surveys and analy­
ses-the culmination of 13 years of
rent-to-own market research.

APRO members who witnessed
four recent rent-to-own focus group
studies first-hand are already imple­
menting new marketing initiatives

they learned at those events and

they'll be on-hand during this session

to offer their insights to attendees.
This Innovation Marketing Session will
unveil how to implement these re­

search results, which could help bring
some of those 40 million potential
new customers into your stores.

Marketing expert Jill Mc­

Donough founded Prevail! Strategic
Marketing & Communications to

provide analytical,
ethical and creative

business-building and

business-protection
solutions to organiza­

tions. She is committed to building
brands and categories through
research-driven public relations

strategies and has provided analyti­
cal and effective integrated market­

ing counsel for many clients.
This session is sponsored by Imagery

Marketing Group.
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Innovation Roundtables

for Small, Medium and Large
Rent-to-Own Companies
Moderated by Casey Pristou, Aaron's

Sales & Lease Ownership; Mike Tissot,
Countryside Rentals; and Dennis

Adams, Full-a-Pep Appliances
9:45-11 a.m., Harris Brake, Conway
and White Oak Rooms

Rental dealers assembling to

share information is one of
the best ways to get new ideas for
business and find solutions to work­
related challenges. Tap into the in­

sights your colleagues are willing to

share and elevate your rent-to-own

business to new heights. APRO's

popular roundtable sessions will
be divided into three groups, based
on the size of companies; this will
assure that you acquire the insights
that best suit your business.

Casey Pristou is president of
Watershed Development Corp.,
which owns and operates eight

Aaron's stores in Illinois
and Iowa. He is on the
Illinois Rental Dealers
Association board of
directors and is actively

involved in the IRDA and APRO

annual legislative conferences. He is

a CPA, having received his under­

graduate degree from Boston

University and an MBA from
Northwestern University.

Mike Tissot grew up in the
rent-to-own business; his father is

former APRO President Darrell Tissot.
After receiving a BA in

economics from Denison

University, Tissot spent
five years at one of the

largest marketing
agencies in the country. Currently, he
owns and operates 27 Rent-2-0wn

stores in Ohio and Kentucky. He is

president of the Ohio Rental Dealers
Association, a current APRO board

member, TRIB Group board member
and was recipient ofAPRO's 2008

President's Award of Excellence.
Dennis Adams has worked for

Full-O-Pep Appliances/American
Rentals for more than 30 years and,

as district manager, now

oversees 10 of the

company's central
Indiana stores. He

serves on the APRO

board of directors and is president
of the Rental-Purchase Dealers
Association of Indiana. Adams has
worked diligently for many years on

RTO-related legislative issues in his
home state and on the national level.

Developing Future

Rent-to-Own Leaders

Lyn Leach, Ace Rent-To-Own

12:30-2 p.m., Harris Brake Room

This seminar will unveil a five-part
program that will help set you on

the path toward creating a superstar
staff for your company. First, learn
how to attract talented prospective
employees to your company. Second,
delve into how to train them to be

highly successful. Third, gain insight
into how to keep your staff prop-
erly motivated. Fourth, examine the

importance of rewarding employees
and how you can encourage them to

want to succeed. Finally, learn how
to retain your superstars so that they
will help your company expand and

prosper for years to come.

Lyn Leach owns and operates 16

stores in Nebraska and Iowa. He is

the current president of TRIB

Group, the Nebraska
State Rental Dealers
Association's president,
a former APRO presi­
dent, recipient of

APRO's Rental Dealer of the Year

award and has 30 years of experi­
ence in the rent-to-own industry.



tential new customers. Roberts will

critique actual rent-to-own store

examples and evaluate what works,
what doesn't and why. You'll get
cutting-edge ideas to help you move

your company into a successful new

marketing and merchandising realm.
Martin Roberts has more than

40 years of retail design experience
around the world. His mission is to

help companies influence their con­

sumers to buy more and more often.
Roberts' company, Connecticut-

based Martin Roberts

Design, includes an

award-winning team

of retail consultants,
architects and interior

and graphic designers that helps
clients in every consumer segment
maximize profits through innovative

design solutions. It is responsible
for the branding, merchandising and
store design for five of the top 10

home-furnishing retailers. Roberts'
clients also include Barnes & Noble,

Store Makeovers for

I ncreased Rentals

Martin Roberts, Martin Roberts Design
12:30-2 p.m., Conway Room

It's time to shake up your store

decor! Get new ideas for the most

effective use of your square footage
in this revealing seminar designed
specifically for the rent-to-own in­

dustry. "Same-old, same-old" doesn't
do it for your customers anymore
and it certainly doesn't appeal to po-

APRO 2011 Seminars at a Glance

Innovation Sessions Continental Breakfast, Pre-Assembly Area, Level 2 (sponsored by Coaster Fine Furniture)

Innovation Marketing Session: Grab That New Customer

Jill Adams McDonough, Prevail! Strategic Marketing and Communications

(sponsored by Imagery Marketing Group)

Break (all seminar breaks sponsored by RES Accessories)

Innovation Roundtable

for Large Companies
Moderated by Dennis Adams,

Full-O-Pep Appliances

Innovation Roundtable

for Medium Companies
Moderated by Mike Tissot,

Countryside Rentals

for Small Companies
Moderated by Casey Pristou,

Aaron's Sales & Lease Ownership

Lunch on your own

Health Care in America:

Separating the Reality
from the Hype

Mitchell Andrews,
The Plexus Groupe

Store Makeovers

for Increased Rentals

Martin Roberts,
Martin Roberts Design

Developing Future

Rent-to-Own Leaders

Lyn Leach,
Ace Rent-to-Own

Tips for Hiring Top Performers

in Rent-to-Own

Wayne Outlaw,
The Outlaw Group

Stand Out! Differentiate or

Disappear: Branding Your

Company for Success

Larry Mersereau, Promo Power

2011 Rent-to-Own Legal
and Legislative Update

for Owners

Ed winn III, APRO's General Counsel

The Media Conundrum:

Using Marketing Dollars Wisely
in Today's Economy

Larry Mersereau,
PromoPower

Everyone Wins:

Training Rent-to-Own

Employees for Success

Wayne Outlaw,
The Outlaw Group

What Every Rent-to-Own

Manager Needs to Know:

Laws That Affect Your

Daily Operations
Ed Winn III, APRO's General Counsel

May-june 2011 I 25



APRO'S 2011 RENT-TO-OWN CONVENTION AND TRADE SHOW

Walmart, American Leather, Cartier
and Procter & Gamble.

actions, there is no consensus of mind
set. From federal lawsuits challenging
key provisions to calls for outright ap­
peal of the bill, many are questioning
whether these reforms can do what

they were designed to accomplish.
Can the reforms bring valid improve­
ments to access, cost and quality-the
hallmarks of true health care reform?
In doing so, will the nation be able to

stay financially solvent? Andrews will
share his insights from the frontline
ofhealth care reform implementa­
tion and give you a real-world view of
what's to come.

Mitchell Andrews is a partner
and managing director of The Plexus

Groupe and has more than 24 years of

experience in the health
care industry. He

provides consulting
services to help clients
attract and retain their

employees while maintaining finan­

cially sustainable benefit programs,
including strategies to promote
employee wellness and appropriate
plan utilization. The Plexus Groupe is

a full-service commercial insurance
broker headquartered near Chicago.

Health Care in America:

Separating the Reality from the Hype
Mitchell Andrews, The Plexus Groupe
12:30-2 p.m., White Oak Room

Ayear after passage of compre­
hensive health care reform in the

United States, details of the legisla­
tion are unfolding and the first effects
are being felt. Businesses are focused
on implementing the necessary
changes, but despite a consensus of

APRO'S 2011 KEYNOTE ADDRESS:

Practically Radical: Unleashing Big Change in Tough Times
William Taylor, founding editor Fast Company magazine and
co-author of Mavericks at Work

APRO General Session, 10 a.m.-12 p.m., July 13,
The Peabody Grand Ballroom

Hard economic times can be a great time to separate your business from
the pack and build advantages for years to come-ifyou can sum­

mon the leadership nerve to take risks. Over the past two years, Taylor has
been given in-depth access to 25 organizations that are masters at making
change, businesses that are unleashing innovations and driving transforma­
tions in trying circumstances. Using lessons set in a variety of fields-from
health care to software, from automobiles to financial services, from hotels
to hospitals-Taylor teaches his audience members how to shake up their
industry, transform their company and recharge themselves.

William Taylor is a best-selling author, celebrated entrepreneur
and ground-breaking thinker on leadership and innovation. His first
book, Mavericks at Work: Why the Most Original Minds in Business Win,

was a New York Times bestseller and received widespread
media accolades. He made his name as a hugely successful
editor and entrepreneur, having taken Fast Company-the
award-winning magazine he co-founded-from a start-up
to a $340-million sale in less than six years. Taylor advo­

cates a people-centric leadership model, a network approach to culti­
vating ideas and a relentless focus on being extraordinary as the keys to

achieving market dominance. Provocative and inspiring, Taylor will
offer accounts of how game-changing companies abandoned ineffec­
tual business-as-usual practices and transformed their industries by
adopting these radical approaches. Find out how you can do the same

for your business.
General Session Continental Breakfast sponsored by Crosley and TRIB

Group; General Session sponsored by GE Appliances & Lighting, Protect-A-Bed
and Simmons.
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2011 RTO Legal and Legislative
Update for Owners

Ed Winn III, APRO's General Counsel
2:15-3:45 p.m., Harris Brake Room

On a day-to-day basis, rental
dealers prefer to focus on work­

related issues other than the legal
environment of rent-to-own, but

they ignore this important aspect of
the business at their peril. Rent-to­
own remains a legally challenged
industry on many fronts. Winn will
detail for owners and operators the
latest issues in the RTO legal world,
focusing on legislative develop­
ments, court rulings and consumer­

advocate strategies for attacking
rent-to-own businesses. As APRO's

general counsel, Winn talks to

rental dealers every day and is aware

of the many concerns that continue
to plague rental dealers. Attendees
are urged to bring their issues to the
seminar and listen to what Winn
and fellow dealers have to say about

legal and legislative challenges that
are affecting RTO businesses.

Ed Winn III is a partner at the
law firm of Martinec, Winn, Vickers
and McElroy in Austin, Texas. He

helped found the
Association of Progres­
sive Rental Organiza- .

tions in 1980 and his

knowledge of the



rent-to-own industry is unsurpassed.
Winn is a regular contributor to

RTOHQ: The Magazine and offers

legal advice to APRO members.

Stand Out! Differentiate or

Disappear: Branding Your

Company for Success

Larry Mersereau, CTC, PromoPower

2:15-3:45 p.m., Conway Room

As a customer, why should I

choose you? Why should I even

consider the rent-to-own option? Ev-

ery prospective and existing custom­

er, at every point of contact, needs
to be convinced that your business
is designed around his or her needs
and that you are the only option this
customer should even consider. In

this lively session, Mersereau will
unveil his "brand ladder" and teach

you how to walk people up that lad­
der step-by-step-from total stranger
to loyal customer and all the way to

evangelist, a customer who will blog,
tweet, text and tell their friends and
followers about you. Every point of
contact-from your marketing to the
front desk to the showroom floor to

delivery and installation-must be

aligned to position you as the only
provider your prime prospects would
even want to consider.

Larry Mersereau speaks to, and
writes for, business leaders, market­
ers and sales professionals who seek

simple, doable and
effective sales growth
strategies to expand and

improve their organiza­
tions. For more infor­

mation, visit www.promopower.com.

Tips for Hiring Top Performers
in Rent-to-Own

Wayne Outlaw, The Outlaw Group
2:15-3:45 p.m., White Oak Room

Have you ever hired someone

you thought would be great,
but then found out that the only

MONDAY, JULY 11

9 a.m. Joe Eason/Tom Kitchens Golf Classic at Chenal

(sponsored by WhirlpooO
2-5 p.m. Early registration

6-7:30 p.m. APRO President's Welcome Reception (sponsored by Serta)

TUESDAY, JULY 12

7:30-8 a.m. Innovation Marketing Session continental breakfast

(sponsored by Coaster Fine Furniture)
8-11 a.m. Innovation Marketing Session and Information Exchange Roundtables

(sponsored by Imagery Marketing Group)
8 a.m.-5 p.m. Registration

11 a.m.-12 p.m. Exhibitor lunch and Vendor Advisory Committee election

11 a.m.-12:30 p.m. Lunch on your own

9 a.m.-5 p.m. Spouse/Guest Luncheon and Tour: Hot Springs' Historic Bath House Row

12:30-5:30 p.m. Educational seminars (breaks sponsored by RES Accessories)
7-9 p.m. Gala at the Clinton Presidential Center (sponsored by High Touch/RSSS)

WEDNESDAY, JULY 13

9 a.m.-5 p.m. Registration
9 a.m. Pick up ballots for Board of Directors election

9-10 a.m. General Session continental breakfast

(sponsored by Crosley and TRIB Group)
10 a.m.-12 p.m. General Session and Keynote Address

(sponsored by GE Appliances and Ughting, Protect-A-Bed

and Simmons)
12-5:30 p.m. Exhibit hall open (ice cream break sponsored by Ashley Furniture)
12-1:30 p.m. Complimentary lunch in exhibit hall (sponsored by LG Electronics)

4:30-5:30 p.m. Exhibit Hall cocktail Party (sponsored by TRIB Group)
6:30-7 p.m. Awards Banquet Cocktail Reception

(sponsored by RentDirect Nationwide and Nationwide Southwest)
7-10 p.m. Awards Banquet: "A Tribute To Sir Elton John"

(sponsored by RentDirect Nationwide and Nationwide Southwest)

THURSDAY, JULY 14

8-9 a.m. APRO Vendor Advisory Committee meeting
9-10 a.m. APRO Board of Directors meeting and election of officers

9 a.m.-2:30 p.m. Registration
9 a.m.-2:30 p.m. Exhibit hall open

9:30-11:30 a.m. Brunch in exhibit hall

12:30 p.m. Deadline for submitting APRO purchase orders for cash drawings
1:30-2:30 p.m. Cash drawings (need not be present to win)

ADDITIONAL SPONSORS:

Badges: ArchBrook Laguna; hotel key cards: Affiliated Construction Specialists/ProGuard;
Pocket Show Guide: D&H; registration bags: TRIB Group; registration computers: cybertronPC;
registration electronics: O'Rourke; Relaxation Station: Benefit Marketing Solutions; RTO Industry
Survey: cybertronPC, Ideal Software/VersiRent, Mitsubishi, PTS Financial Services, SED

and TRIB Group
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"great" thing about him or her was

your great level of disappointment
in that person? Being short-staffed
or having an unproductive staff
drains hundreds of thousands of
dollars from the bottom line each

year. What can you do to stop
this drain now? Learn innovative

methods for hiring top performers
and discover how to go far beyond
simple screening, interviewing and
reference techniques to ensure that

you weed out problem applicants.
Acquire the tools to identify top­
notch applicants while protecting
your business from the liability of

negligent hiring.
Wayne Outlaw is president of the

Outlaw Group {www.outlawgroup.
com} and is the author of the critically

acclaimed Smart Staffing:
How To Hire, Reward And

Keep Top Employees For

Your Growing Company,
which has been pub­

lished in the People's Republic of
China and is used as college curricu-

1um in schools such as UCLA. Out­

law's organization provides staffing,
training and consulting to help
companies grow and increase profits.

What Every Rent-to-Own

Manager Needs to Know: Laws

That Affect Your Daily Operations
Ed Winn III, APRO's General Counsel

4-5:30 p.m., Harris Brake Room

Alot is expected of rent-to-own

store managers. If you want to

excel as a manager, you must know
the legal issues that affect daily
operations in the rental business.
Information covered in this seminar

will include a working knowledge of
the laws of customer privacy, collec­

tions, theft of rental property, bank­

ruptcy, what to do when a pawnshop
acquires your store's merchandise,
how to combat bullying in the work­

place and how to deal with difficult
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customers-all this in addition to

managing employees, inventory, ac­

counts and vehicles.
For more than 30 years, Ed Winn

III has listened to store managers
who contact him with problems that
have arisen in the store and require
swift, accurate legal guidance. He

will share the insights that he has

acquired as an RTO-industry lawyer.
You are invited to bring your ques­
tions to the seminar; Winn will make
time to answer them.

The Media Conundrum:

Using Marketing DoLLars Wisely in

Today's Economy
Larry Mersereau, CTC, Promo Power

4-5:30 p.m., Conway Room

Where should you be putting
your marketing dollars and

efforts in today's economy? Is every­
one glued only to blogs and social

media, or are you better off paying
for print or broadcast advertising?
Maybe all you really need to do is put
up a website and wait for prospects to

find you-but don't bet on it! In this

program, you will see what's working
and what's not, according to recent re­

search. Print, email, online, social me­

dia, direct mail-Mersereau will look
at all of the options and discuss those
that are likely to be most effective for

your business and your market .:

Larry Mersereau speaks to, and
writes for, business leaders, market­
ers and sales professionals who seek

simple, doable and effective sales

growth strategies to improve their

organizations. For more informa­

tion, visit www.promopower.com.

Everyone Wins: Training
Rent-to-Own Employees for Success

Wayne Outlaw, The Outlaw Group
4-5:30 p.m., White Oak Room

Perhaps you are worried that if

you train employees too well,

they might leave-but a greater con­

cern should be what happens if you
don't train them properly and they
stay? Rent-to-own companies spend
a significant portion of the budget
each month to attract new custom­

ers. If these potential customers are

handled by unskilled employees, it

can waste the advertising dollars
it took to attract them and make
it harder to attract new customers

down the line.
If you think training is expen­

sive, consider the cost of a poorly
trained staff or the lack of an ef­
fective training program. Having
an employee simply learn from the

person he or she is replacing, having
someone tell them what to do or us­

ing a rudimentary training checklist
doesn't constitute an effective pro­

gram that produces knowledgeable,
skilled and productive employees
needed for a profitable rent-to-own

company.
Learn the best practices of top

companies compiled from the Out­
law Group's zy-plus years of experi­
ence. Identify the skills and knowl­

edge needed to be successful in key
positions in the store. Discover what
a manager must learn in addition
to store operations to be successful.
Take advantage of easy-to-use, cost­

effective resources, such as APRO's
Virtual University or inexpensive
off-the-shelf courses, to supple­
ment your own training. And most

important, embrace the concept that

training is not an expense, it is an

investment.

Wayne Outlaw is president of
the Outlaw Group (www.outlaw­
group.com} and is the author of the

critically acclaimed Smart Staffing:
How To Hire, Reward And Keep Top
Employees For Your Growing Company.
Outlaw's organization provides
staffing, training and consulting to

help companies grow and increase·
profits. If
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same thing-is there a shared mindset about
what makes you special? What do you prom­
ise that no one else can promise? What do

you deliver that no one else can deliver?
Here's why those questions matter. We

are living today through the age of disrup­
tion. You can't do big things if you are con­

tent with doing things a little better than

everybody else or a little different from how

you did them before. In an era of hyper­
competition and non-stop reinvention, the

only way to stand out from the crowd is to

stand for something special. Originality has
become the acid test of strategy.

The term I use is strategy as advocacy. In

any field, winning organizations don't just
offer competitive products and services.

They stand for important ideas-ideas that

help to shape the competitive landscape for
their industry, ideas that reshape the sense

of what's possible for customers, employees
and investors.

For so long, we lived in a world where
the strong took from the weak. If you had
the most locations, the deepest pockets, the .

leading market share, you won-almost auto­

matically. But the new logic ofbusiness is that
the smart take from the strong. The most suc­

cessful organizations don't just out-compete
their rivals. They redefine the terms of com­

petition by embracing one-of-a-kind ideas in

a world filled with "me-too" thinking.
Consider, for example, the unique busi­

ness strategy and retail experience being cre­

ated by Luxottica, the global eyewear compa­
ny with annual sales of $6.6 billion. A report
in The New York Times described Luxottica's

"unusual and risky" effort to rethink and

reimagine the customer experience of buy­
ing eyeglasses by creating memorable retail
environments that feature a concierge, wind
machines and treadmills-to allow shoppers
to tryon glasses in conditions that resemble
real-world usage-and touch screens that op­
erate as both mirrors and cameras. Imagine

Why Should I Do Business With You?

William Taylor will

present the keynote
address at APRO's

2011 Rent-to-Own

Convention and Trade

Show. He will speak
during the General

Session, 10 a.m.-

12 p.m., July 13,
at The Peabody in

Little Rock.
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FIVE QUESTIONS FOR LEADERS IN THE RENT-TO-OWN BUSINESS I BY WILLIAM C. TAYlOR

I
spend much of my time speaking to

business audiences, but I learn the most

when I listen to the audience. Consider,
for example, what I learned at a gather­

ing of retail bankers from across the country­
a lesson that applies to the rent-to-own busi­
ness just as much as to the financial business.

The event was in a cheerful setting, but
the mood was somber. Most of the talk em­

phasized how brutally competitive the busi­
ness had become. Market forces were wreak­

ing havoc with profit margins; mergers and

acquisitions were reshaping the competitive
landscape; customers were becoming tough,
demanding, fickle. Sound familiar?

It was enough to make me, as an out­

sider, feel sorry for the group-until one in­

dustry expert explained the real source of
the problems. This consultant, whose firm
has conducted thousands of "mystery shops"
and interviews with front-line employees at

retail banks, told the gathering that during
their visits, his researchers always ask em­

ployees a simple question: "As a customer,

why should I choose your bank over the

competition?" And two-thirds of the time,
he said, front-line employees have no answer

to that question-they either stay silent or

make something up on the fly.
The business leaders in the audience

weren't all that surprised. I was stunned.
How can any company of any size expect to

outperform the competition when its own

employees can't explain-simply and con­

vincingly-what makes them different from
the competition and better than they've ever

been? Think about it: If that consultant's
researchers walked into one of your loca­
tions and started tapping your people on the

shoulder, would they have something clear
and convincing to say about what makes you
different and better? Would what they say
stand out from what employees at your com­

petitors' businesses would say? And would
most of your people say more or less the
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It is about emotion,

passion, identity­
sharingyour

values. Ultimately,
the real separation

in business is

makingour people
and organizations

more memorable

to encounter. If

your customers

can live without

you, eventually

they will.
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being able to tryon glasses, upload photos to

Facebook and ask friends and family to email
their reactions while you're still shopping.

There was something of a raised-eye­
brow tone to The New York Times report and
who knows if Luxottica's plans to build 10

to 15 of these stores in Australia, the United
States, China and Britain will turn out to be
a flash of insight or a flawed vision. What's
clear, though, is that in an industry ravaged
by a bad economy (new glasses are a pretty
postponable purchase) and the cheaper-is­
better pressures of the Internet, the route to

long-term prosperity does not come by stay­
ing in the middle of the road.

Andrea Guerra, Luxottica's CEO, put it
about as well as anyone: "Crises are not only
about negative things," he said. "Where the
world is changing and changing fast, your
thoughts have to be bold."

Here's the simple lesson: It's not good
enough anymore to be pretty good at every­
thing. Your operation, and this industry, has
to become the most of something-the most

affordable, the most convenient, the most

colorful, the most obsessed with service. For
so long, companies and their leaders were

comfortable operating in the middle of the
road. In theory, that's where the customers

were, that's what felt safe and secure. But to­

day, with so much change, so much pressure,
so many new ways to do just about every­
thing, the middle of the road has become the
road to nowhere. What are you the most of­
and how do you become even more of that?

So set aside the products and services
around which you've built your business. What
are the ideas that define how you do business,
the ideas that distinguish you from how every­
one else in your field does business?

This is not, I should hasten to add, just
a matter of goods and services and dollars
and sense. Success today is about so much
more than just price, performance and qual­
ity-pure economic value. It is about emo­

tion, passion, identity-sharing your values.

Obviously we all have to work on making our

products and services more functional, more

reliable, more affordable. But ultimately, the
real separation in business is making our

people and organizations more memorable

to encounter. If your customers can live
without you, eventually they will.

As a leader, even as you try to make every­
thing you do more productive, efficient and
cost-effective, the question you have to ask is:

How do we make it more memorable? How do

you encourage your people to go beyond sat­

isfying customers rationally to engaging them

emotionally? How do you conduct yourself as

a leader to rally colleagues around the power
of emotional bonds, not just rational deals?

As you think about the future of your
company and the trajectory of this whole in­

dustry, think through your answers to these
five questions:

1. What ideas does this company stand for?
There are plenty of organizations with cool

technology or hot products, but for me, the most

admirable companies don't just sell competitive
products and services. They stand for impor­
tant ideas-ideas that separate them from the
crowd and rally customers to their cause.

2. Does this company work as distinctively as

it competes? You can't do something compel­
ling, distinctive and original in the market­

place unless you do something compelling,
distinctive and original in the workplace.
Strategy is culture; culture is strategy.

3. Has this company created an emotional and

psychological contract with its customers? The com­

panies that I admire aren't just efficient and

productive, they are memorable to encounter.

And remember, small gestures can send big
signals. You don't have to create an environ­
ment as dramatic as Luxottica's to make a dra­
matic impression on your customers.

4. Is this company a leader in creating leaders
up and down its ranks? The organizations I ad­
mire don't just lead their industries in terms

of innovation or financial performance or

market share. They also understand that the

only sustainable form of long-term business
leadership is the capacity to create grassroots
leaders at every level of the organization.

5. Is this company as consistent as it is creative?
What strikes me about so many of the great
companies I've gotten to know is that even in
a world of constant change and fast-moving
markets, they don't change their strategies
and practices in response to outside forces.

They are confident about the ideas in which



they believe, the culture they have created,
their connections with customers-and are

willing to stick to their strategies even as

the world around them is in turmoil. As Jim
Collins, the great management guru, has ar­

gued, "The signature of mediocrity is not an

unwillingness to change. The signature of

mediocrity is chronic inconsistency."
Here's hoping that you can be both ere-

ative and consistent-and build an organiza­
tion capable of creating long-lasting value in

these fast-changing times. ¥

William c. Taylor is the co-founder ofFast

Company magazine and the author ofPractically
Radical: Not-50-Crazy Ways to Transform
Your Company, Shake Up Your Industry and

Challenge Yourself (William Morrow, 2011).

A Tome Taylor-Made for Business Success
BOOK REPORT BY MIKE TISSOT

I
discovered one perk of being an APRO board member this spring. APRO sent me a copy of practically
RadiaL: Not-So-Crazy Ways to Transform Your Company, Shake Up Your Industry and Challenge Your­

seLf, the most recent book by this year's convention keynote speaker, William Taylor. As a business­

book junkie with spring break on the calendar, I was excited to get an advanced peak at what we

could expect to learn in Little Rock this summer. Let me tell you, ifTaylor's keynote address is filled with as

many nuggets as this quick read, we are all in for a treat this July.
Right off the bat, Taylor addresses the importance of change if you want your business to improve quick­

ly-it's all about how to find ideas and gain fresh perspectives. Will we really get the next big rent-to-own idea

from the competitor across the street? Or while driving? Or in the shower? Doubtful. He provides examples
of businesses that have had success in changing and gaining new perspectives-from a Rhode Island police
department to Pedigree Dog Food to the Girl Scouts to perhaps the most interesting example, Magazine Luiza.

Don't worry, I didn't know what Magazine Luiza was either until I read the book, but its one of the most

-successful retailers in Brazil. Magazine Luiza makes its living by meeting the needs of Brazil's poorest shop­
pers and provides them with durable goods, such as refrigerators, washers, dryers and computers. Sound

familiar? Taylor writes: "More than 70 percent of Magazine Luiza's customers are low-income shoppers and

the business of the company is about more than just commercial transactions. 'For a poor Brazilian family
to buy a refrigerator, for a woman who works every day to buy her first washing machine, this is not merely
a purchase: [according to Magazine Luiza's executive director of sales and marketing]. 'It changes and im­

proves the quality of life." Again, sound familiar?

Taylor writes about how Henry Ford got the idea for the assembly line when he saw meat on hooks in a

monorail system in Chicago in 1912. He encourages all business people to enlist some "R&D"-rip-off and

duplicate-from all places. I really could relate to his insight that most leaders see things the same way ev­

eryone else sees them, because they look in the same places everyone else looks. Taylor does a great job of

encouraging you to challenge your company's rules of contracts, fees and such. Do you have a company that

wants customers to break rules because you profit from them when they do so?

Perhaps the best quote in the book, in my opinion, addresses the experience that you are providing to

your customers. Taylor asks if that experience is remarkable. Are you the best at something? If you were not

in business, would anyone miss you? The quote reads, "Marketing is the tax you pay for being unremarkable."

Hmmm-I am a marketing guy. That hurts.

It's a great book. You all should read it. Also, make sure you come to Little Rock and sit up front during
the keynote, because the investment APRO has made in a top-notch speaker will be well worth it to you. And

what have I done since I read the book? Well, I needed new in-store and window signage, so I looked in dif­

ferent places for ideas. Soon we will have signs in our stores that are pretty much a direct rip-off of signage
in Advance Auto Parts. So thanks, Mr. Taylor!

APRO board member Mike Tissot operates the 27-store Countryside RentaLs, dba Rent-2-0wn, in Ohio and Kentucky.
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Signs of the Times

Martin Roberts

will present his

seminar, "Store

Makeovers for

Increased Rentals,"
at APRO's 2011

Rent-to-Own

Convention and

Trade Show in

Little Rock.
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tresses, just as Internet retailers offer stand­
alone specialty stores to demonstrate exper­
tise in a product line and provide a one-stop
solution to consumers.

In brick-and-mortar stores, technology is

making it far easier and less expensive for re­

tailers to convey a more cohesive set ofmessag­
es inside the store. Now there are large-format
message panels that can be hung from a store

ceiling to help define a display area, without
the need to build walls. Large-panel frames­

extending up to 10 feet by 8 feet-can either

display a message or serve as an architectural

backdrop, with images of windows or doors.
These fabric panels are inexpensive and can be
moved or updated with new messages quickly,
which makes it easy to provide a new look to a

specific department or the entire store.

Once a shopper's immediate need is met,

they'll often scan the store for other interests,
such as children's furniture or sofas. Clear sig­
nage helps shoppers discover-and be inspired
by-other products. This process of self-dis­

covery and inspiration is far more effective
than having the customer receive suggestions
from store associates.

It's clear that the shopping experience
can be improved with signage created to ease

shopper confusion. In many cases, we find that
furniture retailers are barely aware ofjust how

many signs have been added to their stores-or

the conflicting signals that are sent by separate
retailer and manufacturer messages.

A comprehensive signage makeover in­

side a store is not a major expense. It makes

shoppers much more comfortable by reflect­

ing the Internet's drill-down shopping pro­
cess, which has become deeply ingrained
and is preferred by many consumers, par­
ticularly younger ones. lif

A MODERN APPROACH TO IN-STORE DESIGN I BY MARTIN ROBERTS

There
has been an enormous shift in

the way people shop once they're
inside the store. It's all about clear­

ing obstacles for the customer. Re­

cent research shows that easing shopper frus­
tration is the most promising path to higher
sales. That's why Walmart is replacing its

Is-foot-high shelves with lower-profile displays,
to give shoppers a clear view of the entire store.

At the same time, successful chains such as

Walgreens are reducing SKUs to make it easier

for shoppers to find the top-selling items.

In the new stores we design, you'll see

"emotive" signs near the entrances, which wel­
come customers and provide a comfortable

atmosphere. Directional signs are also placed
at every entrance because today's shoppers are

almost always mission-focused-their goal is

to find a desired item quickly. The feedback I

get from retailers who have installed new sig­
nage is that consumers are happier when they
are self-directed and don't have to spend time

searching or asking for assistance.

Contrast this approach with the practice of

just a few years ago when retailers deliberately
tried to keep customers in a store for as long
as possible. For example, many grocery stores

still put top sellers such as milk as far from

the check-out area as possible, which forces

shoppers to walk past other temptations. It's a

practice that endures in supermarkets, even as

competitors like Dollar General and CVS cap­
ture ever-increasing revenue from food prod­
ucts-including milk-by giving time-starved

shoppers a faster, more convenient alternative

{with dairy cases near the front of the store}.
Shoppers who strolled through a mall in

an earlier era now want to be directed to the
entrance of the store at which they plan to

shop. Much of my work these days is focused
on developing new, separate entrances for

large furniture stores to highlight key depart­
ments for mission-focused shoppers. In many
cases, for example, large furniture retailers are

setting up stand-alone buildings to sell mat-

Martin Roberts is principal of the visual

-merchandising and retail store design firm Martin

Roberts Design at www.mrobertsdesign.com.
Contact him at martin@mrobertsdesign.com.
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Smart Staffing

Hiring candidates who have the appropri­
ate attributes to be successful-and ensuring
they are fully trained and prepared to as­

sume their assignment-is not only a wise in­

vestment, it's one that increases profits. But

how do you do that? Here are four keys to

increasing your staffing success.

Can the person do the job? Does he or she
have the ability to learn as quickly as needed
and possess the appropriate behaviors needed:

drive, motivation, a strong work ethic, reliabil­

ity and integrity? The good news is that there
are reliable, accurate tools that can easily and

accurately measure an applicant's attributes
and benchmark them against top performers
in the rent-to-own industry and your company.

Does this person want to do the job? Even

potential employees who have the attributes
and skills necessary may not perform up to

their potential due to outside factors. Care­

fully verifying past performance-not just
in one position with one person, but over

an applicant's entire work background-will
give you an excellent picture of what the in­

dividual will be like once he or she reports
to work for you. Past performance is the best
indication of future performance. And yes,
you can uncover past performance.

Is this person a risk? Even a prospective
employee with impressive past job perfor­
mance can represent a risk. Since this em­

ployee will drive company vehicles, have sig­
nificant contact with other employees and
customers and especially because he or she
will enter customers' homes, it is incumbent

upon you to do your due diligence to ensure

that the individual hired does not pose a

potential threat. Failure to do background
checks, check references, check motor vehi­
cle history and conduct drug screening may
not only cost thousands of dollars in dam­

ages, but can also risk your entire company.
Does this person have the skiUs? Once a hiring

decision is made, the job of ensuring that the

assignment is filled with a productive person

HIRING AND TRAINING ISN'T AN EXPENSE, IT'S AN INVESTMENT I BY WAYNE OUTLAW

Owners
of rent-to-own companies

want every position in the store

to be filled with highly produc­
tive employees. Anything less

costs money. Have you calculated what low­

productivity, unskilled employees, turnover

and unfilled positions cost each month?
Look at what happens when a produc­

tive store manager in a profitable store is re­

placed with a poor, ineffective manager due
to a poor hiring decision or lack of crucial

development. It may take 60 days or more

to discover the mistake and cause a drop of

50-100 BOR before replacing a weak man­

ager with a top performer. Since it may take

longer to correct the problem than to cause

it, this staffing mistake can cause a drop of

$50,000 to $100,000 in revenue in just six

months-a significant profit loss.
Too many owners focus on replacing an

employee as inexpensively as possible. They
place or post a classified ad, screen those
who apply, interview the best and pick one to

hire, every step of the way keeping the costs

low. However, if the person hired doesn't

possess the values, attributes and behavior

necessary for success, your time invested
in hiring-and, very importantly, training,
coaching and directing-will be lost. Then
the staffing cycle starts over. It's far less cost­

ly to put the time, effort and resources into

hiring the right person the first time than

continually replacing employees.
The cost of low-productivity employees

in a store is the difference between a store's
actual operating profit and its potential op­
erating profit. It costs stores a lot when they
don't operate at their potential; the cost of

finding and training more productive em­

ployees pales by comparison. When you
consider the cost of hiring mistakes and the

pain of working with a low-performing em­

ployee because you didn't make the effort to

hire a more talented person, it just makes
sense to invest in improving your staffing.

Wayne Outlaw
will present two

seminars at APRO's

2011 Rent-to-

Own Convention

and Trade Show:

"Tips for Hiring
Top Performers in

Rent-to-Own" and

"Everyone Wins:

Training Rent-to­

Own Employees for

Success."
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has only just begun. Even the most t�lented
individual must learn about the rent-to-own

industry, become familiar with the products
and how to sell, rent and collect them. Man­

agers and employees will fail to achieve their

potential-and your stores' potential-if they
do not get the necessary training.

Developing skills of employees is not

an expense, it's an investment. Many wor­

ry about the cost of training, but a bigger
concern is the profit drain from untrained,
unskilled employees and managers. If you
consider only the cost per hire, you're look­

ing only at the tip of the "staffing iceberg."
Innovative rent-to-own companies continu­

ally look for better ways to staff, which will

increase employees' productivity and their

pFEl't!tS. The greatest cost is not being fully
staffed with productive employees and man­

agers. At the APRO Convention in July, we

will share best practices and offer more ways
to efficiently and effectively staff and devel­

op employees. ¥

Wayne Outlaw is president of the Outlaw

Group Inc. (www.outlawgroup.com). He is the
author of the book Smart Staffing: How to

Hire, Reward and Keep Top Employees
to Grow Your Company. His organization
provides staffing, training and consulting to help
companies grow and increase profits. Contact him
at 800/347-9361 or wayne@outlawgroup.com.

Participate
in APRO's

Staffing and

Development
Survey
Help us identify
the staffing and

development

challenges rent-to­

own dealers face

and the best

practices used to

address these

issues. Please

complete our

online confidential

survey at www.

OutlawGroup.com/
APROSurvey.htm.
The results will be

shared only in

summary form at

Outlaw's APRO

Convention

seminars. The first

five organizations
to complete the

survey will receive

a free copy of

Outlaw's book,
SmartStaffing:
How to Hire,
Reward andKeep

Employees to Grow

YourBusiness.
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It's About More Than Price

Larry Mersereau
will present two

seminars at APRO's
2011 Rent-to-Own

Convention and
Trade Show: "Stand
Out! Differentiate or

Disappear: Branding
Your Company for
Success" and "The

Media Conundrum:

Using Marketing
Dollars Wisely in

Today's Economy."

38 I RTOHQ: The Magazine

CREATING A BUSINESS PERSONALITY I BY LARRY MERSEREAU, CTC

As
a customer, why should I choose

you? Half a dozen other places
offer rent-to-own deals in my
town, some for a lower monthly

payment than what you want for similar stuff.
So what makes you so special? In a business
where payment amount is such an influential
factor, you can still stand out from the crowd
of competing options. You do so by position­
ing your business consistently in your market
and constantly reminding your target cus­

tomer why you're different.
So the real question is: Why are you dif­

ferent? If you can't answer that in a few suc­

cinct words, you must be thinking the cus­

tomer will come up with something on his or

her own. Left to do that, a customer will al­

ways choose the store that's offering the low­
est payment, even if it's a short-term intro­

ductory deal. If you don't position yourself,
the renter or buyer will assume that your
position is price-based. If you don't have the
lowest price, you're not in the game.

Positioning is a two-part project. You
have to understand your target customer and

you have to understand your competition.
Why-other than price-are your typi­

cal customers coming to you now? Surely you
have some degree of relationship with your
repeat customers. It may be because you of­
fer superior selection or the fastest delivery.

It may just be because they like your
store's personality. Yes, personality is worth
a lot. Most businesses don't give it much

thought, but everyone who walks into your
store immediately experiences a personal­
ity, an attitude. If they're comfortable with
it, they'll stick around. If they don't like you,
they'll turn on their heels and leave. Your

signage, decor, color scheme, layout, how

people are greeted-every aspect of your
store should ooze a consistent personality. A
little time spent planning and working with

your staff can make a huge difference in the

impression people get when they approach

and enter your store. By the way, your web­
site should reflect the same personality that

your customers experience in the store. Con­

tinuity across platforms is important.
You also have to look at your competition.

Most independent businesses don't do much
to position themselves. That's why they com­

pete on price. It's all that they have to lead with.
But not you! You're going to look at all ofyour
competitors closely and see what they're doing
right and what they're doing wrong. Look from
the prospect's point ofview. Ifyou were a pros­
pect, what is it about each store that might at­

tract or repel you? You don't have to beat com­

petitors on every front-you just have to pick
one where you can stand out from the crowd
and make a big deal about it.

Let's say that you have the best selection
in town. That translates into multiple options
(and prices), faster delivery, saved shopping
time and the ability to create bundles. Let's
call it "whole-house service." What ifyou posi­
tioned yourself as the "Whole-House Rent-to­

Own Store"? If you're the first in your market
to use the term, you own it. You have now po­
sitioned yourself as something different from
the other rent-to-own businesses in your mar­

ket. They may have furniture and appliances
for every room in the house, but they're going
to have to convince every prospect that they
are equal to the "Whole-House Rent-to-Own
Store"-that's you-down the street.

You might be "First With The New­
est Technology" or have "Shortest Contract
Terms." Whatever it is, say it loud, say it

proud and you'll stand out from the crowd.
Otherwise, price is the only thing that's dif­
ferent-and it's hard to stay profitable play­
ing that game. 1f

Larry Mersereau speaks to, and writes for,
business leaders, marketers and sales professionals
who want to expand and improve their

organizations. For more information, visit
www.PromoPower.com.



 



Central File Marketing was created on one simple premise:

can be made from inside your filing cabinet.
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RENT-TO-OWN FAMILIES, PART III

The Babers and Strunks
BABER'S INC., PASCAGOULA, MISSISSIPPI, WWW.BABERS.COM

Collectively,
Shannon Strunk and

his wife Cynthia Baber-Strunk
have survived: the tragic death of a

spouse; raising a four-child blend­
ed family; the devastation of their home and
hometown by Hurricane Katrina; almost 10

years teaching high school biology; and al­
most 50 years of combined service in the rent­

to-own industry. And they are still laughing.
Honestly, it's difficult not to chuckle

along during a conversation with the couple.
With the juxtaposition of Shannon's rapid­
fire speech and Cynthia's deep-South drawl,
and their convivial back-and-forth, it's hard
not to smile-and easy to see how their part­
nership has succeeded and sustained.

The two came into rent-to-own only a

year apart: Cynthia, a teacher by training,
_ joined her father-in-law's company, Baber's

Inc., in 1986 to help her then-husband, Barry,
the firm's executive vice president. Shan­
non came to Baber's in 1987 in response to a

newspaper ad seeking an account manager.
In 1989, an airplane accident ended Barry's

life and began Cynthia's ascension within the

company to co-presidency with her brother-in­
law, both of them still under the guidance of

Barry's father, James Baber. "Barry always said
ifanything happened, I needed to help run the
business," Cynthia remembers. "Because I had
the chance to learn from him, I was able to step
in and fulfill many ofhis duties."

Meanwhile, Shannon was promoted
to work at the Pascagoula home office and

something clicked between him and Cyn­
thia-at first, professionally, and eventually,
personally. The two wed in 1993, joining
her three children and his son into a Baber­
Strunk half-dozen.

"We're opposites in many ways, it's amaz­

ing we work so well together," Cynthia says.
"He's the great visionary; I'm the voice of real­

ity. But even though publicly Shannon is more

aggressive and I'm more subdued, when we're

alone, we seem to think almost exactly alike."

Today, Baber's Inc.-bought by the pair
following James Baber's death in 1999-
boasts 52 stores in Mississippi, Alabama,
Florida and Louisiana, as well as 11 Rent­

n-Roll locations, two Furnish 123 stores, 16

check-advance locales, a collection agency
and some developing commercial real estate.

Cynthia's eldest daughter, Lauren Baber
Wood, serves as the company's comptroller,
while her husband, Paul, oversees several of
the Rent-n-Roll stores. Cynthia's son, Shane
Baber, oversees the other Rent-n-Rolls, while
his twin sister, Kristin Baber Pugh, acts as the
firm's public-relations person and event plan­
ner, as well as assistant to Cynthia and Shan­
non. Kristin's husband, Parker Pugh, is devel­

oping the Furnish 123 concept for the family
business, while Shannon's son, Christopher
Strunk, recently joined Baber's as an account

manager (just like Dad did almost a quarter­
century ago). Additionally, Shannon's brother,
Sheldon Strunk, has been the firm's vice pres­
ident of purchasing for more than a decade.

At the heart of it all are Shannon and

Cynthia, who have been working side-by-side
for more than 20 years. "We work together
in the same office," Shannon says. Then adds,
half-joking, "She has to get up from her desk
to throw a shoe at me, but she can do it." Yet,
judging from their jovial banter, it's doubtful
much footwear gets flung. "We're a working
team," Shannon concludes. "We work all the
time and we love it. It's our passion." -¥-

Blended

personalities and

families, laced with

laughter, result in

a recipe for rent-to-

own success

By Kristen Card

opposite page: front row: Hailey Wood, Lauren and Brayden Wood, Kaitlyn Wood, Christopher Strunk; middle row: Jenna and Addison

Baber, Kristin pugh, Cynthia saber-strunk and Shannon Strunk; back row: Shane Baber, Sheldon strunk.Paul Wood and Parker Pugh
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RENT-TO-OWN FAMILIES, PART III

The O'Rourkes
O'ROURKE SALES CO., DAVENPORT, IOWA, WWW.OROURKESALES.COM

" Leo
and Theresa O'Rourke had six

sons: Jim, John, Joe, Jerry, Jeff
and Jay," begins one of the men-

tioned sons,Joe O'Rourke Sr. "We
learned our work ethic growing up on a farm
in south-central Iowa-it was family-cen­
tered, hands-on and no days off."

It was 1963 when tragedy changed the
O'Rourke household-and eventually, the

family business-for good. Eldest son Jim
was helping unload giant pipes off of a truck
for a natural gas pipeline being built when he
was critically injured. Following 18 months
of hospitalization, Jim was a quadriplegic re­

quiring constant care.

"We brought him home and knew we

needed to generate some assets in order to

give Jim lifelong care," Joe Sr. remembers.
"So three of us started up a little partnership
called O'Rourke Bros. and we began selling
CB radios-which Jim liked-at retail, in­

stalling and repairing them."
Over the years, each of the six brothers

worked within the company at some point.
When their father died unexpectedly in

1972, its success became even more crucial
as they undertook supporting their mother
as well. The following year, O'Rourke Bros.

incorporated as a distribution company, led

by Jeff, Jim, Joe Sr. and Jay; another brother
chose to continue the family farm, while yet
another opted to open a car dealership.

Business boomed and the "O's" made a

national name for themselves in wholesale

big-dish satellite systems, expanding to 25
warehouses and opening their own finance

company. By the early 1990S, they had evolved
into small-dish satellites, televisions, appli­
ances, computers and furniture-and the

firm was ripe for some fresh perspective. Ser­

endipitously, Joe O'Rourke Jr., was graduat­
ing from college and seeking his career path.

"I had it in my mind that I wanted to work
for a large organization, in a skyscraper with
a corner office, the whole deal," Joe Jr. recalls.

"But during interviews, I found myself gravitat­
ing toward family businesses, because that's
where I felt I could make a real difference."

Finding no better family business than
his own, Joe Jr. joined his father and un­

cles, forging his own professional identity
by spearheading the company's entree into

rent-to-own.

Today, O'Rourke Sales Co. is a TRIB­

Group-approved vendor and the country's
largest rent-to-own supplier, providing
HDTVs, computers, appliances, furniture
and yes, CBs, to rental dealers nationwide
and in Puerto Rico. The family leadership
currently consists of Jeff, Joe Sr. and Joe
Jr.; Jay was bought out of the business in

1997 and Jim died two years ago at the age
of 67-a full life, especially considering that
doctors gave him two years to live when he
was paralyzed at the age of 22.

"No matter what was happening, either

personally or professionally, Jim was al­

ways taken care of by his brothers," Joe Jr.
says. "He gave us all such inspiration in go­
ing above and beyond-the brothers' efforts
to help him are an example, but also it's just
who we are and what we're about as a family
and as a business. I really feel that resonates

with our customers."

"Jim's motto was 'Never, ever give up,' and
he never did," brother Jeff affirms. "And we

never did with the business, either. We had

plenty of challenges, but we never gave up." ¥

Tight-knit
brothers bond in

tragedy to build a

family legacy in

the distribution

business

By Kristen Card

opposite page: Joe Jr., Jeff and Joe O'Rourke Sr.
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RENT-TO-OWN FAMILIES, PART III

The Pannells
EBRO INTERNATIONAL INC., DBA COLORTYME, DEFUNIAK SPRINGS, FLORIDA

looking out for the family, not just the busi­
ness or just themselves."

The Pannells are a tight-knit pack, and

they maintain the same sort of close connec­

tion throughout the company-extending
from employees to customers and out into

the smaller communities where they operate.
"Our associates appreciate that this

is a family-run business and we tend to

treat them like extended family," Richard

says. "Whatever trials and tribulations

people might face, we work with them to

get through it. They understand that what

they think and how they feel matters to us

and that they're not just employees. They're
part of us.

"And they treat our customers as part of
that local store family," he continues. "We
all genuinely care about our customers, be­
cause they're more than that. You grow up
with them, you grow older with them, you
know who they are and they know who you
are. It goes beyond just a store/customer re­

lationship; it's really much more like a dear

friendship."
As the Pannell family continues to

strengthen these now-multigenerational
community bonds, Richard Pannell holds

hope his own adolescent children will even­

tually want to get involved in the family lega­
cy begun by their father and grandfather.

"For now, I want my kids to enjoy their
childhoods. They'll have time enough to

work the rest of their lives," Richard says.
"I'm not going to force them into the business,
but if they're interested once they're of age,
there will be room for them. ColorTyme for
us is going to be something that will carryon
from generation to generation." ¥

Frank
Pannell was making a good

living with his Goodyear Tires

business in his Florida-panhan­
dle hometown. But when a fel­

low dealer revealed how he had replaced the
tires in his showroom with rent-to-own ap­

pliances and televisions as a profitable side­

line, Pannell's interest was piqued.
He tried it. He liked it. And within about

a year, Pannell had connected with ColorTyme
and was opening up his first store there in De­

Funiak Springs (population: less than 5,000).
It was 1989; by 1991, Pannell had left the blimp
behind and-with himself as president, his
wife Georgia as treasurer and their son Rich­
ard as vice president-EBRO International Inc.,
dba ColorTyme, was underway.

Originally, Frank chose to franchise with

ColorTyme because of the company's nuts­

and-bolts: financing options, promotional
support, product variety. But in the 22 years
since, the Pannells have found greater reasons

to stay with ColorTyme-such as the com­

pany's family-centered culture. "ColorTyme
has always been a family-franchise system,"
Richard says. "It's not only a family-friendly
company, but it's also structured to support a

family feeling throughout the business."

Today, Frank and Georgia are spending
their retirement raising cattle while Richard
runs the family business-six stores in Florida,
Mississippi and Alabama, and almost 40 em­

ployees. Five years ago, brother Ronald joined
the firm as director ofpayday loans and his son

Kevin manages the Opp, Alabama, location.
"The best thing about working with fam­

ily is, partnerships come and go, but family
is always family," Richard attests. "You can

depend on each other to be honest and to be

Tight tribal

ties and close

community
connections keep

this ColorTyme

franchise family

flourishing

By Kristen Card

opposite page: Richard, Frank, Georgia, Kevin and Ronald Pannell
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RENT-TO-OWN FAMILIES, PART III

The Roses
RTO INC., DBA BESTWAY RENT-TO-OWN, NORFOLK, VIRGINIA, WWW.RTOBESTWAY.COM

" In
tcday's world, everyone's got his or

her own full schedule of activities,"
muses Richard Rose, president and
CEO of BestWay Rent-to-Own. "And

when you put them all together, there's very
little time to spend with the people you care

about that isn't a planned function. So it's a

wonderful thing to get up every day and come

to work knowing that I'm going to see my sons,
eat lunch together and commiserate about
mutual concerns. For me, it's a big part ofwhy
I'm still interested in being here."

Still interested after 27 years. Rose found­
ed BestWay with friends Ed Jaffee and Jeff
Loeb, opening their first store in 1984 in Nor­

folk. With Rose overseeing operations and
Loeb dealing with the financial side of the
business, the pair spent two decades raising a

thriving, multi-state rent-to-own company.
Meanwhile, back in 1984, Rose's sons Ron

and Jonathan had just graduated from college
and high school respectively. Ron, the elder,
went to work for another firm for the next six

years, while Jonathan went to college in Rich­
mond, working at BestWay during breaks and
summers. But ultimately, both sons returned
home-to Norfolk and to BestWay. Today, Ron

acts as vice president and Jonathan is COO.

While Jeff Loeb continues as BestWay's sec­

retary/treasurer, he has retired from daily ac­

tivities. Dad Richard is still in charge, but now

plays a more strategic role, working on bank­

ing, insurance and leasing issues.

"We have the best of both worlds," Jona­
than says of his and his brother's professional
positions. "We have the underpinning, the
structure and organization that Richard and

Jeff built here and we get to modernize it for

today's work force."

Indeed, in addition to the firm's 19 rent­

to-own stores, the brothers have helped di­

versify the business with three Rent-n-Roll
locations, an auto-leasing dealership and a

tax-preparation service. BestWay employs
about 150 people (doubled during tax season),
a number of whom have been with the com­

pany almost since the beginning. "There are

definitely some key people who have been vi­

tal to our success and are a vital part of why
we're able to do what we do," Richard affirms.

"We truly care about people and their fam­
ilies here," Ron concurs. "It's not contrived, it's
not fake. It's real-and they know it."

"It maybe cliche, but it's all one family here,"
Jonathan adds. "Our longtime employees vali­
date that."

Richard believes that familial feeling is not

unique to BestWay in particular, but is really
an industry-wide phenomenon. "While rent­

to-own deals with many high-tech products,
it's a low-tech business," Richard explains. "It
lends itself to people being known. We know
our employees and they know our customers

across generations. So the whole industry feels
like it's one family to another."

For the Roses, it will remain all in the fam­

ily for years to come. While the transition from
father to sons is underway, none are rushing
Richard's retirement. They're too busy-and
too happy-sharing wisdom, ideas, an appar­
ently inherited wry sense ofhumor and lunch.

"In the big picture, the development of
our business and [the boys'] involvement in it

has progressed in a good way," Richard says.
"They've become mature men with great capa­
bilities and I have all confidence they'll contin­

ue to move this company forward-maybe bet­

terthanJeff and I did." He smiles. "Maybe." ¥

Hearty roots

and breaths of

fresh air produce
rent-to-own Roses

with serious

lasting power

By Kristen Card

opposite page: Ron, Richard and Jonathan Rose
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SUPPLY & DEMAND APRO VENDORS

Who's Who in Rent-to-Own Electronics

These rent-to-own vendors and distributors of electronics are APRO associate members (*),
APRO advertisers (+) and/or APRO Trade Show exhibitors (A).

Audio and Video

ArchBrook Laguna *J\+

Contact: Jay Nardone

678/255-4537
jnardone@esend.com
www.archbrooklaguna.com.
www.myablstore.com

Audio America *

Contact: Ryan Munder

561/863-7704
mtc@audioamerica.com
www.audioamerica.com

BeU'O International *J\+

Contact: Howie Cooperstein
732/972-1333, ext. 102

howie@bello.com
www.bello.com

D&H Distributing M+

Contact: John Alifano

800/340-1007
JAlifano@dandh.com
www.dandh.com

IGO Direct USA Corp. J\

Contact: Terry Havener

317/997-2100
terry@igodirect.net
www.igodirectaudio.com

New Age Electronics *

Contact: Mike Bertolani

678/916-6532
michaelbe@newageelectronics.com
www.newageelectronics.com

O'Rourke Sales CO. M+

Contact: Joe O'Rourke

972/245-0006
joejr@orourkesales.com
www.orourkesales.com

RES Accessories *J\

Contact: Michael E. Gerwe Jr.

800/444-7304, ext. 210

mgjr@resacc.com
www.resacc.com

SA IT Services *

Contact: Charles Mason

877/378-6350, ext. 218

cmason@saitservices.com
www.saitservices.com

Sitko/Leading Edge M

Contact: Oren Gold

954/455-1195
oren@silkoradio.com
www.silkoradio.com
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Communications

Budget Prepay Inc. *

Contact: Joe Kendall

318/671-5000
joek@budgetprepay.com;

mwallace@budgetprepay.com
www.budgetprepay.com

DPi Teleconnect LLC M

Contact: Stephen Alexander

972/488-5500
salexander@dPiTeleconnect.com
www.joindpi.com

Vontoo Inc. *

Contact: Dena Bjortomt
317/218-8286
dbjortomt@vontoo.com
www.vontoo.com

ELectronics

Almo Corp. *J\

Contact: Ken Lopolito
215/698-4071
www.almo.com

ArchBrook Laguna *J\+

Contact: Jay Nardone

678/255-4537
jnardone@esend.com
www.archbrooklaguna.com.
www.myablstore.com

Audio America *

Contact: Ryan Munder

561/863-7704
mtc@audioamerica.com
www.audioamerica.com

BriteLite Enterprises *J\

Contact: Arash Shamoeil

310/684-3190
arash@britelite.com.cn
www.britelite.com.cn

Crosley Corp. M+

Contact: Cam ron Mitchell

336/761-1212
cmitchell@crosley.com
www.crosley.com

D&H Distributing M+

Contact: John Alifano

800/340-1007
JAlifano@dandh.com
www.dandh.com

DSI Systems Inc. *J\

Contact: Jewell Dolton

614/871-1456
jewell.dolton@

dsisystemsinc.com
www.dsisystemsinc.com

Encompass Group Affiliates *

Contact: Scott Cameron

954/723-9191, ext. 141

scottc@vancebaldwin.com
www.vancebaldwin.com

Florida State Games M

Contact: Denis Rosen

954/973-9100
denis@floridastategames.net,
darian@floridastategames.net
www.floridastategames.net

Ingram Micro
Consumer Electronics Division *

Contact: Don Anderson

480/422-5523
don.anderson@

ingrammicro.com
www.ingrammicro.com

LG Electronics Corp. *J\+

Contact: Mike Wood

972/410-0208
mike.wood@lge.com
www.lge.com

Mitsubishi Digital Electronics
America Inc, *J\

Contact: Rochelle Mingus
714/692-2370
rmingus@mdea.com
www.mitsubishi-tv.com

New Age Electronics *

Contact: Mike Bertolani

678/916-6532
michaelbe@

newageelectronics.com
www.newageelectronics.com

O'Rourke Sales Co. *J\+

Contact: Joe O'Rourke

972/245-0006
joejr@orourkesales.com
www.orourkesales.com

RES Accessories M

Contact: Michael E. Gerwe Jr.

800/444-7304, ext. 210

mgjr@resacc.com
www.resacc.com

SED International *J\+

Contact: Jonathan Elster

770/243-1184
jelster@sedintl.com
www.sedonline.com

SA IT Services *

Contact: Charles Mason

877/378-6350, ext. 218

cmason@saitservices.com
www.saitservices.com

Sitko/Leading Edge *J\

Contact: Oren Gold

954/455-1195
oren@silkoradio.com
www.silkoradio.com

Welton USA Ltd. *J\

Contact: Steve Sherman

469/322-6500
ssherman@weltonusa.com
www.weltonusa.com

Video Games

D&H Distributing .*J\+
Contact: John Alifano

800/340-1007
JAlifano@dandh.com
www.dandh.com

Florida State Games *J\

Contact: Denis Rosen

954/973-9100
denis@floridastategames.net
www.floridastategames.net

Ingram Micro
Consumer Electronics Division *

Contact: Don Anderson

480/422-5523
don.anderson@

ingrammicro.com
www.ingrammicro.com

SA IT Services *

Contact: Charles Mason

877/378-6350, ext. 218

cmason@saitservices.com
www.saitservices.com

Sitko/Leading Edge M

Contact: Oren Gold

954/455-1195
oren@silkoradio.com
www.silkoradio.com



heat up rentals
and help cool your customer's energy bill

With versatile furniture that
looks great, and stays on-rent. APRO

Booth # 101

*Source: Energy Information Administration and Alliance to Save Energy

ClasslCFlameL!J
DECORATIVE ELECTRIC FIREPLACES

durafllflle
With over 55,000 products rented in

2010, it's easy to see the value in our

award-winning furniture.

Tresanti media cabinets turn messy

family rooms into beautiful home
entertainment centers.

Our electric fireplaces and Infra-Red
Quartz Heating products can

beautify any home and at the same

time reduce overall energy costs

through Zone Heating.*

www.twinstarhome.com
APR:> Associate Member since 2007

for the rental-purchase industry

Itt suring th p rform nc ofyour
tor. h n 1(1 r b n si rl

Having access to timely, accurate statistics is
critical to the success of any organization.
The RAM System software suite empowers your
management team with quick visual reporting,
allowing them to make those important decisions
that keep you ahead of the competition!

Call us to today to learn how The RAM System
can help you measure your success!u u

Revenue In 10K MTD: 385K

Microsoft·
CERTIFIED

Partner

APR:> Associate Member since 1987

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



The Premier Companies

CORE VALUES

THE "*
PREMIER®
COMPANIES

contracts have a term of seven to ten years,
the data indicates there is a much higher
business continuation, or survival rate, among

franchises than other small businesses. * *

One of the more appealing ways to get into

franchising is to convert your existing Rent-to­

Own business so you can take advantage of a

proven concept and its systems, such as ours!

At Premier, we have "stacked the deck"

to create a franchise environment that

includes a top notch talented executive team

with industry experience, a one-of-a-kind

online training program for all dealers and

employees, and renowned, ongoing on site

field training and seminars. And finally, we

have our annual Dealer Convention and Mid­

Year Dealer Retreat!

Discover The Premier Companies-

Why We're Different!

s many of you may know, or may

not know, The Premier Companies

have been franchising since 2006.

That's when we decided there was

a terrific opportunity for the Rent­

to-Own industry and independent

owners to follow a proven model.

Since then, we have more than 80

stores representing three of The

Premier Companies' brands.

Why Franchising?
Many small business owners find it difficult

to keep their doors open during tough
economic conditions like we've experienced
over the past few years. Franchising
accounts for more than 825,000 businesses,

nearly 18 million jobs, and generates over

$2.1 trillion to the U.S. economy!*
According to previous research conducted

by the International Franchise Association

(IFA) Educational Foundation, more than

90 percent of franchisees renew their

agreements at the end of their contracts. On

an annualized basis, 9% are not renewed

due to termination or transfer to another

owner due to a multitude of factors, such as

retirement or death - neither of which has to

do with the success of the businesses.

Clearly, franchise termination and transfer

rates would be much higher if operating
a franchise was not a prosperous way to

make a living. Given that most franchise

Marketing & Technology Together
One important tool that The Premier

Companies have created (in-house)
focuses on our dealer's ability to track their

marketing programs and their effectiveness.

Being able to provide our owners with timely
information on the results of their marketing
dollars and advertising campaigns is key,
especially in today's economy. Premier has

the technology to not only allow dealers

to enter their marketing plan online and

track the dates that they run, but it also

shows up on their online calendar as soon

as they log in on their computer! We're

in the process of adding the technology
to also track the number of deliveries

during a particular marketing promotion or

advertising campaign whether it is traditional

or non-traditional marketing. The results

will increase the effectiveness of informing
dealers on what is working and what is not,

allowing them to build their marketing plans
more effectively and efficiently.

* Respect, Listen and Respond

* Compassion With Accountability
* Integrity Above All

* Together We Succeed

* Freedom of Choice

Human Resource &

Payroll Services

Finding the right health

and medical insurance

provider has been a

challenge in the franchise

industry. A program that

will allow owners and

their employees to take

advantage of a shared

benefits program is rare. The Premier

Companies is different by providing its

dealers another unique and rare full service

Human Resources Company that provides
all the elements within a Human Resources

Department under one roof!

PRPMG (a Premier affiliate) manages
the owner's payroll, their health benefits

and our online training program. This allows

our dealers the ability to focus on running
their business while PRPMG takes care

Jim Ratner
Premier Franchisee

of the rest! Jim Ratner, co-owner of three

Premier Rental-Purchase stores in Maine,
has this to say about PRPMG: "PRPMG

takes the HR headache away from the

dealer so they can focus on the core tasks

of our business; renting, collecting and

servicing our customers. They have added

a new feature, pre-employment physicals,
which will help us avoid costly workers



compensation claims. The program will make

sure prospective employees are physically
capable of doing the job."

Most small business owners are not large
enough to afford this type of opportunity
for themselves and their employees. The

Premier Companies is very proud to be able

to offer such a program to its dealers!

Training
Continuing to "stack the deck," The Premier

Companies offers its owners a unique online

training system, Premier University. With

training modules for each and every job
position within a Premier store, including
owner's modules, these training sessions

are broken down by job title. Each owner

has the ability to customize his stores

training requirements for every position and

monitor the progress of their employees
throughout the certification process.

Sales Training is one of the modules

frequently used by dealers. These modules

will take the employee through different

sales situations and test their scores in the

end. Our owners are very happy with the

results and the opportunity to have such a

valuable resource available to them! Their

employees get the appropriate training
to improve their skills, while the owner

gets the benefit of more sales, satisfied

customers and better success! "The

support and resources

Premier has to offer

today is phenomenal!"
says Matt Baker, Premier

Rental-Purchase owner

in Covington, GA. His

store employees have

been taking advantage
of the training modules

in Premier University
Matt Baker
Premier Franchisee

since its inception. All

his employees completed the initial training
and they are currently being set up with

monthly required training programs. "The

employees find this a great tool especially
compared to the training text manual I had.

The online training and videos are more

interesting while assisting the staff to earn

their Premier Degree."

Find us on

Calvin Cooksey
Premier Franchisee

ADVERTISEMENT

Operations
Most franchise systems
offer the typical
operations support. At

The Premier Companies,
we have an Operations
Field Support Team to

assist dealers with their

day to day operations.
We consider ourselves

to be quite different from the rest as we also

provide dealers the opportunity to meet one­

on-one with myself, John Darden (Franchise
Operations) and Jim Upchurch (Financial
Operations) for a Financial Workshop in our

Williamsburg, Virginia corporate office. We

review and discuss not just how the dealer

is running their business, but strategize how

to put more money in the dealer's pocket.
Calvin Cooksey, Premier Rental-Purchase

owner in Sarasota Florida, recently attended

the Financial Workshop. "Anyone thinking
they might attend a Financial Workshop
should go and probably should have

attended one already!" states Calvin after

walking out of the workshop with a new plan
built according to his goals. He will also

have coaching from a Franchise Support
Consultant and Franchisee Liason to be sure

he's staying on track with the plan that he

and the team developed.
There are various reasons

that a dealer may want

to meet with this talented

team. Maybe a dealer

is struggling in their

business and wants

to turn it around to be

more profitable. Or,
they may possibly be

looking to open multiple

Shawn Newman
Premier Franchisee

locations and wants to be sure their current

store is on track prior to doing so. Shawn

Newman, Premier Rental-Purchase owner in

Harrisburg, PA, made the trip to Williamsburg
because he wanted to gain insight on how

his store is doing in comparison to others

in the industry. "I was able to not only have

them review my business as a whole but

I got ideas to streamline my marketing. I

plan to spend more marketing dollars to

be more efficient and reach markets I'm

currently not getting" says Newman. "The

entire experience of having these industry
experts review my business with me was

enlightening". The Premier Companies is

very proud to offer this kind of assistance to

its dealers.

Please Join Us

There is no better time

than now to learn about

The Premier Companies'
franchise concepts and

how we differ within the

industry! The Premier

Companies invites serious

prospects to attend a

day long informational Open House to learn

about Premier Rental-Purchase, Premier

Home Furnishings, Premier Wheel Workz

and Premier Auto by Rent. We're excited to

offer this opportunity for franchise prospects
to hear from each brand's presidents. This

allows prospects to learn about The Premier

Companies and ask questions of these top
executives. Premier offers its dealers the

John Darden
Premier Operations

flexibility to run their own business while

providing a wide variety of support and

resources such as those mentioned above.

Premier currently has 80 franchise locations

throughout the United States and is currently
seeking to grow the Premier

Family in key markets.

This unique opportunity
to learn more will be held on

August 19th at the Gaylord
Texan Hotel in Grapevine, Texas one day
prior to Premier's Dealer Retreat. Interested

prospects must pre-register for this free

event. Contact Nancy Kravitz at NancyK@
premierrents.com for more information.

Discover how ownership with The

Premier Companies can work for you! *

The national office of The Premier Companies
is located in Williamsburg, Virginia. Premier

Brands consist of Premier Rental-Purchase,
Premier Home Furnishings, Premier Wheel

Workz, Premier Auto by Rent. All Premier stores

are independently owned and operated. Visit

Premier's website at www.premierrents.net or

call 80012-Premier and ask for Trooper Earle.

'Source: IFA's Economic Impact Study (2005)

"Source: IFA Education Foundation Research Study

www.premierrents.net

facebook. PRE_R·
Au1:o��en1: RENTAL-PURCHASE

*
PREMIER-

Jtf WIiRKZ

APR:» Associate Member since 2004



I
Software for RTO, Retail & Cash Advance
Purchase as low $899 Lease only $75 per month!

FULL-FUNCTIONALITY ADVANCED FEATURES

• 100% Windows Vista / XP Compatible
• Rent-to-Own / Rent-to-Rent / Retail

Installment Financing / Cash Advance
• POS / Inventory Management /

On-Screen Collections
• Network / Home Office Versions

• Recurring ACH Payments
• Integrated Credit Card Processing
• Barcoded Inventory Control
• Customizeable Laser Agreements
• Automated Outgoing Messaging
• Document Scanning & Imaging
• Integrated Time Clock

Online Rental Payments &

Integrated ACH, VISA, MC,
Amex & Discover Processing!

Affordable Solutions

(800) 351-6299 www.rtopro.com
APR:) Associate Member since 2000

Gaming... Evolved.

c.1977 c.1985 c.1999

•

o
o
o

c.2005 The Future.

The Future of Gaming... Today.

APR:) 7iuBGR9UP
owm II tmum * lUll 8T HtHam

Sherry.Workman@CybertronPC.com
Call 877.737.8795 x232



Don't miss TRIB Group's most
popular, informative and

sought-after event!

THE RENTAL INDUSTRY BUYING GROUP

SViare & BlA�
...alongside your fellow TRIB Group members.

August 29-31, 2011
Caesar's Palace, Las Vegas



FOR YOUR CONSIDERATION ED WINN III

Was It Really Worth It?

She
had never been in a rent-to-own store

and, if you had asked, she would have

said, "I won't go there. Their prices are

too high." But, as it happens, she decided
that she needed a 32-inch flat-screen for

the bedroom, was in the neighborhood and had seen

a flyer in the paper the day before, so she did go in to

check the place out. It was close to the gro­
r 'r,� cery store and not far from where she lived.

_,- The store manager noticed her in

� passing when she came in and thought
privately, "She looks a little cocky. I hope
she's not going to be trouble down the
line." She perused the wall of televisions,
which was well laid out, and talked to a

salesperson who was reasonably knowl­

edgeable about the features' and ben­
efits of the various models on display.
The customer was particularly inter­

ested in the 90-days-same-as-cash offer

prominently displayed on banners throughout the
store. The salesperson agreed that the 90-day deal

"makes a lot of sense."
She filled out an application and signed an

RTO agreement for a used flat-screen with terms

of $62.50 every two weeks for 24 weeks. The cash

price for the television was $750 and the total rent­

to-own price was $1,500.
She made payments as regularly as clockwork­

five of them, anyway. "Every time it was my payment
date, the store would call me twice on the day that
was my due date and ask, 'Are you going to come

and do the payment?' and 1'd say 'Yes.'" She says
that when she came in to make her fifth payment,
she asked specifically when the 90 days was up and

people in the store told her the zstb, although the

company disputes that anyone ever said that.
In any case, she came back in on the 25th with

the balance of the cash price, $438, intending to

payoff the account on the TV. When she walked

up to the counter, she was confronted by a couple
of store employees who laughingly told her that the

90 days had expired the day before, on the zath.
In truth, the rental agreement clearly sets forth
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the expiration date of the 90-day deal as the 24th.
Store employees told her that now she would have
to pay another $281 on top of the $438 to exercise

her early-purchase option to own the television.

Understandably upset, she fumed for a mo­

ment and then left, telling the people in the store

to come collect the television. That might have

been the end of it-one more unhappy, disappoint­
ed, dissatisfied customer-but it wasn't. The store

picked up the television that afternoon and then
called her the next day to inform her that the TV

had been scratched while she was renting it and
that she owed the company $200 for damages and

repairs. She insists, by the way, that the television
was used when she got it, that it already had some

scratches and that any additional scratches were

attributable to normal wear and tear.

The demand for more money sent her through
the roof and off to the newspaper and the local TV

station. Now the story is on the Internet, along with
a news report on television, and nobody can calcu­
late how much negative PR the store has generated.

Sometimes rent-to-own draws the black bean
and gets negative press through no fault of its own.

The damage here-and there is some, to be sure­

seems to have been self-inflicted. It is certainly
true that the store had every right to stand by the
terms of its agreement and it is certainly true that
the 90-day deal did in fact expire on the zath and
the customer either knew or should have known
it. What the store did was perfectly legal. It is also
true that now this store is on the Internet and not

in a positive way, nor does the report enhance the

image of rent-to-own in general. The store lost one

sale and $438 in revenue that day, for sure. We may
never know whether that store or others lost addi­
tional revenue because ofwhat people have read on

the Internet or seen on the TV news.

Read this story at your next managers' meeting
and ask your employees what they would have done.
Cross your fingers when listening to the answers. ¥

Ed Winn III is APRO's general counsel.
His email addressisedwinn@mwvmlaw.com.



More room. Same space.

The GE® French-door bottom
freezer refrigerator fits a

standard 33" opening, yet it
makes room for everything
from gallon jugs to party trays
while keeping household
favorites within reach. What's
more, two freezer drawers
with multi-level baskets keep
frozen foods accessible and
well organized. Overall, it's
the ultimate in top-to-bottom
convenience.'

geappliances.com

Model
GFSF2HCYWW

Contact your Rental Sales Manager for

product and pricing information

Paula Allison Paul Eichberger
800.782.8093 800.782.8097

APR:) Associate Member since 1992

Model
GFSS2HCYSS

•�

Fax

866.238.6595



LOCAL INVENTORY

Coaster suitably carries all of the inventory for

you! Our 7 nationwide warehouses make it

convenient for you to retrieve your purchase.

QUALITY
We at Coaster offer a diverse selection of

furniture representing Quality, Style and Val

Explore the craftsmanship of our wide range
furniture today!


