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MANAGEMENT

7 n Sept. 1, 2006, 12 equipment
| | technicians met by conference call
% to discuss starting an equipment
technicians association. During that call,
we decided this type of association was
long overdue and it would be increas-

ingly necessary for the development of the
equipment technician position.

The equipment technician’s role during
the past 20 years has developed into much
more than just a person on the staff who
keeps equipment operational. With the
increasing number of golf courses through-
out the world, there aren’t enough skilled
technicians to meet the needs of every
course. There are many reasons for this,
however, we believe lack of awareness of
the career opportunity is the biggest one.

How can you tell the difference between
a skilled and unskilled technician? Is it
the way he looks or dresses? Is it how
quickly he can get a piece of equipment
up and running? Is it the organizational or
management skills he possesses? Unfortu-
nately, there’s no standard for measuring
effectiveness, so everyone’s perception of a
skilled technician is different.

The GCSAA helped develop the super-
intendent position into one that’s matured
throughout the years. Superintendents as
a whole have taken on more responsibil-
ity and, in turn, have gained much more
respect.

It’s for these reasons an equipment
technicians association is being developed.
An equipment technician is responsible for
all the equipment that maintains the golf
course daily and has a duty to make sure
every member and guest experiences a golf
course that’s in beautiful condition every
day. The position technicians hold can help
determine whether a customer returns to
the golf course to play again or if it’s the
last time he sees the golf course. In short,
equipment technicians help support the
revenue flow to the golf course.

On Jan. 1, 2007, the membership of
the International Golf Course Equipment
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Managers Association elected its first set of
officers and board of the association. The
board consists of equipment managers and
technicians from throughout the world
who've experienced many types of chal-
lenges in the industry. With the formation
of committees, the association is able to
have many more individuals worldwide —
from industry leaders to assistant techni-
cians — so everyone has the opportunity to
assist expanding the knowledge and profes-
sional image of every technician, from the
high-end private clubs to the small-town
public facilities and distributors.

During the past year, the IGCEMA has
achieved many things. We’ve hired legal
counsel and an accountant to assure our
path to provide a strong platform for com-
ing years is legal and consistent. The IG-
CEMA officially became IGCEMA Inc. Oct.
12, 2007. We also joined the Federation of
European Golf Greenkeepers Association’s
road show this year in South Africa where
we taught three seminars about how to
organize a workshop.
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The IGCEMA has continued to progress
— it has membership in nine countries, and
most recently, has been recognized by the
R&A on its best practices Web site (www.
bestcourseforgolfcourse.org) as an interna-
tional organization.

Many of these achievements wouldn’t
be possible without the overwhelming
support we've been given by the equipment
manufacturers, superintendent/green-
keeper associations and the technicians
throughout the world who've embraced the
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association and want it to succeed. Despite
the many accomplishments during our
one year of existence, we have many more
strides to make.

The IGCEMA has many things planned:
a certification program; exhibiting at the
Golf Industry Show; launching our envi-
ronmental initiative and continuing to add
local technician associations as affiliates
to our organization, among others. We'll
also make a big push to increase awareness
of the association in the industry to help
increase membership.

Another key focus will be encouraging
more technicians to work at golf courses.
The number of technicians in our industry
is declining quickly and isn’t keeping up
with demand. Many colleges in the U.S.
are struggling to attract students who are
interested in being equipment techni-
cians. While the equipment technician
job has changed throughout the years, the
IGCEMA would like to have it recognized
as an important and rewarding career. This
is no easy task, but if it’s not addressed, it
will hurt golf in the U.S. and abroad.

For the IGCEMA to make these strides,
the industry needs to understand the value
of equipment technicians, which is an
integral part of the success of a golf course
management team. Professionalism, stan-
dards, education and achievement should
be recognized, nurtured and respected.

It’s the goal of the IGCEMA to develop
this idea and expand it worldwide. Doing
so will encourage others to enter the pro-
fession. We intend to work with superin-
tendent associations and manufacturers to
develop this association and profession into
one that gains the respect and recognition
that’s long overdue and much needed. 6CI
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EQUIPMENT MANAGEMENT

BY STEVE AND SUZ TRUSTY

The resale mower market presents
several options to superintendents

The availability of off-lease mowers
entering the resale market corresponds
to the number of golf courses opting for
leasing instead of outright purchasing.
Photo: Jacobsen
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sed mowers have been available since

the beginning of mower sales. Tradition-

ally, two types of used mowers hit the
marketplace: demonstrator equipment that has
relatively low usage and the trade-in equipment
from direct purchases that has higher usage.
These items were marketed primarily through
the manufacturer-connected wholesale dealers
and distributors. Leasing programs changed
that, introducing a new category of highly
maintained, lower-usage, post-lease mowers to

the g()lf course maintenance market.

THE OFF-LEASE CATEGORY

Overall, the availability of off-lease mowers
entering the resale market corresponds to the
number of golf courses opting for leasing instead
of outright purchasing. When a leasing period
ends, all the equipment, including mowers,
reenters the marketplace. With some lease
programs, the user automatically returns the
equipment to the lease holder. Others include
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The mower resale market seeks ways to
enhance the perceived value of the premium
used product in the mind of the consumer.
Photo: John Deere

preset or negotiable buyout options the user can
consider at the end of the leasing period.

There are multiple types of companies issuing
leases, too. The lease holder might be an entity
linked with the equipment manufacturer or
working in conjunction with the equipment
manufacturer, independent leasing company
or bank.

With so many options, it’s difficult to de-
termine the actual ratio of lease agreements
compared to outright purchases. The National
Golf Foundation provides some data based on
its research. Some industry suppliers give off-
the-record estimates of a 50-50 ratio based on
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their tracking figures.

The equipment coming off leases will return to the ownership of the
leasing company and into its marketplace. For companies with manu-
facturer connections, the resale units will be handled by the wholesale
distributor or dealer. The mower manufacturers have built strong distri-
bution networks and count on these companies to support their products
completely and provide superior customer service.

Nonconnected leasing entities will use other marketing sources that
could be local, regional or international. These “out of channel” marketers

make a huge impact on the availability and price point of used mowers.

USED MOWER OPTIONS

All types of mowers used on a golf course are included in most lease pack-
ages, so everything from rotary gang mowers to walk-behind greensmowers
hit the resale market. Lease periods vary from three to four or five years.

“The number of annual use hours is driven by the type of mower, the
physical layout of the course and the geographic region, with higher hours
racked up on mowers working year-round in warm weather areas than
those used in colder climates,” says Mike Nesdahl, Toro’s senior manager
for financing and remarketing. “So the hour ratings at the end of the leas-
ing period typically range from 600 to 2,000 hours.”

As with any leasing agreement, the user is responsible for maintain-
ing the machines to a certain standard, which is high with golf course
equipment leases.

“Used mower prices generally range from 40 percent to 60 percent of
what a new piece would cost,” says Ed Kruse, national accounts sales man-
ager for John Deere. “The assured certified units that have undergone the
formal inspection and upgrade are more expensive than a trade-in piece that
has been inspected and prepared for use but doesn’t carry a warranty.”

Brian Melka, director of product management for Jacobsen, says some
industry data puts the resale price from a 30-percent to 50-percent reduc-
tion from the initial purchase price.

“The important thing is how much it’s going to cost the course to main-
tain it and use it?” Melka says. “They’ll expect to put more maintenance
into it, and while that’s not going to eat up all that price difference, it
could be a big chunk of it, depending on how the machine will be used
and how long it will be used.”

The costs decline according to the value of the mowers. The decline
typically is in relation to the hours of use rather than the age of the mower.
The decline starts to level out over time with the older trade-in mowers,
and by eight to 10 years of use, there’s not much value left. These older
trade-in mowers might be sold at wholesale to a remarketer as is or used
as a source for parts.

WHO BUYS USED MOWERS?

When Kruse looked at a five-year-old customer profile of those buying
off-lease used mowers, it was the smaller-budget golf courses that were
looking for the value and weren’t as concerned about the hours.

“With increased technology and mower advancements, everyone from
the top A course to the more price-conscious privately owned public
course is a potential used buyer,” Kruse says. “It’s all about right-sizing
your fleet for your facility and best use of available resources. Courses will

supplement a new lease program with a few used units to compliment an

ON YOUR COURSE.
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the daily guesswork out of your water management decisions.
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Used mower prices generally range from 40
percent to 60 percent of what a new mower
would cost. Photo: Toro

overall program.”

In the upper Midwest, there are many nine-
hole golf courses that don’t have the budget to
buy new machines, says Rich Vining, sales man-
ager for Turf Werks, a Jacobsen dealer located
in Johnston, lowa.

“With the off-lease mowers that roll over
from the typical three-year lease program, they
can buy a relatively low-hour machine in the
400- to 700-hour range at a reasonable price,”
Vining says.

The quality of cut is a golf course’s primary
consideration for its main cutting units, Melka
says. Often, the used mowers are used as a back

up or for specialized use rather than as the pri-

EDUCATION: THE ULTIMATE R.O0.1.

Invest in your club’s most precious resource: its people.

Educated employees = Engaged employees. Enhancing the job satisfaction of your crew reduces turnover and increases the
professionalism and productivity displayed on your course, saving time, labor, and money. We're committed to serving as the
leading Green Industry Education Provider, and ultimate source of product knowledge for golf course professionals. Improve your
staff morale and your bottom line: Visit www.EwingEducationServices.com to find seminars near you.
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mary cutting equipment. The specialized unit
can help extend the life of the newer, primary
use mower by not changing it over or putting it
in the more hard-use situations.

There’s a much broader market for resale of
a rotary mower, Nesdahl says.

“A 6-foot rotary product can go to a landscape
contractor, a corporate grounds department, a
high school, even a homeowner,” he says. “The
opportunities are endless. The reel mower,
because of its nature and the more technical
maintenance requirements, will typically come
back to the golf market.”

The sports turf market is another potential
buyer of used reel products.

“The walk-behind greensmowers are the
slowest resale unit,” Nesdahl says. “The super-
intendents who walk-mow their greens have a
highly labor-intensive operation and are very
focused on the quality of cut, so they generally

opt for new machines. Used mowers can be
equipped with a higher-height-of-cut kit to fit
the needs of athletic fields.”

USE EXPECTATIONS

The three manufacturers point to the quality of
their products and the service capabilities of their
dealers as factors that can keep equipment run-
ning for a long time. The use potential is closely
tied to the use hours already on the machine.

“Often the price paid mirrors the expecta-
tions,” Nesdahl says. “If a mower is expected to
provide 10 years of service and the course pays
50 percent of the original price for it, they'll
probably anticipate five years of use.”

The use period depends on how much preven-
tive maintenance the course wants to do, how
sophisticated their mechanical staff is, and how
much time and money they want to invest on
upkeep for each mower, Melka says.

SAVVY DECISIONS

The mower resale market has followed the lead
of the car market by seeking ways to enhance the
perceived value of the premium used product
in the consumer’s mind. So it’s important for
potential buyers to approach the used mower
market with realistic expectations. They need to
ask questions to determine the mower’s history
and warranty details, if a warranty is provided.
It’s a “buyer beware” situation if the offer seems
too good to be true or the person selling the
machine doesn’t know its history.

Buyers should also consider the overall costs
of ownership, not just the purchase price.
Savvy shoppers look long term to determine
the potential operating costs, including fuel and
maintenance costs. That should be compared
to the cost of a new mower and its operating
costs during the same period. The new equip-
ment will be more versatile incorporating the
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The used mower concept isn't new to the
golf market anymore, so it's easier for
dealers to sell them. Photo: John Deere

technological advances of a five- to 10-year
period and will provide greater durability and
performance factors, but the initial cost will be
higher. Superintendents need to consider all
the options to determine which is a better fit for
their operation, including dealer service.

“At the end of the day, what matters is the
mower is still working effectively,” Kruse says.

LOOKING AHEAD
Additionally, there’s a potential effect of interest
rate fluctuations on the overall market.

“There’s a long-term seasonality that will im-
pact the buy-to-lease ratio,” Melka says. “With
three to five years of low rates, there's been

STAY TUNED FOR 31
YEARS OF GOOD LIVING

Bob DeMarco,
POWELTON CLUB

NEWBURGH, NEW YORK

much emphasis on leasing as a form of shorter

term ownership. That can balance out, and it can
| and will change as interest rates change.”

But most view used mower sales as a grow-
ing market.

“There’s a niche out there now, especially for
the off-lease units,” says Mike Murphy, general
manager of the Chicago location of Turf Profes-
Having tutored under the “Bill Smart” school of turfgrass culture = ‘

makes me think of one of Bills’s favorite lines in the summertime “Should
have been a mason, bricks don’t wilt”. That's why the spray rig never

leaves the shop without Surf-Side 37. I've used Surf-Side with just about sell. The product is in good slmpe. and the g()lf
evets chrmnieat oce o Emiat NCVER EFIVE E USRS INTTTLIN: courses feel comfortable purchasing it. I don’t
YEARLY PROGRAM My first application is late March / early April. Last anticipatc that ('hant’ing in the near future.”
application is around Thanksgiving (I go skiing after that!). Greens and Tees S

sionals Equipment Co. “The concept isn’t new
to the golf market anymore, so it’s a bit easier to

40z. / M Surf-Side on a regular basis that being every 2 to 4 weeks. N(‘:ﬁda hl sees the “PP”““““Y lncrcam‘ng.
; and Kruse says the resale of used mowers is a
HYDROPHOBIC SOILS Any area of the Golf Course not up to par gets a

Q DRENCH of 5gals. Surf-Side in 160 gals. water put out with a hand gun growing market.

watered-in. This brings the areas under control. “The amount of mowers on the market is

LOCALIZED DRY SPOTS I've put up to 12-0z Surf-Side 37 in 2-gals. greater because the industry has grown over-
water and poured it on the LDS. It’s best to first core the area with a soil
probe. Follow with lots of water, and VOILA!!! No more problem. It’s a “no

brainer” for Superintendents fighting LDS.

all,” Nesdahl says. “While the golf market isn’t
growing at the previous rates, more courses are
opting for leasing programs, which translates to
DISEASE PROGRAM This is a good time to cut
labor costs and maintain your Surf-Side 37 Soil
. Water Management Program. We average 5 to 7
fairway sprays a year and put 2-gals Surf-Side in the
160 gal. sprayer. On green and tees we average 8 to 10
sprays a year and put 1-gal. Surf-Side 37 in
the 100 gal. sprayer.

more off-lease mowers in the marketplace.”
“The leasing of new equipment in the market-

place has been very good for us, and most of our

distributors do a lot with it,” Kruse says. “In three

years, that equipment still has less than half of its
anticipated use expended. People see the value

Montco Products Box 404 Ambler. PA 19002 Phone: 215-836-4992 in that. As course operators become more cost
’ Fax: 215-836-2418 efficient about how their money is spent, they

SURE-SIDE BOOTH #1105 - GIS ORLANDO find that equipment is a good fit.” GCI
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The Only Mowers

That Adapt to
Your Conditions

THE NEW ECLIPS
WALKING GREENS
MOWERS FROM
JACOBSEN®

Want to adjust the FOC to get the optimal cut for
any condition? The Jacobsen Eclipse™ line of walk-
ing greens mowers gives you the unprecedented
power to dial in the exact cut you want for your turf.
Jacobsen'’s Eclipse mowers are the only machines that
come standard with separate, adjustable settings for
reel speed, mow speed and FOC on a user-friendly
LCD display. Eclipse mowers are also the only mow-
ers to offer a variable-configuration platform that al-
lows for hybrid or battery power — providing stealth-
like quietness, fuel savings and reduced emissions.
With either power plant, you'll find the Eclipse much
easier and cheaper to own, maintain and service.

Experience the full Eclipse
for yourself at Jacobsen.com
or in Booth 2603 at the

2008 Golf Industry Show.
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