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GOLE CARS

THE “HOW?”’
OF FLEET

ACQUISITION

The acquisition of a golf
car fleet is a major finan-
cial step for any club.
Properly selected, fi-
nanced and operated, it
can generate cash for
your club and conve-
nience for your members

by WESLEY 0. MCGEE

T PARG

Golf car rentals are presently the
fastest growing source of revenue
for golf courses and country clubs.
Rental income now generates a
larger proportion of a club’s total
revenue used to pay salaries, per-
mit expenditures for other equip-
ment and course improvements and
eliminate or reduce member assess-
ments.  Consequently, decisions
about buying a fleet are increasing-
ly important in a club’s total finan-
cial operation.

Just putting a new fleet on the
course will neither guarantee profit
nor increase revenue. But choose
the right product, finance under
optimum conditions, maintain and
service properly and profits will be
forthcoming.

FOUR BASIC FACTORS
These three elements—product,
financial method and service pro-
gram—are the key decisions that
determine the profitability of a
new fleet.

Who makes the decision—that’s
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the key to the other three. It's not
only the choices that matter, it's
who makes them.

There are four basic factors that
must be considered in the decision
to acquire a fleet: 1) the decision

team-—who should be involved in
fleet acquisition; 2) the product
choice—which golf car is best suited

to the course; 3) the financing meth-
od—whether to buy or lease, and
4) what sort of maintenance, deal-
er support and other related factors
are involved.

Proper evaluation of these four
factors will enable the club to select
the fleet that combines optimum
performance with maximum profit.
Failure to weigh each step can
prove  disappointing— particularly
on the bottom line.

THE DECISION TEAM

Before choices of product, financ-
ing and support can be made, sev-
eral aspects of fleet operation must
be explored. These are: member
preference, engineering, cash flow,
turl wear, personnel requirements
and others.

One individual cannot evaluate
the diversity of factors involved in
fleet acquisition. A decision team
can best analyze the problem-—each
member concentrating his efforts
on the aspect he knows best.

Each of four key club officials

the professional, course superin-
tendent, club manager and treasur-
er—can play an important role in
the decision-making process.

The club manager or general
manager is usually responsible for
most of the club’s revenue-produc-

ing operations. He plays an inte-
gral part in the decision. He has an
over-all view of the club’s needs,
particularly its cash needs, and he is
in a good position to assess the
need to acquire a new fleet.

Two perspectives of the club pro-
fessional made his advice impor-
tant. The conversations he has with
members in the pro shop give him
a day-to-day critique on a fleet’s
performance as well as the mem-
bers’ preferences. In all liklihood,
he participates to some degree in
the revenue from golf car rentals,
and any fleet decision directly af-
fects his income. He should be
keenly aware of the existing fleet’s
condition and of the supply-demand
situation.

The superintendent knows inti-
mately the terrain, drainage, slopes
and car paths of the course. His
expertise can be of great assis-
tance when choosing the type of
vehicle that’s best suited to the pe-
culiarities of the course. He may
also be responsible for maintaining
and servicing the fleet and should
know best his crew’s capabilities.

The ultimate decision in all mat-
ters involving a substantial capital
outlay rests with the club’s chief
financial officer—treasurer or
comptroller—or finance commit-
tee. He must determine if the ac-
quisition of a new fleet is financial-
ly feasible, which financing methods
best suit the club’s fiscal require-
ments, what overhead or hidden
costs may occur and what account-
ing practices can benefit the club
upon acquisition. The last word
probably belongs to the financial
officer. The decision to acquire a
new fleet is an operational deci-
sion; but the decision how to ac-
quire the fleet is purely financial.

USE MEMBER EXPERTISE

Many clubs have recently estab-
lished special car committees to
analyze fleet needs. This practice
allows the club to incorporate ex-
pert advice from other sources,
such as engineers, insurance men,
attorneys and others, into the de-
cision. But the club manager, pro-
fessional, course superintendent
and chief financial officer must
form the core of the committee,
and the financial officer must have
the last word.



THE PRODUCT CHOICE

Ten years ago golf car sales in the
United States totaled about 5,000
units valued at $5 million. Today,
the industry produces nearly 50,000
golf cars annually with a total value
of $60 million. By the end of 1973,
nearly 300,000 golf cars will be op-
erating on more than 8,000 regula-
tion courses.

This increasing demand has fos-
tered competition among manu-
facturers from which clubs and
members have emerged as the chief
beneficiaries. Now golf cars come
in a variety of styles and sizes with
new, improved engineering features
and options continually being de-
veloped. Sixteen car producers
presently offer more than 35 differ-
ent types and models at listed prices
ranging from a little more than
$1,000 to nearly $2,000. Optional
items can range from $5 to several
hundred dollars. Most popular
cars, however, are listed between
$1,300 and $1,500.

This diversity allows a club to
tailor the golf car to meet its par-
ticular needs—its terrain, geo-
graphic region, climate and mem-
bership. For instance, the ideal car
for a sandy, flat, seaside layout in
the Southeast may be unsuitable
for a hilly, wet course in the North-
west. A hilly or mountainside
course, obviously, demands a golf
car with a durable power plant. The
same type of course may require
a wide wheelbase with a low center
of gravity for additional stability.

The vehicle body, fiberglass or
steel, may be an important consid-
eration where salt air, blowing sand
or excessive rainfall take their toll
on car bodies and paint. Normally,
heavy rainfall during the golfing
season or poor fairway drainage
may make the vehicle weight a fac-
tor; heavier cars will sink deeper
into the turf, leaving ruts. Tiller
bar and automotive steering, lease
and coil-spring suspension, seat
brakes and other items must be
considered. Some are standard,
others are optional, depending on
the manufacturer.

DON'T FORGET THE MEMBERS
Member preferences, when possible,
should be given considerable weight.
After all, they rent the cars. If they
don’t like the fleet, the rental reve-

nue may be affected adversely. The
cars’ styling and over-all attractive-
ness, accessories (canopies and
windshields), ease of entrance and
exit, seat cushion comfort, sweater
baskets and other equipment, even
color, may be overlooked by the
club, but may influence members’
attitudes toward the new fleet.

Have manufacturers or dealers
demonstrate and explain their prod-
ucts, preferably on the course it-
self. A test ride will give first-hand
knowledge of the car’s riding com-
fort, starting ease, acceleration
characteristics, power and over-all
performance. Conduct tests under
similar conditions on uniformly wet
or dry fairways.

FLEET FINANCING

We said earlier that the decision
how to acquire a new fleet is not
an operational one, but a finan-
cial one. Happily for clubs, the
same competition that has pro-
duced a diversity of product choices
has also spawned a diversity of fi-
nancing choices.

The least understood aspect of
successful fleet operation is how
to take advantage of financing
methods specifically tailored to the
golf business. Indeed, the number
and variety of financing options
available to clubs are now so nu-
merous and so imaginatively de-
signed, we like to call them crea-
tive financing tools. These tools
must be understood if the fleet ac-
quisition and operation are to yield
maximum benefits to the user.

PURCHASE OR LEASE?

Two questions can be answered
quickly. Can your club afford to
purchase the fleet? Does the pro-
ducer or dealer offer leasing? If the
answers are yes and no respectively,
the choice is simple. Buy the fleet.
It’s usually not so simple, however,
and generally a club’s desire to pur-
chase will be dictated by its finan-
cial condition, tax status and atti-
tude of its membership. If your
club enjoys a healthy financial con-
dition, purchase may offer oppor-
tunities to take advantage of de-
preciation allowances, which can
shelter earnings from taxes.

If your club has a capable main-
tenance staff and proper facilities,

the purchase decision may be more
appropriate. (There appears to be
some validity to the notion that
club-owned cars receive better care
by users and better maintenance
by club personnel.

The purchase decision, however,
should take into consideration the
total financial picture—not merely
the price of the cars—but also the
down payment, depreciation, inter-
est charges, residual value, warran-
ty, maintenance and service costs
and insurance costs.

Should sufficient capital not be
available, borrowing costs become
an added expense. Member assess-
ments or increased membership
may help raise funds immediately,
but does the desire to own the fleet
compensate for possible negative
effects?

Perhaps, if the club is well-cap-
italized with a healthy cash posi-
tion, it may be faced with demands
for two major capital items simul-
taneously: a swimming pool and a
new fleet or four new greens and a
new fleet. In that case, leasing the
fleet makes a lot of financial sense.

LEASING ADVANTAGES

Many clubs lack sufficient capital
for an outright purchase. For a club
in this condition, leasing also of-
fers distinct financial advantages.
It may eliminate direct borrowing,
thus maintaining the club’s current
debt-equity ratio, commonly known
as “off-balance sheet financing.”

Leasing also can provide 100
per cent financing, as opposed to
70 to 90 per cent financing if the
fleet were purchased. A leased fleet
is easier to replace, modernize or
trade in, sometimes eliminating al-
together the need for staff mainte-
nance and service personnel. Its
“pay-as-you-go” nature may al-
low the club to obtain more than
one capital improvement item at
the same time. Leasing does not
preclude outright purchase and it
allows the club to have the cars at
its disposal when the club can use
them most profitably. Insurance
costs, the concern of the club if it
owns the fleet, are the responsibil-
ity of the dealer or manufacturer
under most leasing arrangements.

These advantages were once typ-
ically offset by disadvantages, such
as the leasing methods not being

continued on page 70
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For samples and information:

Chicopee Mills, Inc. |

P.0.Box68, Milltown,N.J. 08850
Offices in leading cities

For more information circle number 144 on card

The
HENRY GOLF BALL WASHER

You get more ball washer for the money with The

find it requires minimum upkeep. Golfers through-

IN
A Proven Golf Ball Washer CHOICE
Used On Leading Golf Courses
Throughout The World OF

Henry. It costs less initially. Course Supts’ will COLORS

out the world have found that The Henry, with its

: W. C. Schendel
1l
rubber squeegee and gasket, cleans their balls 6510 W, River Pky.
faster and more efficiently. 2
Milwaukee,

DEALERS IN ALL PRINCIPAL CITIES Wisconsin 53213

For more information circle number 148 on card
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flexible enough to suit all clubs’
operational and financial struc-
tures. This no longer is the case.

GOLF INDUSTRY LEASES
Now, the decision to lease is more
complicated, but only because
many leases have been especially
tailored to the operating income
and expenses of the seasonal golf
industry. Some include:
O Straight or finance lease, no
maintenance or service;
O Full-service and  full-mainte-
nance lease;
O Purchase options at the end of
two-, three-, or four-year terms;
O Skipped payment lease, reflect-
ing the club’s seasonal income:
O Escalating payment lease, de-
signed for newer clubs whose in-
comes will increase over several
years;
O Tournament fleet lease on a
per diem basis for special golfing
occasions;

. Member-shared depreciation
plan. Groups of individual mem-
bers may purchase a golf car fleet,
lease it to the club and thereby gain
the tax shelter of the equipment
depreciation while the club has the
use and profits of the fleet. Mem-
bers may also share in revenues;

O Variable shared revenue lease,
providing an increased use incentive
to the club. Under this arrange-
ment, the lessor's percentage de-
creases as revenue increases past
various plateaus;

O Shared revenue lease, granting
both the club and lessor a fixed
percentage of all fleet revenues;

O Minimum  guarantee  lease,
guaranteeing the lessor a share of
revenue from a pre-determined
number of rounds of play.

Complicated? Yes. But compli-
cated because each golf club’s fi-
nancial needs are complicated.
Somewhere in the list of choices
(including the purchase choice) is
a financing technique ideal for your
club. One point to remember: If
use rather than owership of the fleet
will provide the desired revenue and
profits, why bear the responsibility
and headaches of ownership? And
if the club is tax-exempt or munic-
ipally owned, there is a real ques-
tion as to whether it should ever
purchase capital equipment.

continued on page 75
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MAINTENANCE AND THE DEALER
The subject of maintenance is the
ugly duckling of new fleet acquisi-
tion programs. But it's one of the
keys to successful and profitable
fleet operation.

The availability of qualified per-
sonnel and proper maintenance
facilities can be a crucial factor
when deciding to buy or lease.

Your club can keep a mainte-
nance man on your payroll or de-
fer to the dealer or manufacturer
to supply the maintenance for the
fleet and warranty. It is inconsistent
with good business practice, how-
ever, to maintain an asset, which is
the fastest growing revenue source
for the club, with the cheapest avail-
able labor. Find the best man avail-
able and pay well for his skills.

If you attempt to operate a fleet
without the proper maintenance
facilities and personnel, down time
will be longer and repair costs
greater. In a very few years, your
fleet is actually costing—not prof-
iting—the club. Conversely, skilled
personnel and up-to-date facilities
for fleet repair can add valuable

percentage points to the profit mar-
gin, years of life to the cars and
satisfaction to the members.

Is there a normal or average life
expectancy for golf cars? No. It
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is a combination of the quality of
the original car plus the care, serv-
ice and preventive maintenance it
receives. Some fleets are allowed
to deteriorate to such a degree that
they become practically useless in
just two or three years; others may
still be operating efficiently and

profitably after eight to 10 years.
Few clubs have the facilities to
store all the parts and accessories
needed in fleet repair. Many parts
must be ordered from the dealer
or manufacturer. Because one ex-
tra day's delay in shipment can
prove costly in terms of lost rev-
enue, the proximity of a manufac-
turer's representative becomes an
important consideration. If your
club is operating under a leasing
agreement whereby the mainte-
nance is deferred to the manufac-

turer, proximity may be critical.
Whether the fleet is owned or
leased, your dealer’s reliability and
reputation is important. Check with
other clubs that operate a fleet of
his golf cars. Find out what they
have learned about the car’s quality
and its need for periodic repair.
You may even choose to inspect
continued on page 94
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grass greener

on your side
of the fence.

GRAND PRIZE® Lawn & Garden Gypsum keeps turt, shrubs,
trees growing thick and strong. That's because it acts much
| i “culti ". Loosens hard-packed clay soil so @

air and water can penetrate, helps fertilizers live up to their

full potential. Low in cost, high in efficiency, this natural soil E
conditioner supplies soluble calcium and sulfur in a readily
absorbed form. And it also stimulates decomposition of organic

materials. The result: seeds germinate faster, roots go deeper,
foliage becomes luxurious. Write for specifics. 101 S. Wacker
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GREENS AND TEES
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AND

TORONTO C-15 BENT

SOD or STOLONS
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FYLKING & WINDSOR

Quality Growers for 22 years
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NURSERY, INC

TINLEY BARK 1Lt

4301 WEST FLOSSMOOR ROAD
TINLEY PARK, ILLINOIS 60477
312.798-2210

For more information circle number 198 on card

PREVENT
DISEASE

Economical, effective
*DYRENE broad-spectrum
fungicide controls: leafspot,
leaf blight, copper spot, stem
rust, dollar spot, brown
patch, snow mold (Typhula).

Mixes easily with water;
non-corrosive; dyed green to
blend with nature.

RESPONSEability
to you and nature

Division of Baychem Corporation
Box 4913, Kansas City, Missouri 64120

73107-5

For more information circle number 153 on card
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his facilities to ensure they are well-
equipped and well-staffed. Also, be
certain to ask about the manufac-
turer's warranty; what does it cov-
er, for how long and how firmly
does he stand behind it.

Once you've determined to your
satisfaction which dealers you care
to do business with, which financing
methods best suit your needs and
which products work well on your
course, your decision team can
move quickly toward the choices—
product, financing and dealer.

Follow the steps, listen to the
points of view of your team mem-
bers, then decide.

Remember, though, the acquisi-
tion of a fleet is a major financial
step for any club and must be con-
sidered as such.

Properly selected, financed and
operated, that capital investment
can generate cash for the club and
convenience for the members. And
that’s what operating clubs is all
about. O
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nor variations in taste between
years. For American varietal to
bear a vintage year, under Feder-
al labeling regulations, it must be
100 per cent of the wine of that year.
Varietals are the “in” thing with
American wine drinkers. They
have cleared up the confusion of
wine tastes and most of them are as
good—if not better—than their im-
ported counterparts. Keep in mind
that recent restaurant and hotel
industry surveys show that ap-
proximately 91 per cent of the wine
and 80 per cent of the Champagne
consumed in this country is “Made
in U.S.A.” The idea that all im-
ported wines are vastly superior to
American wines is completely
false. Premium quality wines of
Europe and the United States both
have their enthusiastic support-
ers, but most Americans prefer
American wines. So get on the band-
wagon and have them available for
the guests and members of your
club. O
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Golf Course
Sales

The nation’s leading commercial turf
products company tu\ several open-
ings for technical representatives to
promote a special line of commer-
cial turf products. Representatives
will call on golf course superinten-
dents as well as industrial and edu-
cational institutions. Applicants
should have a BS degree or its
equivalent in one of the agronomic
sciences, plus have sales or practical
experience in the turf industry. In
addition to an excellent starting sal-
ary, commission and automobile, we
offer a comprehensive benefit pro-
gram at no cost to the employee

Send resume in confidence to:
Box #314, ¢c/o GOLFDOM
An Equal Opportunity Employer





