
The role of powered golf cars 
in today's golf course operation 

Part I of this article appeared in the 
A u g u s t , 198 0, issue of G O L F 
BUSINESS. In it, author foe Much, 
Regional Director for the National 
Golf Foundation in Monmouth, 
Oregon, explained several of the key 
factors that must be considered when 
contemplating purchase of a golf car 
fleet. In Part II, he explains the 
various options available to finance 
such a fleet, including types of leasing 
arrangements. Ed. 

Financing Fleet Acquisition 
The matter of financing depends 

upon whether the club or the profes-
sional purchases or leases the fleet. It 
should be noted that some clubs elect 
to concede thé entire golf fleet enter-
prise to the professional as a portion 
of his remuneration. The practice is 
more prevalent at private clubs and 
considerably less at daily fee opera-
tions, in which the owner/operator 
usually controls every major source of 
income. 

Proponents of ownership (as op-
posed to leasing) maintain that any 
club which is profit-oriented, well-
capitalized with a healthy debt-equity 
ratio, and in solid operating condition 
may find that a purchase decision of-
fers opportunity to take advantage of 
depreciation which can shelter earn-
ings from taxes. A lessee, at com-
parative costs, may end up making 
more net d o l l a r s . Any c l u b un-
prepared to provide these services is 
going to find leasing cars the more 
practical and profitable method of 
fleet acquisition. 

While ownership is on the rise, pro-
ponents of leasing still point out that 
any operation which is tax-exempt or 
municipally-owned probably should 
not purchase any capital equipment 
such as golf cars. If use, rather than 
ownership of a fleet, will produce the 
desired convenience and profit, why 
bear the responsibility and headaches 
of ownership? Among the advantages 
they claim for leasing: 

1. It increases or maintains current 
levels of working capital without 
changing a club's current debt-
equity ratio. In other words, it 
permits "of f balance sheet finan-
cing". 

By Joe Much, NGF Regional Director 

2. It provides up to 100% financing 
as opposed to the 70% to 90% 
f i n a n c i n g u s u a l l y a v a i l a b l e 
through traditional capital equip-
ment financing sources. 

3. It permits a club to obtain more 
than one capital item at the same 
time. 

4. It can provide a hedge against 
product obsolescence. 

5. It offers flexibility in expansion 
or contraction of fleet size. 

6. It does not preclude purchase of 
the equipment at any time during 
or at the end of the lease period. 

7. It can eliminate the need for staff 
maintenance and service person-
nel. 

8. Leasing helps improve cash flow. 
Leasing arrangements 

All major manufacturers of golf cars 
and their distributors have devised 
many and varied ways of financing 
leased cars. Today, decisions as to 
how to lease are complicated, but only 
b e c a u s e of the m a n y v a r i a t i o n s 
available to the lessee. In addition to 
the original "straight" or " t rue" lease, 
which provides no maintenance, for a 
given period of years, there are the 
following: 

1. F U L L S E R V I C E AND F U L L 
MAINTENANCE LEASES. 

2. PURCHASE-OPTION LEASES. 
These contracts usually run for 
two, three or four years because 
the dealer needs sufficient time 
to be assured of a reasonable pro-
fit. It may be figured on a per-
centage basis or by the month. 
Most dealers require an income 
of $800 to $1,000 per car per year 
to show a profit and properly ser-
vice the fleet. In the case of four-
wheel cars the figure would be 
more like $1,000 and sometimes 
more. 

3. SKIPPED P A Y M E N T L E A S E S 
reflect a club's seasonal income. 
For example, a warm climate 
club might select a 12-month pay-
ment plan, while one in the North 
might prefer to make payments 
only during the six to eight 
months it is open for play. 

4 . E S C A L A T I N G P A Y M E N T 
LEASES, designed fo rnew clubs 
whose income will increase over 
several years. 

5 . M I N I M U M G U A R A N T E E 
LEASES, under which the club 
guarantees the lessor a share of 
revenues for a minimum number 
of rounds annually. 

6. S H A R E D R E V E N U E LEASES, 
which grant both the club and the 
lessor a fixed percentage of all 
f leet revenue. This general ly 
ranges from a 70/30 to a 50/50 
split, depending upon the amount 
of service rendered by the lessor, 
with the higher share to the 
lessor. 

7. VARIABLE SHARED REVENUE 
LEASES provide an increased 
use incentive for the club. Under 
this arrangement, the lessor's 
percentage decreases as revenue 
increases beyond various levels. 

8. MEMBER-SHARED DEPRECIA-
TION PLAN. This is a truly in-
novative arrangement, primarily 
for clubs whose members are in 
the upper income bracket. Under 
this plan, one or more members 
might purchase a golf car fleet 
and lease it to their club under 
mutually agreeable conditions. 
The member/owners gain the tax 
shelter from depreciation and the 
club receives the use of a profit 
from the fleet without capital in-
vestment. 

9. TOURNAMENT FLEET LEASES 
are available on a per diem basis 
for clubs which have scheduled 
events requiring an unusually 
large number of cars for a short 
time. 

Choosing the Product 
When determining which car to 

lease or purchase, the golf facility 
operator, or whoever is to make the 
decision, should take the time to test a 
number of different cars under the 
same turf and climatic conditions. 
More or less in order of priority, they 
should consider the following factors: 

1. Q U A L I T Y . G e n e r a l l y you get 
what you pay for. The car should 
be sturdy, well-designed and en-
gineered and prepared to endure 
rough treatment. Warranty pro-
t e c t i o n on p a r t s a n d 
workmanship is important. 

2. RIDEABILITY. The car should 
have a comfortable ride, what-

Continues on page 22 



L E S C ^ p PRODUCTS 
LESCO OF EAST MICHIGAN 
Howard Al tman 
(800)321-5325 

LESCO NURSERY SALES 
Gary Avery 
(800) 321-5325 

LESCO OF HUDSON VALLEY 
Cliff Beiden 
(800)321-5325 

LESCO OF UPPER NEW YORK 
Jim Commisso 
(800)321-5325 

LESCO OF EAST CAROLINAS 
Galen Decker 
(800) 321-5325 

LESCO OF LAKE ERIE 
Don Friihauf 
(800) 362-7413 or (800) 321-5325 

LESCO OF WEST FLORIDA 
Rich Gardner 
(800)321-5325 

See us at Florida 
Turfgrass Show Booths 410,411 

LESCO OF WEST CAROLINAS 
Earl Gr i f f i th 
(800)321-5325 

LESCO OF OHIO 
Les Guedel 
(800) 362-7413 

LESCO OF MICHIGAN-INDIANA 
Mike Horvath 
(800)321-5325 

LESCO OF EAST FLORIDA 
Keith Longshore 
(800)321-5325 

See us af Florida 
Turfgrass Show Booths 410,411 

LESCO OF NORTHEAST FLORIDA 
Roger Wid r ig 
(800)321-5325 

See us at Florida 
Turfgrass Show Booths 410,411 

LESCO OF CENTRAL/SOUTHWEST OHIO 
Ed Will iams 
(800)362-7413 

LESCO OF WESTERN PENNSYLVANIA 
Randy Zidik 
(800)321-5325 

LESCO OF ILLINOIS-INDIANA and WISCONSIN 
Dave Zimmerman 
(800)321-5325 

LESCO NURSERY PRODUCTS 
Mark Sligar 
(800)321-5325 

LESCO NURSERY PRODUCTS 
Tom Gartner 
(800)362-7413 

LESCO NURSERY PRODUCTS 
Dan Brunetti 
(800)321-5325 

LESCO OF THE NORTHEAST 
Frank Downey 
(800)321-5325 

LESCO OF EAST CENTRAL US 
Bob Miller 
(800)321-5325 

LESCO Lawn care Products 
Ron Gif fen Glen Lessing 
Herb Cole Art Wick 
Harry Podvia Bill Tanner 

Phone: 800-321-5325 
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ever the c o m b i n a t i o n of seat 
cushioning, shock absorbers or 
spring suspension used. 

3. EASE OF M A I N T E N A N C E . All 
functional parts should be easily 
access ible . Ready availabi l i ty of 
parts is important. A technical 
manual and parts book should be 
r e q u e s t e d for a s s u r a n c e that 
r e p l a c e m e n t p a r t s w i l l b e 
avai lable for the life of the car. 

4. GENERAL HANDLING QUALI-
TIES. Check handling on turns, 
b r a k i n g f o r s m o o t h n e s s and 
firmness, steering ease , starting 
per formance , stability, etc. 

5. TRADE-IN VALUE. Investigate 
projected value after three or 
four years of normal use and care 
and compare . 

6. ORIGINAL COST. Most cars on 
the market are in comparable 
price brackets for value received. 
Quoted prices should include 
freight, batteries and chargers. 
M a n u f a c t u r e r s ' p r i c e s a r e 
usually f.o.b. the factory. Watch 
for hidden charges. 

7. A P P E A R A N C E . Most m o d e r n 
cars pass the appearance test, but 
pre ferences can be accommo-
d a t e d . A n y c o l o r is u s u a l l y 
avai lable , but all cars should be 
the same for ease in paint touch-
ups. Names or crests on cars 
mean extra expense. 

8. T Y P E O F T I R E S . T h e use of 
wider, softer tires for golf cars is 
virtually universal . Wider tire 
print spreads the weight of the 
car and reduces compact ion of 
soil. Lower inflation pressure 
b r i n g s b e t t e r t r a c t i o n a n d 
reduces risk of tire damage from 
rocks, tree roots, etc. 

How many cars? 
Fleet sizes vary widely depending 

upon the type of golf facility, the af-
f luence of c l iente le or membership , 
physical character is t ics of the course 
and cl imate during the playing season. 
No satisfactory rule of thumb has 
been developed for municipal and 
daily fee courses, where e x p e r i e n c e s 
vary widely from course to course , of-
ten within the same general area . 
Operators of publ ic faci l i t ies would 
be wise to conduct a study which 
would consider weekly traff ic f igures 
and patterns, nature of the customer 
and weather conditions. T h e y might 
start out modestly, possibly with a 
leased fleet, until a satisfactory norm 
is establ ished. A survey of municipal 
faci l i t ies in 1979 showed f leets averag-

ing between 19 cars in the West North 
Central area and 54 in the South 
Atlantic. 

Resort courses also vary, but a good 
est imate is one car for every 800 to 900 
rounds of golf played annually. A 1977 
resort golf course survey showed a 
median fleet of 71 cars with high 
figures ranging all the way up to 360 
c a r s f o r m a j o r , m u l t i p l e - c o u r s e 
resorts. 

L a t e s t a v e r a g e s d e v e l o p e d f o r 
private clubs show about 40 cars, but 
the range is wide. Some smaller clubs 
in rural areas may have only a few 
member-owned cars; larger, exclusive 
faci l i t ies may have 100 or more. Here 
again, when considering acquisition, a 
club would do well to think in modest 
numbers , such as one car for every 15 
to 20 golfing members or six to eight 
cars for every 100 golf bags main-
tained in the club storage room. 

Too few cars or too many cars can 
h a v e e q u a l l y e x p e n s i v e c o n -
sequences . General ly fleet owners 
should shoot for a minimum of 120 
rounds of golf per car per year. Well-
managed fleets will get 175 rounds per 
year and some will go as high as 250 or 
more. 

S o m e experts suggest a club might 
use the rules of thumb above, estimate 
the number of cars needed and then 
acquire just a few cars less than that 
number . Having fewer than needed 
somet imes creates a psychological de-
mand for cars and when more are 
needed the demand can be met easily. 
Insurance 

T h e question of insurance on golf 
cars needs little discussion by owners 
and operators of f leets . A sufficient 
amount of insurance is plainly neces-
sary, particularly in view of mounting 
c laims and awards. 

If a club leases cars, the cost in-
surance is borne by the lessor. In such 
cases, the club attorney or someone 
competent to rule on coverage accord-
ed the club and its members should 
check the golf car lease agreement. If 
a club owns its cars, then a minimum 
of $ 2 0 0 , 0 0 0 / $ 3 0 0 , 0 0 0 l i a b i l i t y in-
surance, plus $50,000 property damage 
and coverage for f ire, theft and van-
dalism should be secured. Vandal ism 
today is the chief cause of golf car 
damage throughout the country. Cost 
for this type and amount of insurance 
will average about $35 per car per 
year. 

Operation of golf car program 
T h e quest ion as to who should 

Continues on page 27 
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operate and manage the golf car pro-
gram and who should der ive the 
profits from it has found different 
answers in different types of golf 
operations. In private clubs the golf 
professional often handles the matter 
and is compensated in direct pro-
portion to his responsibilities. 

Profits from golf car rentals have 
been so great that course owners and 
some private clubs are buying or leas-
ing their own cars and retaining a 
large share of the profits themselves. 
In these cases, satisfactory arrange-
ments are generally worked out in 
which, for a share of the revenue, the 
professional is given the responsi-
bility and management of all golf cars. 
If he is also charged with maintaining 
the cars, his compensation should be 
based on net profit. 

Individually-owned golf cars are 
permitted on many courses and will 
have a heavy bearing on the profit-
ability of the fleet operation. It is up to 
the management of each facility to 
determine the advisability of this 
p r a c t i c e a n d m a n y t o d a y a r e 
restricting, phasing out or banning 
personal cars. The decision may hinge 
on any of a number of considerations, 
including how much m e m b e r s or 
customers are willing to pay for use of 
the course and storage privileges. 
Unless that figure adequately com-
pensates the club or course operator 
for the loss of r e v e n u e through 
rentals, a review and possible change 
of policy is indicated. 

Very few clubs and courses today 
have found the perfect answer for the 
somet imes " p o l i t i c a l " problem of 
individually-owned golf cars, but the 
Oro Valley Country Club of Arizona 
may have come close. Member-owned 
cars are allowed on the course but no 
storage is provided for them. Owners 
pay $300 annually for the privilege of 
operating their cars on the course and 
further agree to make their cars 
available on call to the club for rental 
purposes 10 times each year. At a $10 
rental fee, this adds another $100 each 
year to the club's golf car revenue. 

Since there are 10 member-owned 
cars in operation on the course, the 
club's fleet of 46 can be increased by 
more than 2 0 % for p e a k t r a f f i c 
periods. And finally, when a member 

operating his own car invites a rider to 
accompany him, that rider pays a stan-
dard rental fee to the club. 

Oro Valley Country Club has been 
showing more than $80,000 revenue 
annually from golf car operation. 

Promoting car usage is a public rela-
tions function and should be handled 
as such. Good m a i n t e n a n c e and 
cleanliness are vital to the promotion 
of repeated use of cars at any course. 
Whether the cars are managed (or ow-
ned) by the professional, one of his 
assistants or someone else, they 
should always be lined up neatly 
where they are visible to the potential 
customer and ready for use. Someone 

should ask every player who registers 
whether he would like to play from a 
golf car. And the process of getting 
him and his clubs into a car should in-
volve a minimum of time and no red 
tape. 

The use of cars is habit-forming and 
the popularity of a newly-installed 
golf car fleet at any club will increase 
rapidly. Important revenue will fol-
low. GB 

Finally, An Aid For 
Teaching Turf grass 
Superintendents, Contractors, Lawn Care 
Managers, New, On-the-Job Reference. 
The Turf Managers' Handbook is a compre-
hensive, organized approach to turfgrass 
science and care. It has been designed and 
written by leading turf specialists from 
Purdue, Dr. William Daniel and Dr. Ray 
Freeborg, for on-the-job reference and as a 
text for students. 
The book contains 150 illustrations and 96 
color photographs. Data includes 240 
tables and forms. Included are 
specifications for rootzones, 
employment, calculations for 

chemical applications, and extensive 
metric-imperial conversion. Business 

and technical aspects of 
turfgrass management are 

covered in this 424-page book. 
Planning, purchasing, hiring, 

construction, and plant 
selection are put together for 

easy on-the-job reference. 
Markets covered include lawn 

care, sod production, golf course 
nanagement, cemeteries, athletic fields, 

.nd low maintenance areas. If it concerns 
turf, it's in the Turf Managers' Handbook. 

TU mana 
H a r i D j B O O K 

Ordering Information 

Please send copies of the hardback ($18.95 ea ) 

copies of the paperback ($14.95 ea ) 

A shipping charge of $1.25 per book must be added 

A check or money order tor is enclosed 

Please charge to my VISA or MASTER CHARGE (circle one) 
account no. . expiration date 

Signature 

Name (Print) . 

Address 

City 

I understand that delivery may take six to eight weeks 
Quantity and bookstore rates available upon request 

Send to: 
Books Department 

Business Publications Division 
Harvest Publishing Company 

9800 Detroit Ave 
Cleveland. OH 44102 

H 



New concepts for 
landscaping tees 
By J. A. French and R. P. Korbobo 

Part I or this article appeared in the 
August, 1980, issue of G O L F 
BUSINESS. The photographs which 
appear here in black and white, also 
appeared in the August article in 
color. They should be refered to for a 
full appreciation of the beauty of the 
tees the authors speak of. They are 
arranged here, in black and white, to 
afford continuity to this second part. 
Ed. 

Change of life style 
Another reason for this change in 

tastes you can probably count along 
with others is a subtle change in our 
living habits. More and more former 
home owners, young married couples, 
single people, etc., live in apartments, 
townhouses, or condominiums. They 

no longer own "their own little plot of 
land" and grow and enjoy their own 
flowers, grass and vegetables. The golf 
course gives them that wonderful 
feeling of open space and of walking 
on beautiful green grass. In addition, 
they don't even have to maintain it! So 
it is not only the fact that more women 
are playing golf that is causing this 
change in attitude, but a change in our 
living habits as well. So the alert 
owners of golf courses are catching on 
to the importance of "eye appeal " 
through attractive landscaping that 
will literally surround the golfer in 
beauty. 
When? How? 

Now that we have covered the 
reasons in favor of such improve-
ments to a course, let us get down to 
the when and how part of it. 

To be sure, every 1st tee is not an 
eyesore as we have described in our 
example. Therefore, some qualified 
person or committee should take a 
close and detailed look at their 1st tee 
in p a r t i c u l a r . Is it c l ean? Is it 
functional? Is it attractive? Could it be 
improved? Can you see the cars in a 
parking lot as you stand on or near the 
tee? Are there mud holes after it 
rains? Are there foot paths wearing 
out the turf where the players ap-
proach the tees indicating that you 
may not have solved the foot and car 
circulation problems? Perhaps the 
most effective method of looking at 
your own "home base , " to see it as a 
stranger sees it, is to take several 
slides of it during the various seasons 
and then project them — lifesize onto 
a screen. (This method is better than 
using the instant picture type of 
photos since the prints are so small, 
you can't see all the negative aspects 
in detail which the area may have.) 

It could be that your tee in question 
is a diamond in the rough (no pun in-
tended). Just a little cosmetic land-
scape work could do wonders. 

The photographs in this article show 
just such a case. The tee was just a 
m o u n d of g r a s s s u r r o u n d e d by 
blacktop. In fact, they had ceased us-
ing it as a tee. It was flush with the 
paving at the back of the tee with 
sloped grass areas on the sides and 
front around which the electric carts 
were parked. 

One could look from the main en-
trance of the clubhouse, across this tee 
into a sea of parked cars. Now, just 
four years after planting and con-
struction were complete, it matches 
any 1st tee in the country from the 
golfing and aesthetic point of view. It 
is affectionately referred to by the 
proud owners and the home pros as 
the " T e e Garden." 

Pressure treated 6 " x 6 " t imbers 
were used for the steps and retaining 
walls and 2 " x 8 " redwood boards were 
used for the permanent edging of the 
flower beds. This very special tee is 
once again used during key tourna-
ments such as the LPGA and the State 
PGA Finals. 

The every day tee has also been 
Continues on page 32 

Top, this first championship tee at Forsgate CC 
in Jamestown, N.J., fell into disuse for 20 some 
years. The same tee, two years later (bottom), 
shows immediately the value of landscaping. 



When Dave Portz renovated 1 4 fairways with ROUE 
the members played the same day he sprayed 

Monsanto 

Cleaning up a weedy fairway doesn't have to be a slow, messy job for you—or a hardship for 
your golfers. 

Roundup* herbicide helps make renovation fast and efficient—as Grounds Superintendent 
Dave Portz discovered last year. 

"If we had chosen to plow the course under, we would've had to close it',' Dave says. Instead, 
he applied Roundup on 14 weedy fairways, and reopened 
the course the same day. While Roundup worked, the 
members played over the dying turf, with no problems. 

The members—and Dave—liked that. They were 
glad, too, that Roundup won't wash, leach or volatilize to 
injure desirable plants along the fairway. Dave simply took 
precautions against spray drift. 

This year, reach for Roundup to control many tough 
weeds. It can make turf renovation fast and efficient for 
you—and leave a lot more playing time for your golfers. 

For literature, call 1-800-621-5800, or in Illinois, 
1-800-972-5858. 

ALWAYS READ AND FOLLOW LABEL FOR ROUNDUP RI-8011C 
Roundup* is a registered trademark of Monsanto Co. © Monsanto Company 1980 

There's never been 
a herbicide like this before. 

Wri te 111 o n reader serv ice c a r d 



E-Z-GO. Found at the 
world's finest courses. 




