
Some people seem to have the perception that all 
biological products are a little like snake oil or just 
"bugs in a jug" And frankly, some of them are. 
We've tested them. We know. 

REALITY 
If you want to maintain turf root mass during 
summer stress**, it's time you give Roots a try. 

It's Time to Try TurfVigor® Microbial 
Fertilizer 9-3-6. 

It's easy. Apply to greens and 
tees, and see the difference. 
It's just that simple. 
Contact your local Roots 
distributor today. 

* Rutgers, VA Tech, U of Wl, Ml State, Penn State and over 20 other 
major universities. 
**Countryside GC, Roanoke, VA. 

In reality, we've tested ours as well, at over 25 major 
US universities* and know that our products work 
and are worth your investment. At Roots®/Novozymes 
we are serious about research. We employ over 
500 scientists world-wide and invest over $130 
million in research annually. So, when we say 
Roots products work, we mean it and back it up 
with documented university research and 
consistent product benefits like: 

1. Overall better plant health 
2. Low thatch accumulation 
3. Reduced chemical fungicide use 
4. Better stress tolerance 
5. Better drought resistance 

.. Our Name Says It All 

Read and follow all label directions. The Novozymes logo and TurfVigor are registered trademarks of Novozymes A/S. 
©2005 Novozymes Biologicals, Inc. 



A G r e a t N o t i o n 

"There is not a week 

that goes by that we 

don't make a change, 

significant or small, 

to what we are 

doing because of 

(the staff's) input." 
J O H N S Z K L I N S K I 

SOUTHERN HILLS GOLF CLUB 

Continued from page 40 
If your employees aren't offering up ideas 

on a regular basis, it's time to ask why. 
"There's obviously a barrier there," says 

Dean Schroeder, co-author of "Ideas Are Free: 
How The Idea Revolution is Liberating Peo-
ple and Transforming Organizations" (Berrett-
Koehler Publishers, 2004). "[Apparently] em-
ployees don't think their ideas are welcome, 
there isn't a natural process in place, or some-
thing is sending a message that ideas aren't wel-
come. Sometimes you have to go out of your 
way to make sure everyone truly believes that 
ideas are welcome." 

Schroeder says managers must create a 
system in which all ideas are captured, 
acknowledged and, when worthy, imple-
mented. They need to be smart about the sys-
tems they choose. Suggestion boxes too often 
are black holes. Ideas go in (many of which 
are not useful) and follow-up is nil. Like-
wise, simply having an open-door policy is 
typically not enough. Busy superintendents 

are rarely in the office, and when they are, 
employees are often too intimidated to bother 
their bosses with small ideas. 

You may use a simple written form or opt 
for group discussions. Whatever method you 
choose, the key is to make the system a rou-
tine part of your business and to not let ideas 
fall through the cracks. Also, be sure the idea-
gathering system is accessible to all employ-
ees, including those whose first language is 
not English. 

"Just because they can't speak English 
doesn't mean they are dumb," Schroeder says. 
"Have things printed in both languages or have 
someone translate for them. That creates a 
sense of ownership that really does make a dif-
ference in how they look at the world." 

Start small 
Big, dramatic ideas get more than their share 
of attention. After all, they promise the biggest 
rewards. So managers are usually surprised 

Continued on page 44 





A Great Notion 

Continued from page 42 
when Schroeder suggests they instead pursue 
small ideas aggressively. 

"More than 90 percent of your ideas are 
the small ones," Schroeder says. "You want to 
focus on them because they are less disruptive 
and you can quickly implement them. Plus, 
you never know where they will lead." 

As evidence, Schroeder offers eight reasons 
why small ideas are so important. 

1. They build competitive advantage 
because they are typically too specific to be 
useful to the competition. 

2. Employees focused on small ideas 
meticulously mind the details and provide 
better service. 

3. They can often be useful throughout 
the business. 

4. They can be steppingstones that lead 
to bigger ideas and opportunities. 

5 . When they appear in patterns, they can 
pinpoint bigger problems and opportunities. 

6. By revealing gaps in knowledge or skills, 
they can identify important training needs. 

7. They come up frequently, giving man-

Just Say No 
When employees start throwing dozens or hundreds of ideas your way, there 
are bound to be a few duds in the lot It can be a challenge to reject bad ideas 
without dissuading future contributions. "That's the true art of managing ideas," 
says Dean Shroeder, co-author of "Ideas Are Free: How the Idea Revolution is 
Liberating People and Transforming Organizations" (Berrett-Koehler Publish-
ers, 2004). 

If the idea was clearly not given in good faith, it's OK to brush off the 
employee with a simple "thanks, but no thanks." When the idea was genuine, 
however, use the rejection process as a learning experience. 

"Bad ideas are great teaching moments," Schroeder says. "If you get a string of 
bad ideas, you may realize you need to have a training session. The more 
employees understand how the company works, the better they will do their jobs. 
Bad ideas give you opportunities to identify weaknesses in employee knowledge." 

Tim O'Neill, certified superintendent at the Country Club of Darien (Conn.), 
sometimes allows his employees to pursue bad ideas. Making mistakes can be a 
learning experience. "In a lot of ways I think of a golf course as a big laboratory!' 
O'Neill says. "I've made mistakes myself over the course of years. I've learned 
best from experiences. I'm all for empowering people to learn from mistakes." 

When an employee suggests an idea that you simply can't implement for 
safety reasons, explain why. If the employee suggests a real problem but his or 
her solution won't work, work with the employee to brainstorm new ideas. Also, 
always talk to employees about bad ideas - they may just need to clarify or 
explain what they meant As long as you accept a good share of ideas, employ-
ees won't be deterred by a few rejections. 

- By Becky Mollenkamp 
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agers plenty of experience at managing 
and measuring them. 

8. Individually they may not amount 
to much, but taken together they amass into 
a big competitive advantage. 

Clearly, small ideas are important. To get 
them its critical to listen to your front-line em-
ployees who see the day-to-day operation 
and know what needs to change to improve 
the details that can make or break a golfer's day. 

Employees at Southern Hills Country Club 
in Tulsa, Okla., meet daily with superinten-
dent John Szklinski. They frequently offer up 
ideas to streamline their jobs and make the 
course more effective. 

"The staff members bring with them a 
lot of experience and value," Szklinski says. 
"There is not a week that goes by that we don't 
make a change, significant or small, to what 
we are doing because of their input." 

Grow the program 
Once you have a system for capturing small 
ideas, the next step is to get bigger, better and 
more ideas. Giving ideas must be every em-
ployees job and getting ideas should be every 
manager's job. If you use a weekly meeting for 
idea gathering, require that every person come 
with at least one idea, no matter how small. 
Ask the staff to discuss and refine each idea. 
The group can decide which ideas should 
be implemented and decide who will be re-
sponsible for doing so. 

This is a good system, Schroeder says, 
because it charges all employees with idea gen-
eration, makes it easy to submit ideas, gener-
ates instant discussion and feedback, allows 
for quick decision making, and makes imple-
mentation quick and easy. 

Make the meetings even more effective by 
asking for ideas to resolve particular problems, 
such as turf maintenance or watering sched-
ules. "Turn the idea system into a strategic 
weapon," Schroeder says. 

"We don't want teamwork, we demand it," 
Tegtmeier says. At staff meetings he encour-
ages employees to identify problems, from a 
leaky sprinkler head to signs of turf disease, and 
come up with solutions for fixing them. "We 
want their input 100 percent on everything. 
I put everything on their shoulders and give 
them an opportunity to come up with an idea. 

Continued on page 46 



The Closer You Look The More Impressive The View 
're looking at one of the pristine TifEagle 
ens nestled among the coconut palms 
antiburi Samui Country Club in Samui, 
Hand. Impressive view, isn't it? Impressive 
sns, too. No wonder TifEagle is spreading 
wildfire across the putting surfaces of 
le of the most impressive clubs around 
world. In Argentina, Australia, Mexico, 
iin, Thailand, Hong Kong, and especially 
t here in the good old US of A. From the 
/ering courses of the desert Southwest to 
palm-lined greens of the Sunshine State, 
3gle has landed. It's not hard to figure 
why. TifEagle Bermudagrass was bred to 
id up to the physical stress produced by 
emely low mowing heights. With frequent 
>hing, grooming and light top dressings, 

TifEagle requires less verticutting to control 
thatch buildup than the other ultradwarfs. 
TifEagle also recovers more quickly from 
injury, has better color, and is extremely cold 
hardy, drought tolerant and disease resist-
ant. So whether you're involved with the 
repair or restoration of your existing greens, 
or installing an entire new course, insist on 
the best. Specify TifEagle Bermudagrass by 
name. It's the ultimate ultradwarf bermuda-
grass. 

TifEagle 
Jor Qree/is 
www.tifeagle.com 

http://www.tifeagle.com


A Great Notion 

Continued from page 44 
I always have ideas, but I'm not so big to 
think that my ideas are better." 

Get supervisors excited about the pro-
gram by making them responsible for 
getting ideas from their crews, experts 
says. Create healthy competition by post-
ing in a public place how many ideas 
have come in from each team. Some fa-
cilities also track and assess idea genera-
tion in individual employee performance 
evaluations. 

Recognizing results 
When employees start offering ideas and 
solutions that work, they deserve recog-
nition. Your impulse might be to dole 
out dollars, but Schroeder calls that "a 
big disaster." 

A per-idea reward may encourage 
frivolous ideas. It also creates a tangible 
award for something of intangible value. 
Do you pay the same amount for a small 
idea as a big idea? Do you split the 

reward if a group of employees comes 
up with the idea? 

"Most people, myself included, work 
because they have to earn a living," Szk-
linski says. "But they want other satis-
faction beyond pay. I want to feel that 
I add value to this operation. If staff 
members see their ideas being imple-
mented, there's a level of satisfaction for 
them beyond compensation." 

Listening to employees, using their 
ideas and giving public recognition are 
the best rewards, Schroeder says. 

The efforts in creating an employee 
think tank are far outweighed by the 
rewards. With an open mind (remem-
ber, you don't know it all) and a good 
system, your club will improve, your 
employees will be happier and your job 
will be easier. 

"It's obvious to me that employees 
who are more involved feel like part of 
the team," says Tim O'Neill, certified 
superintendent at the Country Club 

Do's and Don'ts 
of Getting Employee Input: 

DO 
Focus on small ideas 

Create a formal syst< 
# Recognize ideas 

• Follow through 

DONT 
• Wait for monumental ideas 

• Stick out a suggestion box 

• Offer cash rewards 

• Wait too long to implement 

of Darien (Conn.) and president of the 
Golf Course Superintendents Associa-
tion of America. "They are better 
employees for it. They are happier and 
feel like they are part of the team. That's 
why managers should let their staff par-
ticipate in ideas." • 

Becky Mollenkamp is a freelance writer 
from Des Moines, Iowa, and a frequent 
contributor to Golfdom. 

golfconstructionnews.com (GCN) is an online report containing the most current and in-depth information on go 
projects in the U.S. GCN keeps tabs on thousands of projects a year to provide the most up-to-date, comprehensi1 

details as they become available. Reports can be ordered for up to eight regions of the U.S. to fit any-sized busine 

Features include: 

• * * * » 1 Access to project updates 24/7 via secure, password-protected access 

* * * * * • 
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Subscribe online now! It's as easy as visiting www.golfconstructionnews.com. Review regularly updated sample 
projects on the home page and see the power of GCN for yourself. 

For additional information, call toll-free 866-640-7170. 

http://www.golfconstructionnews.com


fungicide controls, as well as cures, turf disease. 
Our 18 PLUS fungicide has the proven 

power of iprodione, with a new and improved 
formulation to control tough turf diseases. 
It's effective - and cost-effective - on 
brown patch, dollar spot, leaf spots, snow 
molds and other diseases. 18 PLUS quickly 
knocks down diseases already established 

i on turf and ornamental plants. Plus, it 
goes on the defensive to prevent diseases 
from ever occurring. It provides 14-day or 

is a registered trademark and 18 Plus is a trademark of LESCO Technologies LLC. 

longer residual as well, so you don't have to 
apply as often. Call your nearby LESCO® 
representative today, and defend your turf 
with 18 PLUS. 

Visit us on the web at www.lescodirect.com 
or call at 800-321-5325 for a location near 
you. 

http://www.lescodirect.com


PLEDGE OF 

As superintendents, we expect 

loyalty from those under us. 

But we must not expect it blindly 

By Ron Furlong 

hen I recently turned 40,1 
chose to celebrate the mo-
mentous life event not as a 
negative but as a great pos-
itive. As an opportunity. An 
opportunity— no, make 
that a right to begin 

imparting my vast arsenal of wisdom on to oth-
ers. So, on a cold, windy day earlier this year I 
began thinking of which portion of my brain to 
pass on to others. There were so many choices 
... so many deep caverns to explore and then 
release. I gave myself a headache, in fact. After 
a couple of aspirin and some deep breaths, I 
delved again into the subconscious. What did I 
need to say? What did I need to pass along? 

I came up with one word. One simple, rather 
short word. But a nice word. The word is 
"loyalty." So here's my spin on it. Remember, 
you have to listen to me. I'm now an elder. 

The Oxford English Dictionary says that loy-
alty "implies a faithfulness that is steadfast in the 
face of any temptation to renounce, desert or 
betray." Unswerving allegiance, if you will. 

How about this? Picture a tree; perhaps a 
Norway maple, a beautiful specimen sitting 
in the rough just off the approach on your fifth 
hole. Do you have it pictured? Now, ask your-
self this. Could one say that a plant is loyal 
to its seed? Is the trunk of a tree loyal to its 
roots? Are the branches loyal to the trunk? And 
are the leaves, in turn, loyal to the branches? 

Good questions, no? 
There are a few other words that one tends 

to think of when contemplating loyalty: values, 
virtues, morals and ethics. 

Values, in general, are those conceptions 
that are generally accepted in a society as 
desirable and which offer guidance. Virtues 
are the ability to behave in accordance with 
individual values. Morals could be described 
as the sum of principles that define what is 
ethically right or wrong, good or bad. And 
ethics are the study of the rules and elements 
of conduct that determine human behavior. 

So, how is loyalty tied in with these other 
terms, and what in the name of all that is good 
am I trying to say here? 

Let me start with this: I've been thinking a 
lot recently of what loyalty is and what it 
means. It seems like all around us, especially 
in the business of golf course management, 
loyalty is disappearing. Ethics are blurred. 
Virtues are fading. The phrase "dog eat dog" 
is becoming more apropos. 

Personally, I've always considered loyalty 
to be one of the most important virtues by 
which I live my life. I've always made it a point 
to be loyal to my superior. No one ever taught 
me this. It wasn't a class in school. It was a 
choice that I, at some point and certainly 
not consciously, made. Loyalty, however, does 
need to be reciprocated. Loyalty grows out of 
a more basic quality, which is mutual respect. 



If someone respects and values you as you 
respect and value them, loyalty grows and 
is not a negative. It can be difficult to re-
main loyal when trust is broken. 

Here's my quick story: Years ago while 
working at a golf course I became aware 
that the superintendent was going to be 
fired the next day. I should not have been 
told this. And the person who told me 
should not have been told this. 

The only person who should have been 
told this was the superintendent when he 
got fired. The assistant was actually told 
by ownership that the superintendent 
would be fired and he would get the job. 
A horribly unethical situation for all in-
volved. I also faced the prospect that the 
superintendent's firing, followed by the 
assistants promotion, could very well lead 
to my promotion to the assistant position. 

Where did my loyalty lie? With the as-
sistant, who I liked very much and was 
probably going to make me the next as-
sistant? Or with the superintendent, who 
I actually had a bit of a strained relation-
ship with and who would probably never 
promote me? 

Strangely enough, I never questioned 
it. My loyalty lied with the superinten-
dent. Despite the strained relationship he 
had with the rest of the crew and myself, 
he had my respect, and I believe I had his. 

And of course the complete and disgust-
ing breach of ethics gave me no choice. I 
called the superintendent that night and 
told him what I knew. After a sleepless 
night the frantic superintendent came in 
the next day and sure enough was let go. 
Did my warning help him at all? Proba-
bly not. But I felt it my duty to tell him. 

I've heard too often as of 

late stories of lost loyalty 

and ethics breached. 

Perhaps keeping silent would have been 
the proper course of action. I don't know. 
But loyalty, virtues, values, morals and 
ethics all need to be considered. We can-
not just turn a blind eye, even if it would 
strengthen our own position. 

In the same respect, I don't feel that 
loyalty should be completely blind. Take 
the Marines, for instance. They regard 
the term of loyalty as: "A Marine dis-
playing enthusiasm in carrying out an 
order of a senior, though he may pri-
vately disagree with it." Also, "The job 
has to be done. ... Always faithful. ... 

You owe unswerving loyalty up and 
down the chain of command." 

I don't think we want to go to these 
extremes. However, one must always re-
member for whom they work and what 
that means. I've heard too often as of late 
stories of lost loyalty and ethics breached. 
It might do us all some good to review 
the Golf Course Superintendents Asso-
ciation of America's (GCSAA) Code Of 
Ethics from time to time. We should not 
only review the code, but also consider 
why it was created in the first place. 

As superintendents, we expect loy-
alty from those under us. But we must 
not expect it blindly. Earn respect and 
trust. Earn loyalty. 

The following are such strong words 
to consider from time to time — 
values, virtues, morals, ethics and loy-
alty. You should stop and consider them 
someday soon. And when you turn 40, 
you can spout off about them. It's 
your right. 

Now, I must get back into that brain 
of mine and see what else I have to offer. 
It's awful roomy and spacious in here. I'm 
afraid I may have tapped the source. • 

Ron Furlong is the superintendent of 
Avalon Golf Club in Bellingham, Wash., 
and a frequent contributor to Golfdom. 



Designs on Golf 
• I A R C H I T E C T U R E 

In preparation for last months U.S. 
Open Championship, Sports Illus-
trated invited yours truly to join a 
roundtable discussion with PGA 
Tour pro Brad Faxon, Callaway exec-
utive Larry Dorman and USGA Ex-

ecutive Director David Fay. The first subject to 
come up was last years U.S. Open at Shin-
necock Hills, where Fay had claimed that the 
famed seventh green was rolled Saturday night. 

David Fay: And on the rolling, we can go on 
and on about that, but that's our fault. The 
rolling took place. It was not done at our re-
quest. It was done in the middle of the night. 

GeoffShac: In the middle of the night? 
DF: In the middle of the night. 
GS: Really? 
DF: In the middle of the night. 
GS: That's... (laughs) 
DF: In the middle of the night. 
Naturally, I heard rumors that USGA offi-

cials claimed that something happened in the 
night, before Sunday's disastrous finale. Upon 
returning from the roundtable, I 
received an e-mail that may back up Fay's 
seemingly ridiculous assertion. 

Earl Spackler, cousin of Bushwood Country 
Club's infamous assistant super Carl, was born 
into the Spacklers of Southampton a few years 
after Carl. He has never met Carl, but he's been 
a "big fan" of Carl's registered bent for years. 

Earl sometimes sleeps on a cardboard box 
placed in underbrush near the intersections of 
Tuckahoe and Sebonac. Though he would not 
reveal how he accesses the Internet, Earl did 
answer questions via instant messaging. 

GeoffShac: Did you, Earl Spackler, cousin of 
Carl, roll Shinnecock Hills' seventh green "in 
the middle of the night" between Saturday 
night and Sunday morning, June 19 and 20, 
2004? 

ESpack: I did. 
GeoffShac: Have you been charged with tres-

passing or breaking and entering the Shin-
necock Hills maintenance building? 

ESpack: No, you see, I work quietly. The 
security guards never saw me. And the USGA 
people don't know it was me because they 
travel in a constant state of unconsciousness. It's 
a Zen power I have. I've always worked all over 
the radar screen. The only people who saw me 

Yet Another 
Golftlom Exclusive 
BY G E O F F S H A C K E L F O R D 

BY TURNING 

THE SEVENTH 

GREEN INTO A 

FREAK SHOW, 

YOU THOUGHT 

THAT WOULD 

REFLECT WELL 

ON MACDONALD 

AND RAYNOR? 

were the USGA officials who dreamed of doing 
what I was doing, as I was doing it. You follow? 

GeoffShac: And how do you know they saw 
you in their dreams? 

ESpack: I looped for some of them 
Monday after the tourney. They shared their 
dreams with me as we waited for a crew to 
finish syringing the seventh green for, like, the 
millionth time. 

GeoffShac: It was really windy in the wee 
hours Sunday. Andy North famously couldn't 
keep his hair in place. How did you operate 
the roller in such gusts and in the dark? 

ESpack: It goes back to the Zen thing. I 
have great strength. 

GeoffShac: So why did you pick the seventh 
green to roll? It's so far from the maintenance 
building? 

ESpack: I was doing it for C.B. [Macdonald] 
and Seth [Raynor]. I wanted to bring attention 
to their genius, since, you know, William Flynn 
gets all the credit for that hole and it's just 
wrong, man. Wrong. C.B. and Seth built that 
hole before Flynn was even a shoveler working 
for Hugh Wilson at Merion. 

GeoffShac: By turning the seventh green into 
a freak show, you thought that would reflect 
well on Macdonald and Raynor? 

ESpack: Oh, no question. Their genius 
emerged Sunday when those guys had to 
come out and water the green. 

GeoffShac: Why are you claiming responsi-
bility now, a year after the Open? 

ESpack: Because these USGA guys need 
vindication. We need more days in golf like 
Sunday at Shinnecock. And more like '99 at 
Carnegie. 

GeoffShac: You mean Carnoustie? 
ESpack: It's all one and the same, man. 

Geoff Shackelford can be reached at 
geoff@geoffshackelford. com. 




