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The little things 
The m e m b e r s at B i gw in I s land Golf Club don ' t n o t i c e t h e go l f c o u r s e 
a c c e s s o r i e s - a n d t h a t ' s h o w s u p e r i n t e n d e n t Sco t t He ron l i kes it. 
BY M IKE ZAWACKI 

Image is everything. 

As director of turf operations for Bigwin 
Island Golf Club in Huntsville, Ontario, one 
of Canada's top-ranked golf courses, Scott 
Heron understands this fact and it's why he 
pays particular attention to his annual golf 
course accessory purchases. 

The Bigwin Island course, which Heron 
and his crew of 27 are responsible for main-
taining, is a par-72 layout measuring 7,166 
yards from the championship tees. The course 
is designed with a variety of tee locations 
measuring 6,742 yards from the blue tees, 
6,287 yards from the white tees and 5,346 
yards from the red tees. Each nine is a par 36 
consisting of two par threes, two par fives and 
five par fours. 

Every year Heron purchases new flags, flag-
poles and tee cups for each of his course's 18 
holes. An excessive annual purchase, some golf 
course superintendents may say, but essential 
for Bigwin Island, Huron adds. 

"They just don't last," he says. "The 
weather coupled with the fact that they're 

getting picked up and thrown down all the 
time marks them up pretty good. And the 
cups, they really get beaten up by the end of 
a year's time." 

Heron tends to purchase accessories 
based on quality and durability. He wants 
a flagpole and flag to go the distance from 
July to July, the typical year these items are 
pressed into service. Another factor, though, 
is the relationship he has with his vendor, 
Bayco Golf. 

"I put a lot of trust into the advice that my 
sales rep offers when I have questions about 
the accessories I'm about to purchase," he 
says. "Also, I value the fact that if there's a 
problem during the year with any of these 
products, they take care of any issues without 
any worry." 

While not as frequently, Heron approaches 
other course accessory purchases in the same 
fashion. 

For example, occasionally a tree will dam-
age a course trash can, prompting it to be 
replaced, or one of the course benches begins 

to show, that too much be refurbished or 
replaced. 

The cost is minimal, roughly $2,000 per 
year for all of his course accessory purchases, 
but the return is invaluable because most 
often it's the little things that make a dif-
ference in the course's overall presentation, 
Heron says. 

"Sure you could use these things forever, 
but they'd look pretty ugly," Heron says. "It's 
one of those things that, by replacing them, 
none of the members really ever takes notice 
that they're new every year. But if you didn't 
replace them, and they started to show some 
wear and tear, then it would begin to attract 
the attention of the membership." GCI 
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Agrium Advanced Technologies, 
www.agriumat.com 

Agrotain International 83 38 
www.agrotain.com 

Arysta LifeScience 43 30 
www.arystalifescience.com 

BASF 23 20 
www.betterturf.com 

Bayer 34-35 
www.backedbybayer.com 

Bernhard and Co 21 19 
www.bernhard.co.uk 

Champion Turf 26-27* 21 
www.championturffarms.com 

Clivus Multrum 38 26 
www.clivusmultrum.com 

Country Club Landscaping & Equipment 11 14 
www.usedturfequipment.com 

Environmental Turf 15 16 
www.environmentalturf.com 

GCBAA 26 40 
www.gcbaa.org 

. 7 3 . 37 Growth Products 
www.growthproducts.net 

Hustler Turf Equipment 39 27 
www.hustlerturf.com 

John Deere Golf 5 11 
www.deere.com 

JRM 42 29 
www.jrmonline.com 

Lebanon Turf 49 33 
www.lebanonturf.com 

Liquid Fence Co 9 13 
www.liquidfence.com 

Nufarm 28-29, 69 22, 35 
www.turf.us.nufarm.com 

Nutrient Technology Partners 84 39 
www.nutrienttechnologypartners.com 

Plant Food Systems 71 36 
www.plantfoodsystems.com 

Primera Turf 19 18 
www.primeraturf.com 

Professional Turf Products 17 17 
www.proturfproducts.com 
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Quali-Pro 46-47 32 
www.quali-pro.com 

Roots 41 28 
www.rootsinc.com 

SePro Corp 31 24 
www.sepro.com 

Sipcam/Advan 45 31 
www.sipcamadvan.com 

Standard Golf 38 25 
www.standardgolf.com 
Syngenta Professional Products 7 12 
www.syngentaprofessionalproducts.com 

Tee-2-Green 2-3 10 
www.tee-2-green.com 

Underhill International 51-66 34 
www.underhill .us 

Wiedenmann North America 30 23 
www.wiedenmannusa.com 

* Denotes regional advertisement 
For more information about the products or servic-
es advertised in this issue, visit golfcourseindustry. 
com/readerservice and search for the product with 
the Reader Service (RS) number listed above. 
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