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Presenter Notes
Presentation Notes
I've spent the last year speaking to Australians about natural turf. We interviewed more than 2,500 people—from homeowners and councils to parents, sporting organisations and landscapers.
I expected Australians to be moving away from natural turf.
They weren't.
In fact, the biggest surprise wasn't that Australians still love natural turf.
The surprise was where we lose them


Agenda

Where is the market opportunity?
Residential demand and conversion

Turf beyond the backyard

What communities, sport and decision-makers value

The value of natural turf

Economic contribution, Jobs, public value and green
infrastructure



Biggest national study of natural turf —2,500+ people

Who did we talk to?

1,025 986 603 31
Australians Current and Sporting Councils, landscapers,
prospective participants and architects,developers,
buyers parents schools and sporting

organisations
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Presenter Notes
Presentation Notes
We spoke to the people buying turf, the people influencing the purchase and the people deciding whether natural turf is used in major community projects


Key findings

o)

1. Australians already want
natural turf

Demand i1s strong across homes, sport and
community spaces.

3. Natural turf delivers far
beyond the farm gate

It supports a $5.1 billion industry and creates
around $42 billion in annual public value.

Innovation

2.We lose opportunities
during comparison

Preference alone isn't enough to guarantee a sale.

4. We now have the evidence

The industry has credible research to strengthen
customer conversations.
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Presenter Notes
Presentation Notes
This research gives us something the industry has never had before: hard evidence that Australians value natural turf — and a clearer understanding of why we do not always convert that preference into a sale



[. Where 1s the market opportunity?

Residentialdemand and conversion



One in three Australian adults say they have personally purchased turf, including 14% in the

past three years

Adult Population —Purchased or Intend to Purchase Turf

\

5% ‘In-

(%, millions people, nationally representative)

.
4
4

5% ‘Future -~

Adult | 34% Purchased Turf . Play’ | Market’.”
Population : . : J
% 20% 22%
millions 4.3 4.8
Yes - Yes - Purchased Never Purchased but
Purchased Turf Turfmore than 3 might
in the last 3 years ago
years Yes —lexpect to Yes —lexpect to
purchase turfin the purchase turf, but not
next 2 years in the next 2 years
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56% Unlikely to Purchase Turf

Never Purchased and
unlikely to purchase

0%

100%

21.5m
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1.1 million Australians expect to buy turf in the next two years

Another 1.1 million expect to buy later

‘Future Market’

l.lm

Australians Australians
Iexpectto purchase turf Iexpectto purchase turf,
in the next 2 years butnotin the next2 years
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Presenter Notes
Presentation Notes
When these customers start searching, comparing and calling suppliers—what are they hearing?


Natural converts broadly in line with intention...
...but synthetic gains another 11 percentage points

INTENT

PURCHASE

Hort , TURF
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o Natural Turf

46% intended

47% purchased

ﬁ Synthetic Turf

27% intended

38% purchased

+11% point
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Presenter Notes
Presentation Notes
If you remember one slide today...
remember this one
Before I explain how we did the research, let me show you the finding that matters most. The problem is not that Australians dislike natural turf. The problem is what happens after they start comparing maintenance, water, durability, price and convenience


Natural turf begins with a major preference advantage

‘In-Play’—1.1m Australians

————————————————————————

Intend to Purchase
Synthetic

Intend to Unsure
Purchase Both

Intend to purchase Natural

19% 8%

— 27% —

Yurs to lose’ ‘Active Comparers’

Hard to Convince’

Hort TURF A, Greenfields
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The customers we need to win are the 27% still comparing or unsure

Winning Active Comparers is the largest conversion opportunity

Active Comparer’

* 57% have children

 77% have pets in the household
* 49% like the look ofnatural turf
« 72% worry about maintenance

* 60% are influenced by what their neighbours

choose
“Iwant to make the right choice for
my family —without creating
headaches down the track.”
Hort ) TURF A, Greenfields
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51% ofpeople choose natural because it looks good

@,] Natural turf...
S

1. 2. 3.
Looks Better Feels Better Better for Families
o©
S AL Q 0 2L
OXRN. ) w il
E. Looks good (51%) E * Feels good underfoot (36%) * Better forpets (31%)
S |  Coolerunderfoot (32%) * Better for kids (22%)

e Adds value to property (25%)

Greenfields
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.

52% ofpeople consider synthetic because it's easy to maintain ii
l%!l@ 1. Easy . ‘It’s easy to maintain’ (52%)
@ 2. Consistent Tt always looks good’ (38%)

{:cgi} 3.Predictable Tt withstands wear and tear’ (20%)

Greenfields
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Presenter Notes
Presentation Notes
Synthetic wins when reassurance about effort and risk outweighs preference


.

Natural's biggest problem is maintenance. Synthetic's is acceptability.

Natural turf has problems we can help customers manage. Synthetic has characteristics that cannot easily be

changed.
Natural: Synthetic:
Concerns we can solve Concerns inherent to the product
, T TTTTTTmTmTm T T 55
I . I
' Maintenance (44%) |
I 1

_____________________ PRO L, @ e I

and water usage (30%) and heat (30%)

a Microplastics (30%) and
environmental concerns

Site suitability (25%)

(25%)
Durability (16%) and $ AN
Replacement (23%) and
cost (19%) zé disposal (20%)

# Concerns 2.7 3.7
Greenfields
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Presenter Notes
Presentation Notes
This barrier asymmetry is one of the most encouraging findings for growers.


So,where can we make the difference?
First: customers decide quickly

Top 5 Sources of Information (for natural):

35% » 1. Digital
29%
26%
_ » 2. Inter-
"y personal

20%

On-line research

I Friends and family
® Landscaper
Someone Ispoke to in

Average number of store
information touchpoints

Gardener

There are only one or two chances to influence the sale

Hort ) TURF A, Greenfields
Innovation FUND 14 w CONSULTING


Presenter Notes
Presentation Notes
Customers are not conducting a six-month study. They usually make the decision from one or two influential encounters


Natural turf has a much more diverse purchase pathway —with a significant role

for growers and expert-led channels.

Where Purchased:

@] Natural turf

>0 %

Personal advice channels

- Trust and expert advice

Includes:

19% Directly from growers!
13% from smaller retailers
10% through landscapers

1 Purchase channelreported by consumers; not share of grower sales volume. 15
Innovation

jﬁ Synthetic turf
39 %

Large retailer
= more ‘off-the-shelf’
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What the residential data tells us

Natural starts Synthetic gains The trade-off is
ahead during clear
comparison
Natural wins on look, feel and
46% mtend natural vs 27% +11 percentage points vs +1 for family; synthetic on ease and
synthetic natural predictability
Decisions Purchase
happen quickly pathways differ
Just 1.6 information touchpoints Natural has a more diverse route
on average to market, including 19% buying

directly from growers

Greenfields
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2. Turf Beyond the Backyard

What communities, sport and decision-makers value


Presenter Notes
Presentation Notes
So far we've talked about the customer. But residential sales are only part of the story.


.

76% prefer natural turf in community spaces

Stated User Preference

1 O O N
Organised 3 1n 4 é%& 3 A) @ 8 1 A) O &
Sp ort Players prefer natural %’/ of Australian Rules Parents prefer their %

(over synthetic) players prefer natural children to play soccer
(the highest preference) on natural turf

Surface preference

Community
Spaces 76 % 15% BRG
Don’t .
Natural - Synthetic

Greenfields
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Presenter Notes
Presentation Notes
The people using these fields are not demanding plastic. They overwhelmingly prefer natural turf


Preference for natural turfis high amongst the large team sports with an average of 3 outof4
people saying they prefer to play on natural

Surface Preference for Sport - Individuals

_____________________________________________________________________________________________________________________________________________________________________

E Australian Rules Football 83 % 17% i
i Soccer 76 % 24% E
Cricket 76% 24%
E Rugbyleague 75% 25% E
E Touch Rugby 74% 26% i
i Rugby Union 65% 35% i
 Hockey I .
Lawn bowls 55% 45%
Tennis 54% 46%
Pickle Ball 49% 51%
Average 69% 31%
B Natural B Synthetic
Hort TURF A, Greenfields
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For kids, preference for natural turfis even higher, with 4 out of 5 parents saying they prefer

their kids to play AFLor Soccer on natural turf sporting fields

Cricket

Tennis

Pickle Ball

Hockey

Average

Surface Preference for Sport - Kids

85% 15%
81% 19%
78 % 22%
76% 24%
63 % 37%
50% 50%
43% 57%
74% 26%
W Natural m Synthetic

Hort , TURF
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Well-managed fields can typically sustain around 4050 hours/week, while many
community sites use around 3545 hours/week.

Key Facts: Usage and Capacity

Well-managed natural turf can typically sustain:

Typical community field usage:

~40-50 hrs/week (Context dependent)

~35-45 hrs/week (Range ~20 to 60+ hrs/week)

o Implication IR

High-pressure sites

5.5: ::_: \‘

* [and constrained

* Very high usage

 Synthetic maybe appropriate in some
high-pressure sites

21
Innovation

Most other sites
_:(:):_
=
Improve dramage
Improve irrigation

Improve lighting, maintenance and
scheduling
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Presenter Notes
Presentation Notes
The industry should not argue that synthetic turf is never appropriate. We should demand that natural turf is properly assessed and optimised before it is replaced


Synthetic fields require ~$3.3m more lifecycle investment per field over 30
years (~2x higher cost)

Lifecycle Cost Comparison: Natural vs Synthetic Fields

Cumulative
(30 years)

$6.7

~2X
higher

$3.4

($m)
Additional life-cycle $6.6
cost~$3.3m
$4.8 $5.0
>~
$3’-2/ $3.1
$1.6 $1.6
Synthetic Replacement
Cycles
$0.25$0.13 $0.5 $0.25$0_13 $0.5
.. ..
Installation (0-5 yrs) 10 Years 15 Years 20 Years 25 Years
- Natural - Synthetic

5 Year Investment Increments

Hort , TURF -
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$0.25$0_13
[ .-

30 years
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Presenter Notes
Presentation Notes
The industry should not argue that synthetic turf is never appropriate. We should demand that natural turf is properly assessed and optimised before it is replaced


The right surface 1s the one that creates the most total value —ot simply the most
playing hours

Capacity

Community

. Th jecti
Demand & Wellbeing , 'e ObJe.Ct Ve

Reliability Participation ISn't maximum
Access Comfort capacity

Total Inclusion
Public

Value It's maximum

public value.

Environment &
Whole-of-Life Cost
Lifecycle Cost
Heat
Sustainability

Greenfields
Innovation 23 m’ CONSULTING



S i

N K\"a'"'

Ny, ik
Mt e
R ‘Wﬁﬂi’“ '

)

AR

i
iy N
e



~$5.1 billion | ~15,500 jobs

Vg

The Australian turfindustry contributes ~$5.1 billion to

the Australian economy every year and supports
~15,500 jobs

25



.

Natural turfi1s a major Australian industry

~$5.1 billion

Farm-Gate
$m pa $332.8

FTEs 1,345

&,
%

Direct Contribution

Innovation

Downstream Economy

ot

Lawn Care Equipment

26

$4.8bn

14,200

o

Lawn Maintenance Service

& ~15.500 jobs

\ /
\ /
\ J

Induced
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Presenter Notes
Presentation Notes
Most Australians think turf farming is simply about producing grass.
It isn’t. It supports an enormous service economy


Natural turf’s economic footprint is overwhelmingly downstream

Innovation

Downstream Services & Retail Economy

~$4.8 billion | ~14,200 jobs

~$2.49bn

~4.,100 FTEs
26% oftotaljobs!

o

Lawn Care Equipment

This footprint is service-led, SME-intensive and

1% oftotal 15,500 jobs including direct

~$2.25bn

~9,800 FTEs
63% oftotal jobs

o

Lawn Maintenance Service

regionally distributed.
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~$42 billion

22

Economic, environmental and social value
enabled by natural turf

28



Natural turf creates far more value than its sale price

S, ~$42 billion annually

Avoided Residential
Sporting Utility Community Wellbeing  Life-cycle Amenity
Costs Value

5 7~

=/}
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Presenter Notes
Presentation Notes
This surprised us more than anything


B

Natural turfis also one of Australia's most valuable pieces of green mfrastructure

7\

z Qj Environmental Impact

Health & Exposure Impacts Infrastructure & Risk Function

J\/\,_

e Its 10-30°Ccooler Low-threat vegetation for bushfire planning

* No microplastic infill or polymer shedding Protects against erosion & stabilises soil

 Improves localair quality Supports stormwater management and drainage
resilience

Hort ) TURF A, Greenfields
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Presenter Notes
Presentation Notes
Natural turf isn't just a product. It's infrastructure.


Natural turf is pﬁ)f tralia’s sp orting identity‘
-

-



Presenter Notes
Presentation Notes
From the Boxing Day Test to community sport, the surface is part of the memory.


Five takeaways

1. Demand 1s 2.Comparison 1s 3.Confidence
strong the battleground converts
1.1m intend to buy turfin the Synthetic gains 11 percentage Customers use just 1.6
next 2 years points information sources.
4. Turf1s more than farm 5. We now have evidence
gate production to use
$5.1bn industry contribution. $42bn public value. In customer conversations, business decisions and

industry communications.

Our challenge 1sn't creating demand. It's giving Australians the

confidence to choose natural turf.

Hort TURF Greenfields
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Please go to

Hort HQ

to find out more
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