
Natura l Turf in Austra lia :
What the  Evid e nce  Te lls Us
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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
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Ag e nd a
1. Whe re  is the  marke t op p ortunity?

Residential demand and conversion

2. Turf b e yond  the  b ackyard
What communities, sport and decision-makers value

3. The  value  of natura l turf
Economic contribution, Jobs, public value and green 
infrastructure
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Big g e st national stud y of natura l turf – 2 ,500+ p e op le  

Who d id  we  talk to?

1 ,0 2 5

Austra lians

9 8 6

Curre nt and  
p ro sp e ctive  

b uye rs

6 0 3

Sp o rting  
p a rt icip ants and  

p a re nts

3 1

Co uncils, land scap e rs, 
a rch ite cts, d e ve lo p e rs, 
scho o ls and  sp o rt ing  

o rg an isa tio ns

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
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1 . Austra lians a lre ad y w ant 
na tu ra l tu rf

De mand  is strong  across home s, sp ort and  
community sp ace s.

Ke y find ing s

2 . We  lo se  o p p o rtun it ie s 
d uring  co m p ariso n

Pre fe re nce  alone  isn't e noug h to  g uarante e  a sale .

3 . Na tura l tu rf d e live rs fa r 
b e yo nd  the  fa rm  g a te

It sup p orts a $5.1 b illion ind ustry and  create s 
around  $42 b illion in annual p ub lic value .

4 . We  no w  have  the  e vid e nce

The  ind ustry has cre d ib le  re search to  stre ng the n 
custome r conve rsations.

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




Resid ential d emand  and  conve rsion
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1. Where  is the  marke t op p ortunity?
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O ne  in thre e  Austra lian ad ults say the y have  p e rsonally p urchase d  turf, includ ing  14% in the  
p ast thre e  years

Yes - 
Purchased  Turf 

in the  last 3 
years

Yes - Purchased  
Turf more  than 3 

years ag o

Yes – I exp ect to  
p urchase  turf in the  

next 2 years

Yes – I exp ect to  
p urchase  turf, b ut not 

in the  next 2 years

Never Purchased  b ut 
mig ht

Never Purchased  and  
unlike ly to  p urchase

34% Purchase d  Turf
5% ‘In-

Play’ 56% Unlike ly to  Purchase  TurfAd ult 
Pop ulation

%

millions 3 .0 4.3 1.1 1.1 4.8 7.2

14% 20% 5% 5% 22% 34%

Ad ult Pop ulation – Purchase d  or Inte nd  to  Purchase  Turf
(%, millions p eop le , nationally rep resentative )

5% ‘Future
Marke t ’

100%

21.5m
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1.1  million Austra lians exp e ct to  b uy turf in the  next two years

I exp e ct to  p urchase  turf 
in the  next 2 years

I exp e ct to  p urchase  turf, 
b ut no t in the  next 2 years

Anothe r 1.1 million exp e ct to  b uy late r

‘In-Play’

1 .1 m
Australians

‘Future  Marke t’

1 .1 m
Australians

Presenter Notes
Presentation Notes
When these customers start searching, comparing and calling suppliers—what are they hearing?
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Natura l conve rts b road ly in line  with inte ntion…
…b ut synthe tic g a ins anothe r 1 1  p e rce ntag e  p o ints

4 6 % inte nd e d

4 7 % p urchase d

+1 % p o int

Natura l Turf Synthe tic Turf

2 7 % inte nd e d

3 8 % p urchase d

+1 1 % p o int

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



27%
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Natura l turf b e g ins with a  major p re fe re nce  ad vantag e

4 6 % 1 9 % 2 7 %8 %

Inte nd  to  p urchase  Natura l In te nd  to  
Purchase  Bo th

Inte nd  to  Purchase  
Synthe tic

Unsure

‘In-Play’ – 1 .1m Austra lians

‘Active  Com p are rs’‘Yours to  lose ’ ‘Hard  to  Convince ’
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The  custome rs we  ne e d  to  win are  the  27% still comp aring  or unsure

Winning  Active  Comp are rs is the  larg e st conve rsion op p ortunity

‘Active  Comp are r’

“I w ant to  m ake  the  rig h t cho ice  fo r 
m y fam ily — w itho ut cre a ting  
he ad ache s d o w n the  track.”

• 5 7 % have  ch ild re n

• 7 7 % have  p e ts in the  household

• 4 9 % like  the  lo o k of natural turf

• 7 2 % w o rry ab out m a inte nance

• 6 0 % are  in flue nce d  b y what the ir ne ig hb o urs 
choose
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51% of p e op le  choose  natura l b e cause  it looks g ood

• Lo o ks g o o d  (5 1 %)

• Ad d s va lue  to  p ro p e rty (25%)

1 . 
Lo o ks Be tte r

Natura l tu rf…

2 . 
Fe e ls Be tte r

3 .
Be tte r fo r Fam ilie s

• Fe e ls g o o d  und e rfo o t  (36%)

• Co o le r und e rfo o t  (32%)

• Be tte r fo r p e ts (31%)

• Be tte r fo r kid s (22%)
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52% of p e op le  consid e r synthe tic b e cause  it' s easy to  mainta in

1 . Easy ‘It ’s e a sy to  m a in ta in’ (5 2 %)

2 . Co nsiste n t ‘It always looks g ood ’ (38%)

3 . Pre d ictab le ‘It withstand s wear and  tear’ (20%)

Presenter Notes
Presentation Notes
Synthetic wins when reassurance about effort and risk outweighs preference
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Natura l' s b ig g e st p rob le m is mainte nance . Synthe tic's is acce p tab ility.

Natural turf has p rob le ms we  can he lp  custome rs manag e . Synthe tic has characte ristics that cannot easily b e  
chang e d .

Ma inte nance  (4 4 %)  

and  wate r usag e  (30%)

Artificia l lo o k (4 5 %) 

and  heat (30%)

Natura l: 
Co nce rns w e  can  so lve

Synthe tic:
Co nce rns inhe re nt  to  the  p ro d uct

Durab ility (16%) and  
cost (19%)

Site  suitab ility (25%) Microp lastics (30%) and  
environmental conce rns 
(25%)

Rep lacement (23%) and  
d isp osal (20%)

# Co nce rns 2 .7 3 .7

Presenter Notes
Presentation Notes
This barrier asymmetry is one of the most encouraging findings for growers.
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So, whe re  can we  make  the  d iffe re nce ?

First: custome rs d e cid e  q uickly

1 .6  
Ave rag e  num b e r o f 

in fo rm atio n  to uchp o in ts

To p  5  So urce s o f In fo rm atio n  (fo r na tura l):

35%

29%

26%

24%

20%

O n-line  re se arch

Frie nd s and  family

Land scap e r

Some one  I sp oke  to  in
sto re

Gard e ne r

The re  a re  o n ly o ne  o r tw o  chance s to  in flue nce  the  sa le

1 . Dig ita l

2 . In te r-
p e rso na l

Presenter Notes
Presentation Notes
Customers are not conducting a six-month study. They usually make the decision from one or two influential encounters
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Natura l turf has a  much more  d ive rse  p urchase  p athway — with a  sig nificant ro le  
for g rowe rs and  exp e rt-le d  channe ls.

Natura l tu rf Synthe tic tu rf

3 9 %
Larg e  re taile r

= more  ‘off-the -she lf’

5 0 %
Pe rsonal ad vice  channe ls
- Trust and  exp e rt ad vice

Includ e s:
19% Dire ctly from g rowe rs1

13% from smalle r re taile rs
10% throug h land scap e rs

Whe re  Purchase d :

1 Purchase  channe l rep orted  b y consumers; no t share  of g rower sale s vo lume .
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What the  re sid e ntia l d ata  te lls us

Natura l sta rts 
ahe ad

Synthe tic g a ins 
d uring  

co m p ariso n

The  trad e -o ff is 
cle a r

46% inte nd  natural vs 27% 
synthe tic

+11 p e rce ntag e  p oints vs +1 for 
natural

Natural wins on look, fe e l and  
family; synthe tic on ease  and  

p re d ictab ility

De cisio ns 
hap p e n  q u ickly

Purchase  
p a thw ays d iffe r

Just 1.6 information touchp oints 
on ave rag e

Natural has a more  d ive rse  route  
to  marke t, includ ing  19% b uying  

d ire ctly from g rowe rs
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2. Turf Beyond  the  Backyard
What communitie s, sp ort and  d ecision-makers value

Presenter Notes
Presentation Notes
So far we've talked about the customer. But residential sales are only part of the story.
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76% p re fe r natura l turf in community sp ace s

7 6 % 15% 9%

State d  Use r Pre fe re nce

3  in 4  
Playe rs p re fe r natura l

(ove r synthe tic)

O rg anise d  
Sp ort

Community 
Sp ace s

81%
Pare nts p re fe r the ir 

child re n to  p lay socce r 
on natura l turf

83%
of Austra lian Rule s 

p laye rs p re fe r natura l
(the  hig he st p re fe re nce )

Surface  p re fe re nce

Natural Don’t 
mind Synthe tic

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



83%

76%

76%

75%

74%

65%

56%

55%

54%

49%

69%

17%

24%

24%

25%

26%

35%

44%

45%

46%

51%

31%

Austra lian Rule s Footb all

Socce r

Cricke t

Rug b y Le ag ue

Touch Rug b y

Rug b y Union

Hocke y

Lawn b owls

Te nnis

Pickle  Ball

Ave rag e

Natura l Synthe tic
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Pre fe re nce  for natura l turf is hig h among st the  larg e  team sp orts with an ave rag e  of 3  out o f 4  
p e op le  saying  the y p re fe r to  p lay on natura l

Surface  Pre fe re nce  for Sp ort - Ind ivid uals



85%

81%

78%

76%

63%

50%

43%

74%

15%

19%

22%

24%

37%

50%

57%

26%

Austra lian Rule s Footb all

Socce r

Rug b y

Cricke t

Te nnis

Pickle  Ball

Hocke y

Ave rag e

Natura l Synthe tic
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For kid s, p re fe re nce  for natura l turf is e ve n hig he r, with 4  out o f 5  p are nts saying  the y p re fe r 
the ir kid s to  p lay AFL or Socce r on natura l turf sp orting  fie ld s

Surface  Pre fe re nce  for Sp ort - Kid s



21

We ll-manag e d  fie ld s can typ ica lly susta in around  40–50 hours/we e k, while  many 
community site s use  around  35–45 hours/we e k.

Hig h-p re ssure  site s Most o the r site s

Typ ical community fie ld  usag e :

We ll-manag ed  natural turf can typ ically sustain:

~3 5 –4 5  h rs/ w e e k (Rang e  ~20 to  60+ hrs/week) 

~4 0 –5 0  h rs/ w e e k (Context d ep end ent)

Imp lication

Ke y Facts: Usag e  and  Cap acity 

• Land  constrained
• Very hig h usag e
• Synthe tic may b e  ap p rop riate  in some  

hig h-p re ssure  site s

• Imp rove  d rainag e
• Imp rove  irrig ation
• Imp rove  lig hting , maintenance  and  

sched uling

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
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$1.7 

$0.25 $0.5 $0.25 $0.5 $0.25 $0.13 

$1.6 

$0.13 

$1.6 

$0.13 

$2.0 
$2.4 $2.7 

$3.1 $ 3 .4  $3.1 $3.2 

$4.8 $5.0 

$6.6 $ 6 .7  

Installation (0-5 yrs) 10 Ye ars 15 Ye ars 20 Ye ars 25 Ye ars 30 ye ars

Life cycle  Cost Comp arison: Natura l vs Synthe tic Fie ld s
($m)

Natural Synthe tic

Synthe tic Rep lacement 
Cycle s

Installation (0-5 yrs)

Add itional life -cycle  
cost ~$3.3m ~ 2 x 

h ig he r

5 Year Inve stme nt Incre me nts

Cum ula t ive  
(30 years)

Synthe tic fie ld s re q uire  ~$3 .3m more  life cycle  inve stme nt p e r fie ld  ove r 30  
years (~2× hig he r cost)

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
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The  rig ht surface  is the  one  that create s the  most to ta l va lue  — not simp ly the  most 
p laying  hours

Cap acity 
De mand  
Re liab ility 

Acce ss

Co m m unity 
& We llb e ing  

Particip ation 
Comfort 
Inclusion

Enviro nm e nt & 
Who le -o f-Life  Co st 

Life cycle  Cost
Heat

Sustainab ility

To ta l 
Pub lic 
Va lue

The  o b je ctive  
isn ' t  m axim um  

cap acity. 

It ' s m axim um  
p ub lic va lue .



3. The  Pub lic Value  of Natural Turf
Economic contrib ution, Job s, p ub lic value  and  g reen infrastructure



~$ 5 .1  b illio n      ~1 5 ,5 0 0  jo b s

The  Australian turf industry contrib ute s ~$ 5 .1  b illio n  to  
the  Austra lian  e co no m y e ve ry ye ar and  sup p orts 

~1 5 ,5 0 0  jo b s

25
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Natura l turf is a  major Austra lian ind ustry

~$ 5 .1  b illio n                 ~1 5 ,5 0 0  jo b s

Farm-Gate Downstream Economy

1 ,3 4 5

$m p a

FTEs

$ 3 3 2 .8

1 4 ,2 0 0

$ 4 .8 b n

Lawn Care  Eq uip me nt Lawn Mainte nance  Se rvice Ind uce dDire ct Contrib ution

Presenter Notes
Presentation Notes
Most Australians think turf farming is simply about producing grass.
It isn’t. It supports an enormous service economy
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Natura l turf’s e conomic footp rint is ove rwhe lming ly d ownstream

Downstream Se rvice s & Re tail Economy

~ 4 ,1 0 0  FTEs

~ $ 2 .4 9 b n

Lawn Care  Eq uip me nt Lawn Mainte nance  Se rvice Ind uce d

~$ 4 .8  b illio n      ~1 4 ,2 0 0  jo b s

~ 9 ,8 0 0  FTEs

~ $ 2 .2 5 b n

~ 3 0 0

~ $ 6 4 m

This footp rint is se rvice -led , SME-intensive  and  
reg ionally d istrib uted .

2 6 % o f to ta l jo b s1  6 3 % o f to ta l jo b s 2 %

1. % of total 15,500 job s includ ing  d irect



~$ 4 2  b illio n

Eco no m ic, e nviro nm e nta l and  so cia l va lue  
e nab le d  b y na tura l tu rf 

28
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Natura l turf create s far more  value  than its sa le  p rice

~$ 4 2  b illio n  annua lly 

Sp orting  Utility

$ 2 0 .4 b n

Community We llb e ing

$ 1 4 .4 b n $ 4 .9 b n $ 2 .8 b n

Re sid e ntia l 
Ame nity 

Value

Avoid e d  
Life -cycle  

Costs

Presenter Notes
Presentation Notes
This surprised us more than anything
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Natura l turf is a lso  one  of Austra lia 's most va luab le  p ie ce s of g re e n infrastructure

Health & Exp osure  Imp acts

• Its 1 0 –3 0 °C co o le r

• No microp lastic infill o r p o lyme r she d d ing

• Imp rove s local air q uality

Environme nta l Imp act

Infrastructure  & Risk Function

• Low-threat ve g e tation fo r b ushfire  p lanning

• Pro te cts ag ainst e rosion & stab ilise s so il

• Sup p orts sto rmwate r manag e me nt and  d rainag e  
re silie nce

Presenter Notes
Presentation Notes
Natural turf isn't just a product. It's infrastructure.
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Natura l turf is p art o f Austra lia’s sp orting  id e ntity

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

1 . De m and  is 
stro ng

2 . Co m p ariso n  is 
the  b a tt le g ro und

3 . Co nfid e nce  
co nve rts

4 . Turf is m o re  than  fa rm  
g a te  p ro d uctio n

5 . We  no w  have  e vid e nce  
to  use

O ur cha lle ng e  isn ' t  cre a t ing  d e m and . It ' s g iving  Austra lians the  
co nfid e nce  to  cho o se  na tura l tu rf.

1 .1 m  inte nd  to  b uy turf in the  
next 2 years

Synthe tic g ains 1 1  p e rce ntag e  
p o in ts

Custome rs use  just 1 .6  
in fo rm atio n  so urce s.

$ 5 .1 b n  ind ustry contrib ution. $ 4 2 b n  p ub lic value . In custome r conve rsations, b usine ss d e cisions and  
ind ustry communications.



Ple ase  g o  to
 

Ho rt  HQ

to  find  o u t m o re


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33

