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Industry investment, involvement and
enthusiasm
The turf industry is one which has a vast number
of members and it has been pleasing in recent
months to be able to meet with many growers at
events and gather feedback and help plan for the
future of this great industry.
This has included the New Zealand study tour, industry conferences,
and industry strategic planning.

Investment of levy continues
The Hort Innovation funnel for project ideas has been prolific in its
out-turn of projects this year, with many turf industry projects either
currently tendered, or in the tender process. As part of the Turf
Strategic Industry Advisory Panel it has been pleasing to see the
progress of the of projects currently generating information for our
industry and its growers. At the most recent SIAP meeting we heard
an interesting and exciting concept for using high profile sportspeople
in the marketing of the turf industry to the homeowner market. I look
forward to seeing the idea develop in coming months.

The Hort Innovation funnel for project
ideas has been prolific in its out-turn of
projects this year, with many turf industry
projects either currently tendered, or in the
tender process.

Two positions on the Turf Australia board are currently available for
growers to express an interest in filling.

Tony (Cornwell) has been an excellent
contributor to the Turf Australia board and
we will miss him at our meetings as he
returns to being ‘just a turf farmer’.
The opportunity to become a Turf Australia board member is open
to turf grower members from all States and Territories, however, for
balance in representing our national industry, growers from New
South Wales and Victoria are strongly encouraged to put their hand
up and be involved with the planning for our industry. The role of Turf
Australia board member is an important one for our industry, but not
a time consuming one, with only three or four face-to-face meetings a
year, and some teleconferences to discuss issues from time-to-time.

Get involved with the stats project
While the Turf Australia board, SIAP members and Hort Innovation
plan for our industry, none of that can happen without an accurate
understanding of what our industry really looks like.
I encourage all growers to participate in the Turf Industry Statistics
Project funded through the turf industry levy to help get an accurate
understanding of our
industry, what it produces
and the value of that
Australian Turf Industry
product. Turf Australia
Snapshot Report 2016/17
and the state bodies
will be conducting the
survey in October. If you
are asked to participate,
$228.64 million
38,541,132 Sqm
I urge you to do so with
accurate facts and figures
so we can continue to
develop our industry.
This snapshot report highlights industry aggregate and production benchmark statistics for the Australian turf industry,
collected through the Hort Innovation funded Turf Industry Research and Statistics 2016/17 (TU16001) project. The project
was commissioned to address a fundamental gap in turf industry data and statistics. The Western Research Institute (WRI)
was engaged by Hort Innovation to lead industry engagement and deliver data insights.

The results are based on a successful industry-wide engagement of over 100 turf growers. The data collected will assist the
industry in data driven decision making, resource prioritisation, investment evaluation and strategic planning activities.

Further detail, including the Hort Innovation nal report can be downloaded from http://horticulture.com.au/grower-focus/turf/.

Turf Industry Aggregate Data: This section presents survey data aggregated to national level for 2016/17.

Members of the SIAP were able to visit the Sydney Cricket Ground and
Allianz Stadium (Sydney Football Stadium) on their most recent trip
to Sydney. It was an educational tour which highlighted the pressure
the maintenance team are under in trying to keep the stadiums at a
top performance level while battling quick game turnarounds, training
sessions and the impact advertising paint has on the turf. One of the
more interesting ideas the maintenance team is utilising to keep the
grounds aerated is through the use of nano bubbles of oxygen being
injected into the soil. It is amazing how science is used in our industry.

Farm Gate Value of Turf Production in Australia

Total*:

100%

$80.5m

$70.8m

$15.3m

$0.2m
$0.8m

$2.7m

$0.3m

$6.9m

$42.6m

$19.3m
$1.1m

$6.0m

$4.9m

$2.8m
$6.7m

$13.2m

$0.1m
$0.8m

75%

$228.6m

$17.5m

$50.3m

$13.0m

$25.5m

$8.8m

National Australian Turf Production

Total*:

Tropical Grasses*

100%

Zoysia

Other specialty
grasses

I had the pleasure of attending both the Lawn Solutions Australia and
TurfBreed conferences in recent months. Both conferences showed
great enthusiasm for our industry and I look forward to growers from
both these commercial camps enjoying the Turf Australia annual
conference next year.

2.61m

0.64m

0.04m

0.74m
0.02m
0.16m

Buffalo

75%

The Turf Australia annual general meeting was held in Queensland in
July. At the meeting we farewelled long serving board member, Tony
Cornwell, who stepped away from his position. Tony has been an
excellent contributor to the Turf Australia board and we will miss him
at our meetings as he returns to being ‘just a turf farmer’. All other
members of the Board renominated for, and were elected to, their
positions.
As Tony steps off the board, it opens the opportunity for another
turf grower from our industry to step up to being a board member.
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2.68m

38.54m

0.09m

0.67m
0.95m

Tropical Grasses*

1.56m

Other specialty
grasses

Zoysia

Kikuyu

2.93m

9.62m

4.24m

1.82m

Buffalo

Couch & hybrid
couches

1.48m

1.92m

50%

50%

11.67m

$103.4m
$47.4m
$19.7m
$36.9m

25%

NSW &
ACT

QLD & NT

1.86m

0.61m

25%

$4.1m

$7.7m
0%

11.16m

5.75m

$6.7m

0.53m

$2.7m

$0.8m

$4.0m

SA

VIC & TAS

WA

14.07m

$52.1m

Australia
(Total)

m = million
dollars

1.64m
0%

0.12m

NSW &
ACT

QLD & NT

SA

0.63m
VIC & TAS

0.51m

WA

*Totals may not add due to rounding. **Tropical grasses includes both Paspalum, Blue couch and other tropical varieties.

Value

m = million
square
metres

Volume

8.5%

7.0%
13.0%

35.1%

18.7%

Australia
(Total)

of Turf produced by State

32.6%

6.8%

6.7%

29.8%

NSW & ACT
QLD & NT
SA
VIC & TAS
WA

39.0%

NSW & ACT
QLD & NT
SA
VIC & TAS
WA

The project Turf Industry Research and Statistics 2016/17 (TU16001) was a strategic levy investment under the Hort Innovation Turf Fund. This project has been funded by Hort Innovation, using the turf industry research
and development levy and contributions from the Australian Government. Hort Innovation is the grower owned, not-for-proﬁt research and development corporation for Australian horticulture.

A thanks to the TurfBreed network of growers who supported a fundraising
auction which raised almost $15,000 for the Turf Australia Member
Benefit Fund. The Member Benefit fund is available to Turf Australia
members who need some financial support and I thank TurfBreed and
the spirited bidding from growers, for supporting the industry fund.

Annual meeting brings board opportunity

5.00m

0.70m

Kikuyu

of Turf produced by State

Industry conferences

15.66m

0.02m
0.12m
0.81m

Couch & hybrid
couches

$10.2m

12.58m

Ross Boyle, Rosemount Turf
Chairman
Turf Australia
facebook.com/

Follow us on Facebook! Keep up
to date with what’s happening in
the industry and at Turf Australia.
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is behind a new Turf Industry Statistics Project. Read about the project on Page 5.
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Hard copy and online – the industry’s
communications preferences

Surv
2018 Turf Communications Project survey This survey aims to gather grower
feedback2018
on the
outputs
of the Turf Industry
Communications
Project
(TU16004)
and
Turf
Communications
Project
survey This survey
aims
to gather
grower
ensure itfeedback
delivers information
to you
right
format. Communications
This survey will take
approx.
on the outputs
of in
thethe
Turf
Industry
Project
(TU16004) and
3 MINSensure it delivers information to you in the right format. This survey will take approx.
MINS
copy of 3the

Turf growers enjoy reading a printed
industry magazine but not following on Facebook.
Q2
These were two of the big learnings fromQ2
theHow satisfied are you that these outputs contain information t
Q2aHow
satisfied
that
these
outputs
contain
info
How
satisfied
areyou
you
these
outputs
contain
and
useful
toare
you
as that
a grower,
and
your
turf
business
industry communications project survey. We relevant
take
information
that
is
relevant
and
useful
to
you
as
a
to you
as a grower, and your tur
look at what the survey found and what that meansrelevant and useful
38 Skipped: 0
grower, and yourAnswered:
turf business?
for the rest of the project.
Answered: 38
Skipped: 0

T

Rating

he first year of the Turf Industry’s communications activities
under the levy-funded project TU16004 has been completed. The
industry survey as part of the annual project review, conductedIndustry
in July, tossed up some interesting findings, but also reiteratedMagazine
the industry’s support for the project.

Rating

Industry
Magazine

Turf Australia Communications Manager and project lead, Liz Mecham,
Industry
said the industry had shown a clear preference for a printed magazine,
eNewsletter
which reflected the anecdotal feedback from growers in recent years.

Industry
eNewsletter

“There has been a big push to put industry magazines into a digital
format across a lot of industries and its clear a lot of turf growers do read
Turf
the digital version of our magazines,” she said.
Australia's...

Turf

Australia's...
“But the survey supported what we had heard from growers at industry
events, and that was the strong support for the printed version of the
Turf Australia
magazine posted directly to growers, which was read by almost every
website R&D...
person who competed the survey.”
Turf Australia
website R&D...

The survey also supported the move from fortnightly to monthly
0%
10%
20%
30%
40%
50%
60%
70%
80%
90% 100%
distribution of the eNewsletter in the new project which began in August
2017, with the vast majority of respondents recognising articles they had
80%
0%
10%
20%
30%
40%
50%
60%
70%
seen in the emailed newsletters, and regularly clicking through for more
2018
Turf
Communications
Project
survey
This
survey
aims
to
gather
grower
information on those stories.
Extremely useful
Very useful
Somewhat useful
Not very useful

90

feedback on the outputs of the Turf Industry Communications Project (TU16004) and

Not useful at all
Pleasingly, the communications project was delivering information
Extremely
Somewhat
very u
ensuretoit delivers information
to useful
you in theVery
rightuseful
format. This
surveyuseful
will take Not
approx.
growers that was useful, with over 60 per cent of survey respondents
Not useful at all
3 MINS
Rating
saying they had changed the way they did something on
their farm after
reading information in the magazine or eNewsletter.
EXTREMELY
VERY
SOMEWHAT
NOT VERY
NOT USEFUL

Rating

USEFUL

USEFUL

USEFUL

USEFUL

AT ALL

A surprise finding of the survey was the lack of survey respondents
Q9.
EXTREMELY
VERY
SOMEWHAT
NOT VERY
Industry Magazine
16.22%
2.70% USEFUL 2.70%
who followed the levy-funded Facebook page, Turf Australia’s
Growers,
USEFUL 43.24% USEFUL 35.14%
USEFUL
6
16
13
1
which promotes activities and projects funded by the levy, with almost
do you feel
the combination
Industry Magazine Overall, how well16.22%
43.24%
35.14%
2.70%
half not following the page.
Industry eNewsletter
11.43%
37.14%
51.43%
0.00%
0.00%
6
16
13
1

Q9 Overall, how well do you feel the combination of o
by the Industry Communications Project TU16004
of outputs
delivered page,
by the Industry
eNewsletter,
Facebook
website
R&D pages)
me
4
13
18
0
“That was a surprise as there is excellent engagement with ourIndustry
followers
Communications 11.43%
Project
TU16004
eNewsletter
37.14% (magazine,
51.43%
0.00%
information
Turf
Australia's
Growers
7.14%
14.29%
50.00%as a grower?
17.86%
10.71%
on that page, so the project team will continue to promote
that
page as
an
4
13
18
0
easily accessible place to find out industry information.” Facebook Page

eNewsletter, Facebook page, website R&D pages)
5
Skipped:
2
50.00%
grower?

2
4
14
Answered:
Turf Australia's Growers
7.14%
14.29%
meet your needs for
information
as 36
a
Turf Australia
website
R&D
12.00%
16.00%
56.00%
2
4
Liz said the current redevelopment of the Turf Australia website Facebook
to make itPage
pages
3
4
14
more functional and include more grower resources should alsoTurf
improve
Australia website R&D
12.00%
16.00%
the visitor rates for the website, which were lower than expected.
pages
3
4
Meets my needs

“The project team has worked very hard to complete an online database
of levy-funded projects on the Turf Australia website to give growers
greater access to project information.

as a grower ...

“There are now over 80 project reports available online for growers to
access.

Mostly meets
my needs as ...

“The aim of the database and the website redevelopment is to make
those resources growers have already paid for through their turf levy
and Turf Australia membership more readily available.”

12.00%
14
3
56.00%
14

27.78%

17.86%
4.00%
5
12.00%
3

44.44%

Sometimes
meets my nee...

22.22%

The Turf Industry Communications Programme (TU16004) has been
funded by Hort Innovation, using the turf research and development levy
and contributions from the Australian Government.
Does not meet
my needs as ...

5.56%

0%

10%

2 / 11
30%

20%

40%

2 / 11

4

ANSWER CHOICES
Meets my needs as a grower to find out industry information

50%

60%

70%

80%
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Time for turf to be counted
Growing the turf industry can’t happen without
understanding what is in the ground and being
harvested now. The new turf industry statistics
project needs growers to input accurate industry
data to support the ongoing investment in the
turf industry. Liz Mecham takes a look at why its
so important for growers to be part of it.

T

his October, turf growers will be asked to be part of the biggest
industry survey to gather production ever undertaken to put a
value on our industry.

True and accurate figures for the turf industry are needed for the
government and decision makers to invest in the industry future. The
new project Turf Industry Statistics 2017-2018 to 2019-2020 (TU17005)
is a strategic levy investment under the Hort Innovation Turf Fund
which aims to do just that.
The project survey will identify the current size of the industry in terms
of overall production, variety production, value of turf, the markets for
that turf, and business size, then plot industry changes over the next
three years.
Turf Australia won the contract to undertake the project through the
Hort Innovation tender process and will utilise the resources of Turf
Australia staff and the state turf bodies to undertake the survey this
year, and next two years of the contracted project.
This project follows on from the Turf Industry Statistics and Research
Project (TU16001) undertaken in 2017 by the Western Research
Institute which showed the industry produced 38,541,132 square
metres of turf nationally, valued at $228,640,318.
Turf Australia’s Market Development Manager, Jenny Zadro, said
it was critical growers were part of the survey to ensure accurate
industry data was created.
“We have such a great industry but what we lack is accurate long-term
industry data to help drive investment in our industry.
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“The first turf statistics project has given us some baseline data, but
this project allows the industry to really see how it is growing and
opens up the opportunity for the industry to understand where our
growth has been, where we need to look at investing to support that
growth, where our product ends up, and how industry promotion can
be targeted.
“All of that information can then help support Hort Innovation make
decisions about effectively investing the turf levy, Turf Australia pursue
industry development and grower support, and growers themselves
understand the industry and their place in it.
“But without the concrete data, it is hard to justify where that
investment is needed, and really promote our industry’s valuable role
in horticulture and agriculture.”
Growers may have already seen information about the project or been
contacted by their state representatives to participate in the national
survey which will seek responses from almost 140 turf growers.
Growers from every state and territory will be surveyed and data will be
collected from a mix of metropolitan and regional growers to provide a
clear picture of what Australia’s industry looks like.
The survey itself will be completed online and growers can complete it
either independently, or with support from project staff (Turf Australia
or state turf bodies) and all responses remain confidential with no
identifying information released as part of the industry data.
Growers who participate will receive an individual benchmarking
report which will benchmark their businesses against the industry
averages and these reports will be developed confidentially by market
research company Mind Tap Research, who has been contracted by
Turf Australia to complete the analysis to ensure grower confidentiality.
Growers seeking more information about the project can contact
Turf Australia on (02) 4588 5735 or admin@turfaustralia.com.au
The results of the previous industry survey undertaken by the
Turf Industry Statistics and Research Project (TU16001) can be
found on the Turf Australia website www.turfaustralia.com.au/
professionals/turf-industry-research-final-reports
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Step into 2019 with a
year of industry events
Industry events this year have shown the benefit of
coming together as an industry, sharing knowledge
between growers and learning from others. Next
year Turf Australia will be hosting a number of events
designed for all members of our industry.
When the calendar turns over to 2019, turf growers will
need to pencil in these events to make sure they are
involved in the excellent programs being planned.
Plans are well underway for the Turf Australia National Conference with
another program of activities for growers that will support their businesses
going forward.
“Our conferences have traditionally been a valuable networking opportunity
for growers from across Australia to come together and support our industry
and one-another,” Turf Australia’s Market Development Manager, Jenny
Zadro, said.
“Our 2019 event will continue to provide that opportunity for growers to
network with each other and industry businesses, but will also provide
important industry and business development information that growers can
take home and implement to their own operations.”
Jenny said this would include how growers can better capture customers in
the local government market by promoting the benefits of natural turf, how
to make the most of the information being provided by the turf levy-funded
industry projects, and on-farm and venue tours
While the three years of levy funding for the industry’s NxGen Forum through
the Hort Innovation Turf Fund ceased this year, plans have been put forward
to continue that funding stream for one of the industry’s most appealing
events for our young growers. Aimed at growers under 40, the NxGen forum
has consistently been an event our industry’s up and coming growers and
employees enjoy attending due to its networking opportunities.
“Our NxGenners really enjoy the ability to meet up with other growers of
a similar age bracket and learn from one another,” Turf Australia Market
Development Manager, Jenny Zadro, said.
“We consistently receive the feedback that being able to share issues that
younger members of industry deal with – from working within family farms,
trying to instigate change on farms, implementing technology – is one of
the greatest appeals of the NxGen Forums because the other people there
understand.”
A new event for the industry will be the inaugural Women In Turf event.
Responding to feedback received at both the NxGen Forums and National
Conferences, the opportunity for women in our industry to get together and
learn new ideas, and from one another, will be created in 2019.
“Similar to the NxGen theory, there are just some issues that women in
our industry deal with that discussion between other women who have
understanding of those issues will help solve or offer support for,” Jenny said.
“We are planning on having the event be a really good mix of learning and
inspiration and networking that will appeal to women in our industry at all
levels – from growers’ wives, to administration staff, to in the field workers and
sales staff.”
Jenny encouraged all members to get in touch with the Turf Australia office
if they had ideas of suggestions of topics or speakers they would like to hear
at these Turf Australia events. More information on these will be provided
through Turf Australia’s communications in coming months.
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Independent review
provides insights and
recommendations
Improving communications, improving relationships
with industry bodies and continuing to develop
consistent industry outcomes are all clear objectives
for Hort Innovation following this year’s independent
Review of Performance of the company.
The independent review document and Hort Innovation’s response to
its recommendations has now been rreleased to industries and the
public.
The Review of Performance was conducted by GHD and is a
requirement under Hort Innovation’s Statutory Funding Agreement
(SFA) with the Australian Government. It was also an opportunity to
gain feedback on progress and delivery over the four years since the
incorporation of Hort Innovation.
GHD’s review document includes highlighting Hort Innovations
successes over the first four years of its operation and also includes
some sobering responses and criticism from some horticultural
industries. Most of the critical feedback relates to the way in which
Hort Innovation has communicated with industries and their growers,
and the way in which relationships with some industry representative
bodies have not developed positively.
The document includes a number of recommendations as to how Hort
Innovation can improve its operations and the company has developed
a company response to these.
The company responses will form an ongoing program of work and
help to inform the negotiations around the next SFA between the
Australian Government and Hort Innovation, in the continued effort
to support the productivity, profitability, and competitiveness of
Australian horticulture.
Both the Review of Performance and the Company response can
be downloaded from the Hort Innovation website:
www.horticulture.com.au/response-and-implementation-plan

Have your say at the
Hort Innovation Annual
General Meeting
Hort Innovation’s 2018 Annual General
Meeting (AGM) will be held in Brisbane on
Friday, November 23, and turf growers are
urged to complete their annual levy return
documents to ensure they can have a say at
the meeting.
Hort Innovation members should have received a hard copy
letter and email to complete their return in August. Those
should have been completed by the end of September to allow
them to obtain voting rights at the AGM.
This year, three vacancies are open for Directors of Hort
Innovation who will be elected by voting members of Hort
Innovation at the AGM. Nominations for the Director roles
have now closed and information relating to candidates will be
circulated prior to the meeting.
If growers have any questions about the process of the annual
levy return, member number or PIN, contact Link Market
Service on 1800 660 083.
Turf growers keen to be part of the annual general meeting
should keep an eye on industry communications for further
information closer to the date.

turfAUSTRALIA
Australia’s $3 billion turf industry has developed rapidly over recent years with
growers seeking and embracing new technologies to make their businesses
more efficient and viable.
With 6700 hectares of turf under production at any time, the industry has
approximately 400 turf production businesses that employ some 80,000 people.
A unique aspect about Australia’s turf industry is its whole-of-supply-chain view
which works for the advancement of turf producers and those maintaining small
or large tracts of turf.
The industry’s ‘new-look’ magazine provides focused, up-to-date information
on trends, developments and issues affecting Australia’s turf industry and
its markets. Editorial is delivered in an easy-to-read style and includes the
latest news, technical information, market trends, innovation, production
developments, profiles and on-farm reports.
Published by the industry’s peak body Turf Australia, the quarterly magazine
services growers, researchers, industry consultants and government bodies.

Advertising Rates
& Specifications

Turf Australia Industry Magazine is produced by Turf
Producers Australia Ltd trading as Turf Australia.
Marketing and event coordinator:
Rachel Collier: T: (02) 4588 5735 E: admin@turfaustralia.com.au

Packaged Advertising Rates
PACKAGE:
LOGO & LINK IN FORTNIGHTLY ENEWS
LOGO ON WEBSITE AND LINK

CASUAL RATE
6 month 12 month
Prices on
application*

*Contact Rachel Collier for more information.
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Successful tour over the Tasman
In June, a number of growers participated in a
four-day levy-funded study tour to New Zealand.
Attending the southern hemisphere’s largest
turfgrass conference, visiting a turf production
farm and high level sports stadium, the tour will
result in new research and development ideas put
into the Hort Innovation project funnel.
Liz Mecham reports.

N

ew Zealand’s turf industry has many synergies with
Australia’s and the levy-funded study tour sought to learn
what similarities we have with our neighbours across the
Tasman, and what we can learn from them to benefit our
own industry.

The study tour program included attending the first Australasian
Turfgrass Conference – a joint initiative of the Australian and New Zealand
Golf Course Superintendents Associations – where more than 850
delegates gathered to learn about various aspects of the turf industry.
The conference program also included a trade show, where growers
could interact face-to-face with the companies whose products they
use on a daily basis.
An on-farm visit to turf producer Turflands highlighted just how
many similarities there are between the Australian and New Zealand
production industries, notably how to deal with weeds and the battle
between production and marketing of a quality product to consumers
with little to no knowledge of growing turf (see the on-farm profile story
on pages 28 to 30).
The tour program also included also included a visit to Westpac
Stadium, a venue where many high-profile sporting events between
New Zealand and Australian teams take place, and which features turf
grown on contract by Turflands.
The conference highlighted a number of key aspects of the turf
industry – both growing and maintenance sectors – could relate to.
This included the importance of understanding what and why varieties
of turf or brands of chemicals were being chosen (see story on Scott
McElroy’s presentation on page 10 and 11), how to control weeds,
understanding the importance of moisture monitoring, how to make the
most of marketing effectively, understanding where the next generation
of industry employees was going to come from, and many more.

Top: Trade show at the Australasian Turfgrass Conference.
Above: Westpac Stadium, Wellington, New Zealand.

8

“The conference was a real insight for our growers into the information
being presented to the turf maintenance sector and how much of the
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Turf Australia’s Market Development Manager, Jenny Zadro,
took to the podium as part of the breakout speaker program at
the Australasian Turfgrass Conference in New Zealand.
Jenny spoke about who and what Turf Australia is, and how
the Australian turf growing industry’s peak body represents
growers through advocating the benefits of natural turf to
specifier groups and allied industries (like the AGSCA), hosting
educational events such as conferences and workshops, and
helps growers improve their productivity by leading industry
levy-funded projects.

information is relevant to them as producers,” Turf Australia Market
Development Manager, Jenny Zadro, said.

Jenny’s presentation was part of a forum group which also
looked at how Adelaide Oval and its turf team was developing in
line with the stadium’s growth as an entertainment centre, and
the pitfalls and benefits of providing a formal education for turf
industry employees.

“It was really interesting to see how much our producers can take
away and use on our own farms and in our dealings with customers.
“The networking aspect of the conference was really beneficial to our
growers and those end users of turf products or services – some of
the service providers and end users of turf products had never met a
turf grower before, so it was a fantastic opportunity to connect people
from opposite ends of the turf industry together,” she said.

The conference was a real insight for our
growers into the information being
presented to the turf maintenance sector
and how much of the information is
relevant to them as producers.
Jenny said the study tour also provided the opportunity to see new
and emerging technologies and that information gathered from the
tour would be put into developing research and development project
ideas and submitted to the Hort Innovation funnel process.
“The purpose of the study tour other than networking and learning
ourselves, was to bring back suggestions for industry projects.”
Project ideas will be submitted to Hort Innovation and include those
relating to production issues, weeds and machinery and Jenny said
she was looking forward to the wider industry benefitting from project
ideas developed from the tour.
The Australian Turf Industry Study Tour 2018 (TU17007) was a
strategic levy investment under the Hort Innovation Turf Fund.

Top: Wellington’s golf course alongside the international airport,
meaning visitors enter the city seeing natural turf.
Above: Australian turf growers learned first hand about the New
Zealand industry including Auckland turf grower, Peter Garvey.
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How light beer helps debunk
the illusion of knowledge

When American researcher Scott McElroy stood up to talk at
the Australasian Turfgrass Conference in Wellington in June the
idea that beer marketing could have anything to do with the
turf industry perplexed many. But as Liz Mecham explains, the
talk exposed how effective marketing often trumps production
reality with on-farm choices.

A

merican researcher Scott McElroy doesn’t mince his words when it comes to
enlightening people about the constant bias they are being presented with under
the guise of accurate information.

His talk highlighted how influential good marketing could be when people are making
what they believe are informed choices.
“There is a reason this talk has light beer in its title,” he said to a questioning audience at
the Australasian Turfgrass Conference.
Scott presented the example of an American light beer commercial, which aired during the
Super Bowl some 40 years ago, that gave beer drinkers two glasses of beer in a blind tasting.
The beer drinkers were supporters of a well-marketed beer variety who were adamant
they drank that beer because it tasted better than any others.
“They could taste the difference they declared, not because the marketing told them it
tasted better, but because they could,” Scott said.
However, in the blind tasting, more than half the drinkers picked the less-marketed beer
for its superior taste.
“It’s a good example because people are over confident of why they consume the product
in the marketplace when in reality, it’s just the way that product is marketed … it is the
illusion of knowledge.
“It is the same with turfgrass varieties and chemicals in agriculture.”
Scott explained many agricultural commodities can be exactly the same as light beer –
people choose varieties and products and are confident in their choices, but they have not
factored in what might be influencing their choices or the information they are being given.
“But just because it is marketed the best, doesn’t mean it is the best, or the best for your
situation,” he said.
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Scott urged people to “be vigorous when evaluating products and
varieties that have been injected with marketing bias” and left the
room with some key take-home messages when assessing what you
do and why you do it:
• Test things out, check out the concepts, talk to others – be your own
evaluator of information and don’t jump all at once;
• There are no certainties and everything has a probability –
understand these
• Be careful who you pick as experts – are they biased? Understand
the need for multiple ‘experts’ in making a decision, eliminate bias
and maintain a healthy scepticism
“What you perceive is accurate isn’t necessarily accurate,” Scott said.
“You need to look behind the bias and the information that is being
presented to you and who is presenting it to you, then draw your own
conclusions.”

Biggest marketing budget doesn’t equal best
This was most pertinent in the turfgrass industry, he said, with variety
choices and chemical use.
Scott presented the example of very well marketed turf varieties and
where it was grown across a number of geographical locations in
America.
The data compared the highly marketed variety against other varieties
and their overall performance on golf courses.

KEY POINTS:
US reseracher Scott McElroy’s key
points to consider when making
decisions:
• Test things out, check out the
concepts, talk to others – be your
own evaluator of information and
don’t jump all at once;
• There are no certainties and
everything has a probability –
understand these;
• Be careful who you pick as
experts – are they biased?
Understand the need for multiple
‘experts’ in making a decision,
eliminate bias and maintain a
healthy scepticism.

understand, but its worth taking a look at it to understand the complete
picture,” he said.

What bias?
... just because it is marketed the best,
doesn’t mean it is the best, or the best
for your situation.
Overwhelmingly, the well-marketed variety was the most widely
grown on golf courses across all of the surveyed areas but it did not
necessarily perform the best in all of the locations, whereas other less
marketed varieties showed an ability to perform strongly across all of
the locations.

Scott also suggested the audience understand that a lot of information
presented came with a bias, and that in a lot of circumstances, your
own bias came into decision-making.
“You have to question the bias that comes with any information all of
the time,” he said.
“And sometimes that is your own pre-conceived ideas and bias that
isn’t letting you make an informed decision.”
To avoid that, Scott suggested gathering information from a number of
sources, including expert opinion.

Scott suggested to the audience they needed to look beyond the
marketing look at the data that supported the claims being made.

“The expert opinion giving you that information – you need to remain a
level of healthy scepticism with that.

“Particularly with turf varieties, you need to look beyond the glamorous
presentations and look at the quality of the grasses for where you are
and what you want it to do.

“The guy or girl delivering that information might be a good person,
but are they delivering that message with a bias? Not everyone is, but
make sure you look for that or understand that bias when making a
decision.”

“Let the determination of what variety you choose be subjective
depending on the location you plan to use it.”

Averages vs probability
Scott urged the audience to understand the data that was presented
to them when it came to things like averages and probabilities.
“When you look at the data, probability refers to the actual percentage
likelihood of any of the things listed happening.
“People put so much faith in averages, and not the distribution of
probabilities.”
Scott said this was most prevalent when looking at chemical
applications on weeds where averages might be listed as a “95 per
cent kill rate on average” but if you looked closely at the range of
possibilities, it might show that while the average might be high, there
was the possibility that a zero per cent kill rate might happen.
“Averages don’t tell the complete story.”
Scott said looking at empirical data to fully understand the range of
chemical effectiveness could be “noisy” and time consuming.
“Information like that can be data ridden, its lots of information to

He suggested gathering a number of ‘expert opinions’ to utilise
information from all of them to form the opinion or make the decision.

Make your own decisions
Scott said before any big decisions about choosing or changing
varieties or chemicals took place, people should line up all the
information to make an informed choice.
To make the best decisions, you need three things, he said.
These are:
• Empirical data
• Expert opinion
• Personal observation
“The thing is, all these people can give you all this information and data
but you yourself can look with your own eyes or have the experience
yourself to know some things, too,” he said.
“Don’t dismiss your own personal observations.
“None of these things alone are bad, but one is not reliable. Be open
minded enough to consider all three when making a decision,” he said.
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Smut research: Overcoming giggles
to find an
industry solution

W

hen University of Queensland researchers Andrew
Geering and Nga Tran casually drop the comment, “we
research smut”, into conversation it is almost guaranteed
to draw sniggers.

But far from referring to obscenity, the duo happily discuss smut when
referring to their research as part of the strategic levy funded project,
Development of an integrated disease management plan for Couch
smut (TU17002).
“The word ‘smut’ is an example of semantic drift or change in the
meaning of a word over time,” they explained, “Smut is an old Teutonic
word for ‘black mark, stain’.”
“So when people first recognised a disease that caused wheat grain
to be replaced by a smelly mess of fungal spores, it made sense to call
the disease ‘smut’.
“But it does draw sniggers when we tell people we research it,” they said.
Plant pathologists now recognise many forms of smut disease, mainly
on grasses.
Couch smut is caused by a fungus called Ustilago cynodontis and
the researchers said this fungus has a very narrow host range, only
green Couch (Cynodon dactylon) but they said it may also be hosted
on close grass relatives such as C. incompletus, C. aethiopicus and
C. nlemfuensis.
“However, the scientific jury is still out as to whether these other grass
species are true alternative hosts as each species of smut fungus is
typically restricted to a single host species.”
The project will look at a number of different angles to find a solution to
the fungus for the turf industry, including its current prevalence in the
industry, resistance screening, control options, and the life cycle of the
fungus will all be assessed by the project team.
The global distribution of Couch smut seems to match that of green
Couch. The fungal spores, which are produced in enormous quantities,
are dispersed in wind currents and can travel hundreds of kilometres.
The challenge for the turf industry is that it is often hard to tell if green
Couch is diseased until the plant begins to flower, when the most
distinctive symptom, the smutted flower head, becomes apparent.

University of Queensland researchers charged
with finding a solution to Couch smut are used to
having people snigger when queried about their
research focus. But as Liz Mecham found out, that
only drives their determination to rid the industry
of any low-brow connotations.

However, the researchers said Couch smut does produce other less
perceptible symptoms – herbage is reduced by as much as 50 per
cent, the leaves appear yellower, and the plant is more erect in habit –
which can be unsightly with more prostrate cultivars of Couch grass.
“The fungus is only visible when the diseased flower head emerges but
at a microscopic level, the fungus can be found in almost every shoot
and stolon and mowing will not control the disease. As the grass grows
laterally, the fungus will follow in the new shoots,” they said.
By the researchers’ own admission, Couch smut is exceedingly
difficult to control, but it is a problem they are prepared to tackle.
In crops such as sugarcane and wheat, resistance is the bedrock
of smut disease management but surprisingly, there have been no
systematic efforts to find smut resistance in green Couch.
“Resistance screening is one important component of our new project,
and we are optimistic that there are sources of disease resistance given
the tremendous genetic diversity of green Couch and its hybrids.”
In other industries, fungicides are used to control smut disease but
only as a protectant on seed or cane setts, to prevent the germinating
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seedling from becoming infected by spores that may be present as
contaminants in the seed-lot.
“Use of fungicides as a curative spray for an already infected plant has
not been tested for Couch smut but it is an aspect of disease control
that we will also be examined in this project.”

One important hypothesis that will be
tested in this project is that mowing could
assist with transmission of the fungus.
The researchers also said there were aspects of the disease life cycle
that were poorly understood, particularly transmission.
“One important hypothesis that will be tested in this project is that
mowing could assist with transmission of the fungus,” they said.
“Identification of weak links in the disease cycle could also provide
strategies for disease control.”
The University of Queensland project team include: Dr Andrew
Geering (project leader), Dr Nga Tran (research fellow on the project),
Dr Alistair McTaggart, Professor André Drenth, Dr Don Loch and
Associate Professor Chris Lambrides.
A national survey of growers for Couch smut will begin in the summer
months when disease expression is greatest.
In the meantime, the project team welcomes contact from any turf
growers who are currently dealing with Couch smut. All communications
with growers will be kept confidential.
Contact Andrew Geering, phone (07) 3443 2459,
email a.geering@uq.edu.au

Meteor & Oxamax
Meteor Pre-Emergent Herbicide is the result of 5
years research & development to control Winter Grass,
Summer Grass & Crowsfoot Grass in Couch, Kikuyu,
Zoysia, QLD Blue Couch and Buffalo. It can provide 3-4
months control.
 New generation pre-emergent herbicide for turf . Australia’s
first metolachlor based herbicide


Group K herbicide – ideal rotational tool for use in
conjunction with conventional Group
D pre-emergent products



Reliable pre-emergent control of
certain grassy weeds for up to three
months




Ideal for use in turf production and
propogation situations
Quality Australian Made product.

Pre Emergent Herbicide + Fertiliser
Combination product for Turf Production
OxaMAX pre-emergent herbicide contains the convenience
of a maintenance fertiliser (18:10:9) to sustain plant health with
Oxadiazon, a market leading pre emergent herbicide.
 Labour saving, combining two
treatments in one application
 Convenient to apply &
eliminates the potential for
drift
 Safer to handle and apply due
to the low active ingredient
concentration

 Improves weed control through
effective coverage and soil
contact by the miniprill
formulation.
 Promotes healthy turf response
which increases competition for
weeds.competition for weeds.

www.nuturf.com.au
1800 631 008
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Finding solutions on the Gold Coast
international Zoysia breeder David Doguet, together with a farm walk
of the LSA turf varieties grown by Jimboomba.
The formal conference program included a number of high profile
guest speakers such as Australian Paralympian Kurt Fearnley; and
comedian, actor and writer Anh Do, who inspired and entertained
growers, while American comedian, Tommy Dean, was MC for the
conference.
Growers at the event also heard from a number of other speakers who
covered the topics of marketing, new grass varieties and what the next
12 months and beyond holds for the Lawn Solutions Australia group
and the turf industry.
The Lawn Solutions Australia Awards dinner on the night was hosted
by LSA ambassador, Jason Hodges, while Tommy Dean returned to
the stage with his stand-up routine for the evening entertainment.

Inspiring speakers, annual grower awards and
plenty of conversations were part of this year’s
Lawn Solutions Australia conference. We take a
look at what they got up to in Queensland.

T

he annual Lawn Solutions Australia (LSA) Conference was held
over two days on the Gold Coast in July. The growers in the
LSA group came together to hear from turf industry suppliers,
international guests and inspirational speakers.

The first day of the conference was a field trip to Lynn and Carolyn
Davidson’s Jimboomba Turf Group, one of Australia largest turf
operations. The day, attended by around 200 people, included several
equipment demonstrations and a presentation by guest speaker,
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Awards were presented to the those businesses who achieved
significant growth in sales of Sir Walter Buffalo DNA Certified variety,
and achievement in other areas of their businesses and the industry
including: Largest overall marketing contributor - Jimboomba Turf
Group; Award for Innovation - Patrick Muscat, Musturf; Award for
Safety - Denise Luck, Lilydale Instant Lawn; Award for Best Customer
Service - Kim Welsford, Harden Park Lawns; Excellence in Sales Kylie Fernon, Jimboomba Turf Group; Excellence in Leadership - Brett
Mantel. Anco Turf; Excellence in Administration - Brooke Omotosho.
AgTurf Lawn Solutions; Excellence from out in the Field - Steve Tonkin,
Coolabah Turf; The AusGap Award- Michael Newtown, Bay Turf
Gladstone; Special Recognition - Danni Bell, Cobbity Turf.
The event served to bring together the growers who are part of the
LSA group, with many leaving the event with renewed inspiration and
passion for turf growing and a determination to be part of a successful
industry. LSA National Business Manager, Simon Adermann, said
it was “a tremendous event” with conference goers travelling from
across Australia, New Zealand and the US to attend.

turfAUSTRALIA INDUSTRY MAGAZINE • SPRING 2018
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Proactively solving the issues of pests in turf
The project charged with finding out what the
turf industry’s greatest pest issues are and if
integrated pest management could solve them
has begun. Liz Mecham takes a look at what the
first few months have discovered.

a

G

rower workshops and cooperative industry learning have
been the key outcomes of the first few months of the
Integrated Pest Management of phytophagous (plantfeeding) mites on turfgrass (TU17003) project.

Entomologists Jessica Page and Dr Paul Horne from IPM Technologies
recently conducted workshops in Brisbane and Sydney (Windsor) for
turf growers and advisors who were interested in improving methods
of pest control.
These workshops were the first stage in the strategic levy-funded
project, which focuses on mite pests in particular, but will also deal
with other pests and pesticide inputs.
Jessica said the project aims to look at what options other than
currently used insecticide and miticides are available to the turf
industry.
This could involve trials of other available products, but will also
include research into what biological control agents are available,
naturally occurring or commercially produced, she said.
“Those who attended the workshops were very involved in the
discussion about management techniques and what insecticides and
miticides were available and how effective they were,” she said.
“Many were very interested in hearing about the experiences of other
industries in dealing with similar pest problems and in seeing some live
examples of the potential biological control agents.”
Jessica said the workshops were important in obtaining a view of what
the industry considers possible in terms of management techniques
and the range of currently used pesticides.
Having completed two workshops, IPM Technologies will now look
at putting together a compatible set of control options – biological,
cultural and chemical – and studying particular aspects such as the
potential for using predatory mites and parasitic nematodes.
The next steps in the project will involve making some field visits
to locations with mite pests and commencing trials with potential
predators.

Top: Entomoligist Jessica Page takes workshop participants through
some of the integrated pest management research issues around mites.
Middle: Some inputs from the NSW workshop.
Bottom: Growers take a close look at mites at one of the workshops.
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Carbon sequestration: turf’s big win
The turf industry’s ability to sequester 48,000
tonnes of carbon a year is one of its greatest
environmental benefits to the community. We
take a look at what the project assessing turf’s
environmental credentials has measured so far.

T

he assessment of the turf industry’s environmental credits
has shown it stacks up in the growing phase, with 48,000
tonnes of carbon sequestered annually by the industry.

And while the industry could look at its irrigation and diesel
usage if it wanted to further improve its credentials in
comparison to other irrigation industries, overall, the industry can be
viewed favourably in terms of environmental benefits when compared
to other irrigation industries.
The first round of benchmarked data from the An Environmental
Assessment of the Australian Turf Industry (TU16000) has now made
available to the industry and makes for interesting reading.
The strategic levy-funded project now moves into measuring the
environmental credits and debits of turf during its installation, due to
be completed by mid-next year.
Project lead John Cumming, Infotech Research, said the assessment
of the growing phase of turf was conducted over the last two years on
30 farms across Australia.
“These consolidated results have been put into a benchmarking report
for the industry and are now available to the industry,” he said.
“The second stage of the study investigating turf installations is in
progress and should be completed by the second quarter of 2019.”
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Turf’s carbon footprint

KEY POINTS:

The results of the first stage of the project have shown the positive
benefits of turf to the environment.

• The turf industry’s environmental credentials stack up
well against other irrigation industries

“The industry is doing a solid job with its carbon footprint,” John said.

• Benchmarking results between turf and other industries
are now available to growers from the Turf Australia
website www.turfaustralia.com.au

The amount of carbon dioxide (CO2eq) sequestered from the
atmosphere per metre of turf harvested was measured on the turf
farms and returned results which the industry can be proud of.
Carbon dioxide is sequestered by photosynthesis which is measured
simply by the amount of plant material in the turf.
After drying to remove water, carbon is 50 per cent of the total plant
weight and the amount of carbon dioxide absorbed is this mass by the
mass ratio of CO2(44)/C(12).

• Growers wanting to see where efficiencies could be
gained on-farm may find results in other completed
projects helpful. Find them at www.turfaustralia.com.au/
professionals/turf-industry-research-final-reports

“When this figure is combined with total estimated production the
industry can claim approximately 48,000 tonnes of carbon sequestered
per year in product turf.

The amount of carbon dioxide (CO2eq)
sequestered from the atmosphere per metre
of turf harvested was measured on the turf
farms and returned results which the industry
can be proud of.

The total amount of carbon sequestered by a turf farm is the product
of the kg CO2eq/m2 and the amount of turf produced in a year by the
farm.

Results showed net amount of carbon sequestered had a median
value of 1.63 ±0.54 kg CO2eq/m2 of turf harvested.

“Those to the north of Australia with more sunlight have a distinct
advantage over those in the darker southern regions!

There was also varietal differences with some of the stronger
performers sequestering around 2 to 2.5 kg CO2eq/m2.

“Varieties of turf count too, faster growing more rigorous types will
sequester carbon dioxide more efficiently,” he said.

“The sequestration efficiency is the total divided by the area under
turf. So efficient sequestration requires growing good mature turf as
rapidly as possible,” John said.

Continued...
Diagram: Input and output parameters examined as part of the Environmental Assessment of the Australian Turf Industry project.*

Soil additives

*Source: Environmental Assessment of the Australian Turf Industry, Hort Innovation Project no. TU16000, Benchmarking Report 2018
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Carbon sequestration: turf’s big win (continued)
Energy and water benchmarks were
checked against other horticulture pursuits
and John said the average performance of
turf was not negative but did show room
for improvement.

Cross industry comparisons
Energy and water benchmarks were checked against other horticulture
pursuits and John said the average performance of turf was not
negative but did show room for improvement.
“The average performance of turf farms against other horticultural
industries indicates room for improvement in turf management,
relative to vegetables and grapes,” he said.
“These forms of horticulture suffer from the production of plant matter
that is not harvested and yet their consumption of water and energy is
on a par or better than for turf.”
John said some of the comparative figures could look challenging
for turf in isolation, but when looked at across the whole of industry,
evened out.
“Notably diesel usage was considerably higher for turf farms than
vegetable growers,” he said.
“However, electrical energy use was lower for turf, which can be
rationalised with the use of electrical energy in cool stores in most
vegetable packing operations.”
Irrigation pump efficiencies were similar between the industries.

Industry Comparisons1

John said turf farms were facing some pressing issues in terms of
managing the environment, but overall, the industry was responsible.
“Environmental issues growers have to deal with include soil loss in the
product, working with saline water, chemical treatments and fertiliser
run off and spray drift,” he said.
“Most of these are best managed by improving efficiencies on which
the benchmarking report has focussed.
“Overall the turf industry is taking good care of the environment by
responsibly managing its resources,” John said.
John said the first round of results would not have been possible
without the support of growers and he thanked those growers
who participated in the measurement phase of the project for their
assistance.

Vegetables

Pasture

Vineyards

Turf 2

Water use (ML/Ha cultivated)

6.5

3.9

10.4

6.1

Water use (ML/T of product)

0.133

-

-

0.72

3.7

-

-

3.23

Energy use (MJ/T)

2,120

-

2,600

4,635

Diesel use (kL/T)

0.034

-

-

0.098

194

-

-

165

Pump efficiency ave. (kL/kWh)

Electricity use (kWh/T)

1. Data has been sourced from the ABS (2004-5). Vineyard data comes from industry studies and the vegetable energy data is from vegetable energy audits done by
Infotech Research in 2014.
2. Results from this study
3. While vegetables are irrigated at about the same rate per hectare as turf, the vegetable yields are much greater than turf (average around 50 T/Ha)

Overall the turf industry is taking good care of the
environment by responsibly managing its resources ...
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Let’s talk
about your
industry

John Vatikiotis
Relationship Management Lead
Hort Innovation

Meet the turf industry
Relationship Manager and see
how he can support you.
John is keen to chat with you. He is your link to the latest R&D and marketing
developments and how these can help your business grow. It’s easy to request a
phone call – just go to the ‘Contact Me’ form at horticulture.com.au/contact-me.
Alternatively, call 02 8295 2300 or email membership@horticulture.com.au and let
us know you would like John to call you.

horticulture.com.au
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TurfBreed rolls out first annual conference

M

ore than 100 growers attended the inaugural annual
conference of TurfBreed on the Gold Coast in September,
learning about future marketing activities, business growth
and networking opportunities.

In his opening address, TurfBreed managing director, Steve Burt,
explained his passion for building businesses and “working with
farmers to make their business profitable and sustainable”.
Steve said a number of goals had been set for the business for the
next two years which included increasing turf sales and working with
growers to increase the price paid per metre of turf.
“This is how I want you, as our grower body, to measure our success
in helping your business grow,” he said.
TurfBreed took over OzBreed in November 2017 and Steve said this
“fresh start” allowed the company to rebrand and reinvigorate its
marketing activities which were outlined to growers at the conference.

New business, new marketing and new
conferences were all part of the Turf Breed
conference held in September. We take a look
at what the conference provided to growers who
are part of this newly branded network when they
came together on Queensland’s Gold Coast.

The conference program included a number of keynote speakers
including Focus Creative strategic director, Gavin Youngman, who
outlined TurfBreed’s future marketing activities going forward,
including leveraging the newly launched My Home Turf website with
strategic advertising campaigns.
Business improvement consultant, Amanda Stevens, a TV host and
author of sales and marketing books, also spoke at the conference and
explained to growers how they could better connect with their customers
and create brand advocacy, particularly through social media.
Amanda said the key to understanding the behaviour of modern
customers was understanding their digital behaviour.
“The average Australian looks at their phone 226 times a day,” she
said.
The conference activities also included visits to three turf farms;
Australian Lawn Concepts, Tinamba Turf and Allenview Turf. During
these visits, growers learned about management plans to develop
water security and how new varieties were being embraced.
Another stand-out event was the charity auction held at the conference
night dinner. Almost $15,000 was raised from TurfBreed growers
thanks to the hard and entertaining work of the evening’s auctioneer,
Turf Australia chairman, Ross Boyle. All money raised from the auction
will go towards Turf Australia’s Member Benefit Fund.

22
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Demonstration plots a win for turf research
Turf Australia and the wider turf industry
have been provided a great opportunity
to have access to new turf plots in the
Hawkesbury area in New South Wales
to help facilitate research and industry
extension.

G

reater Sydney Local Land Services (LLS) have
a new demonstration farm in the heart of turf
production area, Richmond NSW, and have
agreed to allocate around 4000 square metres for turf
plots on the farm that will also cater for vegetables, periurban horticulture and grazing.
The historic site has a guaranteed water supply and
LLS have a lease of 15 years providing good options for
long term studies. With purpose-built teaching facilities
designed for running workshops, field days and seminars,
it will be a great asset for all the industries involved with
the farm.
Turf Australia was offered the opportunity to investigate
options for the turf area and co-ordinated a gathering of
some industry representatives to view the site and discuss
options available. The group were enthusiastic about
the possibilities available and Turf Australia will work
closely with LLS and the group to develop a plan for both
independent industry research and commercial trials.
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Tourist turf on mighty Murray
The opportunity to install
natural turf in a public park
to enhance the usability of
an existing open space and
to improve access to one
of Australia’s most iconic
natural assets was taken up by
Coolabah Turf recently.

T

he Moama Beach project between
the Echuca-based turf production
company and Murray River Shire
Council saw the NSW bank of the mighty
Murray River turfed with 2000 square metres
of Eureka Premium Kikuyu VG
“We loved sharing the vision of project
manager, Luke Keogh and the Murray River
Council planning and parks teams to provide an
instant turnkey landscape solution to enhance
the usability of what has always been an iconic
space for locals and tourists alike,’’ Coolabah
Turf business owner Suzie Shearer said.

river has been a great outcome for our entire
community,” Suzie said.
Previously the sand bar was underutilised and
was just part of the surrounding bushy scrub.
However, since the turf has established, and
the area opened to the public.

“The opportunity to place natural turf in
one of the most popular tourist spots in
Echuca-Moama for families enjoying the

Right Advice

kids doing cartwheels and playing, or people
just lying on the lawn soaking up the tranquil
river scene,’’ Suzie said.

“There is rarely a day I drive by and don’t see

Suzie said the project aligned closely with
Coolabah Turf’s quest to increase natural
turf landscapes in public open space areas
to help promote active lifestyles and healthy
communities.

Right Support

Right Products

GREENWAY

TURF SOLUTIONS

An agronomic approach
to turfgrass production

Contact your GTS field agent to arrange an onsite
consultation
Contacts

Soil
Moisture

QLD
Chris Chapman
Michael McMahon

0488 006 570
0419 768 161

chris@greenwayturfsolutions.com
michaelm@greenwayturfsolutions.com

Plant
Protection

Soil
Health

Plant
Nutrition

NSW/ACT
Lee Falappi

0466 288 919

leef@greenwayturfsolutions.com

Healthy
Turf

SA
Andrew Manthorpe

0448 299 118

andrewm@greenwayturfsolutions.com

greenwayturfsolutions.com
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1300 287 599 | www.ausgap.com.au
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Life lessons and continued
learning for leaders
Turf industry members who completed the program in 2018 were (from left) Dale Baertschiger, Lilydale Instant Lawn, Victoria ; Katrina Elsden, Twin
View Turf; Alex White, Dubbo Turf Supplies; and Rachel Collier, Turf Australia, New South Wales; and Corey Clark, Turfcare, Western Australia.

The Green Industry Growing Leaders Program
for 2018 has wrapped up its formal stages but the
benefits of the program are continuing for the turf
industry members who participated this year.

T

he program, run by The Right Mind, aims to improve the
leadership, communication and motivation skills of nursery and
turf industry members.

Funded by Hort Innovation using nursery and turf industry levies and
funds from the Australian Government, the program began in 2017 and
will continue for a third year in 2019.
The 2018 intake included five members of the turf industry – Corey
Clark, Turfcare, Western Australia; Katrina Elsden, Twin View Turf; Alex
White, Dubbo Turf Supplies; and Rachel Collier, Turf Australia, New
South Wales; and Dale Baertschiger, Lilydale Instant Lawn, Victoria.
For Victorian farm manager, Dale Baertschiger, Lilydale Instant Lawn,
the program allowed him to improve both his work and personal lives.
“All the topics covered were really interesting and not just relevant for
work, they’re relevant for your whole life,” he said.
“The teachers Jill and David are really engaging and knowledgeable
on what they’re teaching. I think there’s something in this course for
everyone.”
For Dubbo Turf Supplies’ Alex White, New South Wales, the program
sparked his business planning, and gave him the opportunity to
improve his communication skills.
“I decided to get involved in the Green Leaders program to improve
my management skills and meet people from similar industries to learn
from their experiences… and I thought I might pick up a thing or two
along the way, and have a great experience,” Alex said.
“But I took away a whole lot more than that.”
For Alex, the program’s focus on communication meant he looked at
the way he communicates in a different way, challenging the way he
leads himself and others.
“The program looks at the different ways we communicate, negation
frameworks and management of resources.”

“The program gave me the benefit of the coaching calls from the
mentors. This meant I was able to bounce ideas and end up with a
working document that will help me succeed well into the future,” he
said.
For Turf Australia’s marketing and event coordinator, Rachel Collier,
the program changed her perspective when working with others and
managing her own workload.

All the topics covered were really interesting
and not just relevant for work, they’re
relevant for your whole life ...
“I took home life-long lessons in negotiation, different personalities
types and working styles, identifying my own strengths and
weaknesses, and importance of breaking down personal and
professional barriers,” she said.
“David and Jill did an incredible job of delivering a large amount of
content in a very short period of time. The skills that I have started to
develop are ones that I will continue to refine and use forever.”
Applications for the 2019 program are now open through a short
online written application.
The 2019 program structure will be in three phases – two, two-day
leadership forums in Sydney (May 1-2) and Brisbane (August 1-2) and
a workplace project.
Key topics covered in the 2019 program will be: leadership and
capturing hearts; mastering the people dimension; understanding and
managing energy; achieving success; aligning physical well-being;
mastering the inner warrior.
Industry levies cover the costs for all tuition, and successful applicants
are responsible for their own travel, accommodation and some meals.
2019 applications must be completed by 5pm AEST on Friday,
March 8, 2019. Information on the course and the application
form can be found at www.therightmind.com.au/program/greenindustry-growing-leaders-program

Having recently started his own business (Dubbo Turf Supplies) Alex’s
industry project focused on policies and procedures, and the future
development of my business.
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Turf, trees and cattle make commercial sens
The turf market in the North Island of New Zealand
might only be small, but that doesn’t diminish
the quality of the product they harvest. As part
of the Australian Turf Industry Study Tour 2018
in June, growers visited Turflands, where sports
turf, general use turf, cattle and Christmas trees
combine to make a year-round business viable.

W

hen Gary Teague began producing turf 20 years ago there
were a number of other turf farms on the North Island of
New Zealand competing for the relatively small market for
turf products.

But producing consistently good quality turf has ensured his business
Turflands has not only seen off the challengers, but also expanded to
double its original size, and become a year-round production business
that also includes Christmas trees and cattle.
Turflands – approximately two and a half hours out of Wellington
at North Palmerston – started as a 20-hectare farm and has now
developed into a 40-hectare property with 25ha of turf now riding the
wave of an instant turf boom in New Zealand.
“Turf overall in New Zealand is having a bit of a boom at the minute,”
he said.
Turflands produces five different types of turf – most of which are cool
season varieties and blended varieties which make the most of each
turf type and ensure a green turf year-round for the customer.
The business’ drive for high quality turf has also led it to growing turf
for the high-profile sports turf on Wellington’s Westpac Stadium. The
business grows the reinforced turf for the stadium on contract for
Australian company, HG Sports Turf.

Business and production development
Development of the farm with the purchase of a neighbouring farm 18
months ago has increased the production capacity to 25ha. The farm
grows Tall Fescue, Fine Fescue (a blend of creeping red and chewing
fescues), a variety known as Multilawn (a blend of creeping red fescue,
brown top, rye grass and chewing fescue), a variety known as Colonial
(a blend of brown top, chewing fescue and creeping red fescue) and
singular warm season couch variety, Bermuda.

Turflands has not only seen off the
challengers, but also expanded to double
its original size, and become a year-round
production business that also includes
Christmas trees and cattle.

Turfland’s Gary Teague, has
created a year-round production
business that also includes
Christmas trees and cattle.
Australian growers on the NZ Study Tour at Turflands.
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e in New Zealand
So great has been the development of Turflands’ turf business that
Gary said further expansion was planned.
“Getting bigger has allowed us to get a bit of economy of scale into our
production. We now have bigger areas of the one variety that is easier
to harvest, as opposed to the smaller plots we used to have.
“Getting bigger has its advantages with turf management, machinery
operations and the workforce.”
The Turflands team consists of three in the field and one in the
office, and that stable team was responsible for all facets of the farm
operations – turf, trees and cattle.
“We have a bit of a mix on the farm, and that’s really because some
of the areas aren’t suitable for turf, but they grow good pasture so we
run 60-head of cattle on the farm on the 20-or-so hectares we can’t
grow turf on.’
Christmas trees are a quirky addition to the farm and help with
promoting the turf side of the business.
Turflands sells 1000 Radiata Pine Christmas trees a year, with sales
opening up in November and continuing right through until Christmas
Eve.
“People come and choose their tree and we chop it down for them,
and it’s a business that we are developing as we go along … it helps
with our brand awareness of the turf, too.”
Gary said the Christmas Tree business fitted in with the turf production
as the tree maintenance could occur around quieter times on the turf
farm and business ideas – such as customers being able to prepurchase their trees at the beginning of the sales season and collect it
closer to Christmas – had been implemented to help stagger the busy
sales period.
“Some days its too wet or frosty to get on the turf so the staff can
come and trim the trees for a few hours and then get on to the turf, it
works quite well for most of the year.”
However, Gary said the lead up to Christmas can be hectic on the
farm.

“We don’t do any turf installation jobs from October onwards because
we are just too busy … in the lead-up to Christmas Eve, we can work
60 days straight on the farm because we are cutting turf and selling
Christmas Trees.”

Managing local conditions for turf availability.
Having turf that suits the generally cold climate of New Zealand is also
key to Turflands success of having turf available for customers yearround.
Turf is re-sown from seed after every harvest, and depending on the
season, the farm can harvest varieties between six and nine months
after planting.
“If we re-sow in the spring, they can be harvested within six months of
planting, but autumn plantings are nine months between sowing and
harvest … either way, we work on getting one harvest a year rather
than pushing to get two harvests a year.
The bulk of the farm’s turf is sown in the spring to manage the farm’s
greatest issue – Poa Annua.
Continued...

GROWER SNAPSHOT:
Grower:

Turflands, Palmerston North, North Island, New
Zealand

Owner:

Gary Teague

Farm profile: 40 hectares - 25ha of turf production, 4ha of
Christmas trees, 11ha grazing land.
Varieties: 	Tall Fescue, Fine Fescue (blend of creeping
red and chewing fescue), Multilawn (blend of
creeping red fescue, brown top, rye grass and
chewing fescue), Colonial (blend of brown top,
chewing fescue and creeping red fescue) and
Bermuda Couch.
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Turf, trees and cattle make commercial sense in New Zealand (continued)

Turflands uses recycled pallets clearly branded with Turflands’ name, logo and business motto “the best turf on Earth”.

“The trick is to get the turf up and growing over the summer to avoid
the Poa,” Gary said.

The trick is to get the turf up and growing
over the summer to avoid the Poa ... If it
can be fully established by the summer, it
suppresses the Poa because it germinates
in the autumn.
“If it can be fully established by the summer, it suppresses the Poa
because it germinates in the autumn.
“Poa is definitely our biggest weed issue.”
Gary said the seasonal conditions dictated the turf growth on-farm.
“The warm season varieties pretty much stop growing in April and May
and don’t fire again until November or December,” he said.
But that allowed the business to undertake maintenance work and
other jobs on farm which meant the combination of commercial
businesses on the property worked well.

Contracted deliveries
Turf is cut every day at Turflands, but sales are all “next day deliveries”.
“We generally don’t cut and deliver on the day because we only do the
small, local deliveries ourselves.

harvest it and when it is delivered to the customer,” Gary said.
“The biggest issue with all that handling is the damage to the turf on
pallet that weighs between 600 and 700 kilograms … especially as
you are relying on the skills of the delivery operators in a lot of cases to
ensure there is no damage.”
To overcome this, Turflands now wraps and nets every single one of
the 2000 pallets of turf it sends out annually.
Using a third-party freight business to deliver turf also means Turflands
has built delivery costs into its sales cost structure.
Some are flat rate fees -- delivery to Wellington is an additional $2/
metre cost to the customer and anything within a 35-minute delivery
area attracts a $65 delivery fee – while deliveries to other locations
are charged on either a weight basis or per pallet basis depending on
which freight company delivers it.

Brand awareness key to marketing
The timber pallets used to send turf around the country are sourced
year-round from other businesses, rather than Turflands incurring the
cost of new pallets every year and never having them return.
Throughout the year, Gary said the business collects timber pallets
from other stores like Mitre 10 and Bunnings and ensures its branding
is included as part of every pallet of wrapped turf that leaves the farm.
“We looked at getting our own pallets but it was cost prohibitive when
you consider the logistics of trying to get them back when we send
them out with freight companies all over the North Island,” Gary said.

“The orders come in and then we manage those deliveries and cut to
order.”

Not having their own pallets means Turflands uses other methods to
ensure the recycled pallets a clearly branded with Turflands’ name,
logo and business motto “the best turf on Earth”.

Turflands’ relative close proximity to Wellington means much of its turf
is destined for the city area, and while it provides turf to clients across
much of the North Island, it never delivers with its own freight vehicles.

The consistent pallet branding aligns with Turflands’ general marketing
philosophy which relies on brand awareness rather than a large
marketing budget to sell turf.

“We just found we couldn’t justify the cost of the vehicles and a driver
and everything else that goes with it,” Gary said.

Large roadside signage is used to advertise to the local community
and large amount of passing traffic, while a functional website
that allows customers to learn about the turf, its maintenance and
accurately estimate turf requirements sums up the most of the
business marketing.

“We might do a few small local deliveries, but generally, we contract
our deliveries out with most of them delivered to a depot, rather than
direct-to-site.”
Turflands uses a network of three-to-four freight companies to deliver
turf for any order that is not an on-farm pick up.
Using freight companies and delivering to depot rather than on-site,
however, has brought about its own set of challenges for the business.
“We know that our turf can be handled nine times between when we

30

“We don’t do a lot of direct marketing and that’s why the quality of our
product is important, word of mouth sales drives a lot of our business,”
Gary said.
Australian growers travelled to New Zealand and visited as part of
the Australian Turf Industry Study Tour 2018 (TU17007), a strategic
levy investment under the Hort Innovation Turf Fund.
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Why join?

Becoming a member is more important now than ever before. The turf industry
is at a turning point as it sets its direction for the future. Now is a perfect time to
get on board and express your views on our rapidly changing industry.
Our industry is constantly challenged on issues such as water, herbicides,
substitution products and more. Your business cannot afford to be left in the dark.
Join now so you are kept up to speed with issues that will affect YOUR future
and the next generation of growers.

5 reasons to join Turf Australia...
1

Information – you’ll be kept up to date with all information you need to
run your business effectively, from new legislation to innovative practices

2

Influence – you get the opportunity to have your say on issues affecting
your business and industry

3

Community – you become part of the turf “family” where you can share
information and experiences

4

Opportunity – increasingly, Turf Australia is identifying new opportunities
and services that are offered exclusively to members

5

Investment – you will be making an investment in the future of your
industry

Join Turf Australia now:
P (02) 4588 5735 • admin@turfaustralia.com.au
wwww.turfaustralia.com.au
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Information from your State Turf Industry Associations
The 2018 turf grant provider Coolabah Turf helped Toolern Vale Primary
School fulfil their wish to have a space of lush green grass away from
the sporting field, where students can sit on the grass and enjoy the
outdoors.

victoria

Victorian growers catch up
In August, growers from across the state travelled to attend the first Turf
Victoria meeting in some time.
The meeting, which brought together growers, Turf Australia’s Jenny
Zadro, and state industry development officer, David Reid from Nursery
and Garden Industry Victoria, was an excellent catch up.
Growers were updated on Turf Australia activities and were able to relay
state-specific issues back to Turf Australia.

School council president, Ben Outten – who applied for the grant –
organised the prep work including the irrigation and a small retaining
wall while calling on friends from Quake Earthmoving who kindly
donated the soil and cheap labour and Citiwest Rentals who donated
machines to dig the trenches.
Toolvern Vale principle, Dawn Vassallo, parents and student helpers
laid the turf under the guidance of Mel Dullard from Coolabah Turf.

In other Victorian turf activities, the 2018 turf grant winners in the
Victorian School Garden Awards has taken delivery of and laid their new
turf, which has completely transformed their play space.

A once dirty/muddy area full of rocks has the now been remodelled
into beautiful lush safe space, for students to sit and relax or play away
from the balls of the oval.

Toolern Vale and District Primary School (below), took delivery and
installed their 300 square metres of Kikuyu turf prize in early September.

For more information contact David Reid T: (03) 9576 0599 or
E: david@ngiv.com.au

RESULT

western australia

Informing the community in WA
Western Australia’s turf industry is preparing to educate the community
with a huge information day planned in Perth on October 27.
The WA Lawn Expo is being hosted by the Turfgrowers Association of
Western Australia (TGWA) and the Lawn Addicts Facebook page and
will transform the TAFE campus into a four-hour learning session for
homehowners.
No turf sales will be conducted, instead, the day aims to simply educate
homeowners about the best practice ways they can keep their natural
turf lawns in WA’s harsh climate and restricted water availability.
Presenters, demonstrations and displays will deliver best practice
information about water management and irrigation, fertiliser use,
wetting agent use, and turf installation.
More information about the Lawn Expo can be found on the TGWA
Facebook page.
WA continues to grapple with water availability and growers are urged
to be aware of the opportunity to give feedback on the way in which
they are charged for their irrigation water.
The Department of Water and Environmental Regulation (DWER)
is now seeking feedback on the implementation of a cost recovery
approach to supplying water allocated on a user pays principle.
Specifically, for turf growers, feedback is sought on cost recovery for
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applications for water licences and permit fees and for respondents
to answer the following questions: Do you consider it reasonable for
taxpayers to pay 100 per cent of the cost of assessing water licence
and permit applications and if so, why? If water licence and permit
assessment fees were introduced, what do you consider to be an
appropriate fee for a water licence or permit application? Would
you consider a risk-based model for determining water licence and
permit application fees to be appropriate? If not, what basis could
the department use to structure fees? What would be the likely
impact on your business or industry if water licence and permit fees
were introduced? If water licence and permit assessment fees were
introduced, how could the collection of fees be timed to better support
your business or industry? For example, would you benefit from paying
fees up front, at the end of a licence assessment or annualised over
the term of the licence?
More information on the feedback and the changes can be found at
www.dwer.wa.gov.au/consultation/costrecovery
Activities with the Sports Turf Association in WA continue to include
seminars, workshops and information sharing to ensure the natural
turf sports fields around the state are in top condition transitioning
from winter sports to summer sports.
The marketing campaign being funded by the TGWA to promote
natural turf continues to develop. Ongoing discussions with marketing
expertise has begun to look at the most cost-effective advertising
investment, along with the development of support material.
For more information contact Eva Ricci
M: 0422 120 990, T: (08) 9437 2180 or E: eva.ricci@turfwa.com.au
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Drought, workshops and AGM in New
South Wales

Industry data and biosecurity focus in
Queensland

It has been a busy period for Turf New South Wales over the last couple
of months, despite ongoing drought conditions across nearly all of
the state. In contrast to these environmental conditions, growers are
reporting solid sales over winter leading into the busy spring period.

Turf Queensland has finalised its Queensland statistics for the
Rural Water Use Efficiency (RWUE) program run by the Queensland
government with some startling results.

In response to the drought, The New South Wales (NSW) and Australian
Governments have announced an assistance package for all primary
producers that include some assistance for NSW turf growers. Local
Land Services rates have been waived for 2019 together with Water
NSW fixed water charges for general security water up to $4,000.
Other assistance measures such as low interest rate loans and
waiving of Class 1 Agricultural Vehicle registrations are available but
eligibility criteria may apply. Further information can be found at
www.droughthub.nsw.gov.au or contacting the NSW Rural Assistance
Authority on 1 800 678 593.

Growers are reminded that the Safety Railing
System for Hand Stack Harvesters comes
into effect on October 1 this year.
Growers are reminded that the Safety Railing System for Hand Stack
Harvesters comes into effect on October 1 this year. Many growers
have installed the railing system after attending a field day at Greener
Lawn Supplies, Freemans Reach, on the July 10.
Thanks to Anthony Muscat and Paul Saad for making their machines
available for inspection and the Greener Lawns team for hosting the
day. The testing documentation is available from Turf Australia and/or
Turf NSW and is free for members or $600 for non-members. A set of
scales is also available for loan from the Turf Australia office.
The Turf Growers Association of NSW (Turf NSW) held its annual
general meeting on August 23 at Windsor RSL after the Integrated
Pest Management workshop. An informative presentation was given
by Jenny Zadro on the industry market development project and other
Turf Australia projects.
The following growers were elected to the committee for the coming
year:

For example, the statistics showed there is over 2725 hectares
(27,250,000 acres) of quality produced turfgrass in the state by
approximately 100 turf producers. Half of these producers supply more
than 85 per cent of the turf supplied and installed into Queensland
projects. These numbers
are more than double the
estimated figure held on
file by the Queensland
government Department
of
Agriculture
and
Fisheries.
The new Turf Industry
Statistics project which
will survey growers to
gather production data,
will again shine focus on
actual numbers for our
industry that will benefit
all growers.
The end of project results for the RWUE project showed some significant
improvements in production consumables from initial assessments.
Over the project time frame Queensland producers reduced water
usage by 11.5 per cent (%), reduced energy consumption by 18%
reduced waste by 10.5% and an increased their farm yields by an
average of 14.5%.
Communicating within and outside our own state has been positive.
A regional board meeting was held in Cairns on June 14 to save
those regional board needing to travel to Brisbane. Communication
with other states and Turf Australia has been ongoing through
teleconferencing which has helped ensure the flow of information and
support to and from the other States and the peak body continues.
Turf Queensland’s TAP Accreditation system continues to grow with
more regional Council specifying the purchase of turfgrass from
accredited suppliers as a way of protecting themselves and utilising
quality natural turfgrass. All of our major turf producers in Queensland
are accredited.

•
•
•
•

President – Paul Saad, Southern Cross Turf
Vice President – Steve Vella, A View Turf
Treasurer – Anthony Muscat, Greener Lawn Supplies
General Committee members: Troy Franks, Dad & Dave’s Turf
Supplies; Joseph Muscat, Greener Lawn Supplies; Patrick Muscat,
Musturf; Neale Tweedie, Grech’s Turf Supplies; Paul Saliba, Qualturf.
• Non-Voting Members of the Association are Josh Stephenson,
Windsor Rural, and David Raison, Greenspace Turf Coop.
A welcome is extended to all new members on the committee and
congratulations to all who have been re-elected.
An industry field day for specifiers has been confirmed for Tuesday,
October 30, at Dad n Dave’s turf Supplies in Pitt town. Please save
the date.
Matthew Plunkett will also be contacting growers in October about
the Turf Statistics project funded by Hort Innovation and contracted to
Turf Australia. The collecting of accurate information is critical for our
industry to identify its size, scope and value to the economy.
A spray application workshop is also planned in the coming months,
and a draft water metering policy will also be released for consultation
in the near future.

Biosecurity continues to be high on the turf producers agenda with
the Red Imported Fire Ants being found in new locations outside
of our Biosecurity zones and the Yellow Crazy Ants being found in
North Queensland. Pests and diseases continue to be an issue with
independent investigations also occurring into Couch mites and
Couch smut.

For more information contact Matt Plunkett M: 0434 147 988 or
E: ido@nswturf.com.au

For further information on the above projects visit www.qtpa.com.au
or contact Jim Vaughan M: 0407 131 025 or E: jim@qtpa.com.au
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hese opportunities have included the
NxGen conference, which I believe
to be the best program available
across the wider turf industry for
networking and developing the future leaders
of our industry. The current funded project
for the event concluded this year, but a new
application is already in the system for further
funding to continue the program and we are
working on plans for continuing to develop
the NxGen model.

Successful conferences
The commercial groups of our industry, Lawn
Solutions Australia and TurfBreed, both held
excellent conferences for their growers, offering
very professional and engaging events. The
motivational presenters at both conferences
were outstanding and reminded us of the
important things in life – health, happiness and
family. I appreciated the opportunity to attend
both conferences and to have time to meet
and talk to growers as well as visit several turf
farms and get that on-farm experience.

Many conference delegates
have relayed how good it was
to see turf producers at the
event, and that it created a
true ‘whole of industry’
conference.

NZ tour learning

The past few months have provided me with several opportunities
to connect with growers and it has been wonderful to be able to
talk about the levy-funded Market Development Project as well
as the direction for Turf Australia. More importantly, it has been
a great opportunity to listen to members and learn about their
businesses, their experiences and their families.

While the industry study tour to New Zealand
was a small group, it had a big impact at the
Australasian Turfgrass Conference. Many
conference delegates have relayed how good
it was to see turf producers at the event,
and that it created a true ‘whole of industry’
conference. The tour provided growers
with an opportunity to network with many
Australian and New Zealand turf managers
in both golf and sports turf and to visit the
exhibitors trade hall with over 80 exhibitors.
But not only that, it provided a chance for
the group to get to know and learn from each
other while on tour.

Victorian turf meet

I welcome any turf producer to contact me to discuss
issues or ideas by phoning the Turf Australia office on
(02) 4588 5735 on mobile 0408 441 119 or by emailing
me jenny.zadro@turfaustralia.com.au
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Turf producers from all corners of Victoria
recently came together for a meeting and I
was grateful to join them and discuss the turf
production industry in Victoria. Several growers
travelled a long way to attend the meeting and
I acknowledged that any time away from the
farm can be challenging for all growers and I
appreciate their commitment and interest in
their industry. The Victorian growers are well
represented by David Reid from Nursery and
Garden Industry Victoria (NGIV) and the work
he and his colleagues have undertaken to
connect with state government is fantastic.
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utside of our own industry
Professionals push green space

SIAP planning

It has been encouraging to hear turf, and greenspace in general, is
receiving a big push from professionals in urban planning. At two different
conference recently, it was great to hear presenters and industry experts
talking about the benefits and value of green space to communities, and
the negative impact on health and wellbeing when communities don’t
have green environment, somewhere to walk, play and gather.

Turf growers are well represented by the Strategic Investment
Advisory Panel (SIAP), which reviews the projects put through the Hort
Innovation levy funnel, and work closely with Hort Innovation staff to
be a voice for all growers. There are several projects underway or in
the development process that should provide the turf industry with
some good resources. At the last meeting of the SIAP I was fortunate
to join the panel in a behind the scenes look at the Sydney Cricket
Ground and Allianz Stadium. Grounds Manager, Justin Groves, was
a great host and gave the group an insight into the turf management
at both venues, including the turf used, maintenance program and
some new innovative tools used at the venue to assist the staff in their
maintenance practices.

... that investment into a well-planned
greener community will have more positive
impact on the long-term health of our
communities than a hospital could.
The Liveable Cities Conference in Melbourne covered presentations
on urban planning, promotion of health and prevention of disease,
creating a social and active communities, liveable neighbourhoods
and bringing nature back to our over-stimulated urban centres. I recall
a comment from a presenter who was challenging the solutions to
our highly pressured and under resourced health system, particularly
mental health, and that investment into a well-planned greener
community will have more positive impact on the long-term health of
our communities than a hospital could.

Workshopping green streets

Looking ahead to events
2019 is gearing up to be a very busy and exciting year for Turf Australia.
Plans are underway for the Turf Australia National Conference as well
as the continuation of the NxGen Forum. Also in planning is a Women
in Turf event, with the main focus on bringing together the women
working in the industry, whether that be in the office or on the farm, to
connect, share and support. The event would provide resources and
information targeted specifically at areas the women are involved and
that aren’t already supported at other industry events. I encourage all
members to provide feedback on what they would like to see at any
of the Turf Australia events (read more about the events on page 4).

The Future Streets workshop was a collaborative event of The
Australian Institute of Landscape Architects (AILA), the Internet
of Things Alliance Australia (IOTAA) and the Smart Cities Council
Australia New Zealand (SCCANZ). This group have worked together
previously to showcase new ideas for what a future street could look
like – greener, more complete and smarter. This event focused on
future plans for the Sydney Olympic site and provided delegates an
opportunity to work together to develop ideas that would assist the
site to become a smarter city.

Get involved with statistics

What was interesting at both the events, was that many of the ‘experts’
didn’t realise the true environmental, social and health benefits that
turf alone plays in our community. In the coming months Turf Australia,
working with the state associations, will develop updated material and
resources to continue to promote the benefits of turf.

The Turf Industry Market Development Project (TU16002) has been
funded by Hort Innovation, using the turf research and development
levy and contributions from the Australian Government and Turf
Australia. Hort Innovation is the grower owned, not-for-profit
research and development corporation for Australian horticulture.

Finally, I would urge all growers be involved in the Turf Statistics project.
This project is crucial for the industry as a whole. Without having a true
understanding of the size and value of the industry, we can’t promote
or demonstrate to government and authorities, how important the turf
production industry is to our economic and agricultural environment.
A small amount of your time will provide a huge amount of information
for the industry. It’s time to stand up and be counted!

Opposite and below: Sydney Cricket Ground and Allianz Stadium Grounds Manager, Justin Groves, gives the Strategic Investment Advisory Panel (SIAP)
a behind the scenes look at the turf on these high profile stadiums and the challenges the maintenance team deals with keeping it at top performance level.
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Why natural turf
is the best choice
Cooling effect The temperature on a green lawn in summer can be 10oC
less than bare soil, 20oC less than asphalt, concrete or pebbles and 40oC
less than synthetic grass!

Reduces erosion Australian Standard 5181 details the use and

installation of turf as an erosion, nutrient and sediment control measure.

Environmentally friendly Turf improves water quality by filtering

run-off water and it reduces greenhouse gases by absorbing carbon
dioxide and producing oxygen.

Promotes wellbeing Open greenspace promotes physical exercise,
improves mental health and enhances the sense of community.

Uses less water than you think With many different turf types and

varieties to choose from, drought tolerant and water efficient options are
available. Turf grows well using recycled water and can be more water
efficient by the incorporation of compost and/or water saving crystals.

Natural Turf self-replenishes, is biodegradeable, provides a natural fire
barrier, reduces noise and can increase home values by up to 18%!

Cheaper than synthetic alternatives Compared to the total cost
of synthetic sporting fields over 25 and 50 years, natural turf fields are
cheaper to install and maintain in all sports, except tennis*.
(*Research conducted by the Department of Sport & Recreation, Government of WA)

Embrace the many benefits of natural turf!
For more information, or contact details for your local
professional turf grower, contact Turf Australia.
T: Turf Australia (02) 4588 5735
E: admin@turfaustralia.com.au
www.turfaustralia.com.au

