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FY20 Marketin Campaign Overview
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Mt Martha dad creates ultimate iso backyard with
cricket pitch

- “ re—
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—— Bhorade St *

Mr Raftery said creating the spons set-op was “relacively easy™ once the “most

. time-consuming pan” — weeding — was completed.

He made the cricket pitch with & “cheap™ roller he boughe from Busmings, drilled a
Bole into and filled with concrese.

“That made the piech flatter, which is Imporsant when you may have the next Ricky
Ponting or Ellyse Perry playieg o0 i1," be sasd

Mr Raftery also purchased a line marker 10 draw the boundaries of the mini cricket
and soccer fields, which “saved a lot of tme” compared to trying 1o measuse
straight lines with a rope.

He Installed stumps and goals oo the pliches, and ardered the playground equipasent
from Aliboba and assembled it over a couple of days.

To keep bis backyard sports precinet fresh, Mr Raftery mows the fields every two o
three weeks and updates the boundary line markings every six to eight weeks.
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COVID-19 Consumer implications for the F21 Turf Brand Plan

Spending more time at home Looking for improvement solutions Using more digital and social media

*  Consumers desire for an improved home * Consumers are seeking ways improve their .
environment is more relevant than ever, mental, physical and financial health
with more work and leisure time at home

Consumers are using digital and social
media to provide home improvement
inspiration

* Digital also reaches consumers irrespective
of further lockdown changes

Blockheads Michael and Carlene share
their top reno tips
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BRAND STRATEGY

Increase the number of households purchasing turf, by inspiring
Challenge people to prioritise turf in their home improvement plans by
demonstrating the value turf provides

BUSINESS OBJECTIVE CONSUMER OBIJECTIVE

- Drive ongoing demand for
Ambition Australian turf in line with 5%
SIP growth goal

Increase the number of households
purchasing turf

4 Y4 N )

@ +
Strategi -
rategic <&
priorities
Inspire Demonstrate the value Make it easy
- AN AN J
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BRAND STRATEGY
Brand Challenges & Consumer Opportunities

BRAND CHALLENGES CONSUMER OPPORTUNITIES

Consumers are Position turf as the
Benefits are no - inki i i i
. t top Turf maintenance Water restrictions Shrmkmg property spending more tlm.e preferred solution
of mind size at home and in their for home
yard improvements

WATER 1
RESTRICTIONS k-
_IN FORCE 7

& C 130 361622
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TARGET MARKET

Homeowners, 28-50 years, have kids at home or planning kids in near future, creatures of
the suburbs, thinking about replacing or adding turf. Male skew.

Hort TURF
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BRAND STRATEGY

Core Consumer Challenge: Total Brand

Business

Objective

Drive ongoing demand

for Australian turf in line |:>

with 5% SIP growth goal

Consumer

Objective

What do
/[ consumers

currently think, '
feel and do?

Consumer
Challenge

{ Who is our

consumer?

Increase the number
of households
purchasing turf

Think

A great lawn promotes a
healthy active family and
adds value both
financially and
aesthetically

Feel

| feel inspired and
confident | can achieve
my dream outdoor space

Do
Prioritise turf in
home improvement plans

How do we leverage our key
Home Owners: 28-50 benefits, to ensure turf is the
years old, male skew |:> first choice for home
improvement plans

Hort TURF
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FY21 Marketing Approach

Stop

* Frequency of EDM’s to be reviewed in line
with budget reduction

* Consider other ambassador opportunities
to give campaign a fresh angle in FY21

* Evaluate the most effective options for
social media audience engagement e.g
current form of competition versus other
rewards or incentives

* Third-party ambassadors create strong news
hook and credibility for lifestyle media
coverage

* Work closely with Turf Australia to leverage
coverage opportunities in property and local
media

* Adapt media pitches to align to current trends
to improve relance and maximise uptake

e Continue to use Facebook to educate and
engage our target audience

* We will continue to direct media traffic and our
Facebook audience to our website, as a source
of inspiration and education

* Continue content that resonates well such as;
before and after images and DIY tips

Hort TURF
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BRAND ACTIVITY CALENDAR

Marketing Activity

Winter

OCT NOV DEC MAR APR MAY JUN

Public relations Sep - June

Additional targeted focus:

* Sep-Nov spring, leading into summer entertaining
* January school holidays

*  April school holidays

Social media

Hort TURF
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BUDGET BREAKDOWN

Marketing Activities Budget

Digital media (social media & website) $40,000
Public relations $60,000
Total Budget $100,000*

*Please note that the Turf FY21 budget has not been finalised at time the SIAP pre-read papers have been
distributed. If the budget increases, these additional funds will be directed to digital media
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