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TURFBREED NEWS

It has been a massive couple of months at 
TurfBreed with it been topped off by the successful 
Regional Meetings held during September in 
both New South Wales and Queensland. More 
than 30 growers attended both events which 
brought together a field of experts that aimed to 
ensure our TurfBreed growers keep their finger on the pulse.
We are proud to have also put together a Fact sheet on BuFFalo grass 
YelloWing, released at the Regional Meetings and a first for the industry. Compiled 
with the assistance of A/Prof Andrew Geering from the University of Queensland, the 
aim is to offer growers key expert advice on how to deal with this issue that is becoming a 
prominent concern and one that must be taken seriously and addressed wisely. With no 
research project yet underway in Australia into Buffalo Grass Yellowing, TurfBreed hopes 
this Fact Sheet acts as a wise guide for growers.

We are also very proud to be introducing a new and innovative opportunity for our 
TurfBreed growers – the Skye Interest Free, Buy Now, Pay Later scheme. This initiative is 
bringing our growers into line with how our finance culture is developing in the country, 
especially with our millennial generation. The Skye Interest Free scheme is a fantastic 
platform for growers to provide an additional value proposition to customers that’s not 
going to see them discount their turf price. Importantly growers can use this to upsell from 
low to high value grasses and increase profits. It also ensures that the cost of the turf is 
less of an issue for the customer. I am proud to say TurfBreed is leading the industry with 
this scheme – see page 6 for a full report.
Finally, please mark in red on your calendar Sunday April 26th to Tuesday April 28th for 
TurfBreed’s 2020 Conference which will be held on the Sunshine Coast at the Ramada 
Surfair in Marcoola. More details to come! 

Steve Burt 
Managing Director

OCTOBER
■■ Oct 27-29 – National Parks and 

Leisure Conference, WA

2020

FEBRUARY
■■ Feb 17 – 20 – Turf Producers 

International Education 
Conference & Field Day, 
Orlando, US

MARCH
■■ March 25 – 29 – Melbourne 

International Flower & Garden 
Show (MIFGS), VIC

APRIL
■■ April 26 – 28 – TurfBreed 3rd 

Annual Conference, Sunshine 
Coast, QLD

JUNE
■■ June 22 – 25 – 2020 Turfgrass 

Conference & Trade Exhibition, 
Melbourne, VIC

■■ June 28 – July 1 - NZGIC Whole of 
Golf Conference, Auckland, NZ

From the inside

we are also very proud to be introducing a new and innovative 
opportunity for our turfBreed growers – the skye interest Free, 
Buy now, pay later scheme. this initiative is bringing our growers 
into line with how our finance culture is developing in the country, 
especially with our millennial generation. 

upCoMing eVents

save the date...

turfBreed’s 3rd  
annual ConFerenCe
sunday 26 – tuesday 27 april 
2020
Ramada Surfair, Marcoola, Sunshine Coast 

GrowinG Stronger toGether
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TURFBREED NEWS

The American Turf Industry has identified how to tell 
the story about their product in a way that is attractive 
to potential customers and will hopefully sell more turf. 
Katie Fisher explains how recent market research 
identified what customers want to hear about turfgrass 
and what it is that causes them to see the product 
favourably. 
What messages resonate with leaders in cities, parks and 
recreate departments, schools etc.. when choosing between 
natural grass and synthetic turf? Well that’s exactly what recent 
Turf Producers International (TPI) funded market and consumer 
research, by FleishmanHillard, discovered.
TPI is the independent body with members in almost every United 
States (US) state and over 30 countries who produce natural grass 
seed and sod worldwide.
TPI’s Executive Director, Casey Reynolds explained that “… through 
the research we learnt about many of the driving factors and 
considerations made during the decision-making process and 
what TPI could do to help promote natural grass”. 
“One of the key findings that came out of the research discussions 
was that artificial turf is not the only enemy. TPI members (which 
include turf growers, field builders, sales staff and licensors of natural 
turf) believe that another tall hurdle is a general lack of education and 
understanding of natural grass and its benefits,” he added.
Another key finding was that TPI members called their product 
many different names – turf, turfgrass, sod, grass and natural grass. 
“While this seems trivial, we later found that it does in fact lead to 
confusion in the marketplace. What many customers see as grass 
or turfgrass, they may not see or make the connection to as sod,” 
Casey said.
For instance, when surveying 141 decision-makers (coaches, 
athletic directors, city employees, etc…) they ranked natural grass 
as their first choice for replacing community greenspaces while 
simultaneously ranking sod as their last choice.
“Aren’t they one of the same? Where is that disconnect coming 
from? This was just one of the many vital outcomes of this research 
that TPI is using to move forward when creating our message,” 
Casey said.
The next phase of the US research was to create a unified message 
which could be tested on audiences for clarity, quality and impact. 
The research found that the phrase that was the clearest to the 
largest numbers of people was ‘natural grass’. No matter what their 
feelings or level of familiarity was with any of the other possible 
terms, pretty much everyone could agree on natural grass.
“So, based on this research, we will use that wording in our 
publications, on social media, and whenever we work with the 
public or other stakeholders, because no matter how other 
industries want to label or brand their product, at the end of the 
day, we are the ones producing actual natural grass,” Casey said.
One of the first items to evolve as a result of the Market Research 
was the creation of a social media campaign built around 
#KeepItREAL “… which encourages everyone to Keep It Real by 
choosing natural grass”.
Casey said TPI members were now being encouraged to adopt the 
campaign on their own social media platforms, so the message 
becomes a unified voice throughout the US.

tThe research also found that consumers of turf needed more 
education about natural grass and its benefits. As a result, TPI has 
launched a new website offering new information on the superior 
safety and health of natural grass as compared to artificial turf. 
It also addresses the environmental benefits of natural turf, 
stating that as a living plant, natural grass is a part of a thriving 
environment.
TurfBreed’s Managing Director, Steve Burt added that it was 
pleasing to see that TurfBreed’s own branding resonated with this 
US research around the perception of turf offering a better quality 
of life to “your home”.
“While this is US research, and the US is a different market to 
Australia, it is interesting to see both the similarities and the 
differences,” he said.
Finally, the US research identified four pillar proof points, or 
motherhood statements, that reflected how consumers viewed 
natural grass: Safe and Healthy; Environmental Impact; Quality of 
Life and Economy.
“The first three pillars also resonate extremely well within our 
own Australian consumer market,” Steve added. “In fact, our own 
myhomeTURF campaign encompasses, in different ways, the points.”

Key findings from the TPI US Market Research: 

■■ The majority of US decision-makers are 
already likely to consider natural grass, 
and that number increases after they 
learn more about the benefits.

■■ Decision-makers in the US associate 
the terms “turf” and “turfgrass” with 
the artificial product and also, it’s 
negative qualities.

■■ Decision-makers in the US prefer the 
term “natural grass” over sod, not 
realizing they are the same thing.

■■ US decision-makers say that safety and health are 
most important, but environmental statements 
most often get their attention.

From the inside us market research finds out what 
messages work best in selling turf

TPI’s Executive 
Director, Casey 

Reynolds.

Tailored TPI social media content for various US 
audiences included:

■■ The consumer creates an emotional connection to the 
many benefits of natural grass. 

■■ Create messages for potential customers that appeal 
to their key interests such as; benefits of natural grass, 
installation and management.

■■ Create and provide easily accessible material with the 
many benefits of natural grass based on scientific data.
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A popular retail initiative that is new to the turf industry 
is now being offered by TurfBreed.  Interest Free* 
finance is a retail offering that has grown exponentially as 
customers buy their much-wanted purchase now but pay 
later. Katie Fisher explains how TurfBreed growers now 
have the opportunity to offer this popular feature which 
provides an additional value proposition to their customers 
without discounting price. But the benefits don’t stop with 
the consumer, as growers are paid the very next day, have 
no credit risk and will receive training and ongoing support.
BuY noW, paY later – it’s a catchphrase that more than two million 
Australians have started to live by. And now it has come to the turf 
industry. 
Put simply Interest Free* allows customers to take the goods home 
today and spread payments on their purchases, Interest Free. This way 
the customer can get the use out of their purchases now but pay for 
them over time, Interest Free to help them manage their budget.
By embracing this product TurfBreed growers will have the opportunity 
to leverage this value proposition to secure additional sales, upsell to 
higher value higher margin products whilst maintaining full retail price 
levels. 

why interest Free?
In developing the scheme, TurfBreed has now partnered with Skye 
to provide TurfBreed growers with an additional sales tool and value 
proposition for their customers.  
Skye has pioneered Interest Free finance for businesses such as home 
improvements to help them increase sales and subsequently profits. 
Jem Corden, Sales Manager for Flexigroup, who manage the Skye 
product, explains how it is a useful marketing tool to increase leads and 
customer inquiries.
“For the turf sector, interested parties include customers such as 
new homeowners who are cash poor but still eager to finish their 
landscaping and lawn,” he added.
TurfBreed’s Managing Director, Steve Burt explained how this product 
helps to upsell a grower’s turf in terms of offering a higher valued 
variety such as a Zoysia as opposed to a Couch. 

7 flexigroup and Turfbreed partnership 

Testimonial

7 flexigroup and Turfbreed partnership 

I, as a business owner of an outdoor power equipment outlet have been 
using Skye Interest Free Finance since its inception. It has boosted our 
ability to get deals across the line. It is a great sales tool and is very well 

received by our customer base, we have repeat customers who pay off their 
finance and then come in and reuse on other products. It has also increased 

our sales by up to 40% from previous years without it.
 

I would encourage any outdoor power equipment dealer to come on board, 
it really does work and it is very easy to use. We already have the customer’s 

that have successful applications in readiness for this season.
 

Kerrie Norrie
Estate mower sales & service

Testimonial 1: Eastern Mower Sales and Service
When Estate Mower Sales & 
Service started over 40 years 
ago, they had no idea that 
they would have grown into 
one of Townsville’s biggest 
mower shops with the help of 
Skye Interest Free*. 

growing your turf sales with Skye Interest Free*
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how it worKs
How to use Interest Free* to maximise a grower’s profit – Example with Sapphire 

Table 1

“The concept is how the World is changing in terms of trade. It is 
found in nearly all areas of retail markets and has been readily 
accepted by the Mower Industry who heavily utilise Skye in their 
spring and summer promotions,” he said.
“Most importantly it gives growers the ability to offer an exclusive 
point-of-difference to their competitors by adding to sales via 
conversing with the customer.”

why sKye?
The benefits to GROWERS are many and include:

■■ A SIMPLE DIGITAL APPLICATION process.
■■ A RANGE of payment terms on offer.
■■ FLEXIBLE options which keep you in control of the terms offered.
■■ SIMPLE product to explain to your customers.
■■ NO RISK. All credit and fraud risk owned by Skye.
■■ SUPPORT from the Skye sales team.
■■ Payment from Skye the next day.

While the customers benefit from the ability to fund a desired 
purchase – such as turf, they also have access to interest free 
terms offered by other Skye retailers. 

Points to note:
■■ There is a good reception from customers when asked about 

Interest Free* – they understand it, know what it is and want to 
be offered it to help them buy what they want today. 

■■ It helps a business close more sales – more customers end up 
buying because there are finance options available.

■■ Customers who use Interest Free*, buy more frequently and 
come back more often to use the Interest Free option.

■■ Estate Mower Sales & Service have increased sales by 40 per 
cent .

■■ Customers have found it very easy to use.

growing your turf sales with Skye Interest Free*

Interest Free Term Merchant Service Fee (ex. GST) Minimum Finance Amount

6 months 0.5% $250

12 months 6.% $400

18 months 9.00% $600

24 months 12% $800

36 months 13.5% $1100

■■ myhomeTURF website provides an    EXPECT TO PAY range    for the consumer.

■■ Gradually Sydney growers have started to increase prices up to the $10/m2 price point for 
Sapphire and Queensland growers to $12/m2, with interest free this provides a new value 
proposition to the retail customer which you can use to maintain an even higher retail price. 

■■ Incorporating an interest free* offer into your sales conversations with your customers can 
enable a better sell price and greater profits!

■■ Sapphire or Palmetto are both regularly sold at $10/m2 – to have an advertised price at 
$13/m2 to $15/m2 and hold to this price based on the opportunity that an interest free 
loan is offered might be an easier way to upsell and certainly increase profit regardless of 
payment terms fees.

■■ Assume $150/m2 sale at $15 for 12 months = $2250 @ 6% = $135, but you have just earned 
$750 more than an everyday sale!

■■ See Table 1 below for a detailed explanation of how the interest works.
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■■ myhomeTURF website provides an    EXPECT TO PAY range    for the consumer.

■■ Growers regularly sell Empire at between $10 - $12/m2  - to advertise a retail price for an 
additional $4-$5/m2 based on the opportunity that interest free offers might be an easier 
way to upsell and certainly increase profit regardless of payment terms fees.

■■ Assume a sale of Empire to a landscaper of 10,000/m2, you are selling currently at 10/m2 
but now you can achieve $13.50/m2 based on interest free terms for 6 months. The extra 
6 months the landscaper has to pay Skye means he’s got through until Christmas to pay it 
back, when presumably his cashflow is far better. So, 0.5% of your sale of $135,000 = $675 
for an extra $35,000.

■■ See Table 2 below for a detailed explanation of how the interest works.

so how do you use interest Free* to 
MaxiMise proFit?
First of all, the grower can use Interest Free to easily qualify their 
customer. With the aim to maintain your price discount through 
time not through dollars. You can use longer terms within the 
interest free scheme to upsell the customer on your turf’s quality 
and value.
Use the words: “We have a special on at the moment – Prestige 
Buffalo at $13.50/m2 is available now for 24-months Interest Free!”
The trick is to early on in the conversation, with the potential 
customer, to slowly start to qualify them into using the Interest 
Free* scheme before even discussing price! Lead them into the 
knowledge that there is such an easy payment option through 
using - Skye Interest Free*.
Use the words: “To ease your cash flow we have an interest free* 
payment solution with Skye Interest Free*. Pay your turf off for as little 
as $40 per week for your average size lawn. This could be based on an 
average 70m2 lawn with turf costing $14/m2 over a 6-month interest 
free term.”

how it worKs with the CustoMer
Note that minimum sales for eligibility to use the scheme must be 
$250 and then there is a $50,000 maximum credit limit.
Jem explained that Skye was about giving customers breathing 
space to pay in their own time or even pay out early.
“It can be set up with minimum monthly payments for the 
customer and extra payments can be made at any time,” he said.

portal to MaKe the proCess easy to 
Manage For the grower
Growers who want to apply to use the scheme are then introduced 
to a Portal that enables them to easily set the whole scheme up 
with the customer and start the process.

Figure 1: Growers will have their own portal where they manage all 
their customers purchases.

17 flexigroup and Turfbreed partnership 

The portal

url: https://wss.skyecard.com.au/wss/login

growing your turf sales with Skye Interest Free*  

Interest Free Term Merchant Service Fee (ex. GST) Minimum Finance Amount

6 months 0.5% $250

12 months 6.% $400

18 months 9.00% $600

24 months 12% $800

36 months 13.5% $1100

How to use Interest Free* to maximise a grower’s profit – Example with Empire 

Table 2
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The customer receives a second SMS confirming the sale amount 
with a 4-digit code to authorise the purchase. Either on the phone 
or directly, the customer can supply the grower with the code to 
enter directly into the Dealer Portal.

Figure 4: The customer receives a second SMS.

Customers then receive a welcome pack within 10-days and then 
monthly statements showing how much they owe.

Figure 5: Customers receive a welcome pack with their Skye card.

Growers are paid by Skye the very next day and most 
importantly will receive training from Skye and ongoing 
support.  

For more information visit https://www.skyecard.com.au/

so, onCe the grower has Made the deal 
how does it worK?
The whole process is all about making it easy for both the grower 
and the customer. Customers apply online in minutes either online 
or at the grower’s office where they are purchasing the turf.
On approval the customer receives a SMS with important 
information about their Skye account and a 4-digit code to accept. 

Figure 2: 4-digit SMS code.

Within a portal that has been set-up for the grower, the sales team 
simply clicks on “new purchase” in the Dealer Portal then locates 
the customers purchase details.

Figure 3: An example of a grower’s Dealer Portal where purchase 
details are inputted.

16 flexigroup and Turfbreed partnership 

An easy process, designed 
with the customer in mind. 

Quote function allows you to 
highlight the easy 
repayment amount

10 min 
application

Instant 
decision

30 seconds 
to get paid

Payment next 
business day 

18 flexigroup and Turfbreed partnership 

What’s next? 

Sign up POS sent 
to you Training Ongoing 

support 

*interest Free
*Approved applicants only. Fees, terms, conditions & 
minimum finance amount apply, incl $99 Annual Fee 
charged on the account open date and annually on 
the anniversary of that date. Annual Fee must be paid 
in full within 90 days or it will attract interest. 90 days 
Interest Free and no repayments available on all Skye 
Mastercard purchases (excluding cash withdrawals).
Standard Card Purchase Rate applies to any 
outstanding balance after the 90-day Interest Free and 
no repayment period. Minimum monthly repayment 
required. Interest, (charged at the Expired Promotional 
Rate) payable on outstanding balances after any 
Interest Free Period. See skyecard.com.au for current 
interest rates. Only available at Skye retail partners. 
Credit provided by FlexiCards Australia Pty Ltd ABN 31 
099 651 877 Australian Credit Licence number 247415. 
FlexiCards Australia is a subsidiary of FlexiGroup 
Limited. Mastercard and the Mastercard brand mark 
are registered trademarks of Mastercard International 
Incorporated.
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TURFBREED NEWS

Buffalo Grass YellowinG
FACT SHEET • SEPTEMBER 2019

PMV 
paniCuM  

MosaiC Virus

JGMV 
Johnsongrass  

MosaiC Virus

sCMV
sugarCane  

MosaiC Virus
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TURFBREED NEWS

BaCKground
Buffalo Grass Yellowing has been observed on 
many turf farms around Australia and in a range of 
varieties. This yellowing fluctuates in severity and plants 
appear to recover at certain times of the year. Growers 
have reported that symptoms are non-responsive 
to fungicide applications but have been improved by 
more frequent but lower rates of nitrogen application. 
However, fertiliser applications have only temporarily 
disguised the symptoms, which have reappeared at a 
later date.

BuFFalo grass YelloWing is a very poorly understood 
disease syndrome and probably has multiple causes. Yellowing 
can be caused by nutrient deficiencies, which may be related 
to soil pH. In Western Australia, calcareous soils are thought to 
cause lime-induced chlorosis of Buffalo Grass. There are also a 
multitude of pest and pathogens that potentially could cause the 

yellowing, such as root-infecting fungi, viruses, nematodes and 
phytoplasmas. 
In the 2018-19 summer, Buffalo Grass Yellowing was very prominent 
in the Hawkesbury and Hunter Valleys near Sydney, New South 
Wales, which led A/Prof Andrew Geering from the University 
of Queensland to have a closer look at the disease syndrome. 
Evidence for viral infections was found, which could help explain 
Buffalo Grass Yellowing on at least some farms.  Worldwide, three 
viruses are known to cause disease in Buffalo Grass, and these are; 
Sugarcane Mosaic Virus (SMV), Johnsongrass Mosaic Virus (JGMV) 
and Panicum Mosaic virus (PMV), and all three occur in Australia.
This Fact Sheet has been compiled as a guide to assist growers 
concerned about Buffalo Grass Yellowing while the research 
industry awaits news from Hort Innovation on the approval of a 
significant project – Identification and management of mosaic viruses 
and secondary pathogens in Buffalo Turf (TU19000). It is important to 
emphasize that the first step in finding a management solution for 
Buffalo Grass Yellowing is to provide an accurate diagnosis, and to 
not jump to conclusions before the plants have been assessed by 
an expert. 

pMV paniCuM MosaiC Virus
Panicum Mosaic Virus (PMV) is thought to have originated in 
south-eastern United States of America (USA) and neighbouring 
Mexico, where it causes a serious disease of Buffalo Grass 
called St. Augustine Decline (SAD). PMV was first detected in 
Australia in 2011 in the Hawkesbury Valley, and this remains 
the only region where the virus has been found, although other 
states have not yet been surveyed. There are no chemical cures 
for PMV infection, and the best long-term control strategy is the 
use of resistant varieties such as ‘Floratam’, ‘Floralawn’, ‘Raleigh’ 
and ‘Seville’. Disease responses of local Australian varieties have 
not yet been tested. 

syMptoMs:
■■ Chlorotic (yellow) mottling or stippling of the leaf blades. 

These symptoms are mild and may go either unnoticed or be 
attributed to feeding damage from mites (Figure 1). 

■■ As the disease progresses, infected leaves take on a general 
chlorotic appearance that resembles symptoms of iron or 
other nutrient deficiency. 

■■ Lawns become less vigorous and begin to thin and weaken, 
which allows the establishment of weeds or other more 
vigorous turf grasses such as green couch. This thinning is 

exacerbated when the turf is grown in shade. 
■■ Infection with PMV predisposes the plant to infection by 

other fungal pathogens.

transMission:
■■ The virus is mechanically transmitted on the blades of 

mowers or edgers. Sap transmission is enhanced when the 
grass is wet.

■■ There are no insect vectors of PMV. Transmission is purely by 
mechanical means. 

■■ PMV is spread over long distances in slabs of infected turf.
■■ PMV can survive in leaf debris for periods of several 

years. The contribution of leaf debris to virus outbreaks is 
unknown but the risk is probably small.

host range:
■■ PMV has a narrow host range restricted to species in the 

Panicoidae subfamily of grasses. Different strains of PMV 
infect Switchgrass (Panicum virgatum) and Centipedegrass 
(Eremochloa ophiuroides), although these strains are not able 
to infect Buffalo Grass. Alternative hosts are probably not 
significant in the epidemiology of the SAD strain of PMV.

CONTINUED >

Figure 1. Panicum Mosaic Virus



t u r F B r e e d   g r o w t h

12

TURFBREED NEWS

ManageMent oF plant Viral diseases oF 
BuFFalo grass

■■ Obtain an accurate diagnosis.
■■ There are no chemical cures for either PMV or JGMV. Once 

a plant is infected, it is infected for life. The virus moves 
systemically within the plant and infects new leaves and shoots 
as they emerge.

■■ Although JGMV is transmitted by aphids, the use of 
insecticides is not recommended as the aphids can transmit 
the virus in a matter of seconds, before the insecticide has a 
chance to kill the aphid. 

■■ The best control is prevention – avoid introduction of 
the viruses in the first place and prevent spread through 
decontaminating mowing equipment and spot-spraying 
patches of diseased plants with a herbicide.

■■ Clean mowing equipment between paddocks with a high-

pressure hose, steam or even better, a 1 per cent commercial 
bleach solution. 

■■ Mow when dry.
■■ Eradicate weedy grasses along roadsides, particularly 

Johnsongrass (Sorghum halapense).
■■ Complete fertiliser and iron applications at the beginning of 

spring will improve the appearance of the turf but do not cure 
the disease.

■■ Plant disease resistance is the best long-term control strategy 
but information on resistance of local varieties is currently not 
available.

diagnosis is First port oF Call
There are likely multiple causes of Buffalo Grass Yellowing. 
Virus infections can only be confirmed by laboratory tests. To 
confirm a virus diagnosis, growers can submit a sample to The 
University of Queensland.

JgMV Johnsongrass MosaiC Virus
Johnsongrass Mosaic Virus (JGMV) has only been reported as 
a problem of Buffalo Grass in Australia and not the USA, even 
though JGMV is found in the USA in other grass hosts. From 
the limited surveying that has been done so far, JGMV is the 
most common viral pathogen of Buffalo Grass. JGMV takes its 
name from Johnsongrass (Sorghum halepense), a weedy relative 
of grain sorghum and one of the main hosts of the virus in 
Queensland. 

JGMV has been present in Australia since at least the 1960s, 
although it was first recognized as a disease-causing agent 
of Buffalo Grass in the Hawkesbury Valley in 1990. JGMV is 
genetically very closely related to SCMV, has an almost identical 
biology, and for years before the adoption of nucleic acid 
sequencing technologies, was considered a strain of the latter. 
To date, no work has been done on management of JGMV in 
Buffalo Grass within Australia, but in grain sorghum (S. bicolor), 
the virus is controlled by deployment of resistance genes and 
the clean-up of alternative weed hosts of the virus. Resistant 
genes against SCMV are sometimes the same as those against 
JGMV, so there are prospects that ‘Palmetto’ and ‘Bitterblue’ 
could provide a source of resistance for JGMV but this 
hypothesis still does need to be tested.

syMptoMs:
■■ Yellow mosaic patterns and mottles. The leaf goes yellow but 

with sharply contrasting islands of green, which would be the 
natural colour of the leaf (see Figure 2).

■■ Leaf blades are narrower in width and plant growth is stunted.
■■ Long term progression of the disease is unknown.

transMission:
■■ JGMV is transmitted by a broad range of aphid species and 

they are able to acquire and transmit the virus in a matter 
of 10 seconds feeding. There may not even be evidence of 
aphids colonizing the plants, the visitations are so brief.

■■ It is likely that the viruses are transmitted on cutting blades in 
a manner similar to PMV.

■■ JGMV is spread over long distances in slabs of infected turf.

host range: 
■■ Sorghum halapense is the principal alternative host of JGMV in 

Australia. 
■■ Other natural grass hosts include Brachiaria miliiformis, B. 

praetervisa, Cenchrus ciliaris, Dinebra retroflexa, Echinochloa 
colona, E. crus-galli, E. frumentacea, Eragrostis cilianensis, 
Panicum miliaceum, Paspalum orbiculare, Pennisetum 
typhoideum, Setaria anceps, S. italica and S. verticillata .  

Buffalo Grass YellowinG
FACT SHEET • SEPTEMBER 2019

Figure 2.  Johnsongrass Mosaic Virus
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Virus testing serViCe:

turFgrass saMple ColleCtion: 
1. Collect turf samples with early and advanced stages of disease 

development. 
2. Collect turf samples from transition zone between healthy 

and diseased turfgrass so samples contain both healthy and 
affected turf. 

3. Collect one to two representative samples from each problem 
area. Samples can be either “cup cutter” samples or a sample at 
least 6 x 6 inches in area. 

4. Completely dead turfgrass seldom generates an accurate diagnosis. 

turFgrass saMple paCKaging: 
1. Wrap samples in newspaper or aluminium foil. 
2. Place samples in a sturdy cardboard box and pack securely. 
3. Do not add water to samples. 
4. Fill in a Turfgrass Sample Submission Form. 
5. Ship samples to the University of Queensland immediately after 

collection. Avoid sending after Thursday, so samples don’t sit 
over the weekend.

6.  Samples without the appropriate Sample Submission Form(s) 
and diagnostic fee(s) will not be processed. 

7. Start-up fee for the first sample is $150, and $80 for extra 
samples tested at the same time. These fees apply only to virus 
diagnostic services. 

turFgrass saMple suBMission: 
1. Ship samples to correct mailing address. 
2. Ship samples early in the week. 
3. Samples should be delivered overnight (preferably via courier 

services). 
4. Samples will not be received on Saturdays, Sundays and holidays. 

5. Submission form can be found and completed on the website 
at https://www.daf.qld.gov.au/business-priorities/biosecurity/plant/
health-pests-diseases/grow-help-australia-sample-submission-form

saMple suBMission address: 
By Australia Post: Dr Andrew Geering, GPO Box 267, Brisbane 
QLD 4001.
By Courier: Dr Andrew Geering, Loading Bay Level B3 (off Joe 
Baker Street), Ecosciences Precinct, 41 Boggo Road, Dutton Park 
QLD 4102.

Important: Australia Post will not deliver to the street address.  

sCMV sugarCane MosaiC Viru
Sugarcane Mosaic Virus (SCMV) is better known as a pathogen 
of sugarcane and maize. SCMV was once a serious pathogen 
of sugarcane crops in Queensland but has largely disappeared 
through deployment of resistant varieties. There is a strain 
of SCMV in Queensland Blue Couch (Digitaria didactyla) but 
this strain is considered to be restricted in nature to this plant 
species.  There are no records of SCMV from Buffalo Grass in 
Australia, but it is a problem in the USA. 

SCMV was once regarded as minor pathogen of Buffalo Grass 

in the sugarcane-growing regions of Florida, where it caused a 
mild leaf mottle. However, in 2013, there was an outbreak of a 
much more virulent strain of the virus in the neighbourhoods of 
St. Petersburg, Florida, which led to leaf mosaic patterns, severe 
dieback and completely killed some infected lawns. 

More disease symptoms were observed in the variety ‘Floratam’ 
and conversely, ‘Palmetto’ and ‘Bitterblue’ were tolerant, but not 
immune, to infection. This strain of SCMV should be regarded as 
a serious biosecurity threat to the Australian turf industry.

The biology of SCMV is essentially the same as JGMV, and the 
two viruses can only be distinguished using molecular tests.

Assoc. Prof Andrew Geering and Dr Nga Tran inspect 
the cricket oval at The University of Queensland.

Figure 3.  Sugarcane Mosaic Virus
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The myhomeTURF website was recently submitted 
into the 2019 Sydney Design Awards Digital – API 
category and it won Gold.
the prestigious aWards are a collection of the best of designs 
in the Sydney design market. Any winning project is seen to be an 
outstanding design that sits among the best in the business.
The aim is for a website design to be able to accelerate focus on 
the customer’s needs and achieve the client’s strategic goals. 
In saying that, Focus Creative, the marketing company behind 
the website, nominated the myhomeTURF design in the awards 
knowing that it covered every key category, and more, for an 
innovative website.

Gavin Youngman from Focus Creative said that “… the success of 
the website started with sourcing and diving into research and 
data around what the turf customers wanted”.
“With TurfBreed having a clear vision on how to best support 
growers, Focus Creative was able to blend these with our findings 
to create a clear strategy for the website,” he said.
“The aim was to deliver a website that was an asset, a 24-hour 
salesperson, who assisted the customer and then performed the 
tasks they would normally do for them.”
Gavin added that the TurfBreed team were all hands-on deck to 
bring the website over the line.
“As web builds go this was pretty complex, with a complex quote 
tool, geographic variations in growers, turf and price, the need to 
make it all dynamic and integrate SalesForce and also the bringing 
together content from 13 legacy sites,” he said. 
“It was a huge effort which is now returning results and also awards!”

Constructing myhomeTURF
The myhomeTURF website was built as TurfBreed launched itself 
into the turf industry’s marketplace.
According to TurfBreed’s Managing Director, Steve Burt the 
methodology behind the website was to profile the benefits of turf 
and promote our superior quality varieties.
“An added complexity was that many of our growers operate and 
service the same areas, so it was important to us that there was 
equality across all of our grower network,” he explained.
“Therefore, we developed the website in conjunction with our 
Salesforce driven Grower Portal, so customers were only directed 
to growers who have availability of stock. This combined with a 
postcode-based search function ensures the optimal consumer 
experience when they came to the website.”

Gold Award for myhomeTURF website
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Before anything was done the marketing team and TurfBreed 
knew they had to educate the customer (end user) and make them 
familiar with TurfBreed’s varieties and benefits.
The design brief was to create a consumer-facing presence.
“We wanted to talk about the benefits of turf instead of just selling 
it, and helping the customers solve problems was also a vital part 
of this,” Steve said.
TurfBreed was also maintaining legacy websites for each of its nine 
grass varieties, a site featuring grass profiles, along with another 
site housing a directory of growers by region and yet another site 
which hosted hundreds of articles with advice about lawn care, 
maintenance and installation. There was also a separate online 
community site. None of these 13 sites were connected to each 
other and were managed individually. Combining and redirecting all 
these legacy sites has vastly improved the SEO and hence visibility. 

“Because Australians love their backyards, we wanted to be the go-
to place for help, advice and lawn purchases,” Steve added. “So, we 
have evolved myhomeTURF and the website, and it will continue to 
evolve into the future.”

User experience 
With more than 70 per cent of TurfBreed’s audience accessing the 
myhomeTURF site via mobile phones the site was designed to be 
optimised for mobiles.
All content from the 13 sites was consolidated into the new 
myhomeTURF site which offers visitors an enjoyable experience 
and prompts them to perform one of the three actions:

■■ Find the turf variety best suited to their yard.
■■ Get direct quotes from growers.
■■ Get in touch with a grower in their area.

“Our customer research and experience with the first website 
iteration told us that most customers seek multiple quotes when 
purchasing turf. So, we created the quoting tool which is now in full 
use,” Steve said.
“In the first four weeks the new website received well over 50,000 
hits and immediately started generating quote requests. This was 
supported by an AdWords campaign.
“The website traffic is continuing to grow and to date we have 
achieved 3200 quote requests from potential customers that have 
been sent to growers, as well as a significant number of phone 
enquires direct to growers.”
Steve stressed how pleased TurfBreed was with the grower uptake 
of the quoting system and the response.
“Today the site is receiving will over 65,000 views per month and 
this is thanks to our strong digital campaign which promotes our 
varieties using our new image and video assets,” he said.
TurfBreed has also developed a Survey Monkey myhomeTURF 
customer response campaign. This goes out monthly to all those 
who have used the myhomeTURF quoting tool regardless of if they 
bought turf from the growers or not.
Questions include asking about what led the customer to their turf 
purchase and what characteristics helped form their variety decision. 
Price was also asked and if they went elsewhere for their turf why.
“This valuable information and the findings were discussed at 
TurfBreed’s September Regional Meetings,” Steve said. 

Gold Award for myhomeTURF website

the aim was to deliver a website that was an 
asset, a 24-hour salesperson, who assisted the 
customer and then performed the tasks they 
would normally do for them.

The award winning myhomeTURF website utilises many of the 
latest TurfBreed digtial assests, including those created for 

the varieties above, which are also available on the TurfBreed 
Grower Portal for growers’ own use for print and social media.
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Greenway Turf Solutions Pty Ltd is pleased to 
announce the acquisition of the business assets of 
Simplot Australia Turf & Horticulture Pty Limited. 
Included in the transaction is the appointment of 
Greenway Turf Solutions as the exclusive distributor of 
Best, Apex and Simplot Performance Pack products in 
Australia, New Zealand and the Pacific Islands.
the neW south Wales and victorian Branches of Simplot 
Australia Turf & Horticulture will continue in the same locations. All 
Simplot Australia Turf & Horticulture Territory Managers and most 
internal staff have transferred and will continue in similar roles 
with Greenway Turf Solutions.
“We are pleased to have reached an arrangement with Greenway 
Turf Solutions who has similar values to the J.R. Simplot Company,” 
Simplot Vice President of Specialty Business, Jeff Roesler said. 
“We’re excited to continue the distribution of our Turf & Horticulture 
product line in Australia through a staff of industry professionals.” 

Greenway Turf Solutions Chairman, John Peaty added: “Greenway 
Turf Solutions are equally pleased and are privileged to have been 
chosen as exclusive distributors of the Simplot specialty products.” 
“We welcome the Simplot employees to our team and are excited 
for the future.”
Orders and deliveries will continue through local branches and 
territory managers.
Importantly, we will continue to nurture the customer focused 
culture of Greenway Turf Solutions.

About Greenway Turf Solutions
Greenway Turf Solutions Pty Ltd, is an Australian owned private 
company that specialises in supplying agronomic advice, high 
quality fertilisers, turfgrass seed, pesticides and speciality 
products to the Professional Turf, Nursery, Landscape and related 
industries. Greenway Turf Solutions was established in 2014, has 
branches in Brisbane, Sydney. Melbourne and Adelaide and is 
Australia’s fastest growing supplier in this segment.  
For more information, please visit www.greenwayturfsolutions.com

Greenway Turf Solutions acquires simplot 
turf & horticulture australian operations  

greenwayturfsolutions.com

 Right Advice

            Right Support

                   Right Products
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Greenway Turf Solutions acquires simplot 
turf & horticulture australian operations  

TurfBreed’s Business Development (BDM) Team 
are a pivotal service offered to the grower community. 
They make sure that variety marketing information, 
support services, research outcomes and education 
are constantly being communicated and improved and 
passed on to growers. Katie Fisher explains.
the Bdm team, covering all states, consists of a dedicated mix of 
agronomists, agricultural scientists and marketers, all with years of 
experience in helping businesses grow. 
TurfBreed’s Chairman Sandy Bauman said the BDM’s aim to develop 
ongoing relationships with our whole supply chain through regular 
in-person conversations because we are all working together for a 
common goal - delivering outstanding turf to end users. 
“Not to mention helping our growers to run safe, sustainable and 
profitable businesses!” he added.
Sandy outlined that their key focus was to:

■■ Provide growers with technical information about TurfBreed’s 
varieties.

■■ Assist growers in using TurfBreed’s media assets so to enhance 
each businesses marketing capability.

■■ Support grower events with variety merchandise.
■■ Provide guidance with any grower tools that TurfBreed has 

developed such as the Grower Portal and the myhomeTURF 
quoting tool.

■■ Support and provide communication information to growers.
■■ Hold regular Regional Meetings that address key turf areas, 

such as Yellowing in Buffalo.
■■ Provide a source of reference for any marketing or agronomy 

questions growers may have. For example, put the growers 
in front of the right people who may be able to answer any 
questions/concerns.

■■ Provide assistance with issues. 
■■ Build relationships with key turf influencers such as specifiers, 

councils etc… to promote the use of TurfBreed varieties 
Sandy stressed that as TurfBreed rolls into its second year the 
BDMs were really getting their feet on the ground and had formed 
firm relationships with their growers in all states.
“TurfBreed is proud to be able to offer this service and wants to 
ensure growers understand just how they can be of assistance to 
them with their business,” he said.

Sandy said …
Heading-up Queensland is Samantha 
Colliton who has been profiled by 
GROWTH in this edition. See her story 
on page 20 to find out about her strong 
commitment to servicing the growers and 
how much she enjoys her role.
In New South Wales (NSW) we have 
Ann McKeon who has for more than 30 
years been part of the Green Life industry 
and passionately thrown herself into all 
work she has undertaken. NSW growers 
know she is their first point-of-call if they 
have any sort of issue whether it be to do 
with production or marketing – or often 
just to share stories and connect growers.
Finally looking after Victoria, South 
Australia, Western Australia and the 
Northern Territory as the BDM is 
TurfBreed’s Managing Director, Steve 
Burt, who has been in the agricultural 
sector for well over 30 years. Steve prides 
his team on knowing more about the 
TurfBreed grower network than anyone 
in the past, “so we can better service and 
support their needs”. Steve added that 
TurfBreed’s BDMs had learnt lots over 
the past 18 months and with the right 
team in place look forward to further 
professionalising and building growers 
business with the best turf varieties.
Sandy concluded by saying that being 
a turf grower allows us to be masters 
of our own destiny – and our TurfBreed 
BDMs are there to assist you in creating 
that destiny.  

working with your state BDMs

Controlled Release Fertiliser
with Pre-Emergent Herbicide

Oxa-Pro®
10.0 g/kg Oxadiazon 40% NS-52™ coated slow release N•

Rate: 300-400kg/ha•

• A combination herbicide and premium controlled release fertiliser for the 
pre-emergent control of wintergrass, summergrass and Crowsfoot in turf.
Also provides controlled release nitrogen and potassium for long term 
feeding following application. Exceptional particle uniformity results in 
even, e�cient results.

Chris Johnstone - 0488 030 602   |   Darryl Mison – 0419 824 553   |   Steven Sharpe - 0429 959 511

...the BdM’s aim to develop ongoing 
relationships with our whole supply chain 
through regular in-person conversations because 
we are all working together for a common goal - 
delivering outstanding turf to end users.

Samantha Colliton

Ann McKeon

Steve Burt
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Grower MarKeTinG suPPorT

CaPs

flaGs

sTuBBY 
HolDers

Varietal promotional & 
marketing mechandise 
now available
TurfBreed is committed to supporting our growers with an ever-expanding 
range of varietal merchandise and promotional items.  
Our current range includes; good quality caps, flags, bags, stubby holders 
and ponchos – and we can create custom grower bags for any particular 
event or campaign (see what we did at the Melbourne International Flower 
and Garden Show (MIFGS)).
Caps – All varieties available with front and back logos. Growers can give these to 
landscapers, resellers or place on top of their pallet deliveries. 
Flags – All varieties available. Use these on the farm at your display areas or give to your 
landscapers as they lay your turf varieties. Suitable for trade shows, demonstrations and events. 
Flags can be customised. Flag pole (4.5m), stand included. Flag size: 110cm x 270cm.
Varietal Brochures – All varieties available in standard 3-fold DL format, featuring main 
product features and care guide. Can be printed with your logo and contact details.
Stubby Holders – these BBQ stoppers are now available. 
Custom Bags – Available for trade shows, events or for your use as a shopping bag – with a 
custom design to suit your campaign (MIFGS example shown right).
New VSS Technical Data Sheets – Updated specs for all varieties.
New Variety Specifier Brochures – Are available for all varieties to promote varietal 
qualities to industry specifiers. Zoysia now available.
myhomeTURF Bags – Quantities are available for trade shows, events or for your use as a 
shopping bag – spread the word about myhomeTURF as you load the groceries! These bags 
can be customised to suit your needs (a manufacturing lead time may be required). 
myhomeTURF Ponchos – Perfect for trade shows and field days to keep the weather at bay. 
Spot the poncho great on social media.

CusToM BaGs
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Roadworks – Road developments use Nara™ as the 
specified all-round champion as it: 

●● Needs up to 60% less maintenance than current 
unspecified grasses such as Couch and Kikuyu regardless 
of climatic region.

●● Survives extremely well on natural rainfall once 
established.

●● Is widely used in drainage swales as it handles the 
extremes, from wet feet to dry conditions and requires 
less attention as it soaks-up any available nutrients 
extremely efficiently.

●● Needs only two to four maintenance mows a year in 
swales as it only gets to a height of approximately 15cm.

●● Has far less thatching then Couch, Kikuyu and Buffalo 
making it easier to manage and less labour intensive.

●● Out-competes weeds due to its thick sward.
●● Due to its stolons, it requires less edging thus reducing 

hazardous spray programmes by road maintenance 
crews.

Nara™ is fast becoming a popular Zoysia choice along the 
Australian eastern seaboard as customers tell retailers they 
love its “look and feel”. Subsequently, Nara’s demand and 
supply are growing exponentially. With the introduction of 
Nara™ into the Australian market place it is the first time 
that going “native for turf” has been an option for the 
Australian family DIYers. 

Landscapers are reportedly saying that while it behaves like 
any other typical lawn, “…Nara™ has the added benefits of 
being not only a lower maintenance lawn, its uniquely an 
Australian Native grass that also out-competes weeds…”.

Nara™ is a high-performing and versatile turf suited 
to the homeowner who is looking for the benefits of 
a lush, green lawn – but without the work! It thrives 
against weeds, requires less mowing, edging and fertilising 
than other turf varieties, including Buffalo, Couch and 
Kikuyu. 

For regions with water restrictions, Nara™ is highly 
recommended due to its high drought tolerance. 

For the home lawn, Nara™ has a high level of chemical 
flexibility meaning adaptability to many mainstream 
products compared to Buffalo and Kikuyu. 

AUSTRALIAN BORN & BRED

STRONG WEED 
RESISTANCE

WINTER 
COLOUR

SALT TOLERANCE

DROUGHT & WEAR TOLERANCE

NATIVE 
FRIENDLY

Nara™ Native Zoysia (Zoysia macrantha) is fast 
becoming Australia’s No.1 environmentally-friendly 
native turf choice, thanks to its integration into natural 
landscapes. In particular it has the added benefits of 
lower maintenance (in comparison to other popular 
varieties), strong weed resistance, outstanding 
drought, salt and wear tolerance as well as keeping a 
strong winter colour.

For commercial use, Nara™ suitability compliments (work 
ing with / not against) Australia’s unique climatic conditions 
is a key element. Bred and originating in Australia, Nara™ 
is the obvious choice for commercial projects scoping for a 
long-term, cost-effective, lower maintenance and erosion 
controlling ‘native’ Australian turf.  

As a large proportion of Australians live in coastal areas, 
Nara™ has extremely high salt tolerance, out-competes 
weeds, is great in shade and full sun areas yet also balances 
beautifully within our Australian native vegetation. As a 
true Aussie battler, Nara™ survives well in our extreme 
temperatures needing less water, less mowing and less 
attention than other turf varieties.

The environmental benefits of Nara™ have been 
noted and utilised by local councils, large housing 
developments, roadwork landscapers, national 
parks and sporting facilities that recognise its all-
purpose performance. 

Across Australia, roadwork companies use Nara™ for 
erosion prevention and councils utilise its effective sea salt 
tolerance along windy coastal areas where it endures high 
saline conditions. 

Local Government/Council - In Australia, Nara™ is 
increasingly being specified on many large projects due to 
its native aspect that meets government guidelines when a 
native look and specification is required. It is also proven to 
be a variety of choice due to its lower maintenance which 
sees many councils not having to poison or mow roadside 
kerbs where weeds and grass reside.

Housing Developments - Large housing estates, both 
in Queensland and New South Wales, prefer this versatile, 
tough wearing variety as it offers lower maintenance and 
drought resistance – appealing to new home buyers and 
landscape maintenance companies. Once established, Its 
strong stolon mass assists Nara’s hard wearing.

FAST FACTS
NATIVE GRASS: 
Australian born and bred. As an Australia native 
grass, Nara’s ability to adapt to our harsh and unique 
climatic conditions makes it the No.1 choice when other 
Australian native plants are specified. It matches the 
environmentally friendly landscape (e.g., National and 
State Parks and purpose built Australian native gardens). 

MAINTENANCE: 
Up to 60% less ongoing maintenance than Couch or 
Kikuyu.

SALT TOLERANCE: 
For Australia’s coastal regions, Nara™ boasts excellent 
salt tolerance, working well on and around swampy sites.

LOW PHOSPHOROUS TOLERANCE: 
Nara™ is a native plant that does not require high 
phosphates as it tolerates extreme soil conditions.

DROUGHT TOLERANCE: 
More drought-tolerant and water-efficient than Couch, 
Kikuyu and Buffalo varieties.

NATURAL WEED RESISTANCE: 
Out-competes weeds once established.

SHADE TOLERANCE: 
Medium 40% to 50% shade tolerant (higher tolerance 
than Couch and Kikuyu).

SITE STABILISATION: 
For sloping yards, Nara™ offers superb erosion control 
and is ideal for slopes, roadside batters and swales.

SPECIES COVERAGE: 
Endemically Nara™ covers a latitudinal range from 23oS 
to almost 43oS near Hobart in Tasmania. Longitudinally, 
it extends from 153oE in northern NSW to almost 137oE 
in South Australia.

SALT TOLERANCE

Up TO 60% LESS 
mAINTENANCE

DROUGHT & WEAR TOLERANCE

AUSTRALIAN BORN & BRED

SamaNTha ColliToN 

BUSINESS DEVELOPMENT  

MANAGER - QLD

E: scolliton@turfbreed.com.au    

M: 0455 533 372

aNN mCKeoN 

BUSINESS DEVELOPMENT  

MANAGER - NSW

E: amckeon@turfbreed.com.au    

M: 0477 755 581

STeVe BURT (managing Director)

BUSINESS DEVELOPMENT  

MANAGER - VIC, SA, NT & WA

E: sburt@turfbreed.com.au    

M: 0419 007 398

PO Box 2034 

Box Hill North, Victoria 3129 

P (Administration): 1800 572 174 

F: 03 8677 9499    

 E: admin@turfbreed.com.au

www.turfbreed.com.au

liCeNSiNg & CommeRCial eNqUiRieS:

TurfBreed Pty Ltd’s contracts under license a large network of growers across the country to grow 

Nara™ Native Zoysia fit for purpose and region.  

To discuss how Nara™ Native Zoysia can become part of your new project or as a long-term erosion 

control measure, please contact our Territory Managers.

The No.1 native choice for lower maintenance,  

strong  weed resistance, and salt and wear resilience.

moRPhologY:

PlaNT
Growth: Stolons and rhizomes

Vigour: Strong to very strong

SToloN

Stolon length:  Long to very long
Stolon diameter of node: Medium to broad

Internode length: Medium
Internode thickness: Broad

Internode colour: Greyed-purple (RHS 187A)

leaf BlaDe

Shape: Ligulate

Length: Long

Width:
Fine/Dormant Health  

Medium/Normal Health

Colour: Yellow-green (RHS 146B)

PeRfoRmaNCe:

moWiNg

Survives well unmown and unattended e.g. road works drainage areas. Otherwise approx. 2 mows 

per year for civil/projects to maintain a dense sward and for erosion control for drainage works.

maXimUm UNmoWN heighT 100-150mm

ReCommeNDeD moWiNg heighT 25-50mm

WaTeR ReqUiRemeNTS
Required for establishment, then can exist on rainfall due to deep root system ( far less than Couch 

and Kikuyu).

ColoUR

Vibrant in summer and, although dormant in winter, maintains colour well. Different to Japonica 

(Empire) which is purple.

feRTiliSeR
Recommended 1 per year ( far less than Couch and Kikuyu).

DRoUghT ToleRaNCe Very high

SeeD heaD

In early spring, produces a non-fertile white seed head.  At other times, this is an indication of 

stress, poor soil, polluted water etc...

ColD ToleRaNCe
Tolerates to -12oC.  Following frost, regenerates well after first mow.

hUmiDiTY ToleRaNCe High

SalT ToleRaNCe
Extremely high – rates higher than any other Zoysia (e.g. Buffalo, Couch and Paspalam).

WeeD ReSiSTaNCe
Out competes weeds due to its dense sward when maintained.

ShaDe ToleRaNCe
Med 40%-50% shade tolerance (higher tolerance than Couch and Kikuyu).

ThaTChiNg
Low (no need for vertimowing when less maintenance is required).

fiT foR PURPoSe

Roadwork’s across Australia for erosion control. 

Where a ‘native’ grass variety is specified e.g.National Parks and Native Bushlands.

Windy coastal areas due to tolerance of higher salt levels. 

Shopping centres and large landscaping projects.
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TECHNICAL DATA (continued)

LICENSING & COMMERCIAL ENQUIRIES:TurfBreed Pty Ltd’s contracts under license a large network of growers across the 

country to grow Empire® Zoysia fit for purpose and region.  
To discuss how Empire® Zoysia can become part of your new project or as a long-

term erosion control measure, please contact our Territory Managers.ANN MCKEON 
BUSINESS DEVELOPMENT MANAGER NSWE: amckeon@turfbreed.com.au M: 0477 755 581

SAMANTHA COLLITON 
BUSINESS DEVELOPMENT MANAGER QLDE: scolliton@turfbreed.com.au M: 0455 533 372

PERFORMANCE (continued):
WEED RESISTANCE

Out competes weeds due to its dense sward when maintained.

WEAR AND TEAR RECOVERY High (based on silica content).SEED HEAD In early spring, EZ grass produces a non-fertile purple seed head. At other times 

this is an indication of stress, poor soil, polluted water etc.

COLD TOLERANCE
Tolerates to -12oC.  Following frost, regenerates well after first mow.

HUMIDITY TOLERANCE High: Rust may appear in humidity if nutritionally deficient, cosmetic only, but 

can cause damage to leaf structure if untreated. More prone when establishing, 

and less likely once established.
SHADE TOLERANCE

Med 40-50% shade tolerance (higher tolerance than Couch and Kikuyu).

PEST RESISTANCE
Less susceptible to lawn grubs and other pests.

THATCHING
Low (no need for vertimowing when less maintenance is required).

DISEASE RESISTANCE
High

USAGE
 . Roadwork’s across Australia for erosion control. . Windy coastal areas due to tolerance of higher salt levels.
 . High density domestic housing developments. . Shopping centres and large landscaping projects.CURRENT PLANTINGS INCLUDE:

NSW 

 . M1 Motor Way, Ourimbah. . South Street Project  Windsor Rd to Richmond Rd, Schofields. . Richmond Rd, Marsden Park. . M7 Richmond Rd Exit. . Cowpasture Rd, Hoxton Park.

QLD

 . Pelican Waters, Sunshine Coast. . Beaudesert – Boonah Rd at Wyalong Dam. . Harmony, Sunshine Coast. . Sunshine Coast University Hospital, Kawana.AVAILABILITY:
NSW, QLD, VIC, SA, ACT & WA (not yet available in NT)

ADVISORY:
John Keleher 
Agronomist 
TPI Board Member & Turf FarmerMatt Roche 

Agronomist & Consultant at  Australian Sports Turf Consultants
REFERENCES: 
1.  Layt, T. & Paananen, I. (2007) Quantifying the strengthening of soil by commonly used landscape plants and turf.

2.  Scattini, W. (2001) Zoysia japonica Zoysia Grass ‘SS-500’. Plant Varieties Journal Vol. 13, No. 3. 
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Less mowing.  Waterwise.  Hard wearing.

EMPIRE™ Zoysia is easy growing and 
adaptable. It’s well-suited to Australian 
conditions, from Darwin to Tasmania, and 
from Sydney to Perth. 

EMPIRE™ performs well in all soil types, 
including clay and sandy soils. The deep root and 
underground runner system allows it to endure 
extreme climates – EMPIRE™ handles heat and 
humidity as well as sub-zero temperatures.

Requiring less mowing, fertiliser and weeding than 
other grass types, EMPIRE™ Zoysia has earnt its 
title as “the low maintenance lawn”. 

EMPIRE™ is an efficient water user and highly 
drought tolerant. It’s an ideal choice for areas with 
low rainfall or council water restrictions.

Maintenance
 Cut to 2.5cm-6cm every 7-21 days in the 
warmer months, depending on the frequency of 
fertiliser

 For a faster-growing lawn or to increase wear 
tolerance, simply fertilise more frequently

EMPIRE™ Zoysia is highly drought tolerant 
once established – but, like all plants, needs 
water. Requirements will vary depending on 
environmental factors. Be aware of a drying 
climate and water your lawn accordingly.

Mowing frequency comparison*...

50% LESS
MOWING  

THAN 

COUCH

66% LESS
MOWING  

THAN

KIKUYU

30% LESS 
MOWING  

THAN

BUFFALOEMPIRE™ 
Zoysia

*Based on observation

Wear Tolerance Medium-high

Drought Tolerance 9/10

Cold Tolerance Medium

Shade Tolerance  
– low wear 50%

Shade Tolerance  
– high wear 30%

Salt Tolerance Medium

Maintenance Levels Very Low

Mowing Required Low

Seed Head Levels Low

Leaf Texture Fine-medium

Winter Colour 5/10

Soil Type Most

Where It Works Best NSW, QLD, VIC, WA, SA

The perfect 
landscape grass.

PonCHos BaGs

Full suite of variety brochures 
are now available.
Our CONSUMER-orientated 
brochures are available and your 
own business details can be added 
to the back panel  to customise your 
own brochures. 
All varieties available in standard 
3-fold DL format, featuring main 
product features and care guide. 
Please contact your BDM to arrange 
an order*. 
*All material is subject to availability.

To discuss your merchandise and promotional needs please contact your BDM:
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available from:
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Soft Leaf Buffalo.

myhometurf.com.au

Available from:

So soft.  So fine.  So beautiful.

Appearance
 Deep green colour
 Soft to the touch and underfoot
 Fine folded leaf
 Dense growth
 Excellent winter colour

Features
 Durable and robust
 Excellent shade tolerance
 Good recovery rate
 Solid weed resistance due to dense growth
 Low thatch

Climatic performance
 Grows in many parts of Australia
 Excellent cold-hardiness
 Drought tolerant

Environmental benefits
 Low water usage
 Reduced herbicide requirements
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available from:

myhometurf.com.au

Available from: The low  
maintenance  

lawn.
Less mowing.  Waterwise.  Hard wearing.

myhometurf.com.au

myhometurf.com.au

Appearance
 Dark emerald green colour
 Soft to the touch and underfoot
 Broad leaf
 Dense growth
 Excellent winter colour

Features
 Durable and robust
 Very good shade tolerance
 Good recovery rate
 Solid weed resistance due to dense growth Low thatch

Climatic performance
 Grows in most parts of Australia
 Performs in heat and humidity
 Excellent cold-hardiness, including frost Drought tolerant

Environmental benefits
 Low water usage
 Reduced herbicide requirements

Version 1: 09_2018

BroCHures

ANOTHER QUALITY TURF  FROM 

AUSTRALIAN BORN & BRED

The No.1 native choice for  lower maintenance, strong  weed resistance, and  salt and wear resilience.

new sPeCifier  
BroCHures

new Vss TeCHniCal 
DaTa sHeeTs

TURFBREED PTY LTD version #1 | NOV 2018

KEY FEATURES:

 . Empire® Zoysia’s nickname is EZ grass and is commonly referred to as the “easy grass”.  
 . Empire® has been proven to significantly strengthen soil by 48%, improving erosion control 

of roadsides, steep embankments, batters, stream embankment, retaining walls and 
foreshores compared to Couch (3.2%) and  
Kikuyu (9.7%)1.  

 . Empire® is one of the most popular Zoysia grasses in Australia due to its low maintenance.
 . Empire® has improved pest and disease resistance and tolerates low to moderate salinity.
 . Empire® has excellent fast initial growth across the ground compared to other Zoysias. Its 

runners are highly branching, which provides excellent recovery from wear.  
 . Quickly becoming known as the tough, hardwearing turf, Empire® can survive on natural 

rainfall and if left to its own devices, saves on long-term mowing, pesticides, de-thatching 
and fertilisers.  

 . Can endure long periods of non-attention, but when well maintained Empire® Zoysia looks 
lush and maintains colour year-round, so is suited to a large range of commercial purposes.

 . Empire® meets the Erosion Control Australian Standard No# AS5181: 2017 – Use and 
installation of turf as an erosion, nutrient and sediment control measure.

TECHNICAL DATA

TRADEMARK: Empire® BOTANICAL NAME: Zoysia japonica

PBR: SS-500    This variety is protected by Australian Plant Breeder’s Rights (PBR)

MORPHOLOGY:

PLANT Growth: Stolons and rhizomes Vigour: Strong to very strong

STOLON

Stolon length:  Long to very long Stolon diameter of node: Medium to broad

Internode length: Long (35mm) Internode thickness: Broad

Internode colour: Greyed-purple (RHS 183B)

LEAF 
BLADE

Shape: Ligulate Length: Very long (120-140mm)

Width: Medium (2-2.3mm) Colour: Green (RHS 137B)

PERFORMANCE:

PURPOSE All-purpose turf: Domestic, roadwork’s and projects that require LOW long-term 
maintenance.

ESTABLISHMENT Establish spring to autumn. Slow growing in winter.

MOWING About 2-4 mows per year for civil/projects to maintain a dense sward and for 
erosion control for drainage works. 

MAXIMUM UNMOWN HEIGHT 100-150mm

MAINTENANCE Low ( far less than Couch and Kikuyu).

RECOMMENDED MOWING HEIGHT 25-50mm

WATER REQUIREMENTS Required for establishment, then can exist on rainfall due to deep root system 
( far less than Couch and Kikuyu)

COLOUR Vibrant in summer and, although dormant in winter, it maintains colour well.

FERTILISER Recommended 1 a year (far less than Couch and Kikuyu).

DROUGHT TOLERANCE High

SALT RESISTANCE High (higher tolerance than Buffalo and Couch).

Continued...

Appearance
 Eye-catching dark green colour Soft to the touch and underfoot Fine, tight leaf blade growth

 Fine-medium leaf blade (5-7mm), well proportioned to smaller-sized yards Good to moderate autumn/winter colour  Early spring green up (where dormant in cooler climates)

Features
 Grows in clay and sandy soil types Durable and robust

 Rapid injury recovery
 Good resistance to insects and diseases Moderate-good shade tolerance

Climatic performance
 Grows Australia-wide
 Thrives in extreme heat and humidity Excellent cold-hardiness

 Drought tolerant

Environmental benefits
 Low water usage
 Reduced fertiliser requirements Reduced insecticide, herbicide and fungicide requirements

available from:
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Available from:

The lawn  of the future.
Less mowing.  Waterwise.  Hard wearing.
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Appearance
 Eye-catching dark green colour Soft to the touch and underfoot Fine, tight leaf blade growth

 Fine-medium leaf blade (5-7mm), well proportioned to smaller-sized yards Good to moderate autumn/winter colour  Early spring green up (where dormant in cooler climates)

Features
 Grows in clay and sandy soil types Durable and robust

 Rapid injury recovery
 Good resistance to insects and diseases Moderate-good shade tolerance

Climatic performance
 Grows Australia-wide
 Thrives in extreme heat and humidity Excellent cold-hardiness

 Drought tolerant

Environmental benefits
 Low water usage
 Reduced fertiliser requirements Reduced insecticide, herbicide and fungicide requirements

available from:

myhometurf.com.au
myhometurf.com.au

Available from:

The lawn  of the future.
Less mowing.  Waterwise.  Hard wearing.

myhometurf.com.au Version 1: 09_2018



t u r F B r e e d   g r o w t h

20

TURFBREED NEWS

Meet sam Colliton  
– a positive approach to Queensland  
To say TurfBreed’s Queensland (QLD) Business 
Development Manager (BDM) Samantha Colliton 
is passionate and dedicated to her role is an 
understatement - just ask any grower! Her commitment 
to servicing the growers in terms of sales, social media, 
varietal management and other turf-related issues is 
testament to how much she enjoys her role.

Now, 12-months into this role, Sam reflects on what 
she has learnt, brought and will give to the role over 
the next year. 

What drew you to the Turf Industry?
I had recently moved back to the country life in QLD and bought a 
1-acre property in the Hinterlands of the Sunshine Coast and was 
ready for a dynamic challenge. I lived in Orange, Central West New 
South Wales, for more than 10-years and fell in love with living in 
the country and its offerings.  Dealing with farmers on a personal 
and business level, I discovered a genuine affiliation and the job 
description drew me in as it allowed me to be part of this life again.
I saw this role offering the ability to apply previous skills and 
experience into a field that would be different and challenging. I 
naively had no idea that the turf industry could be so interesting, 
complex and diverse!
The last 12 months has been a whirlwind ride and a steep learning 
curve as the initial job description has evolved so much, growing 
organically into a very dynamic role in order to service the 
TurfBreed grower and external affiliated community. 

In terms of your past work experiences – what has been a 
good foundation for your role as QLD BDM?
Due to my diverse career experiences within many industries I 
believe the key components I brought to this role included the 
ability to build strong relationships; assist and enhance sales skills 
and people skills; grow an effective customer service approach 
and identify growth opportunities and channels with our growers 
and the turf industry. 
My background includes sales, customer service and business 
development within industries such as hospitality, health and 
retail. There is so much cross over and the skills learnt in those 
sectors have formed a great foundation. You can teach someone 
about the Turf Industry, but the skills and experience gained within 
differing business models have stood me in good stead. Having 
also had my own business for 15-years, I know firsthand the 
pressures, challenges and what its like to be rock bottom as well as 
flying high on the successes of running my own business. 

How have you seen the transition of TurfBreed since you 
arrived last September?
Where do I start?! …my initial role expanded as new projects 
and responsibilities galloped ahead, and as the TurfBreed Team 
developed new systems, processes and strategies to set us up as 
one of the key players in the Turf Industry. 

What have you wanted to achieve in order to better 
service our QLD TurfBreed growers?
Unity. My initial observation was that TurfBreed growers were 
disjointed as a community.  Unifying our TurfBreed community 
will give us a competitive edge. From when I first started to now, I 
do believe this is coming together. This has been a team approach 
working with our grower community to have strength in numbers. 
As the great Aristotle said: “The whole is greater than the sum of 
its parts.” In other words, when individual parts are connected 
together to form one entity, the strength lies in this unity.“
At first I was politely eased into the position, but soon identified 
many projects that needed tackling to facilitate our slogan 
“promote your growth”.  
My first big challenge was to create the much needed Varietal 
Specification Sheets, pushing me out of my comfort zone. It made 

Q&a
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Meet sam Colliton  
– a positive approach to Queensland  

me utilise my research skills and in doing so speed dialled my 
technical knowledge on both Zoysia and Buffalo varieties. 

What has stood out for you in the past 12-months in terms 
of your role as BDM?
The diversity of the Turf Industry – who’d think it huh?  Its not just 
about growing nice green grass but appreciating the individual and 
collective business needs of the grower. Also understanding the 
differing varietal market shares, the complexities of maintaining 
healthy turf and lawns, the ill-informed and uneducated 
perception of turf and comprehending its role within gardens, soil 
retention purposes and public spaces - just to name a few.  
What stood out was how welcoming and forthcoming growers 
were in offering information, advice and teaching me about the 
Turf Industry and its varieties. It can be tough when you enter 
for the first time into a male dominated industry, some dubious 
about placing a female in this role – but the growers have been so 
upfront and open to what I have to offer.  I’m a fairly down to earth 
girl at heart and there I’ve found many ‘women in turf’!
I truly believe being authentic, collaborative, maintaining open 
communication and having the attitude of “tell me what I can do, 
not what I can’t” is vital in making this role work.

What are you hoping growers are “gaining” from having a 
dedicated QLD BDM?
Being accessible for growers to ask questions or just simply talk 
about their issues, ideas and challenges. Often having someone who 
‘listens’ not just ‘hears’ is enough of a solution.  I want growers to feel 
they can pick my brains or ask me to go out and find an answer.

Some growers will need me a little, some more than others.   
I respect and know that most growers have been in the turf 
industry way longer than I have but feel with a collaborative effort 
we can lead TurfBreed towards being a formidable power house of 
dedicated farmers that offer kick-arse high value products! 
I’m now planning to develop more available avenues that connect 
to increasing sales via business development. This covers all areas 
of retail, commercial and civil projects.

Looking ahead – what does your role hold over the next 
12-months in terms of goals and projects?

■■ Quality – It’s amazing the rumours you hear about this 
grower and that grower. I’m passionate about maintaining 
a high standard for all our varieties.  This includes lifting the 
perception of our high valued products, strongly encourage 
pricing discipline and working with growers to improve quality, 
weeding out those who sell contaminated turf. B Grade or 
Blends of our varieties do not exist.  And finally, I would like to 
instil a culture where a Certificate of Authenticity becomes the 
norm not the exception.

■■ Brand Awareness – We’ve seen the results that marketing 
has brought the Turf Industry to date, its time to take this, 
use it to our advantage and educate everyone that there is 
more than just one variety!  These new choices are improved 
versions, stronger, more accommodating to our Australian 
conditions and already have been out there as a proven part 

CONTINUED >

Above: QLD BDM Samatha Colliton and Premium Turf 
Petra Galea looking at the Grower Portal.

Below: Queen of the Mareeba (social media) Turf Rodeo.

i truly believe being authentic, collaborative, 
maintaining open communication and having 
the attitude of “tell me what i can do, not what 
i can’t” is vital in making this role work.
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of our outdoor lifestyle.  It is vital our brands become 
household names not only in the retail but, also, the 
commercial sector. 

■■ Councils and Specifiers – In the next 12-months I 
plan to get in front of as many decision makers as I can 
to educate, make aware and get our varietal brands 
noticed as the no brainers choice for turf variety 
specifications.

■■ Reseller Program – This is a “pandora’s box” - the 
more we unravel, the more we find. The wrong thing 
has been allowed to happen for so long, that anyone 
thinks they can sell our PBR and Trademarked varieties; 
living off the shirt tails of our marketing efforts. Having 
said that we want to support all those businesses who 
genuinely want to advertise/sell our brands. Watch this 
space!

■■ Quantitative Scientific Research – Qualitative 
and anecdotal information is good but supportive 
quantitative data builds credibility, placing TurfBreed 
as a turf genetic leader with yet another competitive 
edge. Understanding the scientific methodology and 
establishing a cause-effect relationship among a group 
of variables in research studies really rocks my boat!

To summarise, I enjoy immensely working along side the 
TurfBreed Growers, affiliated turf businesses, industry 
bodies and of course my own collaborative team of people 
who are like-minded, solution-focussed and passionate 
about all things turf - a ‘down to earth’ natural product.  

Meet sam Colliton  
– a positive approach to Queensland 

Sam Colliton with guest speaker David Kopec (USA) in a lighter 
moment at the TurfBreed 2019 Growers Conference.
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By Dr Brett Morris, Technical Manager at Amgrow

The pesticide community have been left shaking 
their heads following a series of decisions which 
commenced in August last year when two separate 
Californian juries, in the United States (US), awarded 
an initial US$289 to a man who claimed that Roundup 
caused his cancer, followed by US$2 billion to a couple 
who claimed the same effects. Thousands of cases 
now have been lodged globally with the movement 
against glyphosate only growing.
online activists have prompted many regulators globally to 
issue a number of statements regarding the issue, in response to 
lawyers relying on the World Health Organisation’s International 
Agency for Research on Cancer (IARC) who reclassified glyphosate 
as a ‘probable carcinogenic’ in 2015.  Others on this list include 
being a hairdresser, undertaking shift work, drinking very hot 
beverages, eating red meat (including bacon) and drinking coffee. 
In California last year, a judge ruled that because coffee contains 
acrylamide (also on the list) – all coffee in the state should be 
labelled with a cancer risk statement. Regulators earlier this year 
moved relatively swiftly to remove the coffee statement stating 
that the “overall effect of coffee consumption is not associated 
with any significant cancer risk”.
But regulators have struggled to be heard amongst the online 
noise surrounding glyphosate despite all coming to the same 

conclusion. Regulators in the European Union, Australia, Japan, 
Canada and even the US Environmental Protection Agency (EPA) 
all conclude that glyphosate is not a risk to humans at the levels to 
which they are exposed when following label directions. 

In response to the IARC reclassification in 2015, the US EPA 
reviewed 167 studies and provided its findings. IARC reviewed 
fewer than half and also included studies on non-mammalian 
species such as worms and reptiles, therefore the data presented 
was not directly appropriate to human usage.  A study published 
in May 2018 in the US Journal of the National Cancer Institute 
examined just under 45,000 licensed pesticide applicators who 
regularly used glyphosate and found no association with the use 
of glyphosate and cancer.
However, when Bayer’s lawyers moved to have the US EPA’s review 
findings that glyphosate is noncarcinogenic and poses no risk to 
public health when applied as directed during the trial, the judge 
replied, “what’s the relevance?” before dismissing the request.

the need for a balanced, science-based 
consideration of  the glyphosate debate

i truly believe being authentic, collaborative, 
maintaining open communication and having 
the attitude of “tell me what i can do, not what 
i can’t” is vital in making this role work.

CONTINUED >
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About Dr Brett Morris

Dr Brett Morris has 
been involved in the 
international turfgrass, 
amenity horticulture and 
agriculture industries now 
for over 28 years. He has 
completed a PhD in breeding 
new commercial lines of 
Kikuyu grass. A number 
of these hybrids are now 
in further investigation by 
local and state authorities within Australia in diverse 
environmental conditions such as salt affected 
sites and uses in other sporting and agriculture 
environments. Today, Dr Morris oversees the technical 
arm of Amgrow including product development, 
regulatory activities, group import permit 
management, consulting, training, product support 
and agronomy services.

The relevance as we find ourselves now is that science and facts 
don’t seem to matter thanks to the continuing assault by online 
activists. The scare campaign is now determining decisions made 
by those in public office with a number of councils and other 
decision makers placing glyphosate either under review or ceasing 
usage all together. Many no doubt would be concerned of future 
litigation whether they agree or disagree on the topic privately.

Australia has one of the most robust regulation systems when 
it comes to determining the approval and use of any pesticide in 
the country . And, in recent years, no other chemical has been 
scrutinised as heavily as glyphosate. But what are the alternatives? 
Glufosinate would come to mind initially as an alternative but as 
we know is not systemic. Is it safer? A quick check on the Pesticide 
Properties Database shows LD50 (acute oral) values for glyphosate 
at >2000milligrams per kilogram (mg/kg) and glufosinate at 
1625mg/kg. These figures are not to be confused with the lower 
the better, rather the opposite. One requires less glufosinate than 
glyphosate to reach the lethal dose in an acute oral sense.
Given the relatively cheap nature of glyphosate in the agricultural 
sector any ceasing of usage and switch to alternate products will 
likely result in increased costs. Whether it be councils, farmers or 
any other commercial user of glyphosate, it is likely those increase 
in costs will be passed on to the rate payer or end consumer. It 
would be doubtful anyway that any analysis has been conducted 
on this at this stage.  

 regulators in the european union, australia, 
Japan, Canada and even the us environmental 
protection agency (epa) all conclude that 
glyphosate is not a risk to humans at the levels 
to which they are exposed when following 
label directions.

the need for a balanced, science-based 
consideration of the glyphosate debate 

It has meant however that many companies have been undertaking 
work to find alternatives and we are no exception. More organic 
options will emerge over the coming time plus combination 
herbicides to provide both contact and systemic effects.
We all hope that a time will not come when glyphosate is banned 
altogether. Based on the scientific facts presented by global 
regulators it is likely not to come at any time soon. But we need 
our regulators heard and our science considered. Unfortunately, 
with social media today you are not allowed an alternate opinion 
to the populist approach unless you are prepared for the barrage 
from the keyboard warriors.  I for one though will rely on what our 
regulator recommends and not what the IARC suggests. It won’t 
stop me from eating bacon either!  
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With the media, both in Australia and 
overseas, fuelling the Glyphosate debate it 
is important that the facts are not marred. 
Social media is also playing a role in the 
discussion and has only helped to confuse 
the simple layperson. Below is insightful 
Q&A material, produced by CropLife 
Australia who represent the plant science 
industry, for TurfBreed growers to use 
as a resource for their customers in the 
Glyphosate debate.

Q Why did IARC classify glyphosate 
as a probable carcinogen?
The International Agency for Research on 
Cancer (IARC) is not a regulatory agency and 
does not undertake any research of its own.
It plays a role in advising regulatory bodies 
on potential hazards. This allows the 
relevant regulatory agencies to assess if 
there are any associated risks and manage 
them appropriately.
Substances such as aloe vera, pickled 
vegetables and coconut oil are all on 
the IARC lists of possible or probable 
carcinogens.
In 2015 IARC placed glyphosate on its 
probable carcinogen list from a pure hazard 
perspective. While that sounds alarming at 
first, it simply means glyphosate is in the 
same category as shift work or consuming 
red meat or beverages above 65°C.
The world’s leading independent scientific 
regulators comprehensively reviewed the 
IARC report and reaffirmed that products 
containing glyphosate pose no risk of cancer.

“Fake news  serves us poorly. As Academy of 
Science Fellow Dr TJ Higgins once said ‘red 
herrings are in plentiful supply but they will 
not feed nine or10 billion people’. GM (genetic 
modification) and glyphosate, however, just 
might.”

PROFESSOR EMERITUS JIM PRATLEY,  
charles sturt universitY

Q What is glyphosate?
Glyphosate is the most widely used 
herbicide in the world. It is independently 
recognised as one of the safest and most 
effective herbicides ever developed. There 
are many products containing glyphosate 
registered for use in Australia, from home 
gardens through to commercial farms.

“EPA continues to find that there are no risks 
to public health when glyphosate is used in 
accordance with its current label and that 
glyphosate is not a carcinogen.”

us environmental protection agencY (epa)

Q Should I be concerned about the 
toxicity of glyphosate?
Glyphosate is less toxic than table salt. 
Independent scientific analysis confirms 
glyphosate-based products are safe. More 
than 800 scientific studies and independent 
safety assessments by the world’s most 
respected regulators support the fact that 
use of glyphosate- based products does not 
cause cancer.

“Glyphosate does not pose a cancer risk to 
humans when used in accordance with the 
label instructions.”

australian pesticides and veterinarY 
medicines authoritY (apvma)

Q Haven’t US court cases proven a link 
between glyphosate and cancer?
No, the recent California civil litigation cases 
have been decided by juries—not on the 
basis of scientific assessment.
The US Agricultural Health Study has been 
running since 1993 looking specifically at 
the risk between glyphosate exposure 
and non-Hodgkin lymphoma. In that time 
investigators from the National Cancer
Institute, the National Institute of 
Environmental Health Sciences, the 
Environmental Protection Agency and
the National Institute for Occupational 
Safety and Health have comprehensively 
analysed data from over 89,000 farmers 
and their spouses. They have found no 
association between glyphosate and 
non-Hodgkin lymphoma— regardless of the 
exposure level.

“The evidence for carcinogenicity of a good 
curry or a cup of coffee and a ham sandwich 
is much stronger than that for glyphosate.”

ADJUNCT PROFESSOR ANDREW BARTHOLOMAEUS, 
universitY oF canBerra

Q How can I use glyphosate safely?
All chemical products, including home 
cleaning products used daily, have 
instructions for safe and correct use on the 
label. To ensure the safe use of chemical 
products, including glyphosate-based 
herbicides, always read the label and use as 
directed .

Q How can I be sure glyphosate is 
safe?
Australia’s agricultural chemical industry 
is regulated to the same extent as human 
pharmaceuticals.
Before any agricultural chemical product 
can be sold or manufactured in Australia, it 
goes through rigorous scientific assessment 
by the Australian Pesticides and Veterinary 

Medicines Authority (APVMA). They assess 
the safety and expected use of the product. 
In 2016 the APVMA examined glyphosate, 
following IARC’s classification, and found 
there were no grounds for its approved uses 
to be reconsidered.
Every independent, science-based 
regulatory agency globally (including; 
Germany, New Zealand, Canada, the 
US, Japan and the European Union) has 
comprehensively evaluated glyphosate and 
found it safe to use.

“Residues in food are so low for all chemicals 
and glyphosate too, that there is no cancer 
risk.”

proFessor Bernard steWart,  
scientiFic advisor,  

cancer council australia

Q Isn’t glyphosate bad for the 
environment?
Glyphosate, like all crop protection and 
weed management products, plays a critical 
role in environmentally sustainable land 
management practices.
The application of glyphosate eradicates 
pests without having to disturb the soil 
and disrupt the weed’s roots via tillage. It 
is scientifically proven that conservation 
tillage, enabled by glyphosate, can reduce 
soil erosion by up to 90 per cent, significantly 
improve water retention and increase or 
maintain carbon storage.

Q What if we didn’t have glyphosate?
Glyphosate is an essential tool for Australian 
farmers, environmental land managers and 
councils to be productive in an environment 
that is under constant threat of weeds.
Over two thirds of the food on your plate 
and the beer or wine in your glass exists 
because our farmers have access to safe, 
modern crop protection products. Without 
crop protection, up to 80 per cent of the 
globe’s crops could be lost to weeds, pests 
and diseases .
Continued judicious use of agricultural 
chemicals ensures Australian farmers, 
environmental land managers and councils 
can effectively control pests, weeds and 
diseases. In turn, the community enjoys 
safe, abundant, disease-free and affordable 
food, pristine natural environments and 
parks free from invasive weeds, and safe 
roadsides with visible signage.

Q Isn’t glyphosate bad for the environment?
  
Glyphosate, like all crop protection and weed management 
products, plays a critical role in environmentally 
sustainable land management practices.
The application of glyphosate eradicates pests without 
having to disturb the soil and disrupt the weed’s roots via 
tillage. It is scientifically proven that conservation tillage, 
enabled by glyphosate, can reduce soil erosion by up to 
90 per cent, significantly improve water retention and 
increase or maintain carbon storage.

Glyphosate – what you can tell the consumer
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Triumph over tragedy  
for a gutsy turf grower
Less than 10-months ago Northern Territory (NT) turf 
grower, Gavin Howie had his life turned completely 
upside down following a serious farm accident where 
his lost both legs. Today, thanks to the amazing support 
from his family, friends and the turf community, Gavin 
is returning back to his turf life. Katie Fisher explains 
how now he has another mission – to be a strong farm 
safety advocate and remind his fellow growers why 
it is important to understand everything about Work 
Health and Safety.

SIX YEARS AGO, Gavin Howie, and wife Lauren, decided to move 
into turf production. Gavin was not new to the farming game as he 
had grown-up on a large pastoral operation 100 kilometres (km) 
outside of Darwin. 

Setting the scene
As many farming families can understand, when children are 
involved in succession planning there is much to be decided. 
With Gavin not wanting to see the farm divided-up he made the 
bold decision to move into another agricultural enterprise – turf 
farming. 
Gavin didn’t make the decision lightly and for three years searched 
for the appropriate turf site in the Northern Territory. 
“My parents were good advocates about doing things properly, so 
I knew in order to get into this industry I had to do the hard yards,” 
Gavin explained.
“So, whenever I was on holidays say in Western Australia or 
Queensland – I would visit turf farms and pick the brains out of 
the growers. Terry Anderlini from Tropical Lawns at Cairns was a 
terrific mentor.”
The search finally ended with Gavin and Lauren purchasing Turf 
NT, a 65-hectare (ha) property located 67km south-east of Darwin 
at Middle Point. 
And thanks to his vast research, today Gavin is associated with turf 
farms Australia-wide, gaining valuable information and creating 
alliances in the Turf Industry.
“Growers in the turf industry have only been too eager to offer 
advice and assistance with tested varieties of turf, such as 
Nara Native Zoysia, and their production, we really do have the 
advantage of learning from other people’s mistakes,” he said. 
“We use tested practices and purchase only the most reliable and 
efficient equipment on the market.”
With the research completed and the farm purchased Gavin 
was able to establish a professional business that hit the ground 
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At A glAnce:

Growers: 
turf nt, gavin and lauren Howie 

Property: 
785 Anzac Parade, Middle Point nt

Focus: 
Making sure turf nt is document compliant and not just 
physically compliant.

Market: 
Sporting grounds and residential. grows empire Zoysia, 
nara native Zoysia, Jari Blu Zoysia, greenless Park 
couch, Kings Pride Soft leaf Buffalo, tropical Buffalo/
couch mix - carpet grass, Zoysia matrella - Shadetuff 
and Paddy turf - e19.

CONTINUED >

running from day one. Today Turf NT has 17ha’s of turf, with 
varieties being; Empire Zoysia, Greenless Park Couch, Tropical 
Buffalo and Paddy Turf – ET19. The farm has also been trialling 
Nara Native Zoysia for the past three years to see how it suited the 
NT conditions and Gavin is more than impressed.

Finding a market 
“When we first got into the game, the Defence Force in Darwin was 
building a lot of residential buildings which offered us a significant 
amount of work,” he said.
“But the residential market has significantly slowed down and so 
we now service a lot of sports grounds with Couch. In 2018, we 
supplied turf to three rugby ovals in Darwin. In the past, sporting 
grounds had to bring turf in from down south – so we saw this as 
an opportune time to break into this market.”
With turf having previously been brought in from the south, many 
businesses in and around Darwin didn’t use it because of the high 
cost. Gavin saw this as an ideal opportunity to break into this sector!
“The current local economy has really slowed along with residential 
turf demands that is why we are now concentrating on big jobs 
such as sporting grounds,” Gavin said.

Gavin has just bought a Top Maker to assist with sports ground 
turf renovations as well as onfarm as turf grows very fast in 
the north. “It’s a great heavy-duty mower which works well for 
removing unwanted surface matter such as thatch and weeds,” he 
added .
With the Nara Zoysia trials now complete Gavin is keen to get the 
variety into the residential and/or commercial market due to its 
low watering requirements and drought tolerance. 
“Darwin homeowners love their turf yards but need a variety that 
is viable and can cope with our harsh NT conditions,” he said.

Onfarm management 
Back on the farm, NT Turf is well equipped to irrigate the 17ha’s of 
turf with two inground bores.
In terms of management, the warm, humid conditions have the 
turf growing at a faster pace than most farms down south. In fact, 
Gavin said they use a lot of Primo Turf Growth Regulator to slow 
down the growth.
“The wet seasons are the worst and when it is humid, we could be 
mowing every second day,” he said.
Gavin said all the paddocks were well-drained to enable them to 
manage during the wet. And because of the wet there is a lot of 
leaching which means a “…fair bit of fertiliser is used”.
“Soil-wise we have red loam which is a lot poorer than what the 
growers have down south, so I try to get a lot of organic matter 
back into the soil following harvest.”
As a value-add to his business Gavin also runs a cattle feedlot. 
Having come from a large cattle property it allows him to still 
indulge in one of his favourite enterprises outside of turf.

A life-changing experience
Fast forward to January 12 of this year. Gavin was busy finishing 
off the mowing before planning to head off on his annual family 
holiday to Perth. Lauren and their two children were already in 

The Turf NT farm is located at Middle Point, Nothern Territory.

...thanks to his vast research, today Gavin is 
associated with turf farms Australia-wide, gaining 
valuable information and creating alliances in the 
Turf Industry.

CONTINUED >

Gavin and Lauren Howie back on the 
farm and happy to be back at work.
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Triumph over tragedy for a gutsy turf grower 

Perth awaiting his arrival the next day, his birthday. But he never 
made it .
On reflection, Gavin cannot remember the morning of the accident 
or anything until the ambulance arrived. He woke up and was told 
he was in a critical condition at the Royal Darwin Hospital and had 
lost both legs. After spending time in the ICU he was transferred to 
Sydney for further surgery and to receive prosthetic limbs.
“The brain is an amazing organ, as it’s probably a good thing I 
don’t remember the accident, the memories would be too painful,” 
Gavin said.
Gavin stresses that he doesn’t dwell on what happened because 
he knows how very lucky he is to be alive. In fact, the Doctors 
mentioned that he was in the two per cent of people that actually 
survived an accident like his.

Family and friends say it has been his friendly cheeky sense of 
humour that has carried him through the last nine months. For 
Gavin, it has been the incredible support of his friends and family 
that has continued to spur him on and inspired him to go back to 
the farm.
“Returning to the farm was never a question,” Gavin stressed. “It 
was just when.”
Today Gavin is back where he wants to be – on the farm and with 
his family. He still has a long way to go but is determined through 
rehabilitation to move forward and make his two new prosthetic 
legs work. He even jokes that he will be a bit shorter!
The life changing event has now left Gavin wanting to be an 
advocate for farm safety and assist his fellow growers.
“While onfarm we had all the correct farm gear in order and 
had done all the farm safety training, we were missing a lot of 
paperwork. This being the case meant dealing with the aftermath 
of the accident so much harder for Lauren,” he explained.
“We were flat-out keeping up to date with paperwork as well as me 
having operations and Lauren trying to play wife, mum and farm 
manager. 

“I can’t stress enough to every turf grower in Australia that farm 
safety is vital but so is all the paperwork associated with farm 
safety as well as being heavily insured in the likelihood of a serious 
accident .
“If you are directors of your farm, remember you are not covered 
under workers compensation.”
Gavin added that even with one worker on the farm there still 
needed to be farm safety policies in place.
“Yes, it is hard when you are a small entity because there is lots 
of red tape – but even though you are small you still must comply 
with all the Worksafe Laws,” he said. Worksafe Laws,” he said.
In signing off, Gavin Howie has a message for his fellow turf 
growers – get on the web and find out what your state’s WorkSafe 

“Returning to the farm was never a question,” 
Gavin stressed. “It was just when.”

“While onfarm we had all the correct farm gear in 
order and had done all the farm safety training, 
we were missing a lot of paperwork. This being 
the case meant dealing with the aftermath of the 
accident so much harder for Lauren...”

laws are and what you are required to abide by. 
“Find someone who can come onfarm and help you move forward 
if you don’t comply,” he added.
“The best way to be proactive is to ask a Worksafe officer to 
visit your farm – in the long term this will be a help rather than a 
hindrance .
“Trust me … having this accident has seen my family and my 
business suffer. So be prepared for the unexpected no matter how 
bad it may be.” 

Gavin and Lauren Howie with their children 
and friends at a recent local fundraiser.

addendum

FOLLOWING GAVIN’S ACCIDENT, many community bodies 
raised money to help with his rehabilitation and costs. Last 
May, the TurfBreed grower community raised $35,000 at 
the Conference Charity Auction to give to Gavin for his 
recuperation.
“I thought Steve 
(TurfBreed’s managing 
director) was joking when 
he told me how much was 
raised,” Gavin said.
“It goes to show how tight 
knit a community the turf 
growers are – it also goes 
to show how TurfBreed has 
bought us all together to be 
better than ever before!”
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What does YouTube advertising look in like 2019? Mark 
Norris from befound digital marketing outlines 
some easy steps that help build an ideal video advert 
suited for the YouTube audience. Katie Fisher reports.
YOUTUBE IS THE SECOND-BIGGEST SEARCH ENGINE after Google, 
with 1.9 billion monthly active users. 
In Australia, YouTube now has a huge reach with more 
Australians each week than any local TV network. 
So, you’ve spent months perfecting a script promoting your turf 
farm, storyboarding, finding the right talent, shooting, and editing. 
The end result? A blockbuster product video.
With all that time invested, you can’t stop at just embedding the 
video on your website or sharing it on social media and hoping 
someone watches.
While great content is bound to be found, it’s also important to be 
proactive about gaining the attention of and educating prospects 
and those unfamiliar with your brand. Running a series of YouTube 
ads is one way to make sure more of your target audience finds the 
video content you’ve produced.
The thing is, advertising on YouTube is very different from running 
a paid social campaign. There are specific creative constraints and 
a ton of options for this platform, and you need a base knowledge 
before you even scope out your next video project to make the 
most of the paid possibilities.

YouTube video advert
Firstly, it is important to focus on 
the first 7 seconds of your video. It is 
important to get:

■■ Branding out there immediately i.e. – your Farm logo
■■ The key message. Not all your messages, just your key. If you 

push out too much at once it can be overwhelming. So, in your 
notes on YouTube advising ensure the whole message is shown. 
Put simply make sure you show your brand (i.e. your turf farm 
logo) and focus on the key message (i.e. your farm offers the 
best turf in the business). The remaining supporting messages 
are best spaced out. 

■■ You can still add text overlay on the video in the appropriate 
places, but also use the message overlay to put out a key 
message which may be your Call to Action (CTA). 

Make sure the video you create for your advert is engaging. 

Remember, you don’t have a captive audience because viewers 
can skip a video after 5 seconds. To keep viewers’ attention during 
the video, try these tips:

■■ Have a clear call-to-action and select colours and fonts 
to match your brand – make sure you include a logo or your 
business name somewhere in the first five seconds so that even 
if they do skip, you still gain a small amount of brand exposure.

■■ Keep it short and sweet – deliver your most important 
messages early in the video- but don’t try and over cram all 
messages early in case viewers stop watching before it’s over. 
Be clear about what your business offers since the video may 
be your sole communication with a site’s viewers.

■■ Provide clear next steps for customers to take after finishing 
the video that could be making a purchase or visiting your 
website or store.

Note: All YouTube videos run a Call to Action (CTA) advert overlay 
on the video. This enables viewers to click through to your website 
at any time.

Facebook video advert
Facebook is also another great medium to promote 
your videos. Here are some key points.

■■ Grab attention early – get you key points out early within the 
first 7 seconds of the video.

■■ Keep it short – recommended video length is 15 seconds or 
shorter . 

■■ Get your branding right away – Brand awareness is one of 
the most common objectives in Facebook video advertising. If 
your marketing goal is to get your brand name out there, you’d 
better do it within the first 3 seconds or people will stop paying 
attention . 

■■ Focus on sound-off views – 85% of Facebook video views 
happen with the sound turned off. With so many users watching 
Facebook Video Ads on mute, it is important that your ad has 
the same impact with or without sound. Facebook recommends 
adding captions to video ads.

■■ Stick your CTAs in the middle – If you’re encouraging users 
to take a specific action within your Facebook video advert, 
promote it in the middle of the video. 

■■ Think mobile first – With over 95% of Facebook users 
accessing the platform on mobile devices and 65% of all 
Facebook video views now coming from mobile users.  

YouTube video key points
Key points on the bottom of the YouTube video are 
important and are a Call to Action to the viewer.

For instance: TurfBreed’s  myhomeTURF YouTube 
Prestige Video has, in the first 5 seconds of the video, 
the three CTA points and the branding (Prestige logo) 
showing.

...advertising on youtube is very different ... you need a base knowledge before you 
even scope out your next video project to make the most of the paid possibilities.

are you maximising your video assets 
on YouTube and Facebook?
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It is in every grower’s interest to protect the topsoil of 
their farm as the protection of this valuable resource is 
essential for the long-term future of any turf business. 
United States TurfGrass Researcher and soil expert, 
Professor Dave Kopec was in Australia recently at 
TurfBreed’s Annual Conference. He dug deep into the 
importance of soil profiles and rode home the message 
about looking after this precious, and essential, 
resource. Here is what he told GROWTH.

How important is it for growers to know their soil profile?
Sod (turf) growers are interested in growing a crop on 3 
centimetres (cm) of soil, harvesting, and repeating.  Just like 
growing any plant in a pot (including a grass), the soil should be the 
same soil from the top of the pot, to the bottom (even if it is not 
the best soil to begin with).  
If there: 
1. Is a visible difference in soil colour, and particle sizes then water 

movement throughout the entire soil profile can be a real issue. 
The more the discordant differences there are in the horizon 
layers, the greater the degree to which water movement will be a 
problem. If this is the case, the next item to ask and look for is … 

2. At what soil depth does any change in the entire soil profile 
occur? If this occurs at a depth of 15cm, you are ok for while … 
until you harvest soil down to that point. If there is an abrupt 
layer change close to the surface, then you must realize that 
surface water penetration may be a problem, because water 
is hung-up where the two different soils “come together”. In 
that case, it will perhaps be necessary to aerate with narrow 
diameter solid tines, so water runs past the hang-up point.    
Again, the more discordant the different horizons are from each 
other (in texture and to some extent- colour) the more likely this 
will result in a potential water management issue.  

Many of the farms that I visited in Australia had more or less a 
uniform soil that was quite deep, although the soil was high in silt 
and even clay sometimes. The growers in these cases were either 
(1) using a soil aggravator after harvest to stir up the soil (after 
fertilisers were applied), or (2) after using a soil aggravator, they 
followed-up with chicken manure topdressing and lightly dragged 
it across the surface (to fill in any holes). Or, they re-aggravated 
again after the manure was distributed, for best results. 

What are the basic principles all growers need to know 
when having their soil profiled?
Dig some holes first!  Be able to look down clearly to depth of 
45cm. Your eyeballs are your first and usually correct estimation of 
what is going on. Then if the soil is uniform, sample the top 10cm. 
Take enough soil that the lab requires for EACH of the following 
types of soil tests.

protecting turf’s lifeblood – soil

Professor Dave Kopec at TurfBreed’s 
2019 Conference field day.
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Standard chemical test: Provides element amounts of nutrients, 
soil pH and organic matter content.  You are usually adding nitrogen 
regardless of the soil test results, but extremes in elements can be a 
tip off to other soil conditions. Disregard iron values in soil and plant 
tissue tests. The appearance of leaf yellowing on the uppermost 
younger leaves is a much better indicator that the turf needs iron. 
The percentage sodium, or Exchangeable Sodium Percentage (ESP), 
is an important item to look at, since soil sodium often creates soil 
structure and water infiltration problems. 
Mechanical analysis test: Based on the amounts of sand, silt and 
clay in the lab test results, the lab will tell you the soil textural class 
(loam, sandy loam, silt clay loam etc…). This will give ballpark hints 
on how much fertiliser nutrients will be “stored” in the soil, the water 
infiltration rate of the soil, and the general tendency for that soil 
to become compacted when mechanical equipment travels over it 
(especially after irrigations).
If the soil profile is NOT UNIFORM: Perform the same two tests 
noted above. Look and see how different the result is between the 
two distinct soil profiles submitted. Certain nutrients may build up in 
either the “upper” or “lower” soil profile horizons, depending on the 
two soil textures or “which one lies over the other one”.
If you suspect a saline (salty) soil condition: Whereby you see 
(1) salty crusts on the outside edges of the irrigated soil and/or (2) 
poor overall and slow growth (3) short and narrow turf leaves (4) 
slow pegging of surface stolons (5) poor fill in time between cuts, 
then perform two standard soil chemistry tests, as two different soil 
samples.

■■ Get enough soil by scraping ONLY the top 1cm of soil.
■■ After you scrape away the above, then sample from 2cm to 15cm, 

separately.

For both of these separate samples, look at the results for total 
salinity, and the percentage soil sodium (ESP). The results will tell you 
the immediate soil surface condition, and the problem happening on 
the surface only.
In areas of high rainfall, salinity and sodium is usually not an issue, 
unless the supplemental irrigation water source is saline, for 
whatever reason.

What are the basic steps for doing the soil-water test on farm?
For soils (see above).
Take enough soil volume that the lab requires for each soil test. For a 
uniform paddock without a localized problem, you can combine soils 
from multiple spots within the paddock, mix them up by hand, and 
then submit a “bulk” sample. If suspect areas exist, sample them and 
submit them independently but always include a fresh soil sample 
from a “good area” from the same paddock at the same time.
For water samples:
Get the water from an irrigation head that runs for 5 minutes, not from 
the dam/water storage. Usually 600 cubic centimetres (0.6 litres) of 
water is enough. Send the water to the lab in a pre-washed and triple 
rinsed plastic or glass bottle. If it is warm outside, freeze the sample 
allowing room for expansion so the container will not crack (remember 
what happened to the frozen beer bottle you said you would take out 
of the freezer after work, but forgot). In warm weather, nitrogen and 
the water pH can change suddenly and drastically in a closed container 
and give very strange results. 

Fast Facts

The following recommendations could assist in 
improving soil management on farms:

■■ Collate soil data to prepare a soil management plan to 
address and prevent loss of topsoil.

■■ Maintain a vegetative buffer surrounding the 
production area with at least 80 per cent groundcover 
to reduce erosion risk and dust/sediments entering 
waterways. 

■■ Apply rubber matting, sand, asphalt, cement or 
rubble to high traffic areas to reduce dust, mud and 
soil erosion. 

■■ Avoid slopes greater than 10 per cent due to the 
increased risk of soil erosion, particularly if minimal 
vegetation, (however a slight slope encourages 
drainage). 

■■ Use soil aerators where appropriate to ensure water 
and nutrients are incorporated into the soil and to 
minimise runoff. It is common for turf growers to 
aerate straight after harvest followed by an addition 
of chicken manure to manage compaction and 
encourage quicker re-growth. Aeration straight after 
harvest is reported to provide up to 50 per cent 
quicker re-growth for up to four weeks weeks after 
the harvest. 
Source: NSW Department of Primary Industries_primefactdig some holes first!  Be able to look down 

clearly to depth of 45cm. your eyeballs are your 
first and usually correct estimation of what is 
going on. 

Many of the farms that I visited in Australia 
had more or less a uniform soil that was 
quite deep, although the soil was high in silt 
and even clay sometimes.
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The qualities of OZ TUFF quite clearly reflect its name. 
Katie Fisher explains how the home-bred Couch is 
well able to cope with Australia’s harsh conditions and 
has proven itself suitable for both onfarm, urban and 
sporting field locations.
AIDING OZ TUFF’S STRENGTH is its robust deep-rooted system which 
gives it an advantage over other varieties during drought and stressful 
conditions. It can also easily grow in poor quality soil where nutrition 
would be considered inadequate for other turf varieties.
This fine textured, low maintenance premium turf grass is one of the 
most exciting environmentally responsible grasses to be developed 
in recent years. Growers who have it in their suite of varieties are 
surprised at how easily it sells. In fact, some have stated: “It sells itself!”
According to Queensland grower, Sandy Bauman the variety requires 
minimum input for what you receive in terms of value.
Sandy, who is co-owner of Australian Lawn Concepts, has been 
growing the variety for 10 years saying it is good competition to other 
varieties on the market such as TifTuf.
“OZ TUFF has been developed to produce a great looking all-round 
lawn with superior qualities, whilst requiring minimal input,” he said.
“It appeals to those customers who don’t want a Buffalo variety or 
don’t want to pay the price of a broad leaf.”
OZ TUFF has a very fine leaf blade with dense growth, making it ideal 
for a wide variety of applications. Its density enables it to handle high 
wear situations like backyards and sports fields, while its fine blade 
makes it a very soft leaf to walk on.

“It’s tough and drought resistant, making this grass highly suitable for 
sports turf, residential lawns and commercial areas,” Sandy added.
Production-wise Sandy explained when first planted it was slower to 
establish than other Couches but once harvested it was quick to re-
establish.
“What customers love is that it maintains its natural dark green colour 
and grows well even in poorer quality soils where nutrition would be 
considered inadequate for other turf varieties,” Sandy said.
In fact, OZ TUFF has the highest salt tolerance of any Couch variety 
making it suitable for coastal foreshores and pool sides. It also tolerates 
poor water quality such as recycled water and site run-off water.
Sandy said another key characteristic was OZ TUFF’s short growing 
height and low level of inflorescence or seedhead production.
“This helps to significantly reduce mowing requirements,” he added.

at a glanCe:

unique CharaCteristiCs
Fine leaf that is quite soft to touch and dense under foot.

Medium to high density thatch.

low growing profile (shorter leaves).

year-round deep dark green colour that is maintained 
under very low fertiliser inputs.

the highest salt tolerance of any green couch variety.

low nutritional requirements save you time and money.

Finer leaf results in less water evaporation.

low growing profile means less mowing.

stays greener longer and recovers quickly after stressful 
conditions.

MaintenanCe
Much of oZtuFF’s growing energy is directed laterally, the 
lack of upright growth and fine leaf structure significantly 
reduces the mowing frequency without compromising the 
turf quality or recovery from damage.

Mowing frequencies; 
■■ summer/spring: twice a month at a height of about  

18-25mm.
■■ winter/autumn: once a month (sometimes less) at a 

height of 25-30mm (5-10m higher in shaded areas).

Fertilise every 10-12 weeks during the warmer growing 
seasons.

seed heads are usually only produced during the 
establishment period or when under stress, however 
the seed is not viable, meaning it will not reproduce in a 
neighbour’s yard.

weed management is easy as oZ tuFF has exceptional 
resistance to most selective herbicides.

performance has shown that common turf pests (i.e. Couch 
Mite and lawn grub) and diseases are less active within  
oZ tuFF.

oZ tuFF suitaBle For:
Beach front properties and foreshore parklands.

amenity horticulture and properties where recycled water 
is used.

Changeable climatic situations from frost to heat wave.

low cut surfaces – golf courses, cricket, aFl, nrl, soccer.

“what customers love is that it 
maintains its natural dark green 
colour and grows well even in 
poorer quality soils where nutrition 
would be considered inadequate 
for other turf varieties.”

A tough Couch ideal for any grower’s portfolio
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PRECISION AG SOLUTIONS offer a suite of 
precision technology products and support 
services, data management and analysis, and 
soil-plant health services.  We can provide you 
with the best precision solutions for your turf 
farm regardless of machinery ‘colour’.

We can help you with:
• Technology education and training
• GPS Autosteer
• Variable Rate Section Control
• Interpreting your data
• Soil analysis and prescription mapping

precisionagsolutions.com.au0497 292 258   admin@precisionagsolutions.com.au

In summary, Sandy said that “… despite its toughness, OZ TUFF was a highly attractive 
ornamental grass when well maintained”.
“And it can be cut as “rolls or slabs” or “maxi rolls” so it is ideal for sports field and 
commercial use.
“It also sells at a substantial premium to normal Couch, even up to double the price!”

The proof is in the research
OZ TUFF was discovered in 2001 near Childers in Queensland by turf grower Robert Morrow. 
It was immediately identified as a superior plant growing among common green couch.
Today it is an excellent locally bred Couch alternative to common Couches currently being 
grown. Extensive research has occurred on the variety to prove that it is true-to-type.
It has been ranked number 1 for its wear tolerance and recovery following wear studies 
conducted by the former Redlands Turf Research team (Roche et. al, 2012) .
And, studies conducted by the Queensland Government also identified that OZ TUFF 
continued growing within salinity levels at 30 deciSiemens per metre (dS/m) (sea water is 54 
dS/m) (Poulter et al. 2010) . 

Eager to learn more about growing OZ TUFF?
Contact your local BDM.

A tough Couch ideal for any grower’s portfolio
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From drought to flooding rains and the ripple-effect 
of a building industry slump caused by the mining 
downturn, Townsville turf producers have copped 
the lot in the past five years. Sandra Godwin speaks to 
four Townsville growers to find out how they’re coping.

The dry
Despite the tropical location, Townsville is known for its variable 
climate – dry winters and bursts of monsoon rain in summer – 
but severe drought began to take hold across the region in 2012. 
Month after month of below average rainfall sucked moisture from 
the soil and dam levels plummeted.
Urban water restrictions followed and in November 2015, drought 
was declared in Townsville. That year set a new record for the city’s 
lowest annual rainfall: 397.6 millimetres (mm) compared to the 
average of 1128mm. By then more than 86 per cent of Queensland 
was in drought.
The state’s graziers were sending huge numbers of livestock to 
slaughter and, after three failed wet seasons in a row, many left 
their properties unable to cope with the financial and mental strain.
Townsville turf producers, although fortunate enough to have 
access to unlimited supplies of bore water, also found themselves 
in difficulty.
Lachlan Moncrieff, of Paragon Gardens, recalls they could grow 
as much turf as they wanted, but once water restrictions kicked 
in, they couldn’t sell it. At one stage, laying turf was banned and 
growers were forced to negotiate an exemption with Townsville 
City Council.
“It slowly but surely crippled our industry,” Lachlan said. “We 
had nearly three years of water restrictions and in that time our 
industry shrank. Our turnover decreased by 75 per cent.”

The downturn
In 2016 the collapse of Queensland Nickel and closure of its Yabulu 
refinery, which directly employed 780 people and indirectly 
supported another 1190, punched a $1.1 billion hole in the 
economy, undermining business and investor confidence. 

This intensified the ongoing slump in building activity that had 
already caused a decline in demand for turf. The residential 
building sector, which had been their “bread and butter” and 
peaked at more than $564 million in 2009-10, dropped to $246.1 
million in 2017-18.  
Aaron Radeck, of Laudberg Park, said his sales had dropped at 
least 50 per cent and 2018 was the most difficult he’d experienced 
in 21-years of producing turf.
“People don’t want to buy it if they can’t water it,” he said. “I could 
grow it, but I couldn’t sell it. I had to look further for markets; north, 
south and west out of town because of the water restrictions.”
After a similar fall in sales, Darren Poole, of Acacia Turf Farm, found 
himself working another job to make ends meet – at the quarantine 
station handling cattle being prepared for live export to Asia.
“I was doing a fair bit of that at one stage, just to survive,” he said. 
“Yard work, dipping, drenches, feeding and tagging before they 
get on the ship. That (started in) 2017 when we were in the middle 
of the water restrictions here, so it was very tough. Luckily, at that 
stage there were still some new houses getting built and there was 
a watering exemption for new housing, so that was pretty much 
the only thing that kept us in the game.”
As well as imposing water restrictions, the Council embarked on an 
education campaign encouraging people to choose turf varieties 
that needed less water, such as Couch and Zoysia.
Andrew Beasley, of U-Bute Turf Farm, said he had diversified into 
more drought tolerant varieties, including Sapphire Soft Leaf 
Buffalo, as well as Greenlees Park Couch and the traditional North 
Queensland Carpet Grass, also known as Tropical Buffalo, he’d 
always grown.
Darren started growing Zoysias – he now has Nara Native, Matrella 
and the Hybrid ZT-11 – six years ago and said they had saved his 
business.
Lachlan said there had been reasonable demand for Zoysias since 
the drought declaration was lifted in May 2018, but he expected it 
would take time for people to adjust.

The wet
As if all that wasn’t enough, an unprecedented rainfall event dumped 
more than a year’s worth of rain on the region in early 2019.

townsville’s turf growers revival 
from drought, economic 
downturn and floods

Above: Townsville floods, 2019.
Below: Paragon Turf, during the 
Townsville floods, 2019.
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Townsville itself received 1392.4mm between January 27 and 
February 8 and another 151.6mm in late March.
The Ross Dam was unable to cope with the summer deluge and 
authorities opened the spillway gates, adding to the flooding that 
damaged more than 3300 homes.
Lachlan said the flood caused fungal disease in his turf and left a 
thick layer of slime on the ground.
“Then we had two weeks of really hot weather, so everything 
cooked,” he said. “That was probably the worst, the heat. After 1.5 
metres of rain we were irrigating five days later ...  to try and stop the 
ground from heating up. After that it continued to rain intermittently, 
and we were unable to work for about 10 weeks straight.”

Townsville’s disaster recovery effort has so far focused on repairs 
and the rebuilding of flood-affected houses –by July 1471 were 
still uninhabitable – diverting builders and tradesmen away from 
working on new homes.
Lachlan took whatever odd jobs he could find during the initial 
clean-up, trucking rubbish to the dump, trimming trees, repairing 
fences and doing general maintenance.

The recovery
With the aid of a State Development Small Business Digital Grant, 
Lachlan and his wife, Sacha redefined the direction of their 
business and developed a solid marketing plan.
Lachlan is confident the worst is now behind them.
“We’ve been through a tough time, but things are different now 
and we’ve turned the corner,” he said.
Building approvals for new homes, which shrank to just 12 in 
February, have begun to pick up.
A 15-year City Deal signed in December 2016 by the Council and 
the Queensland and Federal Governments is geared towards 
growing the economy of Townsville and revitalising the city.
Among its 16 projects are the $250 million 25,000-seat North 
Queensland Stadium which is under construction and scheduled 
to be finished ahead of the 2020 Rugby League Season.
There are signs of recovery in the broader economy as well, with 
the approval of Adani’s $2 billion Carmichael coal mine, a $300 
million expansion of the Sun Metals zinc refinery, new solar farms 
and a proposed $2 billion lithium-ion battery plant.
Darren said he was hopeful this activity, and the jobs they provided, 
would bring people back to Townsville and business would pick-up.

“We’re at the bottom now,” he said. “With interest rates being low, 
when banks start lending a bit of money … and there’s a bit of 
money being spent around town. It filters through eventually.” 
Andrew said work was now starting to trickle in from people 
repairing lawns after the drought as well as those hit by the floods.
Deputy Mayor Councillor, Les Walker, who is also Chair of the 
Townsville Local Recovery and Resilience Group, said the Council 
was determined to prevent a repeat of the hardship endured 
during the drought.
“The City’s three-point approach to the long-term water security 
for Townsville is now fully funded by government and will ensure 
the City’s businesses and community don’t experience the same 
shortages and impacts again,” he said.
This includes the $215 million 36.5-kilometre Haughton Pipeline 
duplication project due for completion next year, a recycled water 
reuse scheme and $10 million in incentives for householders to 
reduce outdoor water use.
Aaron said water security would be crucial for the future of his 
business.
“That’s probably been the biggest killer for turf,” he said. “People 
don’t want to buy it if they can’t water it; can’t look after it.”
Lachlan has high hopes for a decent monsoon season in 2019-20.
“People are still scarred by the whole water use thing, so they’re 
reluctant to spend the money,” he said. “Hopefully, we’ll get a wet 
season at the end of this year and that will fade in their memory 
and they’ll start buying more grass.” 

Rainfall at Townsville, January-February 2019
Day Date Rainfall (24 hours)
Sunday January 27 33 .2
Monday  January 28 52 .4
Tuesday January 29 85 .2
Wednesday January 30 110 .8
Thursday January 31 157 .4
Friday  February 1 216 .4
Saturday February 2 121 .2
Sunday February 3 152 .8
Monday February 4 173 .0
Tuesday February 5 42 .6
Wednesday February 6 108 .2
Thursday February 7 17 .4
Friday February 8 121 .8
Saturday February 9 1 .0

Source: Bureau of Meteorology 

Lachlan Moncrieff, Paragon Gardens. Aaron Radeck, Laudberg Park. Darren Poole, Acacia Turf.

“we’ve been through a tough time, but things 
are different now and we’ve turned the corner.”
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Childhood vision yields superior turf for growing retail sector

At A glAnce:

Growers: 
Australian Seed and turf  
Manager, Paul Bardsley 

Property: 
learmonth Road, carrum Downs, Victoria

Focus: 
Superior turf for Australia’s best golf courses

Market: 
commercial, trade and retail sales of Santa Ana couch, 
Kenda Kikuyu, Matilda Buffalo, Prestige Buffalo, Bent 
grass, Fine Fescue and tall Fescue

VIC
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Childhood vision yields superior turf for growing retail sector

CONTINUED >

After a childhood spent living on golf courses, Paul 
Bardsley was never going to look for an office job. His 
father, Chris Bardsley, was a golf course superintendent 
for 44-years and Paul lived with him on the Centenary 
Park golf course until he was 20.

“I’ve been in turf forever,” Paul said. “It was all there in 
front of me, ready to do. It was a no brainer.”

aFter Being given the choice of going to school or work, Paul 
leapt at the chance to start his apprenticeship at the age of 15.
Once qualified, he began working under the guidance of Tony 
Sinclair, who has been involved in the Turf Industry for 40 years 
and operates the turf installation business - Turf Renovations 
Australia.
Tony is also a major shareholder in Australian Seed and Turf, 
which started in 2008 with the purchase of an existing turf farm at 
Carrum Downs, 30 kilometres southeast of Melbourne.
They’d been buying turf from other farms for projects and seized 
the opportunity to bring turf production in house.
Paul stepped-up to the role of operations manager at the 
90-hectare farm three years ago.
The major variety grown at the farm is Santa Ana Couch, which is 
preferred by the Melbourne sandbelt golf courses and sports field 
markets that account for up to half their sales.
Australian Seed and Turf also sells turf to landscapers, builders 
and direct to homeowners across the city, southern and 
northern suburbs and the Mornington Peninsula.
The most popular varieties among residential buyers have been 
Kenda Kikuyu for sites with full sun, and Buffalo for partially 
shaded environments.  
“Conditions always determine which variety is chosen,” Paul said. 
“If it was a full shade area, we wouldn’t send Kikuyu there because 
we know it struggles.”
Residential development is booming in the suburbs surrounding 
the Carrum Downs farm as Melbourne continues to grow by more 
than 300 people a day. But Paul says he’s seen no evidence that 
being local makes a difference when people buy turf.

“They’ll just Google what they want and contact whoever comes up 
in the search,” he said. “We’re competing mostly against the Lawn 
Solutions Australia network of growers who market very well. But 
we’re probably more competitive on price - which gets us a lot of 
attention.”
Turf is cut to order the previous day or on the same day as it is 
delivered or collected and there’s no such thing as an off-season.
“We cut year-round,” Paul said. “The busiest time for orders is 
early October. After the AFL Grand Final weekend everyone starts 
getting out and looking at their gardens.” 
Australian Seed and Turf employs 10 permanent full-time 
employees, three in the office, and an extra five casual staff during 
peak periods.
They have three covered wagon trucks on the road, using rigid 
12 pallet trucks with trailing forklifts on the back so turf can be 
delivered into city locations where a semi-trailer wouldn’t fit.

Paul said demand had been steady and they’d 
sold out of all varieties during each of the past 
four or five years.

By Sandra Godwin
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Paul said demand had been steady and they’d sold out of all 
varieties during each of the past four or five years. 
“We’re now out of stock until spring, which is why we’re 
expanding,” Paul said.
Work is underway to prepare another 30ha’s for the first plantings 
of Prestige Buffalo and more Kenda Kikuyu and Tall Fescue. 
The plan is to cultivate and level the paddocks, install a pop-up 
sprinkler irrigation system and plant the new area by November, 
giving it a full growing season before the first rolls are cut. Most of 
the turf from that area will be sold into the domestic market.
Paul said they had chosen Prestige Buffalo after conducting 
research and speaking to other turf growers, especially those 
along the Murray River between Victoria and New South Wales.
“They get a lot of frost, which we don’t get as much, but the colour 
difference between Prestige and the other Buffalo varieties really 
stood-out to us,” he said. “It held its colour better and it was a 
darker green for longer.” 
As part of the expansion, Paul visited the United States in July to 
look at bigger machinery that would “make life easier” and allow the 
business to start supplying maxi rolls of up to 30 square metres (m2).
Turf is currently harvested using two Brouwer auto stackers and 
two older hand stackers that produce 1m2 rolls.
While turf producers in other regions have struggled with drought 
and high-water prices, Paul said they were fortunate to have 
access to a steady supply of Class A recycled water.
The water is piped directly from Melbourne Water’s Eastern 
Treatment Plant at Bangholme, just a few hundred metres to the 
north of the farm. It is delivered under enough pressure to move 
around the irrigation system without the need for expensive 

pumps. The cost? About $110 a megalitre this year.
“It’s about 50 per cent more than last year, but it’s still cheap,” Paul 
said .
The soils are mostly a darker sandy loam. Sand has been imported 
onto paddocks growing Bent Grass and Fescue to match the 
specifications of golf courses.
That, says Paul, is their point-of-difference.
“We come from a golf course background so we’re producing 
superior turf,” he said. “Our main focus is the commercial side - 
whether it be golf courses or sports grounds and racecourses - not 
the domestic market. We also do a lot of consignment growing for 
golf courses.”
Paul said their biggest jobs to date had been for golf courses and 
the Royal Melbourne Golf Club*, at Black Rock, had been a client 
for the past 10 years.
Paul said he always looked forward to watching big golf 
tournaments on television.
“To see that on TV – the product you grow – on a world class stage, 
that’s pretty satisfying,” he said. “There’s a lot of things I don’t like 
about turf, including the weather, but that end result? I get a lot of 
satisfaction out of it.”
So, Paul will be glued to the screen in December, when Royal 
Melbourne hosts the prestigious Presidents Cup for the third time. 
While the crowds cheer on the teams led by Tiger Woods and 
Ernie Els, Paul will be paying close attention to how well the tees, 
fairways and putting greens stand up to all that traffic. 

*Royal Melbourne is ranked Number 1 golf course in Australia and 
Number 5 in the World.

Childhood vision yields superior turf for growing retail sector

“we come from a golf course background 
so we’re producing superior turf,” he 
said. “our main focus is the commercial 
side - whether it be golf courses or 
sports grounds and racecourses - not the 
domestic market.”
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For Sale 
John Deere – Gang Mower
$6000 

John Deere, 3235A Diesel Engine 
Gang Mower
This used Gang Mower is in 
great condition. It has a good, 
sturdy hydraulic lift.
The reels and cut bars are all in fairly good condition. Has 
clocked-up about 1900 hours so you know she’s been loved. 
Contact E: turfnt@hotmail.com or T: (08) 8984 9290
Turf NT, Middle Point, Northern Territory

Got something to BUY, SWAP or SELL?

If you have a harvester looking for a new home, or 
even a lawn mower, please send the details through 
to comms@turfbreed.com.au

You will need to provide a brief/details of what it 
is you are selling (along with a good quality photo) 
including the price and your contact details.

B U Y ,  S W A P  O R  S E L LB U Y ,  S W A P  O R  S E L L
For Sale 
Turf Push Off System
$1000 

Contact:  
Mark M: 0431 103 323
ETURF, Maitland, NSW

For Sale
Silvan Boom  
sprayer 12 meter
- PTO pump
- Modified single axle 

trailer with extended 
drawbar

- Bought from Auctions 
but never used

$24,000 inc GST 

Contact: Paul M: 0409 187 930 
E: paul@seedandturf.com.au 
Australian Seed and Turf Farm, Carrum Downs,  VIC 

t h e  l a t e s t  g r o w e r  n e w s  &  i n d u s t r y  u p d a t e s

Advertise in GROWTH and directly reach Australia’s leading Turf Growing Professionals. Email: comms@turfbreed.com.au

Wanted 
Turf Planter to buy or Hire
Nabiac – New South Wales: call Wayne M: 0408 486 672



PO Box 2034, Box Hill North, Victoria 3129
P (Administration): 1800 572 174    F: 03 8677 9499    E: admin@turfbreed.com.au

www.turfbreed.com.au

australia’s largest community of turf growers.


