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Gardening Under Plastic - $43.95
pemard Saif

This text offers information on gardening in poktunnels and cloches - the low
cost alternative to greenhouses. Practical information is included on the
construction or purchase of polytunnels, methods of cultivation, and problems

from pests and diseases that may strike beneath the plastic.
|ZBM: 0713454489 - Hardcover - Gardening

This title may he out of stock, we will confirm availahility
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Buy | Irritable Bowel Syndrome: the Mind Connection - $48.83

B. Williarms Sait
|=BM: 09657035594 - Paperback - Medicine and Nursing

This title may be out of stock, we will confirm availahility
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Push from the bush

1901 2001

! .
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* Suburban culture emerged during the 20t Century
* Provincial coastal culture now ascendant

* Underpinned by lifestyle-seeking baby boomers

* Edna Everage; Neighbours 1985; Kath & Kim 2002
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“We’'re goin’a surf city ... gonna have some
fun”

Gold Coast 12,616
Wyndham 7,877
Casey 7,376
Wanneroo 7,094
Blacktown 5,360
lpswich 4,961
Melton 4,921
Pine Rivers 4,806
Brisbane NW 4,318
Caboolture 4,238
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The City of Bunbury was the 97t fastest growing municipality on the
Australian continent with a net increase of 616 residents or 2.0% over
the 12 months to June 2005
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Why population shifts are important to
business

10,000 extra residents support job growth, eg:
3,700 new suburban households, or
6,700 new inner-city households
$82 million in new retail spending*
$28 million in new supermarket spending*
12 a Kmart
One cinema screen
7,500 cubic metres of pre mix concrete

*includes GST

Population loss reverses these markets
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Perthlings much prefer ‘up the coast’ or
‘down the coast’ to ‘treechange’

Wanneroo (C)
Mandurah (C)
Rockingham (C)
Gosnells (C)
Cockburn (C)

Swan (C)
Busselton (S)
Perth (C)
Stirling (C)
Kalamunda (S)
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Bleeding bush ... and the blooming beach

Palmerston——»

i,
_'.l\.l

4
SFed . +—Port Douglas

Broome——» ) .
+— Townsville

East Pllbara\\ ' #<—Proserpine

“«——Yeppoon

.+« Hervey Bay
i -«<——Noosa
| i«—Caloundra

L
- :f— Gold Coast

. <+— Coffs Harbour
- _ ' “+——Port Macquarie

Bunbury —» ¢ . §.. ' . ;ﬂiPortStephens

<——Nowra-Bomaderry
. +=——Narooma

Augusta-
M_argaret Denmark
River Victor Harbor

. i Macedon = -
Winners Areas of population loss Rangos .

L and growth between 1976 _-}'-?':—Sorell
OSerS  and 2005

© 2007 KPMG, an Australian partnership, is part of the KPMG International network. KPMG International is a Swiss cooperative. All rights reserved.
The KPMG logo and name are trademarks of KPMG.




Americans head for the desert

Areas of population
loss and growth Top 10 counties in population
between 1976 and 2005 growth over 12 months to June

Clark 62

Winners

Riverside 77 \ - g S
San Bernardino 47 ] Mol Losers

Orange 33 Tarrant 33

Collin 31

M 137
aricopa 13 Harris 52

Hillsborough 32

Lee 30

Source: US Census Bureau
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Population change: 2004 to 2005

Bdsselton
Mandurah
Bunbury

Hervey Bay
Mackay
Townsville
Nowra-Bomaderry
Sunshine Coast
Gold Coast
Toowoomba
Cairns

Mount Barker
Kempsey
Bundaberg
Ballarat

Brisbane
Singleton

Darwin
Livingstone (Yeppoon)
Alice Springs
Mount Isa
SEERVEUY
Great Lakes (Forster)
Perth

Bendigo
Eurobodalla (Narooma)
Coffs Harbour
Geraldton
Warrnambool
Nambucca Heads
Bathurst

Mildura

Lismore

Port Macquarie
Greater Taree
Albany
Gladstone
Ballina

Mount Gambier
Launceston
Melbourne
Shepparton
Griffith

Wagga Wagga
Newcastle
Albury-Wodonga
Geelong
Wingecarribee
Rockhampton
Wollongong
Orange

Hobart

Sydney

Dubbo
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Canberra
Adelaide

La Trobe Valley
Byron Bay
Burdekin (Ayr)
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Johnstone (Innisfail)
Goulburn

Grafton
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Bunbury is a city that is ‘racing away’ at the
edges ... probably causing a culture shift

Wil

Bunbury | Dardanup - Collie
2 0% | Part A -1.0%
L 7.2%

Dardanup -
. Capel - Part B
Part B 4.8%
4.3%

Bunbury is spilling to the north, to the south and to the east ... this is a
city on the move
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My town’s bigger than yours

2005 City 2005 Growth 2004/05
Rank Population No Y%pa

25 Rockhampton 69,126 946 0.8
26 Bundaberg 60,936 1,325 2.2
27 Bunbury 56,180 2,677 5.0
28 Wagga Wagga 53,488 563 1.1
29 Coffs Harbour 49,678 737 1.5

* Bunbury is now the 27t largest urban area in Australia

* In 1976, Bunbury contained 25,703 residents and ranked 35™
largest city in Australia

* At its current rate of growth, Bunbury will exceed 112,000
permanent residents by 2026 (similar to Darwin now)
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The South West Cape offers a work-from-

home lifestyle
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Gen Y is stretching the teenage years

Lifestyle Ret

—@®
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Source: ABS 2003a, 3302.0, 3102.0, 3222.0; Australia’s Health 2004 (AIHW)
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Characteristics of Generation Y

Born 1976-1991 ... now aged 15-30
Often a single child of baby boomer parents

Accustomed to negotiation with authority — boomers were
deferential

Matured to adulthood in prosperous times
Many live at home with mum & dad

Not committed in their 20s ... to marriage, mortgage, children,
careers

Different views on loyalty to friends, to workmates, to employers

Prefer deals not contracts and mentors not bosses

Highly educated, opportunistic and global in their thinking
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There Is a demographic logic behind the
rise of Generation Y ... in Australia ...

19350 2006

250,000+

‘BoomerH Gen X H GenY ‘

200,000

150,000

. 150,000/

1950 1955 1960 1965 1970 1975 1980 1985 1990 1995 2000 2005 2010 2015 2020 2025 2030 2035 2040 2045 2050

Net growth in working age population (15-64) over 100 years

Source: Australian Historical Population Statistics, ABS (2004)
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... In Japan ...

19350 2006

3,000,000

‘BoomerH Gen X H GenY ‘
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Net growth in working age population (15-64) over 100 years

Source: KPMG Property Advisory, Statistics Bureau of Japan (2006)
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The ageing of the average Aussie bride

Bridegrooms

Xer brides were
29 in 2002

Baby boomer brides
were 21 in 1971
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Source: Australian Demographic Statistics (3101.0); Marriages and Divorces (3310.0)
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Behold the Great Australian Man Drought

20 30 40 50 60 70 80

surplus

| 1 1 1
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Male deficit

30-39 1976 2005

Men 936,400 1,482,500
Women 882,200 1,497,900

Male surplus +54,200 -15,400

11 13 15 17 19 21 23 25 27 29 31 33 35 37 39 41 43 45 47 4951 53 55 57 59 61 63 65 67 69 71 73 75 77 79 81 83 85
w1976 mmm2005

Source: ABS 3201.0 (2004) Unpublished historical data (1976)
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Women born in 1972 have got it toughest

YE June
1968
1969
1970
1971
1972
1973
1974

1975

Source: ABS 3201.0

Men
137,000
139,000
144,000
148,000
154,000
159,000
149,000
148,000

Women
136,000
140,000
145,000
150,000
157,000
161,000
151,000
150,000

Male Surplus
+1,000
-1,000
-1,000
-2,000
-3,000
-2,000
-2,000
-2,000
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Young Kiwi men have fled New Zealand

20 30 40 50 60 /70 80

30-39 1991 2005

Male surplus

Men 265,800 283,400
Women 273,400 307,500

Male surplus -24,100

T T T T T T 17T

T T T 1T T 17717 T

T T 1T T T T 77T

Male deficit

0 13 16 19 22 25 28 31 34 37 40 43 46 49 52 55 58 61 64 67 70 73 76 79
w1991 =mm2005

Source: Statistics New Zealand
kpmg
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Baby boomers just won't die ... they are
reinventing a pre-retirement stage in life
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It doesn’t get any better after 43-48
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Boomers at their peak until June 2006 ... then the slide begins
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The rise of the retiree will underpin the
demand for lifestyle towns
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Source: Australian Historical Population Statistics (2004) & Population Projections, Australia, 2004 to 2101(2005)
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Different generations ... different values

Boomers

Born 1946-1961
Now aged 44-59
4.1 million

Idealistic; career-
orientated:
consumerist

» Promoted ‘young’ and
propped

* Peak income earning
1991-2005

» Succession planning,
advisory boards, non-
executive directors

* Inter-generational fight

© 2007 KPMG, an Australian partnership, is part of the KPMG International network. KPMG International is a Swiss cooperative. All rights reserved.

Gen X

Born 1961-1976
Now aged 29-44
4.4 million
Realists; cynical
Held back by “old fart
log-jam”

» Peak income earning
2006-2021

» Assuming positions
of high office now

» Must deal with baby
boomers in
retirement

The KPMG logo and name are trademarks of KPMG.

GenY

Born 1976-1991
Now aged 14-29
4.6 million (ultimately)

Experiential; ethicists;
uncommitted to career;
relationships

« Extended adolescence

Helicopter kids;
Kippers

Peak income earning
2021-2036

Technology savvy;
global thinking

Inherit boomer wealth

Kpmg




Why is the average Aussie bride ageing ...
and what are her prospects?

25-34 never married 1991 2001

Males 537,000 727,000
Females 352,000 568,000

Ratio 1.53:1 1.28:1

» Unattached blokes grew by 35%
« Unattached women grew by 61%

« Conclusion: Australian women are “raising the bar

Why are there so many eligible young
bachelors in Sydney?
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Bunbury’s Menopolis is the town centre

Bunbury CBD
2.1:1

Wil

«—— William Street/Beach Road




Further information & contact

The Big Picture — $29.95rrp out now

Bernard Salt’s column appears in The Australian
every Thursday

Bernard Salt’s columns appears monthly in
Property Australia and Wish Magazine

Population Growth Database 2006 now available
at $495: contact fmevans@kpmg.com.au

Contact: Bernard Salt (03) 9288 5047;
bsalt@kpmg.com.au; www.bernardsalt.com.au
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