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1. Brisbane 17,368
2. Gold Coast 13,210
3. Moreton Bay 11,831
4. Wyndham 8,874
5. Sunshine Coast 8,734
6. Wanneroo 8,552
7. Casey 8,014
8. Ipswich 6,104
9. Melton 6,016
10. Cairns 5,985
Total Australia 354,507

Source: Australian Bureau of Statistics; Statistics New Zealand; KPMG

• Top 10 growth areas in Australia and New Zealand over 12 months to 
June 2008

Three of Australia’s 10 fastest growing places 
on the coast 

Manukau 7,210   
Auckland 4,860   
Waitakere 2,940   
North Shore 2,720   
Wellington 2,330   
Hamilton 1,890   
Rodney 1,770   
Tauranga 1,650   
Franklin 1,040   
Waikato 810 
Total New Zealand 40,300

… all of NZ on the North Island
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Australians are on the move … to the coast

Losers
Winners

Areas of high 
population growth 
(>2% pa) and loss 
(<1% pa) between 
1986 and 2008

Source:  Australian Bureau of Statistics; KPMG
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Anticipate storage demand around ‘surge 
points’ in the Australian demographic profile

Source: ABS Historical Population Statistics, 2006, Department of Health and Ageing Population Projections, 2007

• Net change in Australian population by 5-year age group over 10 years 
to 2007 and 10 years to 2017

Absolute Growth 1997-07 Absolute Growth 2007-17

Mature adults
• Seachange/treechange
• Downshifting
• Separation & divorce
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Young adults
• Apartments
• Travelling
• Small blocks

Boomer Retirees
• Grey nomads
• Downshifting

Kids
• Toys
• Books
• Cots
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Engage with the newest Australasian tribes …
the Chinese and the Indians

Growing
Extra 2006

1. China 64,324 206,589 
2. India 52,034 147,105
3. New Zealand 37,616 389,466
4. South Africa 25,180 104,131 
5. Philippines 17,012 120,541

Contracting
Loss 2006

1. Italy -18,867 199,123
2. Greece -6,152 109,989
3. Poland -5,616 52,256
4. Netherlands -3,571 78,923
5. Malta -3,143 43,701

• Most growth and loss by place of birth in Australia and New Zealand, 2001-
2006

Source:  Australian Bureau of Statistics; Statistics New Zealand; KPMG

Australia
Growing

Extra 2006
1. China 39,170 78,120
2. England 24,200 202,400
3. India 22,50 43,340
4. South Africa 15,620 41,680
5. Fiji 12,020 37,750

Contracting
Loss 2006

1. Hong Kong -3,620 7,690
2. Taiwan -1,720 10,760
3. Cook Islands -530 14,700
4. Niue -480 4,850
5. Croatia -210 2,070

New Zealand
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Couples and singles are a dominant life form in 
all major cities

Total
1. Sydney 56,607
2. Melbourne 86,613
3. Brisbane 51,426
4. Perth 34,515
5. Adelaide 10,203
6. Gold Coast 20,002
7. Newcastle 7,276
8. Canberra 7,751
9. Wollongong 2,732
10. Sunshine Coast 10,119
11. Hobart 1,941
12. Geelong 3,013

• Net growth in households by household type 2001 - 2006
Source: Australian Bureau of Statistics; KPMG

Singles Couples OPF MD&K Group
22,739 17,931 11,250 5,090 278
27,260 28,488 13,123 10,976 6,598

8,431 19,866 5,589 14,228 2,841
9,718 14,974 2,542 6,389 707
3,953 4,785 2,080 -1,709 1,057
3,503 6,681 2,014 7,041 736
2,344 3,549 1,472 -144 128
1,798 3,749 310 852 1,040
1,720 1,045 966 -1,003 84
1,967 3,867 851 2,963 464

359 1,206 324 -282 290
1,262 1,186 615 -102 55
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Inner Sydney and Melbourne have attracted 
around 65,000 new residents over 10 years

• Population June 2008 was 259,000 
up 68,000 over 10 years and 6,000 
over 12 months

Melbourne

Source: Australian Bureau of Statistics; KPMG

• Population June 2008 was 338,000 
up 61,000 over 10 years and 3,000 
over 12 months

Sydney
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Mum, dad & the kids are on the back foot …
whereas singles and couples are on the rise

• Mum, Dad & the Kids has been the leading social structure at the
household level in Australia for several decades

• By 2021 ‘families’ and couples are eclipsed by singles – who then pull 
ahead in 2020s

Source: Australian Bureau of Statistics; KPMG

1991 2001 2031
% % %

Singles 20 24 31
Couples 24 26 29
One-parent family 10 11 11
Mum, Dad & the Kids 41 33 24
Group households 5 4 3
Other family 1 1 1
Households (‘000s) 6,450 7,789 11,580



5

© 2009 KPMG, an Australian partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International, a Swiss cooperative. All rights reserved. KPMG and the KPMG logo 
are registered trademarks of KPMG International.  Liability limited by a scheme approved under Professional Standards Legislation.

0 9010 20 30 40 50 60 70 80

Source:  United Nations Statistics Division; KPMG

Changes to life expectancy results in new 
lifecycle stages … perhaps requiring storage

Child Adult Old
1929 63

• Change in life expectancy over 80 years in Australia and New 
Zealand

Aust NZ
Child Adolescence Lifestyle OldRetired

2009 82
Adult

79

Child Teen OldAdult
1969 71 71

66
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1950 20502009

Source:  Australian Bureau of Statistics; KPMG

Boomer Gen X Gen Y

200,000

There is a ‘demographic faultline’ running 
through the Australian workforce

• Net growth in working age population (15-64) over 100 years in 
Australia based on 2004 and 2008 outlook
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The new forecasts change the outlook for 
Melbourne … to Melbourne @ 5 Million

• Net growth in total population in Melbourne, 1950-2050
Source: Australian Bureau of Statistics; KPMG

1.302m 3.892m 5.024m - 6.460m

• 45k over 58 years
• 27k over 42 years (old)
• 61k over 42 years (new)
• ~ 2.6m extra by 2050
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Established households now storing furniture 
that was once thrown out … perhaps for Gen Y

Then 1997 - 2008

• Era of high consumerism … and 
of ‘corporate high-flyers’

• ‘Live for the moment’ … pay in the 
future

• Plasma TVs, McMansions, Manolo 
Blahnik shoes

• Easy credit … rising house prices

• Celebration of the individual …
confidence in the future and in 
ourselves

Recession

Consumers driven by 
“Aspirationalism”

• Rise of the moral consumer … the 
new Wowserism

• Anti-drinking, smoking, speeding, 
gambling, junk-food (obesity) …
concern about corporate excess

• Rise of Green, ethical & traditional 
values:  celebrities & LG

• Fear drives a retreat to the security 
of the herd, the tribe, the family, 
familiar brands?

Now 2009+

Consumers driven by a 
“New Morality”
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Gen X expanding in place rather than ‘trading-
up’ during the GFC … perhaps need storage?

• Baby boomers - “There goes my early retirement”
- Boomers hadn’t saved enough before the crash
- No time to recover from GFC
- Returning to or engaging with the workplace

• Generation X - Wrong time to be 33-43
- Mortgage, kids & single income
- Unlucky generation … but sick of Gen Ys
- Moving into leadership roles

• Generation Y - Never experienced recession
- First time someone has said “no”
- Learn the lesson of the downturn
- See value in asset and commitment

• Generation Z - Prudent, connected, technophile
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The Great Australasian Man Drought … Stage 
3A restrictions now apply
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• Percentage difference in the number of men and women in Australia 
and New Zealand by individual year in 2006

M
or

e 
m

en
M

or
e 

w
om

en

Source: Australian Bureau of Statistics; Statistics New Zealand; KPMG
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