


contents

Introduction.................................................2

Age Profile...................................................3

Household Profile.........................................4

Level of Education........................................5

Household Income.......................................5

Income Quartiles..........................................6

Industry of Employment........................... 6 -7

Birthplace....................................................7

Internet Connection.....................................8

Summary.....................................................8

Clarinda Shopping Centre

Clarinda Shopping Centre > Demographic Profile 1



This document provides information relating to the primary local market demographics of 
the area surrounding the Clarinda Shopping Centre. Knowledge relating to the types of residents 
living within proximity to the shopping centre can help focus business activities on the primary 
market and/or products more directed at those most likely to be using/buying them.

It is important to recognise that our population is constantly changing due to our birth and death 
rates, and people moving into and out of the area. Businesses must acknowledge that the 
residents they were servicing five years ago may have changed and that new residents with different 
demographic characteristics are now living in the area.   

Clarinda Shopping Centre is most likely frequented by people living in Clarinda, Heatherton, 
Clayton South, Clayton and Oakleigh South (Kingston and Monash).  This area has a total population 
of over 45,500 residents living in 17,000 dwellings.  

.  
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The following analysis looks at key Census demographics and the changes that have occurred in 
this area from 2001 to 2006.  In particular it looks at the Age Profile, Household Profile, Level of 
Education, Industry of Employment, Birthplace and Internet Use.

Persons

Age Group

Age Profile

Between the last two censuses the population of this area increased by approximately 1,500 
residents.  Within this increase there have been some significant changes in the age profile from 
2001 to 2006. The most significant increase has been a 28% increase in the 18 to 24 age group 
(almost 1,800 additional residents). There has also been an increase of almost 700 residents in 
the 25 to 34 age group. These two increases may be largely attributed to students living in close 
proximity to Monash University.

There have also been increases in the 60 to 69 and 70 to 84 age groups with additional 260 and 
240 residents respectively.  

The most significant decrease has been an 11% reduction in the number of 5 to 11 year olds; almost 
400 fewer residents.

Age Profile
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There has been an approximate 5% reduction in the number of couples with children, and an 
8% increase in the number of couples without children. This correlates to the fewer children in 
the younger age groups in 2006 compared to 2001.  

However, the most notable difference from 2001 to 2006 is the 16% increase in lone person 
households. This equates to almost 450 more lone person households. It is likely that many of 
these would be a combination of students and elderly persons.  

Household Profile

Household Structure

Household Type
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This area has seen a substantial change in the educational qualifications of its residents. There 
has been more than a 55% increase in the number of residents with a Bachelor Degree or 
Higher and a 45% increase in the number of residents with an Advanced Diploma or Diploma.  
This equates to 2,800 additional residents with a Bachelor Degree or Higher, and 850 more 
residents with an Advanced Diploma or Diploma.  

Of equal importance is the decrease in the number of residents living in this area with no 
qualification. This has fallen by almost 1,600 residents.

Level of Education

Annual Household Income Quartile Ranges

 	        2006	      2001

Lowest group	 Nil to $29,747	 Nil to $24,037

Medium lowest	 $29,748 to $56,088	 $24,038 to $46,267

Medium highest	 $56,089 to $94,621	 $46,268 to $77,452

Highest group	 $94,622 and over	 $77,453 and over

Persons

Household Income

Household income groups are not comparable over time due to the influences of economic change such 
as wage level fluctuations and inflation.  Income quartiles allow us to compare relative income-earning 
capabilities across time.  The table below sets out the income quartile ranges for 2001 and 2006.

Educational 
Qualification
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From 2001 to 2006 the most significant change in household income has been a 21% increase 
in the number of households within the lowest group. This equates to an increase of 750 
households in this group.

Income Quartiles

Industry of Employment

The most popular industries of employment for the people living in this area have remained 
relatively unchanged from 2001 to 2006 – Manufacturing , Retail Trade and Property/Business 
Services. The greatest change has been a 18% reduction in the number of persons working in 
the Manufacturing industry (over 750 residents). There has been a 28% increase in the number 
of people employed in Health and Community Services industry (400 residents).    

No. of Households
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Industry of Employment (con’t)

Birthplace

This area has seen some substantial changes in the birthplace of its residents between the last 
two censuses.  The most noticeable differences are the 150% increase in Chinese born residents 
and the almost 60% increase in Indian born residents. This equates to an additional 1,500 and 
900 residents respectively. There has also been an increase of 300 Malaysian born residents.

From 2001 to 2006 the greatest decreases have been in Greek (200 residents), United Kingdom 
(175 residents) and Italian (175 residents) born residents.  

20062006

Country of Origin
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The type of internet connection at residents’ 
houses was a new question on the 2006 Census.  
(The question relating to internet use in 2001 
was whether you had used the internet in the 
past week.)  While the results show that 66% of 
households have some form of internet connection, 
it is just as interesting to consider that 34% of 
households have no internet connection. This does 
not mean that people within these households do 
not use the internet at all, as there are other 
opportunities to use the internet such as at 
Monash University, the workplace, libraries or 
friends or family homes with internet. 

What does this mean for businesses within the 
Clarinda Shopping Centre?
It is envisaged that businesses within the Clarinda Shopping Centre will use the information provided 
in this booklet to gain a better understanding of the demographic makeup of the residents living in 
close proximity to the shopping centre, and to consider how the goods and services offered by their 
business relate to the local residents.

In the past five years this area has seen a shift in the educational qualifications of its residents, and now 
there is a higher proportion of highly educated residents than in 2001.  

The age structure changes within this area show that there is a growing opportunity to target 
products or services relevant to university students and to the older age groups as these are the fastest 
growing groups within the age profile.  

Although family households still make up a large proportion of households within this area, lone 
person households are increasing and the needs of persons living alone should also be taken into 
consideration.

Products which reflect the changing ethnicity of the local residents should also be seen as a business 
opportunity, particularly with the significant increase in Chinese and Indian born residents.

The facts laid out in this booklet should provide you with a good understanding of the demographic 
characteristics of the residents in your local area, how they have changed in the past five years, and 
how you can use this information to adapt your business to target those living in your area.
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