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Glossary of Terms and Definitions 

 
Tourism Industry – Mornington 
Peninsula 

Refers to all businesses that are members of Mornington 
Peninsula Tourism. 

MPT Mornington Peninsula Tourism. 
Tourism Sector Refers to the category of tourism businesses, namely 

accommodation, antiques/galleries/art & craft, attractions, 
golf, restaurants, tours and activities and wineries. 

Median The number in the middle of a set of numbers; that is, half 
the numbers have values that are greater than the 
median, and half have values that are less. 

Employment Refers to all full time, part time and casual employees in a 
business including the business owner/operator unless 
specified. 

Capital Investment Refers to all expenditure in a business that relates to 
acquisition of additional land, buildings and/or plant and 
equipment used at some level in the operation of 
business. 

Business Income Refers to all revenue generated in the business. 
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1 Highlights for 2006 

• Jobs in tourism grew by 6% over 2006.  

• More than a quarter of tourism businesses reported a growth in business income 
of more than 20% in 2006 – the strongest growth recorded since this question 
was first asked in 2000.   

• Businesses have high expectations for growth in business income in 2007.  

Employment 

• Mornington Peninsula Tourism member businesses employed an estimated 3,646 
persons in 2006. 

• Jobs in tourism grew by 6% during 2006. 

• 25% of tourism businesses expect to increase employment in 2007. 

• 40% of people working in MPT member businesses were employed on a part time basis. 
A further 31% were employed full time.  

• There was a shift in 2006 away from casual employment and towards part time 
employment.  

Capital Investment 

• MPT member businesses invested an estimated $25.6 million in capital items in 2006. 

• The average capital investment per business in 2006 was $71,000.  

• Total Capital investment intended for 2007 is $31.7 million. 

Business Income 

• 75% of tourism businesses reported an increase in income during 2006. 

• 44% of businesses reported an increase in income of more than 10% in 2006. 

• The proportion of businesses reporting an increase in turnover of more than 20% 
increased significantly from 19% of all businesses in 2005 to 26% in 2006. 

Visitor Markets 

• 49% of customers to Mornington Peninsula Tourism businesses came from Melbourne, 
10% came from Country Victoria, 11% came from interstate and a further 7% came from 
overseas. The remaining customers were locals. 

• New South Wales was the Mornington Peninsula’s most important interstate market in 
2006. 
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• The United Kingdom was the most important overseas visitor market for the Mornington 
Peninsula in 2006, followed by New Zealand. 

Training 

• 57% of businesses undertake training, 29% of which occurs in the Melbourne 
metropolitan region.  

• 38% of businesses use a TAFE institution for their training. 

• 40% of businesses stated that training and education provided did meet their needs. 
36% were unsure, and 24% responded that training does not meet their needs. 

Marketing 

• 53% of Mornington Peninsula tourism businesses currently have a marketing plan. 

• The internet is the area of highest marketing importance. 96% of businesses use email, 
79% of businesses have their own website, and 57% promote themselves on the MPT 
website. 

Shire Services and Events 

• 93% of businesses used the MPT Visitor Information Centre, the most for any Shire 
service. 

• 73% of businesses felt that off-peak events would benefit their business. 

Weddings 

• 61% of all businesses believe they receive income from weddings on the Mornington 
Peninsula. 

• 11% of all business income was attributed to weddings for Mornington Peninsula tourism 
businesses. 

• 68% of businesses responded that an increase in weddings would benefit their business. 

Business Impacts 

• According to businesses, the biggest issue facing the Mornington Peninsula is “Over 
Development” (30%). 
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3.1.3 Employment Change 2006 

The following graphs show levels of employment change in tourism businesses during 2006 
by type of employment and sector.1 
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Main Points 

• Across all sectors there was a 6% net increase in the number of jobs during 2006.  

• “Golf” and “Attractions” had the highest increase in employment of all tourism sectors 
(11% and 10% increases respectively). 

• The “Antiques, Galleries and Art and Craft” sector was the only sector to decrease 
employment in 2006 (-4%). 

•  Part time employment grew the most of all employment types with an increase of 9% 
in 2006, followed by Casual (5%) and Full time (3%) employment. 

 
1.  The results do not account for changes in employment type. For example, if a business employed a total of two full time staff 
at the start of 2006, and a total of three casual staff at the end of 2006, it is considered to be a net increase of one job.
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3.1.4 Employment Change 
2005-2006 

Businesses were asked if their 
employment numbers had decreased, 
remained the same, or increased in 2006 
compared with 2005. 

 

Decrease 
5%

Same 
65%

Increase 
30%

 

 

Main Points 

• 65% of businesses employed the 
same number of persons in 2006 as 
in 2005. 

• 30% of businesses increased their 
employment numbers, while only 5% 
reported a decrease in employment 
in 2006. 

 

 

 

Employment Change by Tourism Sector 
(2005-2006) 
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Main Points 

• 56% of “Restaurants” businesses 
reported an increase in employment 
from 2005 to 2006, the most of any 
tourism sectors. 

•  The “Wineries” (46%) and “Other” 
(42%) sectors also reported large 
increases in employment. 

• 18% of “Antiques, Galleries and Art 
and Craft” businesses reported a 
decrease in employment from 2005 
to 2006, the most of any sector.  

 



 

Urban Enterprise Pty Ltd 12            Health of Tourism on The Mornington Peninsula 2006  
10 August 2007 

3.1.5 Employment Intentions 
for 2007 

Businesses were asked if they expected 
employment to increase, decrease, or 
remain the same for 2007. 

Decrease 
2%

Same 
73%

Increase 
25%

 

 

Main Points 

• 25% of businesses expect to 
increase employee numbers during 
2007, with only 2% expecting a 
decrease. 

• 73% of businesses expect that 
employment will remain the same for 
2007. 

 

 

Employment Intentions for 2007 by 
Sector 
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Main Points 

• 60% of “Restaurants” businesses 
intend to increase employment 
numbers in 2007, the largest of any 
tourism sector, followed by “Other” 
(54%). 

• 18% of “Antiques, Galleries and Art 
and Craft” businesses intend to 
reduce employment, as well as 6% of 
the “Wineries” sector.  
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3.2 CAPITAL INVESTMENT

3.2.1 Total Capital 
Investment by Sector  

The following table shows the average 
and total capital investment by tourism 
industry sectors in 2006. 

#Note: total investment figures are 
extrapolated results. 

 
Sector Average Total 

Accommodation $40,892 $6,297,291 

Ant/Gall/A&C $13,314 $279,600 

Attractions $170,835 $3,075,023 

Golf $164,998 $2,804,974 

Restaurants $27,875 $669,000 

Tours & 
Activities $182,655 $6,758,221 

Wineries $84,068 $5,800,705 

Other $36,814 $773,094 

Total $71,023 $25,639,284 

 

Main Points 

• Across all survey respondents, the 
average capital investment made per 
business during 2006 was $71,023. 

• The sector with the largest average 
capital investment was “Tours and 
Activities” ($182,655). 

• Total capital investment made by 
MPT member businesses in 2006 is 
estimated at $25.6 million. 

• The “Tours and Activities” sector 
($6.7 million), “Accommodation” 
($6.3 million) and “Wineries” ($5.8 
million) invested the most capital in 
2006. 

3.2.2 Capital Investment by 
Type of Investment 

The graph below illustrates the types of 
capital investment made by the tourism 
industry. 

Capital Investment by Type 
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Main Points 

• Of the total amount invested by MPT 
member businesses, 37% was spent 
on “New Buildings”.  



 

Urban Enterprise Pty Ltd 14            Health of Tourism on The Mornington Peninsula 2006  
10 August 2007 

Total Investment by Type of Investment 

The following table shows the estimated 
capital investment made by MPT member 
businesses in 2006. 

#Note: total investment figures are 
extrapolated results. 

 

Type  
Total 
Investment 

 New buildings   $       9,592,943 

 Landscaping / gardening   $       3,767,171 

 Machinery / plant   $       3,392,119 

 Renovations / extensions   $       2,651,855 

 Fittings / furnishings   $       2,481,243 

 Equipment / office supplies   $       1,976,769 

 Vehicles /boats   $       1,777,184 

 Total   $    25,639,284  

 

Main Points 

• The largest sectors in terms of total 
capital investment are “New 
Buildings” ($9.6 million), 
“Landscaping / gardening” ($3.8 
million) and “Machinery / plant” 
investment ($3.4 million). 

 

3.2.3 Expected Investment  

Expected Capital Investment by Sector 

The following table shows total expected 
capital investment by “investment type” in 
2007. These investment expectations do 
not include major new projects. 

#Note: total investment figures are 
extrapolated results. 

 
Sector Average  Total 

Accommodation  $ 74,530   $ 11,477,656 

Ant/Gall/A&C  $ 6,786   $ 142,500  

Attractions  $ 217,000   $ 3,906,000  

Golf  $ 345,851   $ 5,879,473  

Restaurants  $ 75,075   $ 1,801,800  

Tours & Activities  $ 58,344   $ 2,158,719  

Wineries  $ 70,500   $ 4,864,500  

Other  $ 15,018   $ 315,382  

Total  $ 87,928   $ 31,741,996 

 

Main Points 

• The total amount of expected capital 
investment for 2007 is $31.7 million. 

• The “Accommodation” sector expects 
to invest an estimated $11.5 million1.  
This represents more than a third 
(36%) of the intended total 
investment for 2007. 

• The “Golf” sector intends to invest 
$5.9 million and “Wineries” a further 
$4.9 million in 2007. 

 

 

 

 

 
1. New Buildings and renovations planned for two 
accommodation businesses account for a large proportion 
of this sector’s future investment.  

 



 

Urban Enterprise Pty Ltd 15            Health of Tourism on The Mornington Peninsula 2006  
10 August 2007 

3.3 BUSINESS INCOME

3.3.1 Business Income 2006 

The following graph shows the change in 
business income for the survey 
respondents. 

Change in Business Income (Turnover) 
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Main Points 

• 75% of tourism businesses reported 
an increase in income in 2006. 

• Only 8% of businesses reported a 
decrease in income in 2006. 

• 17% of business reported no change  
in income. 

• Around a quarter of businesses 
(26%) reported an increase in 
income of more than 21%. 

 

 

 

 

 

 

 
Note: Percentages shown are rounded amounts. 

 

 

Change in Business Income (Turnover) 
by Tourism Sector 
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Main Points 

• “Wineries” (84%) had the highest 
increase in income in 2006. 

• 18% of “Tours and Activities” and 
17% of “Antiques/Galleries/Art & 
Craft” businesses surveyed reported 
a decrease in business income in 
2006. 

• No “Attractions” or “Golf” businesses 
reported a decrease in business 
income in 2006. 
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3.3.2 Expected Business 
Income for 2007 

The graph below shows the expectations 
that businesses have in respect to income 
for 2007. 

Decrease 
2% No 

Change 
30%

Increase 
68%

 

Main Points 

• 68% of businesses surveyed expect 
an increase in business income in 
2007.  

• Only 2% expect a decrease in 
business income.  

 

Expected Business Income by Sector 
(2007) 
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Main Points 

• 89% of “Restaurants” sector 
respondents expect an increase in 
business income in 2007.  

• At least half of all sectors expect an 
increase in business income in 2007.  

• 8% of businesses in the 
“Antiques/Galleries/Art & Craft” 
sector expect a decrease in business 
income in 2007, the highest of any 
sector. 
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3.4 MARKETS 

3.4.1 Customer Origin 
(Visitors Only) 

The graph below shows the origin of 
customers to Mornington Peninsula 
tourism businesses in 2006. 

 

Melbourne
64%

Country Vic
13%

Interstate
14%

Overseas
9%

 

Main Points 

• 64% of customers to Mornington 
Peninsula tourism businesses reside 
in Melbourne. 

• 14% are from interstate, 13% are 
from Country Victoria and 9% reside 
overseas. 

 

 

 

 

The following table displays the origin of 
visitors for each tourism sector. 

 

 Sector Melb. 
Country 

Vic 
Inter-
state 

Over-
seas 

Accommodation 64% 14% 14% 8% 

Ant/Gall/A&C 58% 12% 18% 11% 

Attractions 59% 18% 12% 11% 

Golf 77% 12% 8% 4% 

Restaurants 66% 13% 16% 5% 

Tours&Activities 64% 12% 11% 13% 

Wineries 65% 8% 18% 9% 

Other 56% 14% 15% 15% 

 

Main Points 

• Melbourne visitors constitute at least 
half of the custom of all sectors. 

• 77% of “Golf” customers come from 
Melbourne. 

• 18% of “Attractions” customers come 
from Country Victoria. 

• The “Tours & Activities” sector draws 
13% of Overseas customers. 
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Comparison of Visitor origin with Tourism 
Indicators Research (TRA data) 

The following table compares the data 
taken from the MPT member business 
survey and research undertaken by 
Tourism Research Australia (TRA) for 
visitation to the Peninsula Tourism 
Region. 

The Health of Tourism research highlights 
that the Interstate and Country Victoria 
impact on business is higher than that 
shown in the Tourism Industry research 
(TRA). 

 

Visitor Origin 
Heath of 
Tourism. 

Tourism 
indicators 

Melbourne 64% 89% 

Country Victoria 13% 8% 

Interstate 14% 3% 

International 9% n/a 
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3.4.2 Customer Origin (All 
Regions) 

When including local customers (i.e. 
Mornington Peninsula residents and 
holiday homeowners) as well as visitors, 
tourism businesses reported that almost 
one quarter (24%) of their customers are 
locals. 

 

Melbourne
49%

Local
24%

Interstate
11%

Country 
Vic

10%

Overseas
7%

 

 

 

 

 

The following table displays the origin of 
customers for each tourism sector.   

 

Sector Local Melb. 
Country

Vic 
Inter-
state 

Over-
seas 

Accommodation 8% 59% 13% 13% 8% 

Ant/Gall/A&C 46% 31% 6% 10% 6% 

Attractions 38% 37% 11% 8% 7% 

Golf 53% 36% 6% 4% 2% 

Restaurants 43% 37% 7% 9% 3% 

Tours&Activities 31% 44% 9% 7% 9% 

Wineries 28% 48% 6% 13% 6% 

Other 51% 27% 7% 7% 8% 

 

Main Points 

• “Accommodation” business attracts 
the highest proportion of patrons 
from Melbourne (59%) of all tourism 
sectors.   

• More than half (53%) of “golf” custom 
comes from local residents.   

• “Tours & Activities” draws the highest 
proportion of Overseas customers 
(9%) 
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3.4.3 Interstate Markets 

Businesses were asked to rank the 
importance of the following interstate 
markets to their business, 1 being the 
highest importance, 7 the lowest. 

#Note: Interstate visitors account for 11% 
of all customers to Mornington Peninsula 
tourism businesses. 

 

 

Main 
Point
s 

• The most important interstate market 
for tourism business in 2006 was 
New South Wales.  

• This is followed by Queensland and 
South Australia. 

3.4.4 Overseas Markets 

The following table indicates the 
importance of the overseas markets for 
the Mornington Peninsula businesses. 

# Note: Overseas guests account for 7% 
of customers to Mornington Peninsula 
tourism businesses in 2006. 

 

Main Points 

• The United Kingdom is the largest 
overseas market for Peninsula 
businesses, followed by New 
Zealand.  These two regions make 
up the ‘Primary’ overseas market.  

• Singapore and the USA were also 
significant overseas markets in 2006. 

 

Ranking Market 
Market 
Description 

1 United Kingdom 

2 New Zealand 

Primary 

 

3 Singapore 

4 United States 

Secondary 

 

5 Germany 

6 China 

7 Malaysia 

8 Japan 

9 Hong Kong 

 

Tertiary 

 

 

 

10 Other Europe 

11 Other Asia 

12 Netherlands 

13 Pacific 

 

Other 

 

 

Rank Market 
Median 
Ranking 

1 New South Wales 1 

2 Queensland 2 

3 South Australia 3 

Tasmania 

Western Australia 

 

=4 

 ACT 

 

5 

 

7 Northern Territory 7 
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3.5 TRAINING 

3.5.1 Location of Training 

Businesses were asked where their staff 
currently undertake training and education 
to improve their skills.  

No 
Training 

43%Melbourne 
29%

Other 28%

 

Main Points 

• 43% of businesses do not currently 
undertake training.  

• 57% of businesses undertake 
training, 29% of which occurs in the 
Melbourne metropolitan region.  

 

Location of Training by Sector 

The graph below shows the responses by 
tourism sector. 
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Main Points 

• 89% of “Restaurants” and 85% of 
“Golf” businesses currently undertake 
training.  

• 66% of “Accommodation” businesses 
do not undertake training.
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3.5.2 Training Institutions 

The graph below shows the type of 
institution used by respondents for 
training.  

TAFE
38%

University
2%

Other
59%

 

 

Main Points 

• 38% of businesses use a TAFE 
institution for their training.  

• Only 2% of businesses use a 
University for training purposes.  

• 59% of businesses use training 
resources other than a TAFE or 
University. These include: 

−  In house training; 

−  Industry based training; 

−  Local workshops; 

−  Conferences/seminars; 

−  Local council; and 

−  Tourism organisations. 

 

 

Training Institutions by Sector 

The graph below shows the responses by 
tourism sector. 
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Main Points 

• 50% of Wineries and Golf 
businesses who undertake training 
do so through TAFE institutions.  

• 8% of “Golf” businesses who 
undertake training do so through a 
university. This is followed by 
“Attractions” businesses (7%) and 
Wineries” (4%).  
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3.5.3 Training Needs 

Businesses were asked whether training 
and education courses provided meet 
their business needs.  

No
24%

Not Sure
36%

Yes
40%

 

Main Points 

• 40% of businesses stated that 
training and education provided did 
meet their needs. 

• 36% were unsure, and 24% 
responded that training does not 
meet their needs.  

 

Training Needs by Sector 

The graph below shows the responses by 
tourism sector. 
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Main Points 

• The training and education needs of 
50% of “Tours and Activities” 
businesses were not met. 

• This is followed by “Restaurants” 
(33%) and “Other” businesses (33%).   

• 67% of all Golf businesses were 
satisfied that training and education 
needs are being met, the most of any 
sector.  

 

The following list shows courses/training 
programs that are required by businesses 
but are not currently provided. 

• Accommodation industry marketing; 

• Advanced wine making / viniculture; 

• Business growth, self promotion; 

• Computer classes, software; 

• Confectionary courses; 

• Cooking apprenticeships and OH&S; 

• Coxwain courses; 

• Customer service, merchandising; 

• Driver training; 

• Hospitality, including Certificate III; 

• Licencee first steps; 

• Management, business development; 

• Marketing; 

• Motel management, house cleaning 
for motels; 

• Overview of the structure of national, 
state, regional and local tourism; 

• Photography; 

• Retail sales skills; 

• Simplified record keeping; 

• Supervisory training; 

• Wine sales, tasting and cellar hand.
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3.6 MARKETING

3.6.1 Marketing Plan 

The graph below shows the 
proportion of businesses that 
currently have a marketing plan.  

No
48%

Yes
53%

 

Main Points 

• Almost half of Mornington Peninsula 
tourism businesses currently do not 
have a marketing plan. 

3.6.2 E-Technology 

The following graph shows the e-
technology used by Mornington 
Peninsula businesses.   
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57%

28%

14%
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Other
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Main Points 

• 96% of businesses use email. 

79% of businesses have their own 
website, and 57% promote 
themselves on the MPT website.  

3.6.3 Allocation of Marketing 
Resources 

The following graph shows the 
marketing resource allocation of 
businesses.  
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25%
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other
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Main Points 

• Over 80% of businesses allocate 
resources to the “internet” for 
marketing.  

• Significant marketing resources are 
also allocated to “Travel / holiday 
brochures” (55%) and the “Yellow 
Pages” (40%).  
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3.7 COUNCIL SERVICES

3.7.1 Use of Council Services

Current Usage 

Businesses were asked whether they 
used the following Shire Council 
services.  

 

93%

46%

41%

35%

23%

20%

8%

MPT Visitor Info Centre

MPT industry 
network/training functions

MPT marketing service

MPBOnline

Women in the Workplace

Information and training 
sessions

MPT Accommodation 
booking service

 

Main Points 

• 93% of businesses used the MPT 
Visitor Information Centre, the most 
of any Shire Council service. 

• This is followed by MPT industry 
network / training functions (46%) 
and the MPT marketing service 
(41%). 

• Mornington Peninsula Business 
Online is used by over one third of 
tourism businesses. 

 

Future Usage 

Businesses were asked whether they 
intend to use the following services in 
the future. 

60%

48%

42%

30%

29%

28%

9%
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MPT industry 
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MPT marketing service
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Main Points 

• 60% of businesses plan to use the 
MPT Visitor Information Centre in the 
future, the most of any Shire Council 
service. 

• This is followed by MPT Industry 
network / training functions (48%) and 
the MPT marketing service (42%). 
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3.7.2 Off-Peak Events 

Businesses were asked whether they 
felt off-peak events benefited their 
business.  

73%

89%

89%

77%

75%

71%

67%

60%

55%

Total

Golf

Restaurants

Accommodation

Attractions

Wineries

Ant/Gall/A&C

Tours&Activities

Other

 

Main Points 

• 73% of businesses felt that off-peak 
events would benefit their business. 

• The “Golf” (89%) and “Restaurants” 
(89%) sectors had the highest 
proportion of businesses who felt that 
off-peak events would benefit their 
business. 

• The “Tours and Activities” (40%) 
sector had the highest proportion of 
businesses who felt that off peak 
events would not benefit their 
business.    

 

 

The following is a list of suggested ideas by 
businesses for off-peak events on 
Mornington Peninsula. 

 

• Orchid show; 

• Antique show; 

• Evening events to encourage 
overnight stays; 

• Art and olives festival; 

• Ballooning competition; 

• Car race/rally; 

• Walkathon; 

• Billy cart derby; 

• Cherry blossom folk festival; 

• Pop, jazz or contemporary music 
festival or concert; 

• Conferences; 

• School visits; 

• Triathlon; 

• Wine tours, events; 

• Gallery tours; 

• Gourmet food festival; 

• International beer festival; 

• Sports event/carnival; 

• Tourism expo; 

• Water sports; 

• Move Point Nepean Festival to off-
peak time; 

• Arthur’s Seat Hill Climb; 

• Rock and Roll Hot Rod day; 

• Red Hill market; and 

• Winter indoor festival. 
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3.8 WEDDINGS

3.8.1 Weddings Businesses 

Businesses were asked whether their 
business received income from 
weddings held on the Mornington 
Peninsula.  

78%

67%

61%
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54%
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Main Points 

• 61% of all businesses believe they 
receive income from weddings on the 
Mornington Peninsula. 

• 78% of “Accommodation” businesses 
receive income from weddings, the 
most of any sector. This is followed 
by “Restaurants” (67%). 

• The sector with the lowest proportion 
of business that receive income from 
weddings is “Wineries” (33%).  

 

 

3.8.2 Business Income from 
Weddings 

The graph below shows the proportion 
of business income attributed to 
weddings by sector.  
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Main Points 

• 11% of all business income was 
attributed to weddings for Mornington 
Peninsula tourism businesses in 2006.  

• 20% of the “Restaurants” sector 
business income was attributed to 
weddings, the most of any sector.  

• The sectors with the lowest proportion 
of business income attributed to 
weddings are “Golf” (3%) and “Other” 
(4%). 
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3.8.3 Future Weddings

Increase in Weddings 

Businesses were asked whether an 
increase in weddings would benefit 
their business. 

No
32%

Yes
68%

 

Main Points 

• 68% of businesses responded that 
an increase in weddings would 
benefit their business.  

Benefits of Increased Number of 
Weddings by Sector 

89%

85%

58%

57%

57%

45%

44%
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Main Points 

• 89% of “Restaurants” would benefit 
from an increase in weddings, the 
highest of any sector.  

• This is closely followed by 
“Accommodation” (85%). 

41% of “Wineries” businesses would 
benefit from an increase in weddings, 
the lowest of any sector.   

Marketing for Weddings 

Businesses were asked for their 
opinion on the following marketing 
ideas for weddings on the Mornington 
Peninsula.  

 

1. MPT stand at the Bridal Expo 

 

Great 
Idea
49%

Some 
Merit
45%

Won't 
Work

7%

 

 

• 49% of businesses considered the 
idea of an MPT stand at the Bridal 
Expo as a “Great Idea”. 

• Only 7% thought that this idea “Won’t 
Work” 

 

2.  MPT Wedding Brochure 

 

Great 
Idea
43%

Some 
Merit
51%

Won't 
Work

6%

 

 

• The majority of respondents 
considered a new wedding brochure 
as having “Some Merit” (51%). 

• Only 6% thought that this idea “Won’t 
Work”. 
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3.  Develop a wedding tourism group or 
organisation. 

 

Great 
Idea
32%

Some 
Merit
51%

Won't 
Work
17%

 

 

• Around one third considered 
developing a new wedding tourism 
group or organisation a “Great Idea”, 
and a further 51% of respondents 
considered the idea as having “Some 
Merit”.  

• 17% thought that this idea “Won’t 
Work”. 

Wedding Comments 

The following comments were raised by 
businesses regarding weddings: 

• Provide a locally based bridal expo- 
with venues changing annually; 

• Designate beach areas for wedding 
services; 

• Establish bus services to take guests 
to weddings; 

• Create a Mornington Peninsula 
Weddings internet site; 

• Any wedding tourism group needs to 
be independent of MPT like the 
existing LTAs; 

• ‘Toast' (a Sorrento weddings 
publication) already exists and is very 
good.  
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3.9 ENVIRONMENT

3.9.1 Drought and Bushfire 

Businesses were asked what effect the 
recent drought and bushfires has had on 
their business over the 2006/07 summer 
period.  

 

Negative
49%

Not 
Known

1%

Positive
50%

 

Main Points 

• Around half of all businesses were 
affected positively by the bushfire 
and drought, with the other half 
affected negatively. 

• 75% of “Golf” businesses were 
negatively affected by the drought 
and bushfire, as were 68% of 
“Wineries”. 

• 58% of “Accommodation” businesses 
were positively affected by the 
drought and bushfire. 

 

 

 

 

3.9.2 Major Issues 

Businesses were asked what they 
considered the single biggest issue facing 
the Mornington Peninsula now and in the 
future.  

30%

22%

21%
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Other

 

Main Points 

• According to businesses, the biggest 
issue facing the Mornington Peninsula 
is “Over Development” (30%). 

• This is followed by the Channel 
Deepening (22%) and “Local 
Environmental Sustainability” (21%).  
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4 Trends in the Performance of the Tourism 
Industry 2000-2006 

 

4.1 EMPLOYMENT 

4.1.1 Growth in Employment 

The following graph shows the 
percentage change (growth) in tourism 
employment since 2000. 
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Main Points 

• Jobs in the Mornington Peninsula 
tourism industry grew by 6%, up from 
the 5% growth reported in 2005. 

 

4.1.2 Median Number of 
Employees per Sector  

The following graph shows the median 
number of employees per business by 
tourism sector since 2003. 

Sector 2003 2004 2005 2006 

Accommodation 2 3 2 2 

Ant/Gall/A&C 3 2 3 3.5 

Attractions 12 17 10 18 

Golf 16 24 18 15.5 

Restaurants 13 17 13 15.5 

Tours and 
Activities 6 6 5 4 

Wineries 5 4 5 5.5 

Total Median 4 4 3 4 

Main Points 

• The median number of jobs per 
business on the Mornington 
Peninsula in 2006 was 4 employees. 
This is an increase from the median 
of 3 employees per business in 2005 
and consistent with reported levels in 
2003 and 2004. 

• The “Antiques, Galleries and Art and 
Craft”, “Attractions”, “Restaurants 
and “Wineries” sectors saw an 
increase in the median number of 
employees per business. 

• The median number of employees 
per business has fallen in the “Golf” 
and “Tours and Activities” sectors.  
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4.2 CAPITAL INVESTMENT

4.2.1 Average Capital 
Investment 

The following graph compares the 
average capital investment by tourism 
businesses since 2002. 
 

$91,000 

$76,000 

$115,500 

$70,000 
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Main Points 

• The average annual capital 
investment made by tourism 
businesses remained steady from 
2005 to 2006 at around $70,000. 
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4.3 BUSINESS INCOME 

4.3.1 Change in Business 
Income 

The following graph compares the 
proportion of businesses that reported an 
increase or a decrease in income each 
year since 2000. The remainder of 
businesses reported no change in 
income. 
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Main Points 

• In 2006 the proportion of businesses 
reporting an increase in income 
remained steady at around 75%. 

• The number of businesses reporting 
a decrease in business income fell 
significantly from 14% in 2005 to 8% 
in 2006. 

 

4.3.2 Change in Business 
Income of More Than 
20% 

The following graph compares the 
proportion of businesses that reported an 
increase of more than 20% in business 
income since 2001 with those reporting a 
reduction in income of more than 20%. 
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Main Points 

• 26% of tourism businesses reported 
an increase in business income of 
more than 20% in 2006, a substantial 
increase on 2005 (19%). This is the 
highest figure recorded since the 
question was first asked in 2000. 

• Only 2% of businesses reported a 
decrease in income of more than 
20%, down from 4% in 2005.  

 


