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Total Spend

Household 9.6% up
Tourism & Entertainment 8.2% up
Discretionary Retail 5.5% up
Food Retailing 7.4% up

G R O W T H  H I G H L I G H TS U P E R M A R K E T S
Total Spend into

Top Category

Total Spend

Total Unique Residential Customers

Residents Spending on Cafes out
performs regional trend 

Change VS Last Year Proportion of Spend Into LGA

$171m

$24.1m

17.2%9%

7.5%

38.1k

$29.4m

Spend per resident Spend per visitor 

$770 $84.80



B U S I N E S S  P E R F O R M A N C E

C U S T O M E R  B R E A K D O W N
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Total Spend into Local Business

Total
Customers

Total Night Spend
Spend into Food Retailing at night vs

last March grew

FOOD RETAILING
G R O W T H  H I G H L I G H T

N I G H T  S P E N D  H I G H L I G H T

Resident Spend
Contribution

Customer Change
VS Last Year

Change VS Last Year

$46.1m

235k

$2.3m 457k 

63%

14.9%

3.2%

Total Night Spend

$8.0m
Growth VS Last Year

899k

Total Unique 
Visitors

Visitor Spend
Contribution

Total Visitor 
Spend

197.8k 37% 16.8m

Tourism & Entertainment 6.7% up
Discretionary Retail 9.4% up
Food & Retailing 20.6% up
Private Transport 22.7% up

G R O W T H  H I G H L I G H T
Total Spending into local Department

and Clothing Stores vs last March 

12.5%



R E S I D E N T  S P E N D  O U T S I D E  L G A

S P E N D  I N T O  N E I G H B O U R I N G  C O M M U N I T I E S  

R E S I D E N T  S P E N D  O N  T O U R I S M  &  E N T E R T A I N M E N T

$141.6m YOUNG FAMILIES

R E S I D E N T  S P E N D  O N  D I S C R E T I O N A R Y  R E T A I L
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Total Resident Spend Outside Wollondilly Total Spend into Wollondilly

Top Spending Lifestage Resident Spend Outside

$17.6m $3.7m

82.8%

Total Resident Spend Outside Wollondilly Total Spend into Wollondilly

$34.6m $2.7m

Campbelltown $95.1m
Narellan  $76.3m
Camden  $43.3m
Penrith  $19.9m
Mittagong  $17.7m

$234.6m

Spend Online 
Since 

March 25'

Spend into top communities
since last March

Disclaimer: This snapshot is a summary of information sourced from banking transaction data. The intent is to share interesting economic

information specific to Wollondilly.  We do not seek to promote or hinder business activities.

$19.6m

Resident Spend 
Online 

in March 
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O B S E R V A T I O N  1

O B S E R V A T I O N  2

March has seen visitor spend into Wollondilly Business increase from last
month by $3.1m. Spend into Wollondilly Cafe’s continued to out perform the
regional trend however spend into restaurants has seen a 2.8% increase falling
below the regional growth trend of 6.6%. 

O B S E R V A T I O N  3

Wollondilly residents in March spent more into Wollondilly then any month in the
previous year. Residents also spent more than any previous time on household
categories like Insurances, Electricity, Gas and Water Supply. This increase in
spending value could be reflecting the general cost of living and inflationary
pressures being experienced, because the total number of resident customers
remaining relatively constant does not explain the increasing value.  

O B S E R V A T I O N  4
In the Tourism and Entertainment category that includes Pubs, Cafes,
Restaurants, Attractions, Events and Recreation, visitors are contributing $4m of
the $7.7m generated. Although there remains an increase in total visitor
spending, there is a greater than 7% decline in visitor numbers in each of the
Pubs, Cafes and Restaurants categories. There was in contrast, 8.1k visitor
customers spending into Attractions and Events in March reflecting a 29%
increase in visitors since last year. 

The total night time spend into Wollondilly grew significantly since March 2025.
A significant growth in the Food Retailing category which includes
supermarkets, has accounted for approximately ⅔ of the growth in the night
time economy in March. 
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