
W O L L O N D I L LY  R E S I D E N T S

T O P  C A T E G O R Y

G R O W T H  V S  L A S T  O C T

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

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

W O L L O N D I L L Y  E C O N O M I C  A C T I V I T Y
M O N T H L Y  S N A P S H O T  /  O C T O B E R

Total Spend

Household 7% up
Tourism & Entertainment 6.4% up
Discretionary Retail 10.8% up
Private Transport 4% up
Food Retailing 4.4% up
Accommodation 12.8% 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

Spend into Restaurants

Change VS Last Year Proportion of Spend Into LGA

$169.6m

$22.8m

15.9%6.7%

14.1%

37.8k

$27m

Spend per resident Spend per visitor 

$715.50 $79.40



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

G R O W T H  V S  L A S T  O C T V I S I T O R  S P E N D  I N T O  L G A

W O L L O N D I L L Y  E C O N O M I C  A C T I V I T Y
M O N T H L Y  S N A P S H O T  /  O C T O B E R

Total Spend into Local Business

Total
Customers

Total Night Spend

Total Night Spend

Tourism & Entertainment 6% up
Discretionary Retail 4.9% up
Food & Retailing 1.8% up
Private Transport 16.3% up
Accommodation 37.1% down

Total Spend $16.3m
Total Unique Visitors $205k
Visitors % of Total Customers 84%
Visitor Spend Contribution 38%

Resident spend into ATTRACTIONS,
EVENTS & RECREATION shows big jump

TOURISM & ENTERTAINMENT

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

Growth VS Last Year

$43.3m

243k

$7.6m

$2.4m

66k / 63%

62%

6.9%

354k

4.5%



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

$126.3m
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

W O L L O N D I L L Y  E C O N O M I C  A C T I V I T Y
M O N T H L Y  S N A P S H O T  /  O C T O B E R

Total Resident Spend Outside Wollondilly Total Spend into Wollondilly

Top Spending Lifestage Resident Spend Outside

$18.7m $3.6m

$38.5m 83.9%

Total Resident Spend Outside Wollondilly Total Spend into Wollondilly

$39m $2.7m

Campbelltown $92.9m
Narellan  $76.5m
Camden  $44.2m
Penrith  $20.9m
Mittagong  $17.4m

$222.7m
Spend Online 
Since Oct 24'

Spend into top communities
since last October



P I C T O N /  T A H M O O R /  W I LT O N /  T H I R L M E R E  S P O T L I G H T

$21.1m
C U S T O M E R  B R E A K D O W N

W O L L O N D I L L Y  E C O N O M I C  A C T I V I T Y
M O N T H L Y  S N A P S H O T  /  O C T O B E R

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.

Total customers Visitor total spend

63k $4.2m
October Total Spend

Resident
Customers

Total Night Spend
DISCRETIONARY RETAIL 

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

Resident Spend
Contribution

Resident spend category
TOURISM &

ENTERTAINMENT

26.3k

$3.3m 190k / 8.5%

80% 2M
Visitor

Customers
Visitor Spend
Contribution

Visitor spend category
TOURISM &

ENTERTAINMENT

37k 20% 938K

C U S T O M E R  S P E N D  C O N T R I B U T I O N
Spend per resident Spend per visitor 

$642.60 $114.80



K E Y  O B S E R VA T I O N S

W O L L O N D I L L Y  E C O N O M I C  A C T I V I T Y
M O N T H L Y  S N A P S H O T  /  O C T O B E R

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

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

Residents have increased their spending into Restaurants by 14%. Although
residents spending into restaurants within the LGA saw a drop compared to last
October.  

O B S E R V A T I O N  4  -  P I C T O N /  T A H M O O R /  W I L T O N /  T H I R L M E R E
S P O T L I G H T

October has seen growth in resident spending compared to last October. This
growth is greater then the regional NSW customer spending behaviour. 
Supermarkets maintain the top spend category for residents. 

The Picton/ Tahmoor/ Wilton/ Thirlmere grouping is based on the current
statistical area for the data collection. This area accounts for about half of the
total spent into Wollondilly. 
Majority of spend was into food retailing (supermarkets and private transport).
Picton/ Tahmoor/ Wilton/ Thirlmere sees more visitors per month than resident
customers. The spending per resident in October is over 5 times higher than per
visitor spend.

O B S E R V A T I O N  3
Attractions, Events and Recreation spend saw 17% growth in October on last
year.  Interestingly October saw a 63% in resident spend into this category.
Visitor spend also increased by 6.8%. Total visitor spend into this category is
still 3 times higher than the resident contribution. This growth can be attributed
to the Arts Alive Festival held on the 11 October 2025. 


