
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  S E P 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

$707.30

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  /  S E P T E M B E R

Total Spend

Household 7.5% up
Tourism & Entertainment 8.2% up
Discretionary Retail 7.3% up
Private Transport 3.1% up
Food Retailing 3.3% up
Accommodation 16.8% 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

Online Entertainment

Change VS Last Year Proportion of Spend Into LGA

$162.2m

$21.3m

15.8%6.9%

23.5%

37.4k

$25.6m

Spend per resident Spend per visitor 

$79.60



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  S E P 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  /  S E P T E M B E R

Total Spend into Local Business

Total
Customers

Total Night Spend

Total Night Spend

Tourism & Entertainment 4.4% up
Discretionary Retail 12.4% up
Food & Retailing 14.6% up
Private Transport 4.4% up
Accommodation 31.7% down

Total Spend $15.6m
Total Unique Visitors 195k
Visitors % of Total Customers 84%
Visitor Spend Contribution 38%

Resident spend into CAFES out
performs regional decline trend

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

$41.2m

232k

$6.7m

$2.2m

521k / 11.2%

38%

6.7%

501k

6.7%



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

$121m
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  /  S E P T E M B E R

Total Resident Spend Outside Wollondilly Total Spend into Wollondilly

Top Spending Lifestage Resident Spend Outside

$21m $3.4m

$36.8m 83.9%

Total Resident Spend Outside Wollondilly Total Spend into Wollondilly

$37.5m $2.6m

Campbelltown $91.5m
Narellan  $75.6m
Camden  $42.2m
Penrith  $20.7m
Mittagong  $17.1m

$215.6m
Spend Online 
Since Sept 24'

Spend into top communities
since last September

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.



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  /  S E P T E M 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

Online entertainment continues to be a growing area of expenditure for
residents. This poses a dilemma for local business, whether the online
entertainment is taking away from local business or whether there are
opportunities to attract the online spending into business’. This growth in online
entertainment is also reflected in a rise in spending on food delivery services.

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

September has seen growth in resident spending compared to last September.
This growth is aligned with the regional NSW customer spending behaviour
increase. Supermarkets maintain the top spend category for residents. 

September has seen the night time spend into Tourism & Entertainment
continue to show growth from September 2024. Visitors make up just over half
of the spending into this category. Day time spending out performed night time
spending in  all categories.


