Destination Networks | LGA Dashboard

Page Navigation

This tool provides Destination Networks with enhanced visibility into the performance of Use the below navigation to select the data page you would like to view
LGAs in their region and enables comparison against relevant benchmark measures Return to the Home page at any time to change your selection or use the arrows to explore the other pages

Please select the LGA you would like to use to filter the dashboard. Your selection will
apply across all pages

METHODOLOGY

SPENDING DEEP

DIVE

Last Dashboard Update: 22 May 2026 — data as of April 2026 Destination iQ files and scorecards

All data has been sourced from Banking Transaction Data. Data prepared and visualised by DNSW's Research and Development Team
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Methodology

Overview and General Notes

* Insights are derived from Banking Transaction Data, leveraging millions of de-identified, real transactions from customers.

* Advanced modelling and weighting techniques have been applied to ensure results are representative of total card spending, providing a comprehensive view of visitation by location and time period.

* Sydney Metro (33 LGAs) represents the aggregation of 33 LGAs across metropolitan Sydney outside of the Destination Networks.
 Further information on Destination Networks is available on the Destination NSW corporate website here.
« This analysis may be shared with relevant LGA representatives. Any further external distribution must be approved by the Research and Development team.
 All sharing requests or questions relating to the data must be submitted via the enquiry form available on the Destination NSW corporate website here.

Visitor Types

Metrics

The amount of money spent via card-present
transactions over the period (weighted data)

The total number of card-present transactions
over the period (weighted data), representing
the non-de-duplicated count of individual
payments made.

Trips represent the total number of Overnight
Trips and Day Trips, derived from the
aggregation or deduplication of a group of
transactions made within consecutive hours or
days by tourists only in; they are weighted in
line with customer count and deduplicated at
the trip level to avoid double counting

The unique number of customers/visitors
(deduplicated) who have transacted in the
target location (weighted data)

Tourist Level

Visitor Type

Description

Overnight visitors travelling at least 40km
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Abbreviations

* YoY - Year on Year
* MoM - Month on Month
» PoP - Period on Period

Spend Categories

Category

Sub Category

Non-Tourists

Routine Trips

Overnight o .
Tri from home, identified by multi-day spend
Tourists P patterns.
Dav Tri Visitors who travel at least 25km from
ay Irp home, spend 4+ hours in the area, and

return the same day.
Customers making regular transactions in

Regular/

the selected region. Ex: workers, frequent
shoppers or frequent leisure visitors.

Entertainment

Food Groceries and Other Food Retailing
Retailing | supermarkets
Attractions, Events and Recreation
Breweries and Wineries
Tourism and

Cafes

Pubs, Taverns and Bars

Restaurants

Takeaway and Fast Food Outlets

Short
Trips

Customers making single or multiple
transactions (less than 4 hours) within a
day in the selected region. Ex: food/fuel
when transiting through region, quick visit
to shops or a one off purchase.

Discretionary

Department Stores, Clothing and

Retail Accessories
Other Discretionary Retail
Accommodation - Instore
Accommodation

Accommodation - Online*

Private Transport

Private Transport (Ex: Parking)

Locals

Customers who are not on a trip, including
but not limited to all customers spending
within a 25km radius on their home
location.

Other

Miscellaneous sub-categories

Click here to view TRA's visitor type definitions

*Note: “Accommodation Online” reflects partial spend only.
Spend is statistically attributed to an LGA based on
selected online bookings within 6 months of an overnight

trip and assigned to the first transaction date of that trip.
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https://www.destinationnsw.com.au/about-us/destination-networks
https://www.destinationnsw.com.au/about-us/contact
https://www.tra.gov.au/en/about-tra/methodology/national-visitor-survey-methodology#:~:text=Overnight%20trips%20must%20include%20at,job)%2C%20are%20not%20collected

Monthly Tourism Performance Overview

Key measures for all tourists, April 2026

Spend
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Spend Change since Change since
(For April 2026) previous year previous month*
-
All Tourists 2.0% 23.8%
Day Trip -0.1% -0.7%
Overnight Trip 2.5% 32.4%
Trips Change since Change since
(For April 2026) previous year previous month*
-~
0.2M
% All Tourists 0.3% 10.2%
4 Q Q A
S /A /‘ g o = Day Trip -5.0% -3.1%
0.0M
2019 2020 2021 2022 2023 2024 2025 2026 Overnight Trip 5.6% 25.6%
Customer Type All Tourists Day Trip Overnight Trip

*Changes since previous month is calculated from rounded values
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Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team
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Monthly Tourism Performance Overview

Visitor Type Selector Notes:
- Visitor economy figures typically focus on Day Trips and Overnight Trips to better align with Tourism Research Australia
+ Regional NSW refers to areas outside of the Sydney Metro area which may slightly defer from the Overall DN Benchmark used in other

All 1
sections of the dashboard

Please hold CTRL to select multiple Visitor Trip Types

Visitor Type Analysis, April 2026

Trips by Visitor Types Number of Transactions by Visitor Types

Spend by Visitor Types
100% 100% 100%
50% 50% 50%
0% 0% 0%
Regional NSW Destination Central Coast Regional NSW Destination Central Coast Regional NSW Destination Central Coast
Sydney (NSW) Sydney (NSW) Sydney (NSw)
Surrounds North Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip

Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips  Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip
Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E /ﬁ\ E

Data prepared and visualised by the Research and Development Team
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Visitor Type Selector Notes:
« All YoY Changes represent April 2026 vs the same month in the previous year
Multiple selections Y « YoY Change within the LGA shows the YoY % change for the selected Local Government Area

* YoY Change for DN shows the YoY % change for the Destination Network the LGA belongs to (in this case, Destination Sydney Surrounds North)
« YoY Change Overall DN Benchmark represents the average YoY % change across all Destination Networks
» Some categories may show blank due to not meeting banking privacy rules

Please hold CTRL to select multiple Visitor Trip Types

Category Spending Analysis, April 2026

All Tourists Non-Tourists
Category Spend YoY Change YoY YoY Change Spend YoY Change YoY YoY Change
within the  Change for Overall DN within the Change for Overall DN
LGA DN Benchmark LGA DN Benchmark
_All Categories - Total $35.3M 2.0% -1.5% -5.8% $382.1M 4.0% 3.9% 3.4%
Accommodation - Instore - Total $1.5M -19.5% -24.4% -22.2% $2.8M -8.3% -4.4% 0.1%
Accommodation - Online - Total $3.9M 0.2% 0.5% -7.0% $0.9M -33.6% -18.0% -26.5%
Discretionary Retail - Department Stores, Clothing & Accessories $2.8M 4.1% -3.6% -6.0% $29.1M 1.0% 0.6% 0.1%
Discretionary Retail - Other Discretionary Retail $4.1M 3.4% 7.5% 0.1% $62.0M 5.5% 3.0% 2.6%
Discretionary Retail - Total $6.9M 3.7% 3.1% -2.2% $91.1M 4.0% 2.3% 1.9%
Food Retailing - Groceries and Other Food Retailing $2.6M 6.0% 3.1% -5.3% $28.6M 3.9% 7.0% 4.0%
Food Retailing - Supermarkets $4.6M -3.1% -2.4% -7.4% $107.9M -0.3% 0.4% 0.1%
Food Retailing - Total $7.2M 0.0% -0.5% -6.7% $136.6M 0.6% 1.7% 0.8%
Private Transport - Total $3.8M 9.3% 1.8% 0.7% $41.9M 17.7% 14.7% 15.4%
Tourism and Entertainment - Attractions, Events and Recreation $1.0M 1.1% -4.4% -22.0% $5.2M 9.7% 5.0% 4.8%
Tourism and Entertainment - Breweries and Wineries $0.0M 17.4% -17.0% -17.6% $0.1M 37.4% -6.9% 1.1%
Tourism and Entertainment - Cafes $0.9M -2.2% -7.5% -5.9% $5.8M -3.3% -2.3% -1.5%
Tourism and Entertainment - Pubs, Taverns and Bars $2.1M 6.2% -1.2% -8.1% $10.2M 0.0% 6.6% 5.9%
Tourism and Entertainment - Restaurants $3.1M 6.2% -3.2% -2.3% $15.5M 8.4% 5.4% 6.5%
Tourism and Entertainment - Takeaway and Fast Food Outlets $2.6M 3.9% 0.6% -3.4% $21.6M 3.0% 3.1% 3.6%
Tourism and Entertainment - Total $9.7M 4.2% -3.2% -7.4% $58.3M 3.7% 4.0% 4.5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E

Data prepared and visualised by the Research and Development Team
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Source Market Overview

GOVERNMENT

Visitor Type Selector Category Selector Metric Selector
All Tourists Vv _All Categories - Total Vv Spend Vv
Source Market Analysis, April 2026
Note: Values show each source market’s contribution as a percentage (%) of the total for the selected LGA/DN
Source Markets (State) by Spend Source Markets (Metro/Regional) by Spend Top 10 Source Markets (LGA) by Spend

53% Blacktown 29 4%
0

NSW 83%
0,
82% Regional NSW e oo

ab l 7% Metro QLD 5% Lake Macquarie o,
8% Metro VIC

6%
l 4% Regional QLD l %Z//‘;

4%

4%

& |'
X

3% Northern Beaches

Penrith 2%

3%
5%
’ Metro ACT I %3//3

w
X

- . 1%
b Regional VIC § 1% The Hills Shire
Metro WA I 11?;//‘;

2%

X
X

3%

2%
WA I 2% Metro SA I }32’ Inner West 0,
. 1% .
Regional WA Note: LGA Top 10
SA o Regional TAS I 0% ource Markets are
° 0% i ) ranked by annual
| 1% Metro TAS 822 u-ring-ga 2% spend across all pre-
TAS 0 lected markets. DN
1% Regional SA | 0% se ‘
9 82; ° Parramatta 2% values may show as
NT | 0% Metro NT I 0% blank if not in the DN
9 . Randwick
Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data Location: . Central Coast (NSW) /ﬂ\

Data prepared and visualised by the Research and Development Team ‘ Destinati Svd S ds North
estlination sydney surrounds NoO


https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
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Visitor Type Selector Notes:

- Calculations are based off unique customer/visitor count (deduplicated) who have transacted in the target LGA
All Tourists 4 - Affluence score is not defined by household income, but by spending behaviour. Consumers who shop at luxury stores typically fall into
higher affluence bands (4,5), while those who shop more budget-consciously fall toward the lower end (1,2), regardless of income.

All Tourists Profile, year ending April 2026

Age Life Stage Affluence Score

219 239 9
219 % /023% 33% 32%

19% 199

. 179% 17%
°16% 179, 17%
14% 14%
12%129%
111y M%1%
0
| I I I

0,
19%19/0

250, 26%
23%
16%
15%
0,
4% 4%
1 2 3 4

13% 13%

18-24 25-34 35-44 45-54 55-64 65+ Mid Age New oid Older Retiree Young Young o
Single Family Family Single Family Single
Couple Couple Couple

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

. @ Central Coast (NSW)
Location:
Data prepared and visualised by the Research and Development Team ‘ Destination Sydney Surrounds North

>



Destination Networks | LGA Dashboard

Page Navigation

This tool provides Destination Networks with enhanced visibility into the performance of Use the below navigation to select the data page you would like to view
LGAs in their region and enables comparison against relevant benchmark measures Return to the Home page at any time to change your selection or use the arrows to explore the other pages

Please select the LGA you would like to use to filter the dashboard. Your selection will
apply across all pages

METHODOLOGY

SPENDING DEEP

DIVE

Last Dashboard Update: 22 May 2026 — data as of April 2026 Destination iQ files and scorecards

All data has been sourced from Banking Transaction Data. Data prepared and visualised by DNSW's Research and Development Team

PERFORMANCE
OVERVIEW

SOURCE MARKET
OVERVIEW

VISITOR TYPE
OVERVIEW

TOURIST PROFILING



Methodology

Overview and General Notes

* Insights are derived from Banking Transaction Data, leveraging millions of de-identified, real transactions from customers.

* Advanced modelling and weighting techniques have been applied to ensure results are representative of total card spending, providing a comprehensive view of visitation by location and time period.

* Sydney Metro (33 LGAs) represents the aggregation of 33 LGAs across metropolitan Sydney outside of the Destination Networks.
 Further information on Destination Networks is available on the Destination NSW corporate website here.
« This analysis may be shared with relevant LGA representatives. Any further external distribution must be approved by the Research and Development team.
 All sharing requests or questions relating to the data must be submitted via the enquiry form available on the Destination NSW corporate website here.

Visitor Types

Metrics

The amount of money spent via card-present
transactions over the period (weighted data)

The total number of card-present transactions
over the period (weighted data), representing
the non-de-duplicated count of individual
payments made.

Trips represent the total number of Overnight
Trips and Day Trips, derived from the
aggregation or deduplication of a group of
transactions made within consecutive hours or
days by tourists only in; they are weighted in
line with customer count and deduplicated at
the trip level to avoid double counting

The unique number of customers/visitors
(deduplicated) who have transacted in the
target location (weighted data)

Tourist Level

Visitor Type

Description

Overnight visitors travelling at least 40km
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Abbreviations

* YoY - Year on Year
* MoM - Month on Month
» PoP - Period on Period

Spend Categories

Category

Sub Category

Non-Tourists

Routine Trips

Overnight o .
Tri from home, identified by multi-day spend
Tourists P patterns.
Dav Tri Visitors who travel at least 25km from
ay Irp home, spend 4+ hours in the area, and

return the same day.
Customers making regular transactions in

Regular/

the selected region. Ex: workers, frequent
shoppers or frequent leisure visitors.

Entertainment

Food Groceries and Other Food Retailing
Retailing | supermarkets
Attractions, Events and Recreation
Breweries and Wineries
Tourism and

Cafes

Pubs, Taverns and Bars

Restaurants

Takeaway and Fast Food Outlets

Short
Trips

Customers making single or multiple
transactions (less than 4 hours) within a
day in the selected region. Ex: food/fuel
when transiting through region, quick visit
to shops or a one off purchase.

Discretionary

Department Stores, Clothing and

Retail Accessories
Other Discretionary Retail
Accommodation - Instore
Accommodation

Accommodation - Online*

Private Transport

Private Transport (Ex: Parking)

Locals

Customers who are not on a trip, including
but not limited to all customers spending
within a 25km radius on their home
location.

Other

Miscellaneous sub-categories

Click here to view TRA's visitor type definitions

*Note: “Accommodation Online” reflects partial spend only.
Spend is statistically attributed to an LGA based on
selected online bookings within 6 months of an overnight

trip and assigned to the first transaction date of that trip.
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https://www.destinationnsw.com.au/about-us/destination-networks
https://www.destinationnsw.com.au/about-us/contact
https://www.tra.gov.au/en/about-tra/methodology/national-visitor-survey-methodology#:~:text=Overnight%20trips%20must%20include%20at,job)%2C%20are%20not%20collected

Monthly Tourism Performance Overview
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Key measures for all tourists, April 2026

Spend
$20M
5 YA,
c \
g §$10M /\ W
g
\ -/
$0M
2019 2020 2021 2022 2023 2024 2025 2026
Trips
50K
2
) . (ML ANAAARNASANAALR
A Y pa A .
oK
2019 2020 2021 2022 2023 2024 2025 2026

Customer Type All Tourists

Day Trip

Overnight Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

Spend Change since Change since
(For April 2026) previous year previous month*
o
All Tourists -5.9% 26.2%
Day Trip -6.6% -2.5%
Overnight Trip -5.7% 34.3%
Trips Change since Change since
(For April 2026) previous year previous month*
o
All Tourists -0.5% 7.3%
Day Trip -4.2% -7.8%
Overnight Trip 2.4% 22.3%

*Changes since previous month is calculated from rounded values

4>
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Monthly Tourism Performance Overview

Visitor Type Selector Notes:
- Visitor economy figures typically focus on Day Trips and Overnight Trips to better align with Tourism Research Australia
+ Regional NSW refers to areas outside of the Sydney Metro area which may slightly defer from the Overall DN Benchmark used in other

All 1
sections of the dashboard

Please hold CTRL to select multiple Visitor Trip Types

Visitor Type Analysis, April 2026

Trips by Visitor Types Number of Transactions by Visitor Types

Spend by Visitor Types
100% 100% 100%
50% 50% 50%
0% 0% 0%
Regional NSW Destination Cessnock Regional NSW Destination Cessnock Regional NSW Destination Cessnock
Sydney Sydney
Surrounds North Surrounds North
Short Trip

Sydney

Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips

4>

Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips  Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team
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GOVERNMENT

Visitor Type Selector Notes:
« All YoY Changes represent April 2026 vs the same month in the previous year
Multiple selections Y « YoY Change within the LGA shows the YoY % change for the selected Local Government Area

* YoY Change for DN shows the YoY % change for the Destination Network the LGA belongs to (in this case, Destination Sydney Surrounds North)
« YoY Change Overall DN Benchmark represents the average YoY % change across all Destination Networks
» Some categories may show blank due to not meeting banking privacy rules

Please hold CTRL to select multiple Visitor Trip Types

Category Spending Analysis, April 2026

All Tourists Non-Tourists
Category Spend YoY Change YoY YoY Change Spend YoY Change YoY YoY Change
within the  Change for Overall DN within the Change for Overall DN
LGA DN Benchmark LGA DN Benchmark
_All Categories - Total $13.3M -5.9% -1.5% -5.8% $62.1M 4.8% 3.9% 3.4%
Accommodation - Instore - Total $1.5M -33.1% -24.4% -22.2% $0.9M -0.1% -4.4% 0.1%
Accommodation - Online - Total $2.5M 16.1% 0.5% -7.0% $0.3M 1.4% -18.0% -26.5%
Discretionary Retail - Department Stores, Clothing & Accessories $0.2M 2.2% -3.6% -6.0% $2.2M -5.8% 0.6% 0.1%
Discretionary Retail - Other Discretionary Retail $0.5M 11.0% 7.5% 0.1% $6.9M 5.5% 3.0% 2.6%
Discretionary Retail - Total $0.7M 8.1% 3.1% -2.2% $9.1M 2.5% 2.3% 1.9%
Food Retailing - Groceries and Other Food Retailing $1.1M -0.6% 3.1% -5.3% $4.6M 14.8% 7.0% 4.0%
Food Retailing - Supermarkets $0.9M -3.1% -2.4% -7.4% $19.6M 4.4% 0.4% 0.1%
Food Retailing - Total $2.0M -1.8% -0.5% -6.7% $24.2M 6.2% 1.7% 0.8%
Private Transport - Total $0.9M 4.9% 1.8% 0.7% $10.9M 9.0% 14.7% 15.4%
Tourism and Entertainment - Attractions, Events and Recreation $0.4M -22.1% -4.4% -22.0% $1.1M 7.0% 5.0% 4.8%
Tourism and Entertainment - Breweries and Wineries $1.5M -15.1% -17.0% -17.6% $1.2M -15.3% -6.9% 1.1%
Tourism and Entertainment - Cafes $0.2M -13.4% -7.5% -5.9% $0.6M 2.0% -2.3% -1.5%
Tourism and Entertainment - Pubs, Taverns and Bars $1.2M 2.0% -1.2% -8.1% $2.2M -5.7% 6.6% 5.9%
Tourism and Entertainment - Restaurants $1.5M -9.5% -3.2% -2.3% $2.3M 5.4% 5.4% 6.5%
Tourism and Entertainment - Takeaway and Fast Food Outlets $0.5M 27.7% 0.6% -3.4% $3.5M 8.3% 3.1% 3.6%
Tourism and Entertainment - Total $5.3M -7.7% -3.2% -7.4% $10.8M 1.0% 4.0% 4.5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E

Data prepared and visualised by the Research and Development Team
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Visitor Type Selector Category Selector Metric Selector
All Tourists Vv _All Categories - Total Vv Spend Vv
Source Market Analysis, April 2026
Note: Values show each source market’s contribution as a percentage (%) of the total for the selected LGA/DN
Source Markets (State) by Spend Source Markets (Metro/Regional) by Spend Top 10 Source Markets (LGA) by Spend

71%
85% Metro NSW m 0 Central Coast (NSW)
2% . 14%
Regional s |y 7o Northern Beaches

6%
Metro QLD . . .
6% Lake Macquarie

. 2%
Regional QLD I 3%

Metro VIC l 2%

Sutherland Shire

3%

Sydne
2% yaney
Metro ACT 29,
1% Ku-ring-gai
Metro WA 19%
° Note: LGA Top 10
. 1% Newcastle
Regional VIC 19% Source Markets are
’ Randwick ranked by annual
0,
Metro SA I 110//" anawic spend across all pre-
0
0% selected markets. DN
- Regional WA | 1% Blacktown values may show as
TAS ’ blank if not in the DN
10/ . OOAJ
° Regional TAS ‘ 0% Inner West Top 10.

Last Dashboard Update: 22 May 2026

Sourced from Banking Transaction Data . . Cessnock
Location: é /ﬂ\ 9

Data prepared and visualised by the Research and Development Team ‘ Destinati Svd S ds North
estlination sydney surrounds NoO


https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
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Visitor Type Selector Notes:

- Calculations are based off unique customer/visitor count (deduplicated) who have transacted in the target LGA
All Tourists 4 - Affluence score is not defined by household income, but by spending behaviour. Consumers who shop at luxury stores typically fall into
higher affluence bands (4,5), while those who shop more budget-consciously fall toward the lower end (1,2), regardless of income.

All Tourists Profile, year ending April 2026

Age Life Stage Affluence Score

25% 25% 35%
23% 32%
0
21% 21%
0,
19% 19% 26%
17% 17% 17%
16% 16
15% 15% 21%
14% 0, 14% 0|
13% 014%
16%
10% M%11% 1% 17
8% 7% 10%
4%
“
18-24 25-34 35-44 45-54 55-64 65+ Mid Age New oid Older Retiree Young Young 1 2 3 4
Single Family Family Single Family Single
Couple Couple Couple
Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data . Cessnock

Location:
Data prepared and visualised by the Research and Development Team ‘ Destination Syd ney Surrounds North
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Destination Networks | LGA Dashboard

Page Navigation

This tool provides Destination Networks with enhanced visibility into the performance of Use the below navigation to select the data page you would like to view
LGAs in their region and enables comparison against relevant benchmark measures Return to the Home page at any time to change your selection or use the arrows to explore the other pages

Please select the LGA you would like to use to filter the dashboard. Your selection will
apply across all pages

METHODOLOGY

SPENDING DEEP

DIVE

Last Dashboard Update: 22 May 2026 — data as of April 2026 Destination iQ files and scorecards

All data has been sourced from Banking Transaction Data. Data prepared and visualised by DNSW's Research and Development Team

PERFORMANCE
OVERVIEW

SOURCE MARKET
OVERVIEW

VISITOR TYPE
OVERVIEW

TOURIST PROFILING



Methodology

Overview and General Notes

* Insights are derived from Banking Transaction Data, leveraging millions of de-identified, real transactions from customers.

* Advanced modelling and weighting techniques have been applied to ensure results are representative of total card spending, providing a comprehensive view of visitation by location and time period.

* Sydney Metro (33 LGAs) represents the aggregation of 33 LGAs across metropolitan Sydney outside of the Destination Networks.
 Further information on Destination Networks is available on the Destination NSW corporate website here.
« This analysis may be shared with relevant LGA representatives. Any further external distribution must be approved by the Research and Development team.
 All sharing requests or questions relating to the data must be submitted via the enquiry form available on the Destination NSW corporate website here.

Visitor Types

Metrics

The amount of money spent via card-present
transactions over the period (weighted data)

The total number of card-present transactions
over the period (weighted data), representing
the non-de-duplicated count of individual
payments made.

Trips represent the total number of Overnight
Trips and Day Trips, derived from the
aggregation or deduplication of a group of
transactions made within consecutive hours or
days by tourists only in; they are weighted in
line with customer count and deduplicated at
the trip level to avoid double counting

The unique number of customers/visitors
(deduplicated) who have transacted in the
target location (weighted data)

Tourist Level

Visitor Type

Description

Overnight visitors travelling at least 40km

7. 7 o
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Abbreviations

* YoY - Year on Year
* MoM - Month on Month
» PoP - Period on Period

Spend Categories

Category

Sub Category

Non-Tourists

Routine Trips

Overnight o .
Tri from home, identified by multi-day spend
Tourists P patterns.
Dav Tri Visitors who travel at least 25km from
ay Irp home, spend 4+ hours in the area, and

return the same day.
Customers making regular transactions in

Regular/

the selected region. Ex: workers, frequent
shoppers or frequent leisure visitors.

Entertainment

Food Groceries and Other Food Retailing
Retailing | supermarkets
Attractions, Events and Recreation
Breweries and Wineries
Tourism and

Cafes

Pubs, Taverns and Bars

Restaurants

Takeaway and Fast Food Outlets

Short
Trips

Customers making single or multiple
transactions (less than 4 hours) within a
day in the selected region. Ex: food/fuel
when transiting through region, quick visit
to shops or a one off purchase.

Discretionary

Department Stores, Clothing and

Retail Accessories
Other Discretionary Retail
Accommodation - Instore
Accommodation

Accommodation - Online*

Private Transport

Private Transport (Ex: Parking)

Locals

Customers who are not on a trip, including
but not limited to all customers spending
within a 25km radius on their home
location.

Other

Miscellaneous sub-categories

Click here to view TRA's visitor type definitions

*Note: “Accommodation Online” reflects partial spend only.
Spend is statistically attributed to an LGA based on
selected online bookings within 6 months of an overnight

trip and assigned to the first transaction date of that trip.
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https://www.destinationnsw.com.au/about-us/destination-networks
https://www.destinationnsw.com.au/about-us/contact
https://www.tra.gov.au/en/about-tra/methodology/national-visitor-survey-methodology#:~:text=Overnight%20trips%20must%20include%20at,job)%2C%20are%20not%20collected

Monthly Tourism Performance Overview
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Key measures for all tourists, April 2026

Spend

(For April 2026)
-

Change since
previous year

Change since
previous month*

All Tourists

Day Trip

$0.0M Overnight Trip
2019 2020 2021 2022 2023 2024 2025 2026

-16.3%
-13.8%

-17.5%

47.1%
56.4%

43.1%

Trips
(For April 2026)
a

5K

Change since
previous year

Change since
previous month*

All Tourists

Trips

Day Trip

0K

2019 2020 2021 2022 2023 2024 2025 2026 Overnight Trip

-16.6%
-20.9%

-11.6%

42.4%
33.3%
43.8%

Customer Type All Tourists

Day Trip

Overnight Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

*Changes since previous month is calculated from rounded values
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Monthly Tourism Performance Overview

Visitor Type Selector Notes:
- Visitor economy figures typically focus on Day Trips and Overnight Trips to better align with Tourism Research Australia
+ Regional NSW refers to areas outside of the Sydney Metro area which may slightly defer from the Overall DN Benchmark used in other

All 1
sections of the dashboard

Please hold CTRL to select multiple Visitor Trip Types

Visitor Type Analysis, April 2026

Trips by Visitor Types Number of Transactions by Visitor Types

Spend by Visitor Types
100% 100% 100%
50% 50% 50%
0% 0% 0%
Regional NSW Destination Dungog Regional NSW Destination Dungog Regional NSW Destination Dungog
Sydney Sydney Sydney
Surrounds North Surrounds North
Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip

Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips  Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data /\
Data prepared and visualised by the Research and Development Team < ﬂ >
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GOVERNMENT

Visitor Type Selector Notes:
« All YoY Changes represent April 2026 vs the same month in the previous year
Multiple selections Y « YoY Change within the LGA shows the YoY % change for the selected Local Government Area

* YoY Change for DN shows the YoY % change for the Destination Network the LGA belongs to (in this case, Destination Sydney Surrounds North)
« YoY Change Overall DN Benchmark represents the average YoY % change across all Destination Networks
» Some categories may show blank due to not meeting banking privacy rules

Please hold CTRL to select multiple Visitor Trip Types

Category Spending Analysis, April 2026

All Tourists Non-Tourists
Category Spend YoY Change YoY YoY Change Spend YoY Change YoY YoY Change
within the  Change for Overall DN within the Change for Overall DN
LGA DN Benchmark LGA DN Benchmark
_All Categories - Total $0.7M -16.3% -1.5% -5.8% $5.2M -2.7% 3.9% 3.4%
Accommodation - Instore - Total $0.0M -53.6% -24.4% -22.2% $0.0M 45.9% -4.4% 0.1%
Accommodation - Online - Total $0.1M -5.5% 0.5% -7.0% $0.0M -6.2% -18.0% -26.5%
Discretionary Retail - Department Stores, Clothing & Accessories $0.0M -72.9% -3.6% -6.0% $0.0M -32.9% 0.6% 0.1%
Discretionary Retail - Other Discretionary Retail $0.0M 8.7% 7.5% 0.1% $0.4M 11.4% 3.0% 2.6%
Discretionary Retail - Total $0.0M -7.0% 3.1% -2.2% $0.4M 8.7% 2.3% 1.9%
Food Retailing - Groceries and Other Food Retailing -5.3% 4.0%
Food Retailing - Supermarkets -7.4% 0.1%
Food Retailing - Total -6.7% 0.8%
Private Transport - Total $0.0M -12.9% 1.8% 0.7% $0.7M 20.8% 14.7% 15.4%
Tourism and Entertainment - Attractions, Events and Recreation $0.1M 19.2% -4.4% -22.0% $0.2M 5.8% 5.0% 4.8%
Tourism and Entertainment - Breweries and Wineries -17.6% 1.1%
Tourism and Entertainment - Cafes -5.9% -1.5%
Tourism and Entertainment - Pubs, Taverns and Bars $0.1M 1.2% -1.2% -8.1% $0.3M 9.0% 6.6% 5.9%
Tourism and Entertainment - Restaurants $0.0M 3.8% -3.2% -2.3% $0.2M -4.4% 5.4% 6.5%
Tourism and Entertainment - Takeaway and Fast Food Outlets -3.4% 3.6%
Tourism and Entertainment - Total $0.2M 5.6% -3.2% -7.4% $0.8M 2.0% 4.0% 4.5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E

Data prepared and visualised by the Research and Development Team
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Source Market Overview
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Metric Selector

Visitor Type Selector Category Selector

All Tourists Vv _All Categories - Total Vv Spend Vv

Source Market Analysis, April 2026

Note: Values show each source market’s contribution as a percentage (%) of the total for the selected LGA/DN

Source Markets (Metro/Regional) by Spend

Source Markets (State) by Spend

Top 10 Source Markets (LGA) by Spend

. 10%
Maitland
2%

10%
3%

68%
91% Metro NSW

NSW 53% Lake Macquarie

5%

QLD
8%

4%
VIC
5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

26%
Regional NSW
29%
3%
Metro QLD
6%

3%
Metro VIC
3%

@ Dungog

Location:
@ Destination Sydney Surrounds North

Newcastle

8%
2%
6%
5%
2%
Note: LGA Top 10
- 5% Source Markets are
4% ranked by annual
5% spend across all pre-
m selected markets. DN
values may show as

4% blank if not in the DN
2% Top 10.

Central Coast (NSW)

Cessnock

Northern Beaches

Mid-Coast

Port Stephens


https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
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GOVERNMENT

Visitor Type Selector Notes:

- Calculations are based off unique customer/visitor count (deduplicated) who have transacted in the target LGA
All Tourists 4 - Affluence score is not defined by household income, but by spending behaviour. Consumers who shop at luxury stores typically fall into
higher affluence bands (4,5), while those who shop more budget-consciously fall toward the lower end (1,2), regardless of income.

All Tourists Profile, year ending April 2026

Age Life Stage Affluence Score

21% 239 9
o 20% 3% 33% 32%
21%)
19% 5 20%
o 199
17% . 26%
o 16% 25% ’
16% o 15% 16% 17% °
14%
14%
13% ° » 219 22%
0
12% 16%
0, o, 0,
1% 1% 419, 1% 6% 16%
7%
5% 4%
18-24 25-34 35-44 45-54 55-64 65+ Mid Age New oid Older Retiree Young Young 1 2 3 4 o
Single Family Family Single Family Single
Couple Couple Couple
Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data . DungoQ

Location:
Data prepared and visualised by the Research and Development Team ‘ Destination Syd ney Surrounds North
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Destination Networks | LGA Dashboard

Page Navigation

This tool provides Destination Networks with enhanced visibility into the performance of Use the below navigation to select the data page you would like to view
LGAs in their region and enables comparison against relevant benchmark measures Return to the Home page at any time to change your selection or use the arrows to explore the other pages

Please select the LGA you would like to use to filter the dashboard. Your selection will
apply across all pages

METHODOLOGY

SPENDING DEEP

DIVE

Last Dashboard Update: 22 May 2026 — data as of April 2026 Destination iQ files and scorecards

All data has been sourced from Banking Transaction Data. Data prepared and visualised by DNSW's Research and Development Team

PERFORMANCE
OVERVIEW

SOURCE MARKET
OVERVIEW

VISITOR TYPE
OVERVIEW

TOURIST PROFILING



Methodology

Overview and General Notes

* Insights are derived from Banking Transaction Data, leveraging millions of de-identified, real transactions from customers.

* Advanced modelling and weighting techniques have been applied to ensure results are representative of total card spending, providing a comprehensive view of visitation by location and time period.

* Sydney Metro (33 LGAs) represents the aggregation of 33 LGAs across metropolitan Sydney outside of the Destination Networks.
 Further information on Destination Networks is available on the Destination NSW corporate website here.
« This analysis may be shared with relevant LGA representatives. Any further external distribution must be approved by the Research and Development team.
 All sharing requests or questions relating to the data must be submitted via the enquiry form available on the Destination NSW corporate website here.

Visitor Types

Metrics

The amount of money spent via card-present
transactions over the period (weighted data)

The total number of card-present transactions
over the period (weighted data), representing
the non-de-duplicated count of individual
payments made.

Trips represent the total number of Overnight
Trips and Day Trips, derived from the
aggregation or deduplication of a group of
transactions made within consecutive hours or
days by tourists only in; they are weighted in
line with customer count and deduplicated at
the trip level to avoid double counting

The unique number of customers/visitors
(deduplicated) who have transacted in the
target location (weighted data)

Tourist Level

Visitor Type

Description

Overnight visitors travelling at least 40km

7. 7 o
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GOVERNMENT

Abbreviations

* YoY - Year on Year
* MoM - Month on Month
» PoP - Period on Period

Spend Categories

Category

Sub Category

Non-Tourists

Routine Trips

Overnight o .
Tri from home, identified by multi-day spend
Tourists P patterns.
Dav Tri Visitors who travel at least 25km from
ay Irp home, spend 4+ hours in the area, and

return the same day.
Customers making regular transactions in

Regular/

the selected region. Ex: workers, frequent
shoppers or frequent leisure visitors.

Entertainment

Food Groceries and Other Food Retailing
Retailing | supermarkets
Attractions, Events and Recreation
Breweries and Wineries
Tourism and

Cafes

Pubs, Taverns and Bars

Restaurants

Takeaway and Fast Food Outlets

Short
Trips

Customers making single or multiple
transactions (less than 4 hours) within a
day in the selected region. Ex: food/fuel
when transiting through region, quick visit
to shops or a one off purchase.

Discretionary

Department Stores, Clothing and

Retail Accessories
Other Discretionary Retail
Accommodation - Instore
Accommodation

Accommodation - Online*

Private Transport

Private Transport (Ex: Parking)

Locals

Customers who are not on a trip, including
but not limited to all customers spending
within a 25km radius on their home
location.

Other

Miscellaneous sub-categories

Click here to view TRA's visitor type definitions

*Note: “Accommodation Online” reflects partial spend only.
Spend is statistically attributed to an LGA based on
selected online bookings within 6 months of an overnight

trip and assigned to the first transaction date of that trip.
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https://www.destinationnsw.com.au/about-us/destination-networks
https://www.destinationnsw.com.au/about-us/contact
https://www.tra.gov.au/en/about-tra/methodology/national-visitor-survey-methodology#:~:text=Overnight%20trips%20must%20include%20at,job)%2C%20are%20not%20collected

Monthly Tourism Performance Overview
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Key measures for all tourists, April 2026

Change since
previous year

Change since
previous month*

0.0%
-0.1%

0.0%

15.9%
0.5%

24.2%

Change since
previous year

Change since
previous month*

5.7%
4.0%

9.3%

2.5%
-4.1%

18.6%

Spend Spend
(For April 2026)
-
o $20M All Tourists
[
g
Day Trip
W >
$oM Overnight Trip
2019 2020 2021 2022 2023 2024 2025 2026
Trips
Trips
(For April 2026)
-~
0.1M
8 All Tourists
'—
Day Trip
0.0M . .
2019 2020 2021 2022 2023 2024 2025 2026 Overnight Trip
Customer Type All Tourists Day Trip Overnight Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

*Changes since previous month is calculated from rounded values
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Monthly Tourism Performance Overview

Visitor Type Selector Notes:
- Visitor economy figures typically focus on Day Trips and Overnight Trips to better align with Tourism Research Australia
+ Regional NSW refers to areas outside of the Sydney Metro area which may slightly defer from the Overall DN Benchmark used in other

All 1
sections of the dashboard

Please hold CTRL to select multiple Visitor Trip Types

Visitor Type Analysis, April 2026

Trips by Visitor Types Number of Transactions by Visitor Types

Spend by Visitor Types
100% 100% 100%
50% 50% 50%
0% 0% 0%
Regional NSW Destination Lake Macquarie Regional NSW Destination Lake Macquarie Regional NSW Destination Lake Macquarie
Sydney Sydney
Surrounds North Surrounds North
Short Trip

Sydney

Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips

4>

Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips  Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team
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GOVERNMENT

Visitor Type Selector Notes:
« All YoY Changes represent April 2026 vs the same month in the previous year
Multiple selections Y « YoY Change within the LGA shows the YoY % change for the selected Local Government Area

* YoY Change for DN shows the YoY % change for the Destination Network the LGA belongs to (in this case, Destination Sydney Surrounds North)
« YoY Change Overall DN Benchmark represents the average YoY % change across all Destination Networks
» Some categories may show blank due to not meeting banking privacy rules

Please hold CTRL to select multiple Visitor Trip Types

Category Spending Analysis, April 2026

All Tourists Non-Tourists
Category Spend YoY Change YoY YoY Change Spend YoY Change YoY YoY Change
within the  Change for Overall DN within the Change for Overall DN
LGA DN Benchmark LGA DN Benchmark
_All Categories - Total $14.7M 0.0% -1.5% -5.8% $249.9M 3.8% 3.9% 3.4%
Accommodation - Instore - Total $0.5M -4.7% -24.4% -22.2% $1.9M -4.6% -4.4% 0.1%
Accommodation - Online - Total $1.3M -11.1% 0.5% -7.0% $0.4M -31.2% -18.0% -26.5%
Discretionary Retail - Department Stores, Clothing & Accessories $1.3M 1.8% -3.6% -6.0% $17.8M 3.1% 0.6% 0.1%
Discretionary Retail - Other Discretionary Retail $2.2M -1.9% 7.5% 0.1% $43.2M 2.3% 3.0% 2.6%
Discretionary Retail - Total $3.4M -0.6% 3.1% -2.2% $61.0M 2.5% 2.3% 1.9%
Food Retailing - Groceries and Other Food Retailing $0.9M 11.0% 3.1% -5.3% $15.2M 3.0% 7.0% 4.0%
Food Retailing - Supermarkets $2.5M -1.0% -2.4% -7.4% $77.1M 1.4% 0.4% 0.1%
Food Retailing - Total $3.4M 2.1% -0.5% -6.7% $92.3M 1.7% 1.7% 0.8%
Private Transport - Total $1.8M 12.4% 1.8% 0.7% $31.3M 14.0% 14.7% 15.4%
Tourism and Entertainment - Attractions, Events and Recreation -22.0% 4.8%
Tourism and Entertainment - Breweries and Wineries -17.6% 1.1%
Tourism and Entertainment - Cafes $0.2M 1.2% -7.5% -5.9% $2.4M 9.3% -2.3% -1.5%
Tourism and Entertainment - Pubs, Taverns and Bars $0.8M 0.7% -1.2% -8.1% $7.1M 11.8% 6.6% 5.9%
Tourism and Entertainment - Restaurants $0.8M -10.0% -3.2% -2.3% $7.1M 1.0% 5.4% 6.5%
Tourism and Entertainment - Takeaway and Fast Food Outlets $0.9M -18.8% 0.6% -3.4% $12.7M 0.5% 3.1% 3.6%
Tourism and Entertainment - Total $2.9M -10.1% -3.2% -7.4% $31.7M 3.5% 4.0% 4.5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E

Data prepared and visualised by the Research and Development Team
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Source Market Overview

GOVERNMENT

Visitor Type Selector Category Selector Metric Selector
All Tourists Vv _All Categories - Total Vv Spend Vv
Source Market Analysis, April 2026
Note: Values show each source market’s contribution as a percentage (%) of the total for the selected LGA/DN
Source Markets (Metro/Regional) by Spend Top 10 Source Markets (LGA) by Spend

Source Markets (State) by Spend

6% Cessnock

- ' 10% Metro QLD [ &7
“ 8% Metro VIC . 3‘15/0? .
Mid-Coast
l 5% Regional QLD r3f;:/°

50
° Metro WA r 1%/?’

Port Stephens

3% 2%

' Metro ACT I 2% Northern Beaches
Regional VIC 132

2% |

I Veto SA ' 11;/: Maitland
' Note: LGA Top 10

Source Markets are
ranked by annual
spend across all pre-
selected markets. DN
values may show as
blank if not in the DN

i 1%
Regional WA ' 1% Tamworth Regional
Regional TAS ' 832’
Regional SA ’ 85//: Blacktown

X 0%
1% Metro TAS I 0% Brisbane

Metro NT I 822

0%
NT . .
9 . The Hills Sh
0% Regional NT 822 e Hills Shire Top 10.
Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data . . Lake Macquarie
Location: é /ﬂ\ )

Data prepared and visualised by the Research and Development Team ‘ Destinati Svd S ds North
estlination sydney surrounds NoO


https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
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Visitor Type Selector Notes:

- Calculations are based off unique customer/visitor count (deduplicated) who have transacted in the target LGA
All Tourists 4 - Affluence score is not defined by household income, but by spending behaviour. Consumers who shop at luxury stores typically fall into
higher affluence bands (4,5), while those who shop more budget-consciously fall toward the lower end (1,2), regardless of income.

All Tourists Profile, year ending April 2026

Age Life Stage Affluence Score

23% 24% 32% 32%
219 22%23%
()
289
19% 19% "
) 19% 26%
18% 17%
17%
")
15 22%
139 o
- 12% 14% 18% 18%
13% °
12% 1% 16%
1% 1% 4000 aas,
7% 7%
5% 49,
18-24 25-34 35-44 45-54 55-64 65+ Mid Age New oid Older Retiree Young Young 1 2 3 4 o
Single Family Family Single Family Single
Couple Couple Couple

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Location: @ Lake Macquarie

Data prepared and visualised by the Research and Development Team ‘ Destination Syd ney Surrounds North <
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Destination Networks | LGA Dashboard

Page Navigation

This tool provides Destination Networks with enhanced visibility into the performance of Use the below navigation to select the data page you would like to view
LGAs in their region and enables comparison against relevant benchmark measures Return to the Home page at any time to change your selection or use the arrows to explore the other pages

Please select the LGA you would like to use to filter the dashboard. Your selection will
apply across all pages

METHODOLOGY

SPENDING DEEP

DIVE

Last Dashboard Update: 22 May 2026 — data as of April 2026 Destination iQ files and scorecards

All data has been sourced from Banking Transaction Data. Data prepared and visualised by DNSW's Research and Development Team

PERFORMANCE
OVERVIEW

SOURCE MARKET
OVERVIEW

VISITOR TYPE
OVERVIEW

TOURIST PROFILING



Methodology

Overview and General Notes

* Insights are derived from Banking Transaction Data, leveraging millions of de-identified, real transactions from customers.

* Advanced modelling and weighting techniques have been applied to ensure results are representative of total card spending, providing a comprehensive view of visitation by location and time period.

* Sydney Metro (33 LGAs) represents the aggregation of 33 LGAs across metropolitan Sydney outside of the Destination Networks.
 Further information on Destination Networks is available on the Destination NSW corporate website here.
« This analysis may be shared with relevant LGA representatives. Any further external distribution must be approved by the Research and Development team.
 All sharing requests or questions relating to the data must be submitted via the enquiry form available on the Destination NSW corporate website here.

Visitor Types

Metrics

The amount of money spent via card-present
transactions over the period (weighted data)

The total number of card-present transactions
over the period (weighted data), representing
the non-de-duplicated count of individual
payments made.

Trips represent the total number of Overnight
Trips and Day Trips, derived from the
aggregation or deduplication of a group of
transactions made within consecutive hours or
days by tourists only in; they are weighted in
line with customer count and deduplicated at
the trip level to avoid double counting

The unique number of customers/visitors
(deduplicated) who have transacted in the
target location (weighted data)

Tourist Level

Visitor Type

Description

Overnight visitors travelling at least 40km

7. 7 o
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Abbreviations

* YoY - Year on Year
* MoM - Month on Month
» PoP - Period on Period

Spend Categories

Category

Sub Category

Non-Tourists

Routine Trips

Overnight o .
Tri from home, identified by multi-day spend
Tourists P patterns.
Dav Tri Visitors who travel at least 25km from
ay Irp home, spend 4+ hours in the area, and

return the same day.
Customers making regular transactions in

Regular/

the selected region. Ex: workers, frequent
shoppers or frequent leisure visitors.

Entertainment

Food Groceries and Other Food Retailing
Retailing | supermarkets
Attractions, Events and Recreation
Breweries and Wineries
Tourism and

Cafes

Pubs, Taverns and Bars

Restaurants

Takeaway and Fast Food Outlets

Short
Trips

Customers making single or multiple
transactions (less than 4 hours) within a
day in the selected region. Ex: food/fuel
when transiting through region, quick visit
to shops or a one off purchase.

Discretionary

Department Stores, Clothing and

Retail Accessories
Other Discretionary Retail
Accommodation - Instore
Accommodation

Accommodation - Online*

Private Transport

Private Transport (Ex: Parking)

Locals

Customers who are not on a trip, including
but not limited to all customers spending
within a 25km radius on their home
location.

Other

Miscellaneous sub-categories

Click here to view TRA's visitor type definitions

*Note: “Accommodation Online” reflects partial spend only.
Spend is statistically attributed to an LGA based on
selected online bookings within 6 months of an overnight

trip and assigned to the first transaction date of that trip.
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Key measures for all tourists, April 2026

Spend Spend Change since Change since
(For April 2026) previous year previous month*
o
g $10M All Tourists 13.5% 0.3%
[
2
§ - Q Q :4§ ~ j§ J& : A = Day Trip 17.5% -1.6%
$0M Overnight Trip 10.3% 2.1%
2019 2020 2021 2022 2023 2024 2025 2026
Trips
40K
(For April 2026)
2]
£ 20K
'—
oK
2019 2020 2021 2022 2023 2024 2025 2026
Customer Type All Tourists Day Trip Overnight Trip
Last Dashboard Update: 22 May 2026 Changes since previous month is calculated from rounded values

Sourced from Banking Transaction Data /\
Data prepared and visualised by the Research and Development Team < ﬂ >
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Monthly Tourism Performance Overview

Visitor Type Selector Notes:
- Visitor economy figures typically focus on Day Trips and Overnight Trips to better align with Tourism Research Australia
+ Regional NSW refers to areas outside of the Sydney Metro area which may slightly defer from the Overall DN Benchmark used in other

All 1
sections of the dashboard

Please hold CTRL to select multiple Visitor Trip Types

Visitor Type Analysis, April 2026

Trips by Visitor Types Number of Transactions by Visitor Types

Spend by Visitor Types
100% 100% 100%
50% 50% 50%
0% 0% 0%
Regional NSW Destination Maitland Regional NSW Destination Maitland Regional NSW Destination Maitland
Sydney Sydney
Surrounds North Surrounds North
Short Trip

Sydney

Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips

4>

Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips  Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team
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Visitor Type Selector Notes:
« All YoY Changes represent April 2026 vs the same month in the previous year
Multiple selections Y « YoY Change within the LGA shows the YoY % change for the selected Local Government Area

* YoY Change for DN shows the YoY % change for the Destination Network the LGA belongs to (in this case, Destination Sydney Surrounds North)
« YoY Change Overall DN Benchmark represents the average YoY % change across all Destination Networks
» Some categories may show blank due to not meeting banking privacy rules

Please hold CTRL to select multiple Visitor Trip Types

Category Spending Analysis, April 2026

All Tourists Non-Tourists
Category Spend YoY Change YoY YoY Change Spend YoY Change YoY YoY Change
within the  Change for Overall DN within the Change for Overall DN
LGA DN Benchmark LGA DN Benchmark
_All Categories - Total $7.4M 13.5% -1.5% -5.8% $123.3M 5.9% 3.9% 3.4%
Accommodation - Instore - Total $0.4M 174.4% -24.4% -22.2% $0.4M 12.8% -4.4% 0.1%
Accommodation - Online - Total $0.3M 13.3% 0.5% -7.0% $0.2M -12.9% -18.0% -26.5%
Discretionary Retail - Department Stores, Clothing & Accessories $0.9M 8.5% -3.6% -6.0% $13.7M 2.7% 0.6% 0.1%
Discretionary Retail - Other Discretionary Retail $1.5M 13.8% 7.5% 0.1% $26.0M 5.5% 3.0% 2.6%
Discretionary Retail - Total $2.3M 11.7% 3.1% -2.2% $39.7M 4.5% 2.3% 1.9%
Food Retailing - Groceries and Other Food Retailing $0.4M 42.5% 3.1% -5.3% $7.9M 25.6% 7.0% 4.0%
Food Retailing - Supermarkets $0.9M 1.0% -2.4% -7.4% $32.0M 2.7% 0.4% 0.1%
Food Retailing - Total $1.3M 10.9% -0.5% -6.7% $39.9M 6.5% 1.7% 0.8%
Private Transport - Total $0.8M 26.3% 1.8% 0.7% $12.4M 16.2% 14.7% 15.4%
Tourism and Entertainment - Attractions, Events and Recreation -22.0% 4.8%
Tourism and Entertainment - Breweries and Wineries -17.6% 1.1%
Tourism and Entertainment - Cafes $0.1M -1.6% -7.5% -5.9% $0.9M 13.3% -2.3% -1.5%
Tourism and Entertainment - Pubs, Taverns and Bars $0.3M 5.5% -1.2% -8.1% $3.3M 8.7% 6.6% 5.9%
Tourism and Entertainment - Restaurants $0.2M -8.2% -3.2% -2.3% $2.9M 5.6% 5.4% 6.5%
Tourism and Entertainment - Takeaway and Fast Food Outlets $0.4M 5.0% 0.6% -3.4% $5.9M 0.4% 3.1% 3.6%
Tourism and Entertainment - Total $1.1M 1.3% -3.2% -7.4% $13.9M 4.7% 4.0% 4.5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E

Data prepared and visualised by the Research and Development Team
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Source Market Overview

GOVERNMENT

Visitor Type Selector Category Selector Metric Selector
All Tourists Vv _All Categories - Total Vv Spend Vv
Source Market Analysis, April 2026
Note: Values show each source market’s contribution as a percentage (%) of the total for the selected LGA/DN
Source Markets (State) by Spend Source Markets (Metro/Regional) by Spend Top 10 Source Markets (LGA) by Spend

- _

QLD 13%
8%
8%
VIC
5%

2%
1%

2%
ACT I

SA

2%

2%
2%

WA

1%
TAS
1%

Metro NS\ | —

Metro QLD
Metro VIC

Regional QLD

Regional VIC
Metro ACT [ 3¢
Metro sA |1 37
Metro WA 1%
Regional TAS 0%
Regional WA 1o,
Regional SA 0%

Metro TAS | 0%

9%

|

Dungog 1%
6%

Mid-Coast 4%

6%
Port Stephens 2%

0,
Lake Macquarie 5%

0,
Singleton 5%

I

Central Coast (NSW) 59%

Note: LGA Top 10
Source Markets are

Gold Coast

. 2% ranked by annual
Brisbane
spend across all pre-
29, selected markets. DN
Muswellbrook values may show as
29 blank if not in the DN
0

Cessnock 2% Top 10.

Last Dashboard Update: 22 May 2026

Sourced from Banking Transaction Data ©® Maitland E A\ E

Data prepared and visualised by the Research and Development Team Location: ‘ . ;
Destination Sydney Surrounds North


https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
https://ms-pbi.pbi.microsoft.com/minerva/reportView.html

Visitor Profiling
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Visitor Type Selector

All Tourists A%

Notes:
- Calculations are based off unique customer/visitor count (deduplicated) who have transacted in the target LGA
- Affluence score is not defined by household income, but by spending behaviour. Consumers who shop at luxury stores typically fall into
higher affluence bands (4,5), while those who shop more budget-consciously fall toward the lower end (1,2), regardless of income.

All Tourists Profile, year ending April 2026

Age
21%21%

19% 19%

16% 16%
15%
I I

13% 13%

18-24 25-34 35-44 45-54 55-64

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

17% 17%

65+

Life Stage Affluence Score
23% 0 o
3% 32% 32%
28%
19% 26%
18%
22%
18%
12%129 g 7% 6
1% 12% 440 16%
° 1% 1%
7%
7%
0,
l -5 /D ]
Mid Age New Old Older Retiree Young Young 1 2 3 4 o
Single Family Family Single Family Single
Couple Couple Couple
. @ Maitland
Location:

A
@ Destination Sydney Surrounds North é ﬂ



Destination Networks | LGA Dashboard

Page Navigation

This tool provides Destination Networks with enhanced visibility into the performance of Use the below navigation to select the data page you would like to view
LGAs in their region and enables comparison against relevant benchmark measures Return to the Home page at any time to change your selection or use the arrows to explore the other pages

Please select the LGA you would like to use to filter the dashboard. Your selection will
apply across all pages

METHODOLOGY

SPENDING DEEP

DIVE

Last Dashboard Update: 22 May 2026 — data as of April 2026 Destination iQ files and scorecards

All data has been sourced from Banking Transaction Data. Data prepared and visualised by DNSW's Research and Development Team

PERFORMANCE
OVERVIEW

SOURCE MARKET
OVERVIEW

VISITOR TYPE
OVERVIEW

TOURIST PROFILING



Methodology

Overview and General Notes

* Insights are derived from Banking Transaction Data, leveraging millions of de-identified, real transactions from customers.

* Advanced modelling and weighting techniques have been applied to ensure results are representative of total card spending, providing a comprehensive view of visitation by location and time period.

* Sydney Metro (33 LGAs) represents the aggregation of 33 LGAs across metropolitan Sydney outside of the Destination Networks.
 Further information on Destination Networks is available on the Destination NSW corporate website here.
« This analysis may be shared with relevant LGA representatives. Any further external distribution must be approved by the Research and Development team.
 All sharing requests or questions relating to the data must be submitted via the enquiry form available on the Destination NSW corporate website here.

Visitor Types

Metrics

The amount of money spent via card-present
transactions over the period (weighted data)

The total number of card-present transactions
over the period (weighted data), representing
the non-de-duplicated count of individual
payments made.

Trips represent the total number of Overnight
Trips and Day Trips, derived from the
aggregation or deduplication of a group of
transactions made within consecutive hours or
days by tourists only in; they are weighted in
line with customer count and deduplicated at
the trip level to avoid double counting

The unique number of customers/visitors
(deduplicated) who have transacted in the
target location (weighted data)

Tourist Level

Visitor Type

Description

Overnight visitors travelling at least 40km

7. 7 o
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GOVERNMENT

Abbreviations

* YoY - Year on Year
* MoM - Month on Month
» PoP - Period on Period

Spend Categories

Category

Sub Category

Non-Tourists

Routine Trips

Overnight o .
Tri from home, identified by multi-day spend
Tourists P patterns.
Dav Tri Visitors who travel at least 25km from
ay Irp home, spend 4+ hours in the area, and

return the same day.
Customers making regular transactions in

Regular/

the selected region. Ex: workers, frequent
shoppers or frequent leisure visitors.

Entertainment

Food Groceries and Other Food Retailing
Retailing | supermarkets
Attractions, Events and Recreation
Breweries and Wineries
Tourism and

Cafes

Pubs, Taverns and Bars

Restaurants

Takeaway and Fast Food Outlets

Short
Trips

Customers making single or multiple
transactions (less than 4 hours) within a
day in the selected region. Ex: food/fuel
when transiting through region, quick visit
to shops or a one off purchase.

Discretionary

Department Stores, Clothing and

Retail Accessories
Other Discretionary Retail
Accommodation - Instore
Accommodation

Accommodation - Online*

Private Transport

Private Transport (Ex: Parking)

Locals

Customers who are not on a trip, including
but not limited to all customers spending
within a 25km radius on their home
location.

Other

Miscellaneous sub-categories

Click here to view TRA's visitor type definitions

*Note: “Accommodation Online” reflects partial spend only.
Spend is statistically attributed to an LGA based on
selected online bookings within 6 months of an overnight

trip and assigned to the first transaction date of that trip.

A
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https://www.destinationnsw.com.au/about-us/destination-networks
https://www.destinationnsw.com.au/about-us/contact
https://www.tra.gov.au/en/about-tra/methodology/national-visitor-survey-methodology#:~:text=Overnight%20trips%20must%20include%20at,job)%2C%20are%20not%20collected

Monthly Tourism Performance Overview
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Key measures for all tourists, April 2026

Spend
< $2M
c
[
Qo
a2 \W\/\’\/\/\’\/\/\/\
$OM
2019 2020 2021 2022 2023 2024 2025 2026
Trips
20K
2]
£ 10K
2 Mﬁﬁﬂw
0K
2019 2020 2021 2022 2023 2024 2025 2026
Customer Type All Tourists Day Trip Overnight Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

Spend Change since Change since
(For April 2026) previous year previous month*
-
All Tourists -0.7% -10.6%
Day Trip -9.1% -10.4%
Overnight Trip 3.2% -10.6%
Trips Change since Change since
(For April 2026) previous year previous month*
-~
All Tourists 2.1% -5.7%
Day Trip -3.4% -10.1%
Overnight Trip 9.3% 0.0%

*Changes since previous month is calculated from rounded values

4>
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Monthly Tourism Performance Overview

Visitor Type Selector Notes:
- Visitor economy figures typically focus on Day Trips and Overnight Trips to better align with Tourism Research Australia
+ Regional NSW refers to areas outside of the Sydney Metro area which may slightly defer from the Overall DN Benchmark used in other

All 1
sections of the dashboard

Please hold CTRL to select multiple Visitor Trip Types

Visitor Type Analysis, April 2026

Trips by Visitor Types Number of Transactions by Visitor Types

Spend by Visitor Types
100% 100% 100%
50% 50% 50%
0% 0% 0%
Regional NSW Destination Muswellbrook Regional NSW Destination Muswellbrook Regional NSW Destination Muswellbrook
Sydney Sydney
Surrounds North Surrounds North
Short Trip

Sydney

Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips

4>

Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips  Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team
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GOVERNMENT

Visitor Type Selector Notes:
« All YoY Changes represent April 2026 vs the same month in the previous year
Multiple selections Y « YoY Change within the LGA shows the YoY % change for the selected Local Government Area

* YoY Change for DN shows the YoY % change for the Destination Network the LGA belongs to (in this case, Destination Sydney Surrounds North)
« YoY Change Overall DN Benchmark represents the average YoY % change across all Destination Networks
» Some categories may show blank due to not meeting banking privacy rules

Please hold CTRL to select multiple Visitor Trip Types

Category Spending Analysis, April 2026

All Tourists Non-Tourists
Category Spend YoY Change YoY YoY Change Spend YoY Change YoY YoY Change
within the  Change for Overall DN within the Change for Overall DN
LGA DN Benchmark LGA DN Benchmark
_All Categories - Total $1.9M -0.7% -1.5% -5.8% $18.8M 7.2% 3.9% 3.4%
Accommodation - Instore - Total $0.1M -39.1% -24.4% -22.2% $0.3M -16.5% -4.4% 0.1%
Accommodation - Online - Total $0.1M 7.6% 0.5% -7.0% $0.1M -29.8% -18.0% -26.5%
Discretionary Retail - Department Stores, Clothing & Accessories $0.1M -29.6% -3.6% -6.0% $1.3M -4.2% 0.6% 0.1%
Discretionary Retail - Other Discretionary Retail $0.2M 6.8% 7.5% 0.1% $2.8M 10.8% 3.0% 2.6%
Discretionary Retail - Total $0.3M -7.0% 3.1% -2.2% $4.1M 5.5% 2.3% 1.9%
Food Retailing - Groceries and Other Food Retailing $0.1M -0.1% 3.1% -5.3% $1.1M 1.7% 7.0% 4.0%
Food Retailing - Supermarkets $0.4M -3.1% -2.4% -7.4% $6.1M 3.3% 0.4% 0.1%
Food Retailing - Total $0.5M -2.5% -0.5% -6.7% $7.3M 3.1% 1.7% 0.8%
Private Transport - Total $0.4M 18.2% 1.8% 0.7% $3.4M 29.5% 14.7% 15.4%
Tourism and Entertainment - Attractions, Events and Recreation -22.0% 4.8%
Tourism and Entertainment - Breweries and Wineries -17.6% 1.1%
Tourism and Entertainment - Cafes $0.0M -14.0% -7.5% -5.9% $0.2M -7.6% -2.3% -1.5%
Tourism and Entertainment - Pubs, Taverns and Bars $0.1M -3.0% -1.2% -8.1% $0.5M 22.6% 6.6% 5.9%
Tourism and Entertainment - Restaurants $0.0M 73.4% -3.2% -2.3% $0.2M 91.4% 5.4% 6.5%
Tourism and Entertainment - Takeaway and Fast Food Outlets $0.1M -20.3% 0.6% -3.4% $1.1M -8.1% 3.1% 3.6%
Tourism and Entertainment - Total $0.4M -3.3% -3.2% -7.4% $2.2M 8.0% 4.0% 4.5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E

Data prepared and visualised by the Research and Development Team

-2
J



Source Market Overview

7. T A
R}!SL\}A'I .Yﬁ" Hgﬁgnatlon

GOVERNMENT

Visitor Type Selector

All Tourists N4

Source Market Analysis, April 2026

Category Selector

_All Categories - Total v

Metric Selector

Spend Vv

Note: Values show each source market’s contribution as a percentage (%) of the total for the selected LGA/DN

Source Markets (State) by Spend

85% i
NSW Regional NSW 0%
82%

8%
QLD
8%
4%
VIC
5%

I 1%
WA
2%
| 1%
SA
1%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

Source Markets (Metro/Regional) by Spend

49%

Metro NSW
53%

5%

Regional QLD
9 Q 3%

3%
6%

Metro QLD

3%
3%

Metro VIC

Regional VIC

o
o o
N X

Metro ACT

|

N
N ®
o\o (=)

@ Muswellbrook

Location:
@ Destination Sydney Surrounds North

Top 10 Source Markets (LGA) by Spend

Upper Hunter Shire 13%

Newcastle
Cessnock
Lake Macquarie
Singleton

Central Coast (NSW)

Note: LGA Top 10

Maitland
Source Markets are

ranked by annual

Port Stephens spend across all pre-

selected markets. DN
Muswellbrook values may show as
blank if not in the DN

Top 10.

Port Macquarie-Hastings
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https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
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Visitor Type Selector Notes:

- Calculations are based off unique customer/visitor count (deduplicated) who have transacted in the target LGA
All Tourists 4 - Affluence score is not defined by household income, but by spending behaviour. Consumers who shop at luxury stores typically fall into
higher affluence bands (4,5), while those who shop more budget-consciously fall toward the lower end (1,2), regardless of income.

All Tourists Profile, year ending April 2026

Age Life Stage Affluence Score

21% 219 23% 31% 32%
19% 21% 20%)
18% . 19% 27%
16% 7% U 20%
’ 16% 16% 17% 17%
13% 14% 22%
13% gt 14% o
18% 19%
12% 0
11% 11%11% 1% 16%
7%
5%
4%
18-24 25-34 35-44 45-54 55-64 65+ Mid Age New oid Older Retiree Young Young 1 2 3 4 o
Single Family Family Single Family Single
Couple Couple Couple

Last Dashboard Update: 22 May 2026

Sourced from Banking Transaction Data Location: © Muswellbrook

Data prepared and visualised by the Research and Development Team ‘ Destination Syd ney Surrounds North <
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Destination Networks | LGA Dashboard

Page Navigation

This tool provides Destination Networks with enhanced visibility into the performance of Use the below navigation to select the data page you would like to view
LGAs in their region and enables comparison against relevant benchmark measures Return to the Home page at any time to change your selection or use the arrows to explore the other pages

Please select the LGA you would like to use to filter the dashboard. Your selection will
apply across all pages

METHODOLOGY

SPENDING DEEP

DIVE

Last Dashboard Update: 22 May 2026 — data as of April 2026 Destination iQ files and scorecards

All data has been sourced from Banking Transaction Data. Data prepared and visualised by DNSW's Research and Development Team

PERFORMANCE
OVERVIEW

SOURCE MARKET
OVERVIEW

VISITOR TYPE
OVERVIEW

TOURIST PROFILING



Methodology

Overview and General Notes

* Insights are derived from Banking Transaction Data, leveraging millions of de-identified, real transactions from customers.

* Advanced modelling and weighting techniques have been applied to ensure results are representative of total card spending, providing a comprehensive view of visitation by location and time period.

* Sydney Metro (33 LGAs) represents the aggregation of 33 LGAs across metropolitan Sydney outside of the Destination Networks.
 Further information on Destination Networks is available on the Destination NSW corporate website here.
« This analysis may be shared with relevant LGA representatives. Any further external distribution must be approved by the Research and Development team.
 All sharing requests or questions relating to the data must be submitted via the enquiry form available on the Destination NSW corporate website here.

Visitor Types

Metrics

The amount of money spent via card-present
transactions over the period (weighted data)

The total number of card-present transactions
over the period (weighted data), representing
the non-de-duplicated count of individual
payments made.

Trips represent the total number of Overnight
Trips and Day Trips, derived from the
aggregation or deduplication of a group of
transactions made within consecutive hours or
days by tourists only in; they are weighted in
line with customer count and deduplicated at
the trip level to avoid double counting

The unique number of customers/visitors
(deduplicated) who have transacted in the
target location (weighted data)

Tourist Level

Visitor Type

Description

Overnight visitors travelling at least 40km

7. 7 o
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Abbreviations

* YoY - Year on Year
* MoM - Month on Month
» PoP - Period on Period

Spend Categories

Category

Sub Category

Non-Tourists

Routine Trips

Overnight o .
Tri from home, identified by multi-day spend
Tourists P patterns.
Dav Tri Visitors who travel at least 25km from
ay Irp home, spend 4+ hours in the area, and

return the same day.
Customers making regular transactions in

Regular/

the selected region. Ex: workers, frequent
shoppers or frequent leisure visitors.

Entertainment

Food Groceries and Other Food Retailing
Retailing | supermarkets
Attractions, Events and Recreation
Breweries and Wineries
Tourism and

Cafes

Pubs, Taverns and Bars

Restaurants

Takeaway and Fast Food Outlets

Short
Trips

Customers making single or multiple
transactions (less than 4 hours) within a
day in the selected region. Ex: food/fuel
when transiting through region, quick visit
to shops or a one off purchase.

Discretionary

Department Stores, Clothing and

Retail Accessories
Other Discretionary Retail
Accommodation - Instore
Accommodation

Accommodation - Online*

Private Transport

Private Transport (Ex: Parking)

Locals

Customers who are not on a trip, including
but not limited to all customers spending
within a 25km radius on their home
location.

Other

Miscellaneous sub-categories

Click here to view TRA's visitor type definitions

*Note: “Accommodation Online” reflects partial spend only.
Spend is statistically attributed to an LGA based on
selected online bookings within 6 months of an overnight

trip and assigned to the first transaction date of that trip.
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https://www.destinationnsw.com.au/about-us/destination-networks
https://www.destinationnsw.com.au/about-us/contact
https://www.tra.gov.au/en/about-tra/methodology/national-visitor-survey-methodology#:~:text=Overnight%20trips%20must%20include%20at,job)%2C%20are%20not%20collected

Monthly Tourism Performance Overview
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Key measures for all tourists, April 2026

Change since
previous year

Change since
previous month*

-2.0%
-6.8%

-0.1%

6.6%
-4.7%

11.4%

Change since
previous year

Change since
previous month*

1.1%
-3.8%

7.4%

5.1%
-1.2%

13.4%

Spend Spend
$40M (For April 2026)
-
° All Tourists
2 $20M
4 .
Day Trip
$oM Overnight Trip
2019 2020 2021 2022 2023 2024 2025 2026
Trips
Trips
(For April 2026)
-~
0.1M
8 All Tourists
'—
Day Trip
0.0M . .
2019 2020 2021 2022 2023 2024 2025 2026 Overnight Trip
Customer Type All Tourists Day Trip Overnight Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

*Changes since previous month is calculated from rounded values
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Monthly Tourism Performance Overview

Visitor Type Selector Notes:
- Visitor economy figures typically focus on Day Trips and Overnight Trips to better align with Tourism Research Australia
+ Regional NSW refers to areas outside of the Sydney Metro area which may slightly defer from the Overall DN Benchmark used in other

All 1
sections of the dashboard

Please hold CTRL to select multiple Visitor Trip Types

Visitor Type Analysis, April 2026

Trips by Visitor Types Number of Transactions by Visitor Types

Spend by Visitor Types
100% 100% 100%
50% 50% 50%
0% 0% 0%
Regional NSW Destination Newcastle Regional NSW Destination Newcastle Regional NSW Destination Newcastle
Sydney Sydney
Surrounds North Surrounds North
Short Trip

Sydney

Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips

4>

Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips  Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team
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Visitor Type Selector Notes:
« All YoY Changes represent April 2026 vs the same month in the previous year
Multiple selections Y « YoY Change within the LGA shows the YoY % change for the selected Local Government Area

* YoY Change for DN shows the YoY % change for the Destination Network the LGA belongs to (in this case, Destination Sydney Surrounds North)
« YoY Change Overall DN Benchmark represents the average YoY % change across all Destination Networks
» Some categories may show blank due to not meeting banking privacy rules

Please hold CTRL to select multiple Visitor Trip Types

Category Spending Analysis, April 2026

All Tourists Non-Tourists
Category Spend YoY Change YoY YoY Change Spend YoY Change YoY YoY Change
within the  Change for Overall DN within the Change for Overall DN
LGA DN Benchmark LGA DN Benchmark
_All Categories - Total $23.4M -2.0% -1.5% -5.8% $235.5M 2.1% 3.9% 3.4%
Accommodation - Instore - Total $1.5M -27.6% -24.4% -22.2% $1.6M -1.2% -4.4% 0.1%
Accommodation - Online - Total $2.6M -0.5% 0.5% -7.0% $0.8M -24.3% -18.0% -26.5%
Discretionary Retail - Department Stores, Clothing & Accessories $1.7M -11.8% -3.6% -6.0% $18.7M -2.8% 0.6% 0.1%
Discretionary Retail - Other Discretionary Retail $2.8M 11.2% 7.5% 0.1% $37.2M -0.2% 3.0% 2.6%
Discretionary Retail - Total $4.5M 1.4% 3.1% -2.2% $55.9M -1.1% 2.3% 1.9%
Food Retailing - Groceries and Other Food Retailing $1.2M 4.0% 3.1% -5.3% $17.2M 0.8% 7.0% 4.0%
Food Retailing - Supermarkets $2.2M 6.9% -2.4% -7.4% $58.0M 0.1% 0.4% 0.1%
Food Retailing - Total $3.4M 5.9% -0.5% -6.7% $75.3M 0.2% 1.7% 0.8%
Private Transport - Total $2.2M 14.0% 1.8% 0.7% $23.1M 15.3% 14.7% 15.4%
Tourism and Entertainment - Attractions, Events and Recreation -22.0% 4.8%
Tourism and Entertainment - Breweries and Wineries -17.6% 1.1%
Tourism and Entertainment - Cafes $0.6M -13.9% -7.5% -5.9% $3.4M -14.7% -2.3% -1.5%
Tourism and Entertainment - Pubs, Taverns and Bars $2.4M -5.0% -1.2% -8.1% $12.6M 11.8% 6.6% 5.9%
Tourism and Entertainment - Restaurants $2.4M -7.0% -3.2% -2.3% $13.2M 2.6% 5.4% 6.5%
Tourism and Entertainment - Takeaway and Fast Food Outlets $1.6M 7.9% 0.6% -3.4% $13.5M 5.9% 3.1% 3.6%
Tourism and Entertainment - Total $7.8M -2.6% -3.2% -7.4% $45.6M 4.0% 4.0% 4.5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E

Data prepared and visualised by the Research and Development Team
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Visitor Type Selector Category Selector Metric Selector

All Tourists Vv _All Categories - Total Vv Spend Vv

Source Market Analysis, April 2026

Note: Values show each source market’s contribution as a percentage (%) of the total for the selected LGA/DN

Source Markets (State) by Spend Source Markets (Metro/Regional) by Spend Top 10 Source Markets (LGA) by Spend

NSW 76% 9 29% . Central Coast (NSW) 59
53% 4o

5%

8% -
alp . 10% Metro QLD '6% ° Mid-Coast m
8% Metro VIC 35% 4%
° Port Stephens 20
0, (]
e ' 6% Regional QLD g 3%
5% 2% Cessnock 3%
Metro ACT ' 29,°
2% 2% 0
WA ' 2% Metro WA 1% Brisbane 3%
0,
Metro SA r 1%/0/°
2% 3%
ACT ' o Regional VIC 11:://: Northern Beaches 4%
: 1% % Note: LGA Top 10
- Regional WA | 1o/ Maitland o ’
SA ) Metro TAS I 0% Source Markets are
1% | OZ/O v 39, ranked by annual
I 1% Regional TAS I 802’ ydney 2% spend across all pre-
TAS 9 lected markets. DN
1% Metro NT | 02 : 3% ¢ :
| 82;0 Tamworth Regional 2% values may show as
NT | 0% Regional SA I 0% oo,  blankif notin the DN
’ i ACT ¢
0% Regional NT I 822 29 Top 10.
Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data . . Newcastle
Data prepared and visualised by the Research and Development Team Location: é /ﬂ\ 9
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Visitor Profiling
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Visitor Type Selector

Notes:
- Calculations are based off unique customer/visitor count (deduplicated) who have transacted in the target LGA
- Affluence score is not defined by household income, but by spending behaviour. Consumers who shop at luxury stores typically fall into
higher affluence bands (4,5), while those who shop more budget-consciously fall toward the lower end (1,2), regardless of income.

All Tourists A%

All Tourists Profile, year ending April 2026

Age

22%

Life Stage

0,
23% 299,

Affluence Score

33%

32%

21%
19%
0,
18% 17% 17% 26% 26%
16% 15% 16% 15% 23%
14% 149
13% 0 14%
12%12%
1% 119
1M%11% 1% 16%
15%
8% 70,
4%
18-24 25-34 35-44 45-54 55-64 65+ Mid Age New oid Older Retiree Young Young 1 2 4
Single Family Family Single Family Single
Couple Couple Couple

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

@ Newcastle

Location:
@ Destination Sydney Surrounds North



Destination Networks | LGA Dashboard

Page Navigation

This tool provides Destination Networks with enhanced visibility into the performance of Use the below navigation to select the data page you would like to view
LGAs in their region and enables comparison against relevant benchmark measures Return to the Home page at any time to change your selection or use the arrows to explore the other pages

Please select the LGA you would like to use to filter the dashboard. Your selection will
apply across all pages

METHODOLOGY

SPENDING DEEP

DIVE

Last Dashboard Update: 22 May 2026 — data as of April 2026 Destination iQ files and scorecards

All data has been sourced from Banking Transaction Data. Data prepared and visualised by DNSW's Research and Development Team

PERFORMANCE
OVERVIEW

SOURCE MARKET
OVERVIEW

VISITOR TYPE
OVERVIEW

TOURIST PROFILING



Methodology

Overview and General Notes

* Insights are derived from Banking Transaction Data, leveraging millions of de-identified, real transactions from customers.

* Advanced modelling and weighting techniques have been applied to ensure results are representative of total card spending, providing a comprehensive view of visitation by location and time period.

* Sydney Metro (33 LGAs) represents the aggregation of 33 LGAs across metropolitan Sydney outside of the Destination Networks.
 Further information on Destination Networks is available on the Destination NSW corporate website here.
« This analysis may be shared with relevant LGA representatives. Any further external distribution must be approved by the Research and Development team.
 All sharing requests or questions relating to the data must be submitted via the enquiry form available on the Destination NSW corporate website here.

Visitor Types

Metrics

The amount of money spent via card-present
transactions over the period (weighted data)

The total number of card-present transactions
over the period (weighted data), representing
the non-de-duplicated count of individual
payments made.

Trips represent the total number of Overnight
Trips and Day Trips, derived from the
aggregation or deduplication of a group of
transactions made within consecutive hours or
days by tourists only in; they are weighted in
line with customer count and deduplicated at
the trip level to avoid double counting

The unique number of customers/visitors
(deduplicated) who have transacted in the
target location (weighted data)

Tourist Level

Visitor Type

Description

Overnight visitors travelling at least 40km
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Abbreviations

* YoY - Year on Year
* MoM - Month on Month
» PoP - Period on Period

Spend Categories

Category

Sub Category

Non-Tourists

Routine Trips

Overnight o .
Tri from home, identified by multi-day spend
Tourists P patterns.
Dav Tri Visitors who travel at least 25km from
ay Irp home, spend 4+ hours in the area, and

return the same day.
Customers making regular transactions in

Regular/

the selected region. Ex: workers, frequent
shoppers or frequent leisure visitors.

Entertainment

Food Groceries and Other Food Retailing
Retailing | supermarkets
Attractions, Events and Recreation
Breweries and Wineries
Tourism and

Cafes

Pubs, Taverns and Bars

Restaurants

Takeaway and Fast Food Outlets

Short
Trips

Customers making single or multiple
transactions (less than 4 hours) within a
day in the selected region. Ex: food/fuel
when transiting through region, quick visit
to shops or a one off purchase.

Discretionary

Department Stores, Clothing and

Retail Accessories
Other Discretionary Retail
Accommodation - Instore
Accommodation

Accommodation - Online*

Private Transport

Private Transport (Ex: Parking)

Locals

Customers who are not on a trip, including
but not limited to all customers spending
within a 25km radius on their home
location.

Other

Miscellaneous sub-categories

Click here to view TRA's visitor type definitions

*Note: “Accommodation Online” reflects partial spend only.
Spend is statistically attributed to an LGA based on
selected online bookings within 6 months of an overnight

trip and assigned to the first transaction date of that trip.

A
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https://www.destinationnsw.com.au/about-us/destination-networks
https://www.destinationnsw.com.au/about-us/contact
https://www.tra.gov.au/en/about-tra/methodology/national-visitor-survey-methodology#:~:text=Overnight%20trips%20must%20include%20at,job)%2C%20are%20not%20collected

Monthly Tourism Performance Overview
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Key measures for all tourists, April 2026

Spend

Spend

(For April 2026)

$50M P

Change since
previous year

Change since
previous month*

All Tourists

$Spend

Day Trip

$oM Overnight Trip
2019 2020 2021 2022 2023 2024 2025 2026

1.9%
-1.0%

2.5%

33.2%
2.4%

41.5%

Trips

Trips
(For April 2026)
a

Change since
previous year

Change since
previous month*

0.1M
All Tourists

Trips

Day Trip

0.0M

2019 2020 2021 2022 2023 2024 2025 2026 Overnight Trip

-3.4%
-10.8%

4.5%

12.3%
2.4%
23.1%

Customer Type All Tourists

Day Trip

Overnight Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

*Changes since previous month is calculated from rounded values
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Monthly Tourism Performance Overview

Visitor Type Selector Notes:
- Visitor economy figures typically focus on Day Trips and Overnight Trips to better align with Tourism Research Australia
+ Regional NSW refers to areas outside of the Sydney Metro area which may slightly defer from the Overall DN Benchmark used in other

All 1
sections of the dashboard

Please hold CTRL to select multiple Visitor Trip Types

Visitor Type Analysis, April 2026

Trips by Visitor Types Number of Transactions by Visitor Types

Spend by Visitor Types
100% 100% 100%
50% 50% 50%
0% 0% 0%
Regional NSW Destination Port Stephens Regional NSW Destination Port Stephens Regional NSW Destination Port Stephens
Sydney Sydney Sydney
Surrounds North Surrounds North
Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip

Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips  Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data /\
Data prepared and visualised by the Research and Development Team < ﬂ >
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Visitor Type Selector Notes:
« All YoY Changes represent April 2026 vs the same month in the previous year
Multiple selections Y « YoY Change within the LGA shows the YoY % change for the selected Local Government Area

* YoY Change for DN shows the YoY % change for the Destination Network the LGA belongs to (in this case, Destination Sydney Surrounds North)
« YoY Change Overall DN Benchmark represents the average YoY % change across all Destination Networks
» Some categories may show blank due to not meeting banking privacy rules

Please hold CTRL to select multiple Visitor Trip Types

Category Spending Analysis, April 2026

All Tourists Non-Tourists
Category Spend YoY Change YoY YoY Change Spend YoY Change YoY YoY Change
within the  Change for Overall DN within the Change for Overall DN
LGA DN Benchmark LGA DN Benchmark
_All Categories - Total $24.8M 1.9% -1.5% -5.8% $86.6M 3.8% 3.9% 3.4%
Accommodation - Instore - Total $1.1M -40.9% -24.4% -22.2% $0.9M 4.3% -4.4% 0.1%
Accommodation - Online - Total $4.9M 11.1% 0.5% -7.0% $0.6M -22.0% -18.0% -26.5%
Discretionary Retail - Department Stores, Clothing & Accessories $1.0M -1.1% -3.6% -6.0% $3.9M -3.1% 0.6% 0.1%
Discretionary Retail - Other Discretionary Retail $2.1M 9.3% 7.5% 0.1% $13.9M 0.8% 3.0% 2.6%
Discretionary Retail - Total $3.1M 5.8% 3.1% -2.2% $17.8M -0.1% 2.3% 1.9%
Food Retailing - Groceries and Other Food Retailing $1.5M 0.3% 3.1% -5.3% $6.8M 2.9% 7.0% 4.0%
Food Retailing - Supermarkets $2.9M 1.1% -2.4% -7.4% $24.5M -0.1% 0.4% 0.1%
Food Retailing - Total $4.5M 0.8% -0.5% -6.7% $31.3M 0.5% 1.7% 0.8%
Private Transport - Total $2.4M 6.3% 1.8% 0.7% $11.9M 9.4% 14.7% 15.4%
Tourism and Entertainment - Attractions, Events and Recreation -22.0% 4.8%
Tourism and Entertainment - Breweries and Wineries -17.6% 1.1%
Tourism and Entertainment - Cafes $0.5M -7.9% -7.5% -5.9% $1.0M 8.9% -2.3% -1.5%
Tourism and Entertainment - Pubs, Taverns and Bars $2.3M 8.4% -1.2% -8.1% $3.1M 4.6% 6.6% 5.9%
Tourism and Entertainment - Restaurants $2.2M -1.5% -3.2% -2.3% $2.5M 8.5% 5.4% 6.5%
Tourism and Entertainment - Takeaway and Fast Food Outlets $1.2M 6.9% 0.6% -3.4% $4.8M 8.5% 3.1% 3.6%
Tourism and Entertainment - Total $7.7M 1.2% -3.2% -7.4% $13.3M 7.3% 4.0% 4.5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E

Data prepared and visualised by the Research and Development Team
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Visitor Type Selector

All Tourists

Category Selector Metric Selector

_All Categories - Total Vv Spend

Source Market Analysis, April 2026

Note: Values show each source market’s contribution as a percentage (%) of the total for the selected LGA/DN

Source Markets (State) by Spend

SA

0%

TAS
1%

0%

NT
0%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

Source Markets (Metro/Regional) by Spend

63%

. 00

Metro QLD [ %8,

49
Metro VIC 30
Metro ACT @ 3%

Regional QLD L 1;)43/0

Regional VIC 11‘;//2

Metro WA 11‘:{2

Metro SA 112{2

: 0%
Regional WA | %o,
‘ 0%

0%
0%
Metro TAS | @,

Regional SA 822

0%
Metro NT 00/2

Regional TAS

@ Port Stephens

Location:
@ Destination Sydney Surrounds North

Top 10 Source Markets (LGA) by Spend

Northern Beaches 4%

5%

Central Coast (NSW) 5%

. 5%
Mid-Coast 4%

. 5%
Lake Macquarie 3%

0,
Blacktown 3%

0,
Newcastle 3%
3% Note: LGA Top 10

The Hills Shire
Source Markets are

ranked by annual

Ku-ring-gai spend across all pre-

2% selected markets. DN

Randwick values may show as

blank if not in the DN
Top 10.

2%

'\3||'
ES

Sutherland Shire
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https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
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Visitor Type Selector Notes:

- Calculations are based off unique customer/visitor count (deduplicated) who have transacted in the target LGA
All Tourists 4 - Affluence score is not defined by household income, but by spending behaviour. Consumers who shop at luxury stores typically fall into
higher affluence bands (4,5), while those who shop more budget-consciously fall toward the lower end (1,2), regardless of income.

All Tourists Profile, year ending April 2026

Age Life Stage Affluence Score

21% 23%23% 34%

20% 32%

199 19%
19%
17% °
16%
016% 15% 17%
14%
12%
12% <7° 11%11% 12%11%
| I I I

19%

25% 26%

23%
13%

16%
14%

49
3% "

9/\

'

18-24 25-34 35-44 45-54 55-64 65+ Mid Age New oid Older Retiree Young Young 1 2 4
Single Family Family Single Family Single
Couple Couple Couple
Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data . Port Stephens

Location:
Data prepared and visualised by the Research and Development Team ‘ Destination Syd ney Surrounds North
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Destination Networks | LGA Dashboard

Page Navigation

This tool provides Destination Networks with enhanced visibility into the performance of Use the below navigation to select the data page you would like to view
LGAs in their region and enables comparison against relevant benchmark measures Return to the Home page at any time to change your selection or use the arrows to explore the other pages

Please select the LGA you would like to use to filter the dashboard. Your selection will
apply across all pages

METHODOLOGY

SPENDING DEEP

DIVE

Last Dashboard Update: 22 May 2026 — data as of April 2026 Destination iQ files and scorecards

All data has been sourced from Banking Transaction Data. Data prepared and visualised by DNSW's Research and Development Team

PERFORMANCE
OVERVIEW

SOURCE MARKET
OVERVIEW

VISITOR TYPE
OVERVIEW

TOURIST PROFILING



Methodology

Overview and General Notes

* Insights are derived from Banking Transaction Data, leveraging millions of de-identified, real transactions from customers.

* Advanced modelling and weighting techniques have been applied to ensure results are representative of total card spending, providing a comprehensive view of visitation by location and time period.

* Sydney Metro (33 LGAs) represents the aggregation of 33 LGAs across metropolitan Sydney outside of the Destination Networks.
 Further information on Destination Networks is available on the Destination NSW corporate website here.
« This analysis may be shared with relevant LGA representatives. Any further external distribution must be approved by the Research and Development team.
 All sharing requests or questions relating to the data must be submitted via the enquiry form available on the Destination NSW corporate website here.

Visitor Types

Metrics

The amount of money spent via card-present
transactions over the period (weighted data)

The total number of card-present transactions
over the period (weighted data), representing
the non-de-duplicated count of individual
payments made.

Trips represent the total number of Overnight
Trips and Day Trips, derived from the
aggregation or deduplication of a group of
transactions made within consecutive hours or
days by tourists only in; they are weighted in
line with customer count and deduplicated at
the trip level to avoid double counting

The unique number of customers/visitors
(deduplicated) who have transacted in the
target location (weighted data)

Tourist Level

Visitor Type

Description

Overnight visitors travelling at least 40km

7. 7 o
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Abbreviations

* YoY - Year on Year
* MoM - Month on Month
» PoP - Period on Period

Spend Categories

Category

Sub Category

Non-Tourists

Routine Trips

Overnight o .
Tri from home, identified by multi-day spend
Tourists P patterns.
Dav Tri Visitors who travel at least 25km from
ay Irp home, spend 4+ hours in the area, and

return the same day.
Customers making regular transactions in

Regular/

the selected region. Ex: workers, frequent
shoppers or frequent leisure visitors.

Entertainment

Food Groceries and Other Food Retailing
Retailing | supermarkets
Attractions, Events and Recreation
Breweries and Wineries
Tourism and

Cafes

Pubs, Taverns and Bars

Restaurants

Takeaway and Fast Food Outlets

Short
Trips

Customers making single or multiple
transactions (less than 4 hours) within a
day in the selected region. Ex: food/fuel
when transiting through region, quick visit
to shops or a one off purchase.

Discretionary

Department Stores, Clothing and

Retail Accessories
Other Discretionary Retail
Accommodation - Instore
Accommodation

Accommodation - Online*

Private Transport

Private Transport (Ex: Parking)

Locals

Customers who are not on a trip, including
but not limited to all customers spending
within a 25km radius on their home
location.

Other

Miscellaneous sub-categories

Click here to view TRA's visitor type definitions

*Note: “Accommodation Online” reflects partial spend only.
Spend is statistically attributed to an LGA based on
selected online bookings within 6 months of an overnight

trip and assigned to the first transaction date of that trip.
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https://www.destinationnsw.com.au/about-us/destination-networks
https://www.destinationnsw.com.au/about-us/contact
https://www.tra.gov.au/en/about-tra/methodology/national-visitor-survey-methodology#:~:text=Overnight%20trips%20must%20include%20at,job)%2C%20are%20not%20collected

Monthly Tourism Performance Overview
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Key measures for all tourists, April 2026

Spend

$5M

$Spend

B SR U

2019 2020 2021 2022 2023 2024 2025 2026

Trips

40K

20K

Trips

—_—

2019 2020 2021 2022 2023 2024 2025 2026

0K

Customer Type All Tourists

Day Trip

Overnight Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

Spend Change since Change since
(For April 2026) previous year previous month*
o
All Tourists -20.9% -0.1%
Day Trip -33.9% -0.8%
Overnight Trip -9.9% 0.2%
Trips Change since Change since
(For April 2026) previous year previous month*
o
All Tourists -34.9% -7.1%
Day Trip -45.7% -11.4%
Overnight Trip -8.9% 0.0%

*Changes since previous month is calculated from rounded values

4>
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Monthly Tourism Performance Overview

Visitor Type Selector Notes:
- Visitor economy figures typically focus on Day Trips and Overnight Trips to better align with Tourism Research Australia
+ Regional NSW refers to areas outside of the Sydney Metro area which may slightly defer from the Overall DN Benchmark used in other

All 1
sections of the dashboard

Please hold CTRL to select multiple Visitor Trip Types

Visitor Type Analysis, April 2026

Trips by Visitor Types Number of Transactions by Visitor Types

Spend by Visitor Types
100% 100% 100%
50% 50% 50%
0% 0% 0%
Regional NSW Destination Singleton Regional NSW Destination Singleton Regional NSW Destination Singleton
Sydney Sydney Sydney
Surrounds North Surrounds North
Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip

Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips  Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data /\
Data prepared and visualised by the Research and Development Team < ﬂ >
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Visitor Type Selector Notes:
« All YoY Changes represent April 2026 vs the same month in the previous year
Multiple selections Y « YoY Change within the LGA shows the YoY % change for the selected Local Government Area

* YoY Change for DN shows the YoY % change for the Destination Network the LGA belongs to (in this case, Destination Sydney Surrounds North)
« YoY Change Overall DN Benchmark represents the average YoY % change across all Destination Networks
» Some categories may show blank due to not meeting banking privacy rules

Please hold CTRL to select multiple Visitor Trip Types

Category Spending Analysis, April 2026

All Tourists Non-Tourists
Category Spend YoY Change YoY YoY Change Spend YoY Change YoY YoY Change
within the  Change for Overall DN within the Change for Overall DN
LGA DN Benchmark LGA DN Benchmark
_All Categories - Total $2.8M -20.9% -1.5% -5.8% $25.6M -0.6% 3.9% 3.4%
Accommodation - Instore - Total $0.1M -30.5% -24.4% -22.2% $0.2M -18.9% -4.4% 0.1%
Accommodation - Online - Total $0.2M -20.1% 0.5% -7.0% $0.2M -45.3% -18.0% -26.5%
Discretionary Retail - Department Stores, Clothing & Accessories $0.2M -6.4% -3.6% -6.0% $1.5M -0.6% 0.6% 0.1%
Discretionary Retail - Other Discretionary Retail $0.4M 26.9% 7.5% 0.1% $3.3M -8.8% 3.0% 2.6%
Discretionary Retail - Total $0.5M 14.5% 3.1% -2.2% $4.9M -6.3% 2.3% 1.9%
Food Retailing - Groceries and Other Food Retailing $0.2M -13.4% 3.1% -5.3% $2.1M 0.0% 7.0% 4.0%
Food Retailing - Supermarkets $0.3M -4.6% -2.4% -7.4% $7.2M 2.7% 0.4% 0.1%
Food Retailing - Total $0.5M -8.3% -0.5% -6.7% $9.2M 2.1% 1.7% 0.8%
Private Transport - Total $0.7M -47.4% 1.8% 0.7% $4.6M -2.9% 14.7% 15.4%
Tourism and Entertainment - Attractions, Events and Recreation $0.1M -5.1% -4.4% -22.0% $0.1M -20.9% 5.0% 4.8%
Tourism and Entertainment - Breweries and Wineries $0.0M -12.5% -17.0% -17.6% $0.2M -12.0% -6.9% 1.1%
Tourism and Entertainment - Cafes $0.0M 40.4% -7.5% -5.9% $0.2M 39.6% -2.3% -1.5%
Tourism and Entertainment - Pubs, Taverns and Bars $0.1M -54.7% -1.2% -8.1% $0.4M -41.9% 6.6% 5.9%
Tourism and Entertainment - Restaurants $0.1M 24.3% -3.2% -2.3% $0.6M 24.3% 5.4% 6.5%
Tourism and Entertainment - Takeaway and Fast Food Outlets $0.2M -10.7% 0.6% -3.4% $1.5M -6.7% 3.1% 3.6%
Tourism and Entertainment - Total $0.6M -16.1% -3.2% -7.4% $3.1M -8.9% 4.0% 4.5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E

Data prepared and visualised by the Research and Development Team
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Visitor Type Selector Category Selector Metric Selector

All Tourists Vv _All Categories - Total Vv Spend Vv

Source Market Analysis, April 2026

Note: Values show each source market’s contribution as a percentage (%) of the total for the selected LGA/DN

Source Markets (State) by Spend Source Markets (Metro/Regional) by Spend Top 10 Source Markets (LGA) by Spend

44% 7%

0,
82% 37% 7%

NSW

ﬂ

Regional NSW Lake Macquarie 3%
(4]
10%
QLD . . 7%
8% Regional QLD Maitland 20,
0, 00
SA F 4% Metro QLD Cessnock “ o
1% °
5%
Metro SA
5% 5%

2% < Note: LGA Top 10

WA Metro WA I Upper Hunter Shire F
I 2% 1% PP 1% Source Markets are
1% 39, ranked by annual
9 Metro ACT

ACT ‘ 1% L 2% Dungog 1% spend across all pre-
2%
19% 9 1% or elaide tnrie values may show as

TAS ’ . 1% 3% blank if not in the DN
1% Regional TAS ’ 0% Dubbo Regional m Top 10.

Last Dashboard Update: 22 May 2026

Sourced from Banking Transaction Data . . Singleton

Data prepared and visualised by the Research and Development Team Location: ‘ . . é /ﬂ\ 9
Destination Sydney Surrounds North


https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
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GOVERNMENT

Visitor Type Selector Notes:

- Calculations are based off unique customer/visitor count (deduplicated) who have transacted in the target LGA
All Tourists 4 - Affluence score is not defined by household income, but by spending behaviour. Consumers who shop at luxury stores typically fall into
higher affluence bands (4,5), while those who shop more budget-consciously fall toward the lower end (1,2), regardless of income.

All Tourists Profile, year ending April 2026

Age Life Stage Affluence Score
21%21% 23% 32% 329,

19%

17% 17%17%
16%16% 16% 17%17%
14%
13%
o) 190
12%12% R o,
7% 7% I I

199, 19%

26% 26%

21% 22%
17% 16%
2 3 4

13% 13%

5% 49,

18-24 25-34 35-44 45-54 55-64 65+ Mid Age New oid Older Retiree Young Young 1 o
Single Family Family Single Family Single
Couple Couple Couple
Last Dashboard Update: 22 May 2026 ;
Sourced from Banking Transaction Data . Slngleton

I

Location:
Data prepared and visualised by the Research and Development Team ‘ Destination Syd ney Surrounds North
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Destination Networks | LGA Dashboard

Page Navigation

This tool provides Destination Networks with enhanced visibility into the performance of Use the below navigation to select the data page you would like to view
LGAs in their region and enables comparison against relevant benchmark measures Return to the Home page at any time to change your selection or use the arrows to explore the other pages

Please select the LGA you would like to use to filter the dashboard. Your selection will
apply across all pages

METHODOLOGY

SPENDING DEEP

DIVE

Last Dashboard Update: 22 May 2026 — data as of April 2026 Destination iQ files and scorecards

All data has been sourced from Banking Transaction Data. Data prepared and visualised by DNSW's Research and Development Team

PERFORMANCE
OVERVIEW

SOURCE MARKET
OVERVIEW

VISITOR TYPE
OVERVIEW

TOURIST PROFILING



Methodology

Overview and General Notes

* Insights are derived from Banking Transaction Data, leveraging millions of de-identified, real transactions from customers.

* Advanced modelling and weighting techniques have been applied to ensure results are representative of total card spending, providing a comprehensive view of visitation by location and time period.

* Sydney Metro (33 LGAs) represents the aggregation of 33 LGAs across metropolitan Sydney outside of the Destination Networks.
 Further information on Destination Networks is available on the Destination NSW corporate website here.
« This analysis may be shared with relevant LGA representatives. Any further external distribution must be approved by the Research and Development team.
 All sharing requests or questions relating to the data must be submitted via the enquiry form available on the Destination NSW corporate website here.

Visitor Types

Metrics

The amount of money spent via card-present
transactions over the period (weighted data)

The total number of card-present transactions
over the period (weighted data), representing
the non-de-duplicated count of individual
payments made.

Trips represent the total number of Overnight
Trips and Day Trips, derived from the
aggregation or deduplication of a group of
transactions made within consecutive hours or
days by tourists only in; they are weighted in
line with customer count and deduplicated at
the trip level to avoid double counting

The unique number of customers/visitors
(deduplicated) who have transacted in the
target location (weighted data)

Tourist Level

Visitor Type

Description

Overnight visitors travelling at least 40km

7. 7 o
ﬁ%‘,“\’ﬁ .Yﬁ'( Bg@?natlon

GOVERNMENT

Abbreviations

* YoY - Year on Year
* MoM - Month on Month
» PoP - Period on Period

Spend Categories

Category

Sub Category

Non-Tourists

Routine Trips

Overnight o .
Tri from home, identified by multi-day spend
Tourists P patterns.
Dav Tri Visitors who travel at least 25km from
ay Irp home, spend 4+ hours in the area, and

return the same day.
Customers making regular transactions in

Regular/

the selected region. Ex: workers, frequent
shoppers or frequent leisure visitors.

Entertainment

Food Groceries and Other Food Retailing
Retailing | supermarkets
Attractions, Events and Recreation
Breweries and Wineries
Tourism and

Cafes

Pubs, Taverns and Bars

Restaurants

Takeaway and Fast Food Outlets

Short
Trips

Customers making single or multiple
transactions (less than 4 hours) within a
day in the selected region. Ex: food/fuel
when transiting through region, quick visit
to shops or a one off purchase.

Discretionary

Department Stores, Clothing and

Retail Accessories
Other Discretionary Retail
Accommodation - Instore
Accommodation

Accommodation - Online*

Private Transport

Private Transport (Ex: Parking)

Locals

Customers who are not on a trip, including
but not limited to all customers spending
within a 25km radius on their home
location.

Other

Miscellaneous sub-categories

Click here to view TRA's visitor type definitions

*Note: “Accommodation Online” reflects partial spend only.
Spend is statistically attributed to an LGA based on
selected online bookings within 6 months of an overnight

trip and assigned to the first transaction date of that trip.

A

9


https://www.destinationnsw.com.au/about-us/destination-networks
https://www.destinationnsw.com.au/about-us/contact
https://www.tra.gov.au/en/about-tra/methodology/national-visitor-survey-methodology#:~:text=Overnight%20trips%20must%20include%20at,job)%2C%20are%20not%20collected

Monthly Tourism Performance Overview
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‘I:}!S’_\%I’ .Yﬁ'( Bgﬁnatlon

GOVERNMENT

Key measures for all tourists, April 2026

Spend

Change since
previous year

Change since
previous month*

-6.2%
-12.0%

-3.0%

-10.9%
-18.8%

-6.3%

Change since
previous year

Change since
previous month*

-5.7%
-9.9%

1.0%

-71.7%
-11.4%

0.0%

Spend
(For April 2026)
-
o M All Tourists
2
= .
Day Trip
$OM Overnight Trip
2019 2020 2021 2022 2023 2024 2025 2026
Trips
20K Trips
(For April 2026)
-~
E‘ 10K All Tourists
Day Trip
0K . .
2019 2020 2021 2022 2023 2024 2025 2026 Overnight Trip
Customer Type All Tourists Day Trip Overnight Trip

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

Data prepared and visualised by the Research and Development Team

*Changes since previous month is calculated from rounded values

4>
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Monthly Tourism Performance Overview

Visitor Type Selector Notes:
- Visitor economy figures typically focus on Day Trips and Overnight Trips to better align with Tourism Research Australia
+ Regional NSW refers to areas outside of the Sydney Metro area which may slightly defer from the Overall DN Benchmark used in other

All 1
sections of the dashboard

Please hold CTRL to select multiple Visitor Trip Types

Visitor Type Analysis, April 2026

Trips by Visitor Types Number of Transactions by Visitor Types

Spend by Visitor Types
100% 100% 100%
50% 50% 50%
0% 0% 0%
Regional NSW Destination Upper Hunter Regional NSW Destination Upper Hunter Regional NSW Destination Upper Hunter
Sydney Shire Sydney Shire Sydney Shire
Surrounds North Surrounds North
Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips ¢ Short Trip

Surrounds North
Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips  Short Trip Customer Type @Day Trip @ Overnight Trip @ Regular/Routine Trips

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data /\
Data prepared and visualised by the Research and Development Team < ﬂ >
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GOVERNMENT

Visitor Type Selector Notes:
« All YoY Changes represent April 2026 vs the same month in the previous year
Multiple selections Y « YoY Change within the LGA shows the YoY % change for the selected Local Government Area

* YoY Change for DN shows the YoY % change for the Destination Network the LGA belongs to (in this case, Destination Sydney Surrounds North)
« YoY Change Overall DN Benchmark represents the average YoY % change across all Destination Networks
» Some categories may show blank due to not meeting banking privacy rules

Please hold CTRL to select multiple Visitor Trip Types

Category Spending Analysis, April 2026

All Tourists Non-Tourists
Category Spend YoY Change YoY YoY Change Spend YoY Change YoY YoY Change
within the  Change for Overall DN within the Change for Overall DN
LGA DN Benchmark LGA DN Benchmark
_All Categories - Total $2.2M -6.2% -1.5% -5.8% $12.3M 1.7% 3.9% 3.4%
Accommodation - Instore - Total $0.1M -13.0% -24.4% -22.2% $0.0M -2.3% -4.4% 0.1%
Accommodation - Online - Total $0.2M 17.5% 0.5% -7.0% $0.1M -30.9% -18.0% -26.5%
Discretionary Retail - Department Stores, Clothing & Accessories $0.0M -3.5% -3.6% -6.0% $0.2M -10.4% 0.6% 0.1%
Discretionary Retail - Other Discretionary Retail $0.1M -14.1% 7.5% 0.1% $1.1M -2.2% 3.0% 2.6%
Discretionary Retail - Total $0.2M -11.7% 3.1% -2.2% $1.3M -3.7% 2.3% 1.9%
Food Retailing - Groceries and Other Food Retailing $0.2M 0.2% 3.1% -5.3% $1.5M 4.5% 7.0% 4.0%
Food Retailing - Supermarkets $0.4M -13.8% -2.4% -7.4% $3.9M -0.5% 0.4% 0.1%
Food Retailing - Total $0.6M -8.9% -0.5% -6.7% $5.5M 0.9% 1.7% 0.8%
Private Transport - Total $0.6M -6.9% 1.8% 0.7% $2.7M 9.2% 14.7% 15.4%
Tourism and Entertainment - Attractions, Events and Recreation -22.0% 4.8%
Tourism and Entertainment - Breweries and Wineries -17.6% 1.1%
Tourism and Entertainment - Cafes -5.9% -1.5%
Tourism and Entertainment - Pubs, Taverns and Bars $0.2M -12.2% -1.2% -8.1% $0.6M 17.2% 6.6% 5.9%
Tourism and Entertainment - Restaurants $0.2M -24.9% -3.2% -2.3% $0.3M -27.3% 5.4% 6.5%
Tourism and Entertainment - Takeaway and Fast Food Outlets $0.1M -2.1% 0.6% -3.4% $0.5M -8.4% 3.1% 3.6%
Tourism and Entertainment - Total $0.5M -18.9% -3.2% -7.4% $1.5M -8.2% 4.0% 4.5%

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data E

Data prepared and visualised by the Research and Development Team
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GOVERNMENT

Visitor Type Selector Category Selector Metric Selector

All Tourists Vv _All Categories - Total Vv Spend Vv

Source Market Analysis, April 2026

Note: Values show each source market’s contribution as a percentage (%) of the total for the selected LGA/DN
Source Markets (State) by Spend Source Markets (Metro/Regional) by Spend Top 10 Source Markets (LGA) by Spend

47% Upper Hunter Shire
79% ; 1
o _ ’ e o
82% Lake Macquarie

13%

°
X

5%
3%

13% Metro NSW 4%

8%
79 0
Metro QLD " Newcastle 3%
5% 6%
VIC o
5% . Port Stephens 20? &
(] 0
Regional QLD
3% 3%

WA I 2% Muswellbrook

2% 3% .

Note: LGA Top 10
Metro VIC I 39, Gold Coast 2% P
° Source Markets are
1%
ranked by annual
SA 2% Brisbane g
1% Regional VIC spend across all pre-
0,
1% ) selected markets. DN

0% 0% Tamworth Regional values may show as

ACT 29, Metro ACT 00 blank if not in the DN
2% Maitland Top 10.

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data . Upper Hunter Shire

Data prepared and visualised by the Research and Development Team Location: ‘ . . é /ﬂ\ 9
Destination Sydney Surrounds North


https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
https://ms-pbi.pbi.microsoft.com/minerva/reportView.html
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Visitor Type Selector Notes:

- Calculations are based off unique customer/visitor count (deduplicated) who have transacted in the target LGA
All Tourists 4 - Affluence score is not defined by household income, but by spending behaviour. Consumers who shop at luxury stores typically fall into
higher affluence bands (4,5), while those who shop more budget-consciously fall toward the lower end (1,2), regardless of income.

All Tourists Profile, year ending April 2026

Age Life Stage Affluence Score

24% 24% 319% 32%

21%
19%
18%
17% 17%
0,
17% 6% 1604
0, 0,
. 15% 5o 14%
0
12% .
1% o 1% 11% 1%
0
7%
60/'
65+

23%

I

26% 26%

22%
22%
16% 16%
4% 4%
2 3 4

19%

i

18-24 25-34 35-44 45-54 55-64 Mid Age New oid Older Retiree Young Young 1 o
Single Family Family Single Family Single
Couple Couple Couple

Last Dashboard Update: 22 May 2026
Sourced from Banking Transaction Data

. @ Upper Hunter Shire
Location:
Data prepared and visualised by the Research and Development Team ‘ Destination Sydney Surrounds North
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BANKING TRANSACTION DATA DASHBOARD
- DESTINATION SYDNEY SURROUNDS NORTH

This dashboard explores the full depth and breadth of the banking
transaction data and is designed to work in tandem with existing
product offering to unlock the dataset’s full potential.

It's updated monthly in the second week of the latest data becoming
available to DNSW.

All data points are intended to be used within the dashboard. Please

consult DNSW's Research and Development Team for other use cases.

Please cite the dataset as 'sourced from banking transaction data'.

Slide

16
30

44
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Title

Destination Sydney Surrounds North
Sub-region: Hunter Valley
Sub-region: Upper Hunter

Methodology

Developed by the Research and Development Team.

for any questions


https://www.destinationnsw.com.au/about-us/contact

DESTINATION SYDNEY SURROUNDS NORTH
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Performance Overview - overall

Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North
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GOVERNMENT

Filter Pane Tourist spend Trips

Spend per cardholder

$287

Avg nights of stay

3.0

Spend $ YoY change PoP change*

e $137.1M 9594.9K
Destination v * .
Spend
Destination
Destination Sydney Surround... v $0.2bn
-
s
Period Type Y $0.1bn
Monthly v
$0.0bn
Period
Apr 2026 v Trips
0.5
w
=3
=
0.0W
2019 2020 2021 2022 2023 2024 2025
Customer Type All Tourists Day Trip Overnight Trip

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team

All Tourists -1.5% 182%
Day Trip -42% -2.8%
Overnight Trip -0.9% 24 5%
Trips YoY change  PoP change*
All Tourists 0.0% 7.2%
Day Trip -4.7% -4.4%
Overnight Trip 4.2% 19.1%

* Period on peniod changes are calculated from rounded values

«A>
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Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North
Filter Pane Visitor Type Day Trip Overnight Trip
Destination Type Category Spend YoY % change YoY % change Spend YoY % change | YoY % change
vs benchmark vs benchmark
Destination v
_All Categories - Total s26om | ¥ cazm | 24k s1aM | -09%  |¥ -65%
Destination Food Retailing - Total $4.1M " N L P 15% 207 (¥ q12% [ -saw
Destination Sydney Surr... Food Retailing - Supermarkets $2.6M 1% | 25% s13am | 3% | -00%
Food Retailing - Groceries and Other Food Retailing $1.6M 4 7.2% < -0.3% $7.3M 4 2.3% N 2 -6.2%
Period Type Discretionary Retail - Total $6.0M b o2 (P % s190M |4 50w | -38%
Monthly e Discretionary Retail - Other Discretionary Retail %3.9M & -2.8% y 2.7% £11.8M 4 11.4% & -0.7%
Discretionary Retail - Department Stores, Clothing & Accessories £2.1M < -2.5% 4 3.8% §7.2M N -3.5% 2 -8.7%
Period Tourism and Entertainment - Total $6.9M b son (¥ 45w s32am | 21 |4 7%
Apr 2026 v Tourism and Entertainment - Takeaway and Fast Food Outlets $2.0M b onen |d 30w s6am | P so0n [ 3%
Tourism and Entertainment - Pubs, Taverns and Bars £1.5M i’ -5.1% 4' -5.0% £3.4M i’ -0.5% * -8.5%
Customer Type Tourism and Entertainment - Restaurants £1.8M & -7.5% N -0.5% $9.7M N -2.A% €& -2.6%
Multiple selections e Tourism and Entertainment - Attractions, Events and Recreation $910.0K b -a0% L -106% s34 | -a3% & -2a6%
Tourism and Entertainment - Cafes sas2ok (¥ 60% (¥ 43w s2am (¥ 7T [ -62%
SUURCE_MARKETLEVEL Tourism and Entertainment - Brewenes and Wineres £257.0K & -9.2% & -0.3% $1.7M b  -180% & -1een
Total e Private Transport - Total 4.2 le -7.55¢ 4‘ -0.6% £10.9M "‘ 5.8% "‘ 1.1%
COURCE MARKET NAME Accommeodation - Instore - Total $1.2M b oaax (b 27w ss7™M | 276% | -237%
Accommodation - Online - Total sa7aok  |¥  -204% |d -353% s159M | 13% | -58%
Total e
Sourced from Sanking Transaction Dats. Dats prepared and vizusiized by the Research and Development Tesm * Aversge of all Destination Networks e /ﬁ\ 9



Visitor Type Overview /3 \Yﬁﬁgﬁmm

NSW
Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane
Other parts of N5W
Destination Type
Destination N Destination Sydney Surrounds Morth
Central Coast [(N5SW)
Destination
o Cessnock
Destination Sydney Surm.. ™
Dungog

Period Type . .
Lake Macguarie
Monthly o
Maitland
Period Muswellbrook
Apr 2026 e
Mewcastle
Visitor Definition Port Stephens

Tourists wvs Non-Tourists ™

LA
3
[[=]
m
=]
3

Upper Hunter Shire
Metric pper = e

Spend e

=]
P

20% 40% 60%

=)
o
]
2
=)

@Al Tourists (Day/COvernight Trips) @ MNon-Tourists (Locals, regular/routine trips)

N2

Sourced from Banking Trensaction Dats. Dats prepared and visualized by the Resesrch and Development Team < /ﬁ\
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NSW
Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane
Other parts of NSW
Destination Type
Destination N Destination Sydney Surrounds Morth
Central Coast (NSW)
Destination
o Cessnock
Destination Sydney Surm.. ™
Dungog

Period e
Typ Lake Macguarie
Monthly b
Maitland
Period Muswellbrook
Apr 2026 e
Mewcastle
Visitor Definition Port Stephens
it R
Extended Definition Singleton
Metric Upper Hunter Shire
Spend e 0% 20% 40% B0% B80% 100%

@ Al Tourists {Day/Cwvernight Trips) @ Regular/Routine Trips @5hort Trip

T
-
N2

Sourced from Banking Trensaction Dats. Dats prepared and visualized by the Resesrch and Development Team
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NSW
Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane
Other parts of NSW
Destination Type
Destination N Destination Sydney Surrounds Morth
Central Coast [(N5SW)
Destination
S Cessnock
Destination Sydney Surm.. ™
Dungog

Period Type .
Lake Macguarie
Monthly o
Maitland
Period Muswellbrook
Apr 2026 b
Mewcastle
Visitor Definition Port Stephens
1 R
Tounsts Singleton
Metric Upper Hunter Shire
Spend e 0% 208% 40% 60% 80% 100%

@ Cay Trip @Overnight Trip

g
>
N2

Sourced from Banking Trensaction Dats. Dats prepared and visualized by the Resesrch and Development Team



Source Market Overview
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Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane
Destination Type

Destination

Destination

Destination Sydney Surr...

Period Type
Monthly

Period

Apr 2026

Customer Type
All Tourists
Metric
Spend
Category & Sub-category *

_All Categories - Total

Source Market Level

METRO / REGIONAL

v

vV

Metro NSW

0
g
n
(o]
-\
o
e
o

Metro ACT

Metro SA

x
i

Q
Q
3
2
T
w

-

I
w

e

m

s}

o

3

sl

<

] > v’

- (o] =

A
I
1]
S
)
o
v
-

-
m
-
5
o
=
{

Regional NT

(o]
-

Regional A

oM 20M

= Time series of source market by category / sub-category available on request

Sourced from Banking Tranzsction Data. Dafa prepared and visualised by the Research and Development Team

SPEND

&
2

60M aoMm

e /ﬂ\ view average nights of stay and spend per customer on the next page 9
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GOVERNMENT

Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane SPEND
Destinalion Type Central Coast vsw) NN
Destination v Nortnern Beacres |
wic-coas: |
Destination Lake Macouare [
. siacetown |
. rort reonens.
reried yee syorc;
Monthly v he s snire [
penrien.
Period inner west |
Apr 2026 v sutneriana srire [
zrisoane [
Customer Type Renawick [
A o martane [
scr [
paramate: [
Metric ) i
ku-ring-c |
spend v vewcaste [
Horsoy [
R Tamworth Regiona! [
_All Categories - Tatal v coid coast ||
Canterbury-Bankstown _
Source Market Level rart Macquarie-Hastings ||| NG
LGA N oM 1M 2M 3M 4 5M Gl M

* Timme series of source market by category / sub-category availoble on reguest /\

™

Sourced from Banking Transsction Data. Data prepared and vizualised by the Research and Development Team view average nights of stay and spend per customer on the next page 9
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Annual data for YE Apr 2026, Destination - Destination Sydney Surrounds North

AVG_NIGHTS_OF_STAY

Filter Pane

Destination Type

Destination WV

Destination

Destination Sydney Surr... ™

Period Type

Annual vV

Period
YE Apr 2026 v

Customer Type

Overnight Trip Vv

Metric

Average Nights of Stay Vv

SOURCE_MARKET_LEVEL

STATE v 0

Sourced from Banking Transaction Data. Data prepared and visualized by the Rezesrch and Development Team < /ﬁ\ >
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NSW
Annual data for YE Apr 2026, Destination - Destination Sydney Surrounds North S

SPEND_PER_CUST
Filter Pane

Destination Type

Destination e

Destination

Destination Sydney Sumr... ™

Period Type

Annual bl
Period

YE Apr 2026 e
Customer Type

Cwernight Trip e
Metric

Spend Per Customer b

SOURCE_MARKET_LEVEL

200 400 e00 &00 1,000

<

STATE

Sourced from Banking Transaction Data. Data prepared and visualized by the Research and Development Team < /ﬁ\ >



Visitor Profiling

Annual data for YE Apr 2026, Destination - Destination Sydney Surrounds North

\\\") Y/ '( Destination

QnVLHNHENT

Filter Pane

Destination Type

Destination V

Destination

Destination Sydney Surr...

Period Type 13%
Annual N

Period

YE Apr 2026 N,
Customer Type

All Tourists 4

Source Market Level

Total W
Source Market Name
All b

Age

o
w

20%

w
0
>

-t
o
[+

w
0
>

U%

0

budget-consciously fall toward the lower end (1.2), regardless of income.

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team

Life Stage

uﬁ'\ YOu -‘.- ree

o \E1iree Mew

Family C

f g Family

* Annual dsts only

25%
—_—
15%
10%
I )

Affluence Score *

n lj

Szr‘gi Family Single..

*An individual's affluence score iz not defined by household income, but by spending behaviour Consumerz who shop at luxury stores typically fall info higher affiuence bands (4.5). while thoze who shop more

«A>



Visitor Profiling

Annual data for YE Apr 2026, Destination - Destination Sydney Surrounds North

\\\") Y/ '( Destination

QnVLHNHENT

Filter Pane

Destination Type

Destination V
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Destination Sydney Surr...

Period Type
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YE Apr 2026 N,
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budget-consciously fall toward the lower end (1.2), regardless of income.

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team

* Annual dsts only
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it ']

Family Szr‘gi' .

Family Single..

Affluence Score *

25%
—_—
15%
10%
5%

*An individual's affluence score iz not defined by household income, but by spending behaviour Consumerz who shop at luxury stores typically fall info higher affiuence bands (4.5). while thoze who shop more
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Visitor PrOfi"ng . \\\l’) V" Destination

QnVLHNHENT

Annual data for YE Apr 2026, Destination - Destination Sydney Surrounds North

Affluence Score *

s Age Life Stage
Filter Pane 35%
@ Target location © Australia Average Population
Destination Type
Destination bl 30%
Destination 20%
Destination Sydney Surr... i
3 15
Period Type 2 .
$340 20%
Annual b4
Period 15%
10%
YE Apr 2026 N
10%
Customer Type
Overnight Trip oA 5%
5%
Source Market Level
Total oW
' o 0%
18-2 25-34 45-54 55-64 65+
ocung You Retiree Mew Older
Source Market Name Family Sin g Family Single.. =sm ly Single.
All b *An individual's affluence score iz not defined by household income, but by spending behaviour Consumerz who shop at luxury stores typically fall info higher affiuence bands (4.5). while thoze who shop more

budget-consciously fall toward the lower end (1.2), regardless of income.

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team  * Annusal dats only é /ﬁ\ 9



Event Timeseries - Standard Benchmark (52 weeks prior) v@"(ggwnanon

Event period: Wed 01/04/2026 — Thu 30/04/2026 (30 days), Benchmark period: Wed 02/04/2025 — Thu 01/05/2025 (30 days)

Filter Pane "
[ Destination Type b
Destination Ve $70M
-

Destination

o
\
inafi $60M
\_ Destination Sydney Surr... Y,
=

( Event Date
4172026 B $50M
2
\__ 473002026 B J s
w
- ™
Time of day $40M
TOTAL N4
\ S =
(" Customer Type ) $30M
All Customers v
8 =7
\
( Category & sub-category e
All Categories - Total P
S Y,
N\ $10M ~
( Date Extender Mar 29 Apr 05 Apri2 Apr 19 Apr 26 May 03
\ 7 N, / @:5clected Event Period @ Benchmark 52 Weeks Prior

Sourced from Banking Transacfion Data. Dafs prepsred and visuslized by the Research and Development Team e /“\ 9
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Performance Overview - overall WL\ Y/'(oestmauon

NSW
Monthly data for Apr 2026, Sub-region - Hunter Valley GovLHasENT

Filter Pane Tourist spend Trips Spend per cardholder Avg nights of stay
— . $23.1M 215.8K $147 2.6
Spend
Destination
Hunter Valiey v 330M Spend § YoY change PoP change*

— All Tourists -11.3% 13.3%
Period Type & Day Trip 123% 7.6%
Monthly v o Overnight Trip  -10.3% 19.4%
SOM
2019 2020 2021 2022 2023 2024 2025 2026
Period
Apr 2026 W Trips
Trips YoY change  PoP change*
0.2M All Tourists -10.3% 2.9%
£ Day Trip 12.6% 0.4%

Overnight Trip 0.1% 145%
Giia WWWN
2019 2020 2021 2022 2023 2024 2025 2026
* Period on peniod changes are calculated from rounded values
Customer Type All Tourists Day Trip Overnight Trip

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team é /ﬁ\ e



i A 7 —
Category Deep Dive :}_\S% vg'(ﬂgwnaum

Monthly data for Apr 2026, Sub-region - Hunter Valley
Filter Pane Visitor Type Day Trip Overnight Trip
Destination Type Category Spend YoY % change YoY % change Spend YoY % change | YoY % change
vs benchmark vs benchmark
Sub-region b
_All Categories - Total s1iem | -123% | 24% st1iam | -103% |¥ -65%
Destination Food Retailing - Total $1.8M ¥ oasw (P 5% s2am (¥ 24w |d -sa%
Hunter Valley v Food Retailing - Supermarkets $788.0Kk |4 45% 25% s1.2m | 35 | -00%
Food Retailing - Groceries and Other Food Retailing soszok | ¥ -108% | ¥ -03% stam | 33w | -e2%
Period Type Discretionary Retail - Total $1.7M N L R so720k | 14%  |[d -38%
Monthly W Discretionary Retail - Other Discretionary Retail $1.3M 4 1.8% P 27% $6520 |4  6.0% 07
Discretionary Retail - Department Stores, Clothing & Accessories | $356.0k | ¥ -123% |4 3.8% s3200€ (¥ 6o% |¥  -87%
Period Tourism and Entertainment - Total $4.2M b s |d 45w $53M | ot | 79
Apr 2026 v Tourism and Entertainment - Takeaway and Fast Food Outlets sozzok (¥ 2% (& 39w 55680k | 150% [ -32%
Tourism and Entertainment - Pubs, Taverns and Bars £643.0K i’ -8.8% 4' -5.0% £1.2M i’ -12.8% * -8.5%
Customer Type Tourism and Entertainment - Restaurants $1.0M P 5% |4 -05% s1.4m | sem [ -2em
Multiple selections e Tourism and Entertainment - Attractions, Events and Recreation $365.0K 2120 | -108% s3050k | -225% | -248%
Tourism and Entertainment - Cafes s1720k |¥  -09% (¥ 43w s221.0k |¥  -43% (¥ -62%
SUURCE_MARKETLEVEL Tourism and Entertainment - Brewenes and Wineres £1.1M & -19.1% & -0.3% $1.5M & -14.7% & -1een
Total e Private Transport - Total $2.4M N - L Y $13M | 20% [P 1%
COURCE MARKET NAME Accommeodation - Instore - Total 57560k (¥ -200% |¥  -127% s1aM | 337% | -237%
Accommodation - Cnline - Total

Total e

Sourced from Banking Tranzaction Dats. Dats prepared and wizualized by the Rezearch and Development Team * Aversge of sl Desztination Nefworks e /ﬁ\ 9



Visitor Type Overview /3 \Yﬁﬁgﬁmm

NSW
Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane
Other parts of N5W
Destination Type
Destination N Destination Sydney Surrounds Morth
Central Coast [(N5SW)
Destination
o Cessnock
Destination Sydney Surm.. ™
Dungog
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Monthly o
Maitland
Period Muswellbrook
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Mewcastle
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3
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@Al Tourists (Day/COvernight Trips) @ MNon-Tourists (Locals, regular/routine trips)

N2

Sourced from Banking Trensaction Dats. Dats prepared and visualized by the Resesrch and Development Team < /ﬁ\



Visitor Type Overview Wik vﬁ"fﬂgﬁgmﬂ

NSW
Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane
Other parts of NSW
Destination Type
Destination N Destination Sydney Surrounds Morth
Central Coast (NSW)
Destination
o Cessnock
Destination Sydney Surm.. ™
Dungog

Period e
Typ Lake Macguarie
Monthly b
Maitland
Period Muswellbrook
Apr 2026 e
Mewcastle
Visitor Definition Port Stephens
it R
Extended Definition Singleton
Metric Upper Hunter Shire
Spend e 0% 20% 40% B0% B80% 100%

@ Al Tourists {Day/Cwvernight Trips) @ Regular/Routine Trips @5hort Trip

T
-
N2

Sourced from Banking Trensaction Dats. Dats prepared and visualized by the Resesrch and Development Team



Visitor Type Overview /3 \Yﬁﬁ%ﬁmﬂ

NSW
Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane
Other parts of NSW
Destination Type
Destination N Destination Sydney Surrounds Morth
Central Coast [(N5SW)
Destination
S Cessnock
Destination Sydney Surm.. ™
Dungog

Period Type .
Lake Macguarie
Monthly o
Maitland
Period Muswellbrook
Apr 2026 b
Mewcastle
Visitor Definition Port Stephens
1 R
Tounsts Singleton
Metric Upper Hunter Shire
Spend e 0% 208% 40% 60% 80% 100%

@ Cay Trip @Overnight Trip

g
>
N2

Sourced from Banking Trensaction Dats. Dats prepared and visualized by the Resesrch and Development Team
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Source Market Overview ?}'\s'*\{v' \Yﬁ.fggwnat.on

Monthly data for Apr 2026, Sub-region - Hunter Valley

Filter Pane SPEND
Destination Type
Sub-region W
Destination
Hunter Valley v Metro:QLD -
Period Type ReDionalOLD .
Monthly V Metro VIC .
Period Metro SA I
Apr 2026 e Metro ACT l
Customer Type Reglona! VIC I
All Tourists v I
Metro WA
Metric - .
Regional WA
Spend ot
Regional TAS
Category & Sub-category *
Regional SA
_All Categories - Total v
Metro TAS

Source Market Level

aa &=

METRO / REGIONAL v ov 5M 10M

= Time series of source market by category / sub-category available on request

Sourced from Banking Tranzsction Data. Dafa prepared and visualised by the Research and Development Team e /ﬂ\ view average nights of stay and spend per customer on the next page 9
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Source Market Overview R\,\s% \Yﬁ. Destination

Monthly data for Apr 2026, Sub-region - Hunter Valley

Metric Hornsby

Filter Pane SPEND
o e e s
veweastie |,
DysTnense muswel orook |
Hunter Valley \¢ northem Beaches [
upper Hunter snire [ R
i Type vatizne [
Monthly £ rort stephens ||
B e ——— |
e o cesvcer |
Customer Type .
All Tourists v gog
e : —_—
ramwortn Regional |
—N—— .ot |
_All Categories - Total v GIES

Source Market Level

U
<,

LGA v 0.0M 0.5M 1.0M
= Time series of source market by category / sub-category available on request

Sourced from Banking Tranzsaction Data. Datfa prepared and visualised by the Research and Development Team e /ﬂ\ view average nights of stay and spend per customer on the next page 9



Source Market Overview - continued W vﬁﬁgﬁmﬂ

NSW
Annual data for YE Apr 2026, Sub-region - Hunter Valley SovSireienT

AVG_NIGHTS_OF_STAY

Filter Pane

Destination Type

Sub-region e
Destination

Hunter Valley e
Period Type

Annual bl
Period

YE Apr 2026 e
Customer Type

Cwernight Trip e
Metric

Awverage Mights of Stay b

SOURCE_MARKET_LEVEL

STATE e 0 1 2 3 4

Sourced from Banking Transaction Data. Data prepared and visualized by the Research and Development Team < /ﬁ\ >



Source Market Overview - continued Wi \Yﬁ'(oestmaﬁon
NSW NSW

GOVERNMENT

Annual data for YE Apr 2026, Sub-region - Hunter Valley

SPEND_PER_CUST

Filter Pane

Destination Type

Sub-region hd
Destination

Hunter Valley V
Period Type

Annual N
Period

YE Apr 2026 V
Customer Type

Overnight Trip Vv
Metric

Spend Per Customer N

SOURCE_MARKET_LEVEL

STATE X 0 100

Sourced from Banking Transaction Data. Data prepared and visualized by the Rezesrch and Development Team < /ﬁ\ >



Visitor PrOfi"ng . \\\l’) V" Destination

Annual data for YE Apr 2026, Sub-region - Hunter Valley 1L

; Affluence Score *
> Age Life Stage
Filter Pane e
.'Efgc—'. ocation Australia Average Population
Destination Type
Sub-region v o
20%
Destination 20%
Hunter Valley W 25%
* 1 'C:
Period Type ’ -
e 20%
Annual b4
Period 15%
10%
YE Apr 2026 N,
10%
Customer Type
All Tourists M % 5%
5%
Source Market Level
Total N
' 0% 0%
18-24 25- 35 A5.54 6 .
s i =<2 s By o3 Young Young.. Rstiree New Older Cid \Midd
Source Market Name Family Single. Family Single.. Family Single
All b *An individual's affluence score iz not defined by household income, but by spending behaviour Consumerz who shop at luxury stores typically fall info higher affiuence bands (4.5). while thoze who shop more

budget-consciously fall toward the lower end (1.2), regardless of income.

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team  * Annusal dats only < /\ﬁ >



Visitor Profiling

Annual data for YE Apr 2026, Sub-region - Hunter Valley

\\\") Y/ '( Destination

QnVLHNHENT

Filter Pane Age
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w
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Destination 20%
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Period Type % ”
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10%
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Day Trip N % 3%
Source Market Level
Total W
i 5 6 : =tire n (e} r e Middl

Source Market Name » Iy

Affluence Score *

S C o
L2550
208
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12%
10%
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25k
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1 2 3 < 5

All b *An individual's affluence score iz not defined by household income, but by spending behaviour Consumerz who shop at luxury stores typically fall info higher affiuence bands (4.5). while thoze who shop more

budget-consciously fall toward the lower end (1.2), regardless of income.

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team  * Annusal dats only
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Visitor Profiling

Annual data for YE Apr 2026, Sub-region - Hunter Valley

\\\") Y/ '( Destination

QnVLHNHENT

Affluence Score *

Filter Pane Age Life Stage s
03 @ Target location ¥ Australia Average Population
Destination Type 30%
Sub-region bl 30%
25%
Destination 25%
Hunter Valley W 23%
20%
: 20%
Period Type
Annual N
= 15%
Period 15%
YE Apr 2026 N,
e 10%
10%
Customer Type
Overnight Trip N
595 59
Source Market Level
Total b l
0% 0%
18-24 25-34 35-44 45.54 55-64 85+ " : ' g - o ddl 1 2 3 4 B
Young Young =W Astiree  Older Cl Al
Source Market Name Family Single Family Single =sm ly Single..
All N

budget-consciously fall toward the lower end (1.2), regardless of income.

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team  * Annusal dats only

*An individual's affluence score iz not defined by household income, but by spending behaviour Consumerz who shop at luxury stores typically fall info higher affiuence bands (4.5). while thoze who shop more

«A>



Event Timeseries - Standard Benchmark (52 weeks prior) vﬁyggwnanon

Event period: Wed 01/04/2026 — Thu 30/04/2026 (30 days), Benchmark period: Wed 02/04/2025 — Thu 01/05/2025 (30 days)

” M
Sub-region WV
\ 2R >,
4 N
Hunter Vall 0
s X J
/e\nm Date ) $AM
4/1/2026 5
2
\__ 43002026 B J s
w
( Time of day )
TOTAL N $3Mm
\ S =
- . ™
All Customers v
ol =
Y N\
Category & sub-category $2M
All Categories - Total P
S v,
~N !
( Date Extender Mar 29 Apr05 Apr12 Apr19 Apr 26 May 03
\ 7 N, ) @5Selected Event Period @ Benchmark 52 Weeks Prior

Sourced from Banking Transacfion Data. Dafs prepsred and visuslized by the Research and Development Team e /“\ 9
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Performance Overview - overall WL\ Y/'(oestmauon

NSW
Monthly data for Apr 2026, Sub-region - Upper Hunter GovETmadeNT

Filter Pane Tourist spend Trips Spend per cardholder Avg nights of stay
. $7.7TM 89.8K $111 3.3
Sub-region v . . .
Spend
Destination $10M
Upper Himter < Spend $ YoY change PoP change
- All Tourists -3.9% -2.9%
$  $5M
Period Type v Day Trip -6.6% -12%
Monthly R Overnight Trip -0.1% -4.9%
SOM
2019 2020 2021 2022 2023 2024 2025 2026
Period
Apr 2026 WE Trips
Trips YoY change  PoP change*
0.1M All Tourists -5.5% -3.1%
£ Day Trip -8.1% -4.1%
Overnight Trip 8.1% 1.8%
0.0M == e Bl o —
T 2019 2020 2021 2022 2023 2024 2025 2026

* Period on peniod changes are calculated from rounded values

Customer Type All Tourists Day Trip Overnight Trip

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team é /ﬁ\ e



i A 7 —
Category Deep Dive :}_\S% vg'(ﬂgwnaum

Monthly data for Apr 2026, Sub-region - Upper Hunter
Filter Pane Visitor Type Day Trip Overnight Trip
Destination Type Category Spend YoY % change | YoY % change Spend YoY % change | YoY % change
vs benchmark vs benchmark
Sub-region b
_All Categories - Total $4.3M Y een (b 2% 53am | -01% |¥ -65%
Destination Food Retailing - Total s017.0k | o7 |4 15% s1.m [ 3% | d -2a%
Upper Hunter v Food Retailing - Supermarkets s560.0k | -110% | 25% s7a20k | s0% |4 -0.0%
Food Retailing - Groceries and Other Food Retailing s3stok (¥ 75% | -03% s3190k | 18%  |¥  -62%
Period Type Discretionary Retail - Total ssa20k [P 329 [P za% sasook |¥  90% (¥ -38%
Monthly e Discretionary Retail - Other Discretionary Retail £399.0K 4 13.3% 4 2.7% £310.0K & -6.0% & -0.7%
Discretionary Retail - Department Stores, Clothing & Accessories | $143.0k | ¥ -173% |4 38% s1a00€ | -150% |d -87%
Period Tourism and Entertainment - Total $1.0M 4 1m0 |4 -asw 57600k |¥  -09% (¥ 7o%
Apr 2026 v Tourism and Entertainment - Takeaway and Fast Food Outlets sazzok (& 6% & 39w s2220k |d  -w0% [ -32%
Tourism and Entertainment - Pubs, Taverns and Bars s22006 | -05% | s0% 53010k (4  s0x (¥ -as5%
Customer Type Tourism and Entertainment - Restaurants s2500k | 2a0% (& 05w s1340k | -04m [ 28
Multiple selections = Tourism and Entertainment - Attractions, Events and Recreation
Tourism and Entertainment - Cafes $43.0K L NI E s340k (¥ -263% (¥ -62%
SOURLE] EI_LEVEL Tourism and Entertainment - Brewenes and Wineres
Total h Private Transport - Total $1.5M b 25w (b 06w $791.0k | Ten | 11w
p
Accommeodation - Instore - Total so60k | ¥ -274% | -127% s1360k |¥  -260% | -237%
SOURCE_MARKET_NAME
Accommodation - Cnline - Total

Total e

Sourced from Banking Tranzaction Dats. Dats prepared and wizualized by the Rezearch and Development Team * Aversge of sl Desztination Nefworks e /ﬁ\ 9



Visitor Type Overview /3 \Yﬁﬁgﬁmm

NSW
Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane
Other parts of N5W
Destination Type
Destination N Destination Sydney Surrounds Morth
Central Coast [(N5SW)
Destination
o Cessnock
Destination Sydney Surm.. ™
Dungog

Period Type . .
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Monthly o
Maitland
Period Muswellbrook
Apr 2026 e
Mewcastle
Visitor Definition Port Stephens

Tourists wvs Non-Tourists ™

LA
3
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m
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3

Upper Hunter Shire
Metric pper = e

Spend e

=]
P

20% 40% 60%

=)
o
]
2
=)

@Al Tourists (Day/COvernight Trips) @ MNon-Tourists (Locals, regular/routine trips)

N2

Sourced from Banking Trensaction Dats. Dats prepared and visualized by the Resesrch and Development Team < /ﬁ\



Visitor Type Overview Wik vﬁ"fﬂgﬁgmﬂ

NSW
Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane
Other parts of NSW
Destination Type
Destination N Destination Sydney Surrounds Morth
Central Coast (NSW)
Destination
o Cessnock
Destination Sydney Surm.. ™
Dungog

Period e
Typ Lake Macguarie
Monthly b
Maitland
Period Muswellbrook
Apr 2026 e
Mewcastle
Visitor Definition Port Stephens
it R
Extended Definition Singleton
Metric Upper Hunter Shire
Spend e 0% 20% 40% B0% B80% 100%

@ Al Tourists {Day/Cwvernight Trips) @ Regular/Routine Trips @5hort Trip

T
-
N2

Sourced from Banking Trensaction Dats. Dats prepared and visualized by the Resesrch and Development Team



Visitor Type Overview /3 \Yﬁﬁ%ﬁmﬂ

NSW
Monthly data for Apr 2026, Destination - Destination Sydney Surrounds North

Filter Pane
Other parts of NSW
Destination Type
Destination N Destination Sydney Surrounds Morth
Central Coast [(N5SW)
Destination
S Cessnock
Destination Sydney Surm.. ™
Dungog

Period Type .
Lake Macguarie
Monthly o
Maitland
Period Muswellbrook
Apr 2026 b
Mewcastle
Visitor Definition Port Stephens
1 R
Tounsts Singleton
Metric Upper Hunter Shire
Spend e 0% 208% 40% 60% 80% 100%

@ Cay Trip @Overnight Trip

g
>
N2

Sourced from Banking Trensaction Dats. Dats prepared and visualized by the Resesrch and Development Team



Source Market Overview

A 7 Sz
R\‘!SL\{V .Yﬁ.( lh)'eS?Ntlnatlon

GOVERNMENT

Monthly data for Apr 2026, Sub-region - Upper Hunter

Filter Pane
Destination Type

Sub-region

Destination

Upper Hunter

Period Type
Monthly

Period

Apr 2026

Customer Type
All Tourists
Metric
Spend
Category & Sub-category *

_All Categories - Total

Source Market Level

METRO / REGIONAL

vV

Regional NSW

Metro NSW

Metro VIC

Metro WA

Regional WA

Metro ACT

=
o
=1
o
L
X

oM ™

= Time series of source market by category / sub-category available on request

Sourced from Banking Tranzsction Data. Dafa prepared and visualised by the Research and Development Team

SPEND

2M

amM

e /ﬂ\ view average nights of stay and spend per customer on the next page 9



Source Market Overview

Monthly data for Apr 2026, Sub-region - Upper Hunter

Filter Pane
Destination Type

Sub-region

Destination

Upper Hunter

Period Type
Monthly

Period

Apr 2026

Customer Type
All Tourists
Metric
Spend
Category & Sub-category *

_All Categories - Total

Source Market Level

LGA

Upper Hunter Shire
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Central Coast (NSW)
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= Time series of source market by category / sub-category available on request

Sourced from Banking Tranzsction Data. Dafa prepared and visualised by the Research and Development Team

SPEND

e /ﬂ\ view average nights of stay and spend per customer on the next page 9
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Source Market Overview - continued Wi \Yﬁ'(oestmaﬁon
NSW NSW

GOVERNMENT

Annual data for YE Apr 2026, Sub-region - Upper Hunter

AVG_NIGHTS_OF_STAY

Filter Pane

Destination Type

Sub-region hd
Destination

Upper Hunter V
Period Type

Annual N
Period

YE Apr 2026 M
Customer Type

Overnight Trip Vv
Metric

Average Nights of Stay Vv

SOURCE_MARKET_LEVEL

STATE v 3

Sourced from Banking Transaction Data. Data prepared and visualized by the Rezesrch and Development Team < /ﬁ\ >



Source Market Overview - continued W vﬁﬁgﬁmﬂ

NSW
Annual data for YE Apr 2026, Sub-region - Upper Hunter Saiokets

SPEND_PER_CUST

Filter Pane

Destination Type

Sub-region e
Destination

Upper Hunter e
Period Type

Annual bl
Period

YE Apr 2026 e
Customer Type

Cwernight Trip e
Metric

Spend Per Customer b

SOURCE_MARKET_LEVEL

STATE v 0 100 200 300 400 500 600

Sourced from Banking Transaction Data. Data prepared and visualized by the Research and Development Team < /ﬁ\ >



Visitor PrOfi"ng . \\\l’) V" Destination

Annual data for YE Apr 2026, Sub-region - Upper Hunter oW

Affluence Score *

- Age Life Stage
Filter Pane 35%
@ Target location ¥ Australia Average Population
Destination Type
Sub-region b 30%
20%
Destination 20%
Upper Hunter i i
3 15%
Period Type > -
13% 20%
Annual b4
Period b 15%
) 10%
YE Apr 2026 N
10%
Customer Type
All Tourists A 5% 59
5%
Source Market Level
Total W
’ 0% 0% 0%
18-24 25-34 35-44 45.54 55-64 85+ . 3 R — o 1 2 3 4 5
Retiree Young Young.. Older Oid New  Middl
Source Market Name Family Single.. Single.. Family Family Single..
All b *An individual's affluence score iz not defined by household income, but by spending behaviour Consumerz who shop at luxury stores typically fall info higher affiuence bands (4.5). while thoze who shop more

budget-consciously fall toward the lower end (1.2), regardless of income.

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team  * Annusal dats only é /ﬁ\ 9



Visitor PrOfi"ng . \\\l’) V" Destination

Annual data for YE Apr 2026, Sub-region - Upper Hunter oW

Affluence Score *

- Age Life Stage
Filter Pane 35%
@ Target location ¥ Australia Average Population
Destination Type
Sub-region b 30%
20%
Destination 20%
Upper Hunter i i
3 15%
Period Type > -
13% 20%
Annual b4
Period b 15%
) 10%
YE Apr 2026 N
10%
Customer Type
Day Tﬁp ek 5% 3%
5%
Source Market Level
Total W
’ 0% 0% 0%
18-24 25-34 35-44 45.54 55-64 85+ . 3 R — o 1 2 3 4 5
Retiree Young Young.. Older Oid New  Middl
Source Market Name Family Single.. Single.. Family Family Single..
All b *An individual's affluence score iz not defined by household income, but by spending behaviour Consumerz who shop at luxury stores typically fall info higher affiuence bands (4.5). while thoze who shop more

budget-consciously fall toward the lower end (1.2), regardless of income.

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team  * Annusal dats only é /ﬁ\ 9
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Annual data for YE Apr 2026, Sub-region - Upper Hunter oW
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20%
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Period 15%
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10%
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Overnight Trip b4 % 5%
Source Market Level
Total oW
18-24 25-34 35-44 45.54 55-64 &5 - = 1 2 3 4 5
Retiree Young Young.. Older New Ci Viddl
Source Market Name Family Single.. Single.. Family =sm ly Single..
All b *An individual's affluence score iz not defined by household income, but by spending behaviour Consumerz who shop at luxury stores typically fall info higher affiuence bands (4.5). while thoze who shop more

budget-consciously fall toward the lower end (1.2), regardless of income.

Sourced from Banking Transaction Dats. Dats prepsred and visualised by the Research snd Development Team  * Annusal dats only é /ﬁ\ 9



Event Timeseries - Standard Benchmark (52 weeks prior) N\ \Y@"(ggwnanon

Event period: Wed 01/04/2026 — Thu 30/04/2026 (30 days), Benchmark period: Wed 02/04/2025 — Thu 01/05/2025 (30 days)

$2.0M
Sub-region Ve
\ 2R >,
. R
U Hunter 0
S J
& =
Event Date $1.5M
4/1/2026 5
2
43002026 B J &
o w
Time of day R
TOTAL N
\ - $1.0M
/7 N\
Customer Type
All Customers v
N =
Y ™\
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e v
& _All Categories - Total y $0.5M
B N\ ‘
Date Extender Mar 29 Apr05 Apr12 Apr 18 Apr26 May 03
7 N, ) @5Selected Event Period @ Benchmark 52 Weeks Prior

Sourced from Banking Transacfion Data. Dafs prepared and visualized by the Research and Development Team e /ﬁ\ 9
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Methodology F%% vgﬁgﬁmﬂ

GOVERNMENT

Overview and General Notes Abbreviations

- Insighiz are derived from Banking Transaction Data, leversging milions of de-identiffed, resl fransactions from customers. * YoY - Year on Year
= Advanced modelling and weighting fechnigquez have been applied to enzure resultz are mprezentsfive of fofal card =pending, providing a3 comprehensive view of vizitation by locabion and fime penod. * MoM - Month on Month
= Further information on Destination Netwarks iz available on the Destinafion NSW corporafe websife hers. * PoP - Pericd on Period

= Thiz analyziz iz infended for the Destinafion Nefwork and itz LGA=. Any further diztribufion must be approved by the Research and Development team.
= All sharing requests or guestions relafing fo the data must be submitted via the enquiry form available on the Desztinafion NSW corporate webzife here.

Metrics Visitor Types Spend Categories

Tourist Level Visitor Type Desc Category Sub Category
Spend The smount of maney spent via card- Oy iah Crwernight visitors travelling at least Food Groceries and Cther Food Retailing
i ) ! . ernight -
present transactions over the period (weighted data) Tl'ipg 40km from home, identified by mulbi-day Retailing Supermarkets
spend pattems. Attractions, Events and Recreation
The total number of card- Tourists
Breweries and VWineries
present transactions over the period (weighted data), rep Vi h - 25k o
. . isitors who travel at least m from Tourism and
Transactions resenting the non- DayI Trlp ) ) Cafes
_ o home, spend 4+ hours in the area, and Entertainment
deduplicated count of individual payments made. Pubs, Taverns and Bars
return the same day.
Restaurants
Trips represent the total number of Owvernight Trips and Regular/ Customers making regular transactions in Takeaway and Fast Food Qutlets
Day Trips, derived from the aggregation or deduplicatio Routine TfipS the selacted region. Ex: workers, frequent] Discrefionary Department Stores, Clothing and
n of a group of transactions made within consecutive ho shoppers or frequent leisure visitors. Retail ACCES50Mes
T"PE urs or days by tournists only in; they are weighted in line . . ] Other Discrefionary Retail
. o ¢ 2nd dedunlicsted 2t the o level o Customers making single or multiple
with customer count an uplicated at the trip leve . S
. . Mon-Tourists Short transactions {less than 4 hours) within a . Accommodation - Instore
avoid double counting . Accommodation - —
Trips day in the selected region. Ex: foodifuel Accommodation - Online
Average Nights of Average of number of nights stayed in the target location. when transiting through region. quick visit Private Transport|Private Transport (Ex: Parking)
o ioht fri I to shops or a one off purchase. i .
Stﬂ!,l' wermnight trips only. Other Miscellaneous sub-categories
Customers who are not on a trp, R . . )
Spend divided by the unigue number of customersivisitors including but not limited to sl customers *Note: "Accommodsfion Cnfine” reflects partia/ zpend onily:
Spend per ; - i Locals Spend iz statistically atfributed fo an LGA bazed on
cﬂstumir {deduplicated) who have transacted in the target location spending within a 25km radius on their ; P -:m o o -
i zelecfed online boo within & monthz of an owem
{weighted data) home location. g iaf

trip and assigned fo the first transaction dafe of that frip. /A\
Ciick here fo view TRA's wisifor type definitionz n
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