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Albury Tourism Monitor
2009

1. Introduction

While Albury is not typically regarded as a key tourist destination, there is no denying that tourism
plays a key role in the strength of the city’s economy. The following report has been prepared so that a
more informed understanding of the effect of tourism in Albury can be gained. Information on past and
present tourism trends has been collated and analysed, enabling a greater understanding of changes
in the tourism landscape.

Most tourism analysis focuses on broader Tourism Regions, such as the Murray Campaign region and
the Victorian High Country region. This report is more specific, analysing and benchmarking at the
Local Government Area (LGA) level. This provides local tourism organisations, business
organisations, potential investors and Council with greater insight into tourism in Albury.

Albury City Council has published the Albury Tourism Monitor since 2007. Previous copies of this
report are available from the Economic Development Team (02 6023 8111) or online at
www.alburycity.nsw.gov.au/business.

2. Disclaimer

While the information contained in this report (“Information”) has been prepared with all due care for
the benefit of the user, Albury City Council (“Council”), its officers, employees, and agents do not
warrant or make representations in relation to its accuracy. The Information is made available on the
understanding that Council shall have no liability for any loss whatsoever that might arise as a result of
use of the Information by the reader or any third parties who receive the Information directly or
indirectly. It is the user’s responsibility to make his or her own investigations, decisions and enquiries
about the Information.

Copyright of this report is owned by Albury City Council. Reproduction is not permitted without the
prior written consent of Albury City Council.
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3. Graphs

Domestic Overnight Visitors

By Purpose:
By Season:

By Origin (2000-08):

Average (2000-08):
Average (2000-08):
Average (2000-08):
Average (2000-08):
AAR%C (2000-08):
AAR%C (2000-08):
AAR%C (2000-08):
AAR%C (2000-08):
Average (2000-08):
By Stay Length:

By Age Prdfile:

By Lifecycle:

By Accomm. Type:
By Transport Type:
By Travel Party:

By Top Activities:
By No. Stopovers:

Domestic Visitor Nights

By Purpose:

Domestic Daytrip Visitors

By Purpose:
By Activity:

International Overnight Visitors

By Purpose:
By Stay Length:
Average 2000-08:

Albury — All Purposes

Albury — All Purposes

Albury — All Purposes

Top 25 — All Purposes

Top 25 — Holiday & Leisure

Top 25 — Visiting Friends & Relatives
Top 25 — Business

Top 25 — All Purposes

Top 25 — Holiday & Leisure

Top 25 — Visiting Friends & Relatives
Top 25 — Business

Albury & Surrounds — All Purposes
Albury — All Purposes

Albury — All Purposes

Albury — All Purposes

Albury — All Purposes

Albury — All Purposes

Albury — All Purposes

Albury — All Purposes

Albury — All Purposes

Albury — All Purposes

Albury — All Purposes
Albury — All Purposes

Albury — All Purposes
Albury — All Purposes
Top 25 — All Purposes

Contribution to Visitation: Albury — All Purposes

Financial Impacts

Contribution of Tourism to Sector Turnover
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4. 2009 Key Findings - Albury

Domestic Overnight Visitors by Purpose

Holiday or Leisure

Visiting Friends & Relatives

Business

Other

Total

119,000

121,000

69,000

32,000*

342,000

Domestic Visitor Nights by Purpose

Visiting Friends & Relatives

Holiday or Leisure

Business

Other

Total

226,000*

270,000*

158,000*

75,000*

728,000

Domestic Daytrip Visitors by Purpose

Holiday or Leisure

Visiting Friends & Relatives

Business

Other

Total

294,000

59,000*

34,000*

94,000*

480,000

International Overnight Visitors by Purpose

Holiday or Leisure

Visiting Friends & Relatives

Business

Other

Total

10,169

2,607

1,537

1,318

15,157

Domestic Overnight Visitors by Age Profile

15-24

25-44

45-64

65+

26,000*

125,000

127,000

64,000

Domestic Overnight Visitors by Season

Summer

Autumn

Winter

Spring

Total

86,000

112,000

72,000

72,000

342,000

Domestic Overnight Visitors by Stay Length

1 Night

2 Nights

3 Nights

4-7 Nights

8-14 Nights

15-21 Nights

22+ Nights

170,000

79,000

55,000

33,000

3,000

3,000

0

Domestic Overnight Visitors by Lifecycle

Older & Older Young & Parent & Parent & Young &
Non-Working Working Midlife Couple Youngest Child 5+ Youngest Child Under 5 Midlife Single
85,000 | 69,000 51,000 58,000 38,000 40,000

* - Values have a confidence interval greater than 50% and are deemed to be unreliable.
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Domestic Overnight Visitors by Accommodation Type

Hotel, Motel, Rented House, Caravan Park, Friends & Relatives
Other Total
Resort Apartment, Flat Camping Ground Property
193,000 4,000* 31,000* 110,000 | 4,000* | 342,000
Domestic Overnight Visitors by Travel Party Type
i Direct Family Friends &
Travelling Alone Adult Couple ) Other Total
Group Relatives Group
100,000 108,000 66,000 51,000 | 17,000* | 342,000

Domestic Overnight Visitors by Transport Type

Air Transport | Private/Company Vehicle | Other Transport | Transport Unknown Total

17,000* 304,000 22,000* 22,000* | 342,000
Domestic Overnight Visitors by Activities
Eating Out Visit Friends & Relatives Pubs, Clubs & Sightseeing Shopping
Discos
181,000 127,000 85,000 73,000 72,000

Domestic Overnight Visitors by No. Stopovers

Destination was only Stopover | Trip Included Multiple Stopovers

201,000 141,000
Domestic Daytrip Visitors by Activities
Eating Out | Visit Friends & Relatives Pubs, Clubs & Sightseeing Shopping
Discos
230,000 142,000 63,000 41,000 209,000
International Overnight Visitors by Stay Length
1 Night 2 Nights 3-7 Nights | 8-14 Nights | 15-27Nights 28+ Nights Total
8,911 1,712 2,962 1,158 47 367 15,157

International Overnight Visitors - % Total Visitati  on
% International Visitors | Domestic Overnight Visitors | International Overnight Visitors | Total Visitors
4.24% 342,000 15,157 357,157

* - Values have a confidence interval greater than 50% and are deemed to be unreliable.
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5. Economic Impact Analysis

In order to quantify what tourism means to Albury, the direct and indirect financial and employment
impacts have been analysed using ‘Tourism Impact Model’ software from the Federal Government'’s

Department of Resources, Energy & Tourism.

Financial Impact

In 2008, tourism had a direct impact of $154.7 million and an indirect impact of $265.6 million on

Albury’s economy.

Domestic Overnight Visitor Impact

728,000(Visitor Nights) X | $111 (Daily Spend) | = $80.8 million

Domestic Daytrip Visitor Impact

480,000 (Visitors) X | $141 (Daily Spend) | = $67.7 million

nternational Overnight Visitor Impact

70,123 (Visitor Nights) X $89 (Daily Spend) = $6.2 million

The $154.7 million direct tourism impact was further analysed using REMPLAN
Economic Modelling Software and Australian Bureau of Statistics (ABS)
Tourism Satellite Account (TSA) data to determine that the indirect tourism
impact is $265.6 million.

\ 4

Direct Tourism Impact
$154.7 million

A 4

Daily spend data is sourced from Tourism Research Australia’s

Indirect Tourism Impact
$265.6 million

‘Tourism Profiles for Local Government Areas’ report.

A 4

Total Tourism Impact
$420.3 million




Employment Impact

1,175 direct Full Time Equivalent (FTE) jobs were supported by the tourism industry in 2008, with a
further 587 people indirectly employed by the industry. Overall, 4,757 business owners, employees
and their families were supported by tourism in 2008.

Direct FTE Supported by Tourism

Direct Tourism Impact X Direct Jobs Multiplier — |Direct FTE Jobs Supported
$154.7 million 7.6 1,175

Total FTE Jobs Supported by Tourism

Direct FTE Jobs Supported X Total Jobs Multiplier — |Total FTE Jobs Supported
1,175 15 1,762

Total Population Supported by Tourism Industry

Total FTE Jobs Supported X Population Multiplier — | Total Population Supported by Tourism Industry
1,762 2.7 4,757*

*Includes all business owners, employees and their families supported by tourism in Albury.

Change in Economic Impact

2007 2008 Annual Change
Total Financial Impact $431.2M | $420.3M | -$10.9M -2.53%
Direct FTE Jobs Supported 1,529 1,175 -354 -12.34%
Indirect FTE Jobs Supported 765 587 -178 -12.40%
Total Population Supported by Tourism Industry 6,194 4,757 -1,437 -12.36%
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6. Data Sources

The primary base data used in this analysis has been sourced from:
National Visitor Survey — Tourism Research Australia
International Visitor Survey — Tourism Research Australia

The secondary base data has been sourced from:
Tourism Impact Model — Department of Energy, Resources & Tourism
REMPLAN — Compelling Economics
Tourism Satellite Account — Australian Bureau of Statistics

National Visitor Survey (NVS) and International Visitor Survey (IVS)

The National Visitor Survey (NVS) and the International Visitor Survey (IVS) are quarterly surveys,
which have been conducted by Tourism Research Australia (TRA) since the early 1970’s. TRA is the
major source of information on the personal characteristics, travel behaviour and expenditure patterns
of both national and international visitors in Australia.

Each year TRA surveys 20,000 international and 120,000 domestic tourists. The International Visitor
Survey is conducted by interviewing visitors about their travel movements as they wait for their
departure flights, while the National Visitor Survey consists of telephone interviews.

7. Data Segmentation

In order to provide more informative comparative benchmarking, metropolitan and urban New South
Wales and Victorian Local Government Areas have been removed from the graphs contained in this
report. The list of excluded LGAs is attached in Appendix 4.
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8. Data Reliability & Confidence Intervals

The NVS and IVS are capable of producing individual estimates of various visitor statistics for a
specific location, each of which are subject to sampling errors. There is a Confidence Interval
associated with each estimate, which indicates the extent that this value may vary from the true value.

Understanding these Confidence Intervals enables users to determine when a change between years
is likely to be statistically significant or when it is more likely to be the result of random variability in the
data. These Confidence Intervals represent the maximum and minimum point estimates within which
95% of all possible samples would fall. Readers of this report should consult and understand the
Confidence Interval Estimate Tables (below) before drawing any conclusions, inference, or taking any
action based on the data provided.

National Visitor Survey — 95% Confidence Interval

Owernight Visitor Owernight Day Dray wisitor Overseas
Estimate wisitors nights expendilure visitors expenditure trips
‘ooo Per cent
20 »50 2100 »100 >100 > 100 »100
50 »50 »100 »100 *50 »100 »100
- R EF L >100 »100 50 »100 »100
a4 5 | 50 | »100 250 »100 »>100
74 250 % 1 A b 100 [ 50
FFE »51) 00| LA »100 P54
i T LR »100 | & 85, »100 350
1 152 £ 2100 | a0 »100 250
z a7 246 2100 | 154 | 2100 | V7T AEET
3 g1 3 »100 | : 129 »100 | 32
[ éd 173! 2100 | ! 103 ) BB | & EV R
7 55 155 100 |+ 85+ - 90
4.7 133 »50 0 1 TE! 250
54 a8 350 % 561 >S5
F] N 50| - i AM¥[
13 7 i e agd ! 57 371
i3 57 435 %] 317
11 49 382 27 2387
X 36 96 i 1112
500 11 158

International Visitor Survey — 95% Confidence Interval

Estimate Visits Nights Expenditure
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i 50 100 >1007] |
5 »50 >100% >100
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In these tables, estimates below the dotted line have Confidence Intervals of less than 50%. Such
estimates are closer to the values that would be obtained if a census of the entire Australian
population were conducted. In this report, any value with a Confidence Interval above 50% has been
flagged with an asterisk, as this is the threshold above which TRA considers data unreliable.

For Example

The estimated number of overnight visitors to a particular state was 7,000,000. Looking at the
Overnight Visitors column of the National Visitor Survey table, this estimate has a 95% confidence
interval width of 5.5%. That is, there are 19 chances out of 20 that if the entire population had been
included in the survey a figure within the range 7,000,000, plus or minus 5.5% (between 6,615,000
and 7,385,000) would have been obtained for visitors to that state.

9. Footnotes
*: Values have a confidence interval greater than 50% and are deemed to be unreliable

A1: Data for Alpine, Falls Creek Resort, Mount Hotham Resort, Mount Buller Resort and Mansfield
LGA'’s has been adjusted to reflect the boundary changes that affected these areas in 2003. Falls
Creek Resort and Mount Hotham Resort were removed from the Alpine LGA, while Mount Buller was
removed from the Mansfield LGA.
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Appendix 1: Definitions

Domestic Overnight Visitors (DOV)
A DOV is an Australian resident who has travelled at least 40km from home for a period of less than
12 months.

Domestic Daytrip Visitor (DDV)
A DDV is an Australian resident who travels for a round trip of more than 50km, is away for more than
4 hours, but does not stay overnight. Routine commuting to school or work is excluded.

International Overnight Visitor (I0V)
An IOV is someone who has travelled to Australia from another country for a period of less than 12
months.

Visitor Nights
The number of nights spent in a Local Government Area by both Domestic and International Visitors in
association with individual visits.

Expenditure

Money spent by travellers, including airfares and amounts spent on trip-related items before and after
the trip. Capital goods and other major items, such as a car, are included in the estimates for
international visitors only.

Tourism Regions

The ABS and TRA publish data for 91 Tourism Regions across Australia. These tourism regions are
formed predominantly through the aggregation of Local Government Areas for research and marketing
needs. Maps of NSW and Victorian Tourism Regions are attached in Appendix 3.

Average Annual Rate of % Change (AAR%C)
TRA uses the geometric growth rate formula (r=exp[1ln(pn/pl)/n]-1). This formula assumes that a
variable increases or decreases at the same rate during each year between the two time periods.

Rlbury(.‘.lt_y
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Appendix 2: Tourism Regions

New South Wales

1. Northern Rivers

2. North Coast

3. Lord Howe Island
4. The Hunter

5. Central Coast

6. Blue Mountains

7. lllawarra

8. South Coast

9. New England N/West
10. Central NSW

11. Capital Country
12. Snowy Mountains
13. Outback

14. Riverina

15. The Murray

16. Sydney




Appendix 2: Tourism Regions

Victoria

17.
18.
19.
20.
21.
22.
23.
24,
25.
26.
27.

Melbourne
Daylesford/Macedon Ranges
Yarra Valley/Dandenong Ranges
Mornington Peninsula

Phillip Island

Great Ocean Road
Goldfields

Grampians

High Country

Gippsland

The Murray
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Appendix 3: Local Government Areas & their Major Ce

ntres
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LGA Major Centre(s) LGA Major Centre(s)

Albury Albury, Lavington Indigo Beechworth, Rutherglen
Alpine Bright, Myrtleford Jerilderie Jerilderie

Armidale Dumaresq Armidale Kempsey Kempsey

Ballarat Ballarat Lockhart Lockhart

Ballina Ballina Mildura Mildura, Ouyen

Bass Coast Wonthaggi, Cowes Moira Cobram

Bathurst Bathurst Moree Plains Moree

Bega Valley Bega Mt Buller Buller Village

Benalla Benalla Mount Hotham Hotham Village

Berrigan Berrigan, Tocumwal Moyne Port Fairy

Byron Byron Murray Moama

Blue Mountains Katoomba N. Grampians Stawell

Campaspe Echuca Orange Orange

Clarence Valley Grafton , Ulmarra Port Stephens Port Stephens, Raymond Terrace
Coffs Harbour Coffs Harbour, Sawtell Shoalhaven Nowra, Ulladullah

Colac Otway Apollo Bay, Colac Snowy River Berridale

Corangamite Camperdown South Gippsland Leongatha

Corowa Corowa Strathbogie Euroa, Numurkah
Deniliquin Deniliquin Surf Coast Torquay, Lorne

Dubbo Dubbo Tamworth Tamworth

East Gippsland Bairnsdale, Omeo, Orbost Towong Corryong, Tallangatta
Eurobodalla Batemans Bay, Narooma Tumbarumba Tumbarumba, Khancoban
Falls Creek Falls Creek Tweed Tweed Heads, Murwillumbah
Gr. Shepparton Shepparton Urana Urana

Gr. Bendigo Bendigo Wagga Wagga Wagga Wagga

Great Lakes Tuncurry, Forster Wangaratta Wangaratta, Glenrowan
Greater Argyle Goulburn, Malwaree Warrnambool Warrnambool

Greater Hume Holbrook Wingecarribee Mossvale, Bowral

Griffith Griffith Wodonga Wodonga

Hastings

Port Macquarie




Appendix 4: Excluded Metro & Urban LGA’s

Victoria

Banyule Glen Eira Maribyrnong Nillumbik
Bayside Greater Dandenong Maroondah Port Phillip
Booroondara Greater Geelong Melbourne Stonnington
Brimbank Hobsons Bay Melton Whitehorse
Cardinia Hume Monash Whittlesea
Casey Kingston Moonee Valley Wyndham
Darebin Knox Moreland Yarra
Frankston Manningham Mornington Peninsula | Yarra Ranges

New South Wales
Ashfield Gosford Liverpool Plains South Sydney
Auburn Hawkesbury Manly Strathfield
Bankstown Holroyd Marrickville Sutherland Shire
Baulkham Hills | Hornshby Mosman Sydney
Blacktown Hunter’s Hill Newcastle Warringah
Botany Bay Hurstville North Sydney Waverley
Burwood Kogarah Parramatta Willoughby
Camden Ku-ring-gai Penrith Wollongong
Campbelltown Lane Cove Pittwater Woollahra
Canada Bay Leichardt Randwick Wyong
Canterbury Liverpool Rockdale
Fairfield Lake Macquarie Ryde




No. Visitors (000's)

700 -
592
600 -
500 -
400 +
300 -
200 -
+
100 +
PR —- .\.
./'F' y - —
0
2000 2001 2002 2003 2004 2005 2006 2007 2008
—&—Holiday or leisure —&—V/isiting friends and relatives —&— Business —&— Other* —&— Total

342,000 people visited Albury in 2008. 199,000 of these visitors
were travelling for holiday & leisure, while 121,000 were visiting friends & relatives.
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No. Visitors (000's)

200

180 |

160 -

140 ~

120

100 ~

80 -

60 -

40 +

20 -

2000 2001 2002 2003 2004 2005 2006

=—&— Summer =—&— Autumn —o— \\inter

All seasons experienced a decline in visitor numbers, which is consistent with
the decrease in total domestic overnight visitors.

2007

2008

—&— Spring
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No. Visitors (000's)

1500 4

1300 +

1100 +

900 -

700 -

500 -

300 -

100 -

-100 -

What can this graph tell me?
Melbourne was the source of 38% of visitors to Albury between 1999 and 2008.
Sydney was the second largest source of visitors, with 19% of visitors for the same period.
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Albury maintained its position as the 16™ most visited destination despite the reduction in visitor numbers.
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10 of the top 25 most popular holiday and leisure destinations are located

on the coast, while 15 destinations are located in NSW.
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Visiting friends & relatives is the primary reason for over 1/3 of visitors coming to Albury.
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While Albury is not widely regarded as a Holiday & Leisure destination, the City is the third

most popular location for business travellers.



Annual Average % Change

4.00% -

2.00% -

0.00% _h_’__

"#$% !

-2.00% -

-4.00% -

-6.00% -

-8.00% ~

-10.00% -

O Tweed

B Bega Valley

O Wagga Wagga

O Tamworth Regional
@ Mildura

O Campaspe B Byron
O Port Stephens B Port Macquarie
B Surf Coast O East Gippsland
B Blue Mountains O Dubbo
B Wingecarribee O Alpine

O Eurobodalla

O Bass Coast

O Great Lakes

O Snowy River

B Greater Bendigo

6 of the top 25 destinations recorded a growth in total

tourism numbers between 2000 and 2008.

O Shoalhaven

W Coffs Harbour
M Ballarat

@ Albury

O Clarence Valley
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Annual Average % Change

3.00%

1.00%

-1.00%

-3.00%

-5.00%

-7.00%

-9.00%

-11.00%
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0O Tweed

O Eurobodalla

O South Gippsland
B Greater Bendigo

“L

B Campaspe B Port Stephens OBega Valley B East Gippsland B Bass Coast
O Shoalhaven @ Port Macquarie @ Colac-Otway H Byron 0O Surf Coast
O Great Lakes B Blue Mountains O Mildura O Dubbo O Kempsey
B Clarence Valley B Albury B Alpine O Mansfield

80% of destinations experienced a decline in tourist numbers between 2000 and 2008.

O Coffs Harbour
O Ballarat
O Snowy River
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Annual Average % Change
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O Shoalhaven B Campaspe

B Tweed O Wingecarribee
OBega Valley B Port Macquarie
O Bathurst Regional O Dubbo

O Bass Coast B Mildura

B Greater Taree
O Coffs Harbour
O Great Lakes

@ Clarence Valley
B East Gippsland

B Eurobodalla

B Wagga Wagga
O Port Stephens
O Ballarat

B Greater Bendigo

O Surf Coast

O Greater Shepparton
O Tamworth Regional
B Albury

B Blue Mountains

75% of destinations experiencing growth in the ‘Visiting Friends & Relatives’ purpose were located in NSW.
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Annual Average % Change

10.00%

5.00%

0.00%

-5.00%

-10.00%

-15.00%

llll#$%

B East Gippsland*
O Wingecarribee*
O Griffith*
OWagga Wagga
OWarrnambool*

East Gippsland experienced a 5.8% growth in business traveller numbers between 2000 and 2008.

O Orange

O Mid Western Regional*
B Shoalhaven*

B Greater Argyle*

B Tamworth Regional

O Greater Shepparton*
B Port Macquarie*

@ Clarence Valley*

O Coffs Harbour

B Dubbo

O Bega Valley*

O Blue Mountains*
@ Campaspe*

B Albury

O Mildura

B Armidale Dumaresqg*
O Ballarat

B Bathurst Regional*
O Port Stephens*

B Greater Bendigo*
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No. Visitors (000's)

600 -

500 -

400 -

300 -

200 -

100 ~

Campaspe narrowly edged Albury out of the most popular destination in the surrounding
region, with an average of 25,000 additional visitors each year.
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No. Visitors (000's)

350
300 -
250
200 A
150 ~ —

100 A
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2000 2001 2002 2003 2004 2005 2006 2007 2008
—eo—1 Night —e—2 Nights —®—3 Nights —e=—4-7 Nights* 8-14 Nights* 15-21 Nights* —e—22+ Nights*

In 2008 the majority of visitors only stayed in Albury for one or two nights, demonstrating
that Albury is a popular destination for weekend and transit visitors.
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No. Visitors (000's)

300 -

250 ~

200 -

150 +

100 +

50 -

2000

2001 2002 2003 2004 2005 2006 2007

—8—15-24* ——25-44 —0—45-64 —&—(5+*

In 2008, the number of visitors aged 65 and over has remained relatively stable.

2008
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No. Visitors (000's)
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2000 2001

—&— Older Non-Working

—&— Parent with youngest child aged 5+

2002 2003 2004 2005 2006 2007 2008

—&— Older Working —&— Young/midlife couple

—o—Parent with youngest child under 5* —o—Young/midlife Single*

What can this graph tell me?
In 2008 the ‘Older’ lifecycle groups represented 45% of visitors to
Albury, while 28% of visitors have children.




No. Visitors (000's)

"

350
300 -
250 -
200 -
——
150 +
100 ~
50 - A e ——
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0 T T
2000 2001 2002 2003 2004 2005 2006 2007 2008
—&— Hotel, resort, motel or motor Inn —&— Rented house, apartment, flat or unit*  —®—Caravan park or camping ground*
=—®— [-riends or relatives property Other

Over 50% of visitors to Albury in 2008 preferred to stay in hotels, resorts, motels or motor inns.
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No. Visitors (000's)

600 -

500 -

400 -

300 -

200 -

100 +
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=—&— Air transport* =—&— Private or company vehicle =—&— Other transport*

Visitors typically prefer to travel to Albury by private or company vehicle, however air and
transport have increased steadily since 2004.
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=—&— Travelling alone
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—&— Adult couple =—&—Family group - parents & children —&— [riends/relatives travelling together*

Adult couples have consistently been the largest travel party type to visit Albury since 2000.

—0— Other*
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No. Visitors (000's)

350

300 -

250 -

200 -

150 ~

100 ~
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2000 2001 2002 2003

—&— Eat out at restaurants —@=Visit friends and relatives

2004 2005

=—8— Pubs clubs discos etc

2006 2007

—&— General sight seeing

Eating out at restaurants has been the most popular activity in Albury since 2000.

2008

Go shopping

35



No. Visitors (000's)
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Albury’s location directly between Melbourne and Sydney could account for
the 41% of visitors who visited Albury as one of multiple stopovers.
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No. Visitor Nights (000's)
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There were 728,000 visitor nights in Albury in 2008, which was an average of 2.1 nights per visitor.
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Domestic daytrip visitors increased by nearly 20% between 2006 and 2008.
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—o— Total
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Eating out at restaurants and shopping have been the two most popular daytrip visitor activities since 2000.



No. Visitors
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Holiday & Leisure was the main travel purpose for International Visitors to
Albury, accounting for nearly 65% of visitors in 2008.
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No. Visitors (000's)
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What can this graph tell me?
Nearly 60% of International Visitors only stayed in Albury for one night.
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Byron has a higher average number of International Visitors than

Coffs Harbour and the Blue Mountains combined
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While International Visitors only make up 4.24% of tourism visitation to Albury,
there has been a steady increase in the proportion of International Visitors since 2003.

2008
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