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EY Sweeney (a trading name of Ernst & Young) ("Consultant") was engaged on the instructions of the Council of the City of
Sydney ("Client") to undertake visitor intercept surveys research across key areas across the City of Sydney ("Project"), in
accordance with the engagement agreement dated 6th October 2017 including the General Terms and Conditions.

The results of the Consultant’s work, including the assumptions and qualifications made in preparing the report, are set out
in the Consultant's report dated 21t December 2017 ("Report"). You should read the Report in its entirety including any
disclaimers and attachments. A reference to the Report includes any part of the Report. No further work has been
undertaken by the Consultant since the date of the Report to update it.

Unless otherwise agreed in writing with the Consultant, access to the Report is made only on the following basis and in either
accessing the Report or obtaining a copy of the Report the recipient agrees to the following terms.

1.  Subject to the provisions of this notice, the Report has been prepared for the Client and may not be disclosed to any
other party or used by any other party or relied upon by any other party without the prior written consent of the
Consultant.

2. The Consultant disclaims all liability in relation to any other party who seeks to rely upon the Report or any of its
contents.

3. The Consultant has acted in accordance with the instructions of the Client in conducting its work and preparing the
Report, and, in doing so, has prepared the Report for the benefit of the Client, and has considered only the interests of
the Client. The Consultant has not been engaged to act, and has not acted, as advisor to any other party. Accordingly,
the Consultant makes no representations as to the appropriateness, accuracy or completeness of the Report for any
other party's purposes.

4. No reliance may be placed upon the Report or any of its contents by any recipient of the Report for any purpose and
any party receiving a copy of the Report must make and rely on their own enquiries in relation to the issues to which
the Report relates, the contents of the Report and all matters arising from or relating to or in any way connected with
the Report or its contents.

5. Subject to clause 6 below, the Report is confidential and must be maintained in the strictest confidence and must not
be disclosed to any party for any purpose without the prior written consent of the Consultant.

10.

11.

All tax advice, tax opinions, tax returns or advice relating to the tax treatment or tax structure of any transaction to
which the Consultant’s services relate (“Tax Advice”) is provided solely for the information and internal use of Client
and may not be relied upon by anyone else (other than tax authorities who may rely on the information provided to
them) for any purpose without the Consultant’s prior written consent. If the recipient wishes to disclose Tax Advice (or
portion or summary thereof) to any other third party, they shall first obtain the written consent of the Client before
making such disclosure. The recipient must also inform the third party that it cannot rely on the Tax Advice (or portion
or summary thereof) for any purpose whatsoever without the Consultant’s prior written consent.

No duty of care is owed by the Consultant to any recipient of the Report in respect of any use that the recipient may
make of the Report.

The Consultant disclaims all liability, and takes no responsibility, for any document issued by any other party in
connection with the Project.

No claim or demand or any actions or proceedings may be brought against the Consultant arising from or connected
with the contents of the Report or the provision of the Report to any recipient. The Consultant will be released and
forever discharged from any such claims, demands, actions or proceedings.

To the fullest extent permitted by law, the recipient of the Report shall be liable for all claims, demands, actions,
proceedings, costs, expenses, loss, damage and liability made against or brought against or incurred by the Consultant
arising from or connected with the Report, the contents of the Report or the provision of the Report to the recipient.
In the event that a recipient wishes to rely upon the Report that party must inform the Consultant and, if the Consultant
so agrees, sign and return to the Consultant a standard form of the Consultant’s reliance letter. A copy of the reliance
letter can be obtained from the Consultant. The recipient’s reliance upon the Report will be governed by the terms of
that reliance letter.
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Introduction

The City of Sydney local government area (LGA)
covers a range of active commercial daytime and
night time economies, including a variety of iconic
inner city precincts and suburbs. The diverse nature
of these precincts means a number of unique
considerations and opportunities must be
understood when developing business and
community engagement strategies.

To better understand these considerations and
opportunities, the City has routinely undertaken
daytime community research in a number of the
city’s precincts since 2010, as well as completing Late
Night Management Areas Research in 2010, 2012
and 2015.

These research programs have identified a series of
key insights for the City, including the types of people
who are active in commercial areas across the city at
various times and different locations. The research
has also identified how people travel to and from
different locations in the city and their main reasons
for visiting various locations.

To continue building on the positive outcomes of
these community research pieces, the Council of the
City of Sydney commissioned EY Sweeney in 2017 to
undertake an holistic precinct and community
engagement piece, covering visitor experiences
across both day and night time settings.

The research involved the completion of quantitative
surveys with international guests, domestic visitors
as well as Sydney residents in seven key locations
across the city. The survey aimed to identify
comprehensive daytime and night time visitor
profiles in each location, the main reasons for
visiting, behaviours whilst in the area, visitor
experience outcomes and indicative spend levels
while in the area.

This document outlines the key findings of the
survey. Section 1 briefly outlines overarching findings
across an initial seven locations surveyed in April to
June 2017, including: the Northern CBD, Central CBD,
Southern CBD, Potts Point, Oxford St, Newtown, and
Pyrmont. Section 2 provides detailed findings for
each of the precincts. In section 3, detailed findings
are included for an additional four locations,
surveyed in October 2017, including: Glebe, Redfern,
Surry Hills, and Green Square. In the final section, a
series of strategic thought-starters are presented for
consideration by the City of Sydney and businesses
moving forward.

For any questions or queries about this research or
findings, please email:

Kylie Wiik

KWiik@cityofsydney.nsw.gov.au

EY Sweeney
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Methodological overview

included in the appendix. Please note, figures in this document
are subject to rounding and, as such, figures may not always
sum to 100%.

A total of 11 precincts were included in the research (see table
opposite), with seven initial precincts surveyed in June 2017,
and a further four precincts surveyed in October 2017. Due to

PRECINCTS

9amto 3pmto 6pmto 9pmto Wed- Satur-

the differences in fieldwork timings, no comparisons have Analysis of data n 3pm  6pm  9pm  12am nesday day TOTAL
been made between precincts surveyed in different waves. All . o .
. . Data has been analysed using Statistical Package for the Social Seven precincts (April to June 2017)
due care has been made to maintain a consistent research . o
methodology and survey approach across both waves of the Sciences (SPSS) and Q statistical software.
research All results are subject to a margin of error. The total sample of TOTAL 323 373 58 887 1915 | 1826 | 3741
For the first wave of surveying, interviewing occurred between .n=3,741 fot: tr;e;l;rst V\:i\;e Platsha margin oft-errotr ' 11'6%;' Ttét Northern CBD | 132 145 134 127 273 259 538
. i is, we can be 95% confident the survey estimates are reflective
26th of April and the 24th of June 2017. The fieldwork
P ) . of all visitors to within +1.6%. For the second wave of n=2,119, CentralCBD 122 134 136 127 259 260 519
schedule was designed to ensure a spread of experiences were ] ) T )
. . the margin of error is £2.1. Where individual precincts or
captured at various times of the day across each of the . . SouthernCBD 134 152 140 124 281 269 550
. . . . . . demographic subgroups are analysed, the margin of error
precincts. To avoid potential sampling bias, no surveying was ) The table bel i indicati fh
undertaken during the Vivid festival (26th May to 17th Jun), as  'C cocee- [N€ table below provides some Indication o how PottsPoint | 127 | 136 | 151 | 125 | 281 | 258 | 539
thi iod significantly i t footfall and visit the margin of error adjusts for different subgroups
is period significantly impacts on footfall and visitor Oxford St 132 129 136 132 273 256 529
composition in the inner city area. In the second wave of Sample size Margin of error
surveying interviews were conducted between the 11th and n=500 +4.4% Newtown 143 138 128 124 265 268 533
28th of October 2017. n=250 16.2% p ; 133 139 133 178 277 556 533
rmon
Across each precinct, surveys were undertaken on n=100 19.8% v
Wednesdays and Saturdays. This approach allowed the survey n=50 +13.9% Four precincts (October 2017)
to gauge behavioural and experiential differences between the Indexing
working week and the weekend in each location. Interviewing ] ] TOTAL 544 526 529 520 1075 1044 2119
. . The results of the precinct deep dives have been compared to
took place from 9am until 12am. Throughout this document, - o Gleb 129 139 134 126 269 759 528
" o . an index. This index refers to the average score across all ebe
references to “daytime” refer to the period of 9am to 6pm, ) culated v for the fi }
while “night time” refers to the period of 6pm to 12am. precincts (calculated separately for the first seven precincts Redfern 154 126 128 128 281 255 536
. . and additional four precincts). Please note, this score is
Questionnaire intended to provide context only and should not necessarily be Surry Hills 132 131 133 137 263 270 533
A copy of the questionnaire used in the research has been treated as a reflection of the performance of the precinct on
Green Square 129 130 134 129 262 260 522

any given measure.
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Executive summary
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Executive summary

The City of Sydney attracts a wide range of visitors from The behavioural profile of each precinct varies Overall, 3 in 4 visitors said they use online channels to
different locations, ages and social backgrounds. These significantly between daytime (9am to 6pm) and night find out about things to do in Sydney (e.g. websites,
diverse profiles mean that businesses across the city time (6pm to 12am) contexts. For example, in wave 1 social media, online searches) in wave 1 of the research.
must cater for a variety of activities and behaviours. With daytime visitors are significantly more likely to buy Comparatively, only around half of visitors rely on word-
that in mind, when asked what could improve their coffee (52% compared to 32%) or go shopping (27% of-mouth (the most commonly used traditional channel).
experiences, most visitors highlighted similar compared to 15%). In contrast, after 6pm people are This result highlights a critical need for businesses across
opportunities, including: shopping, F&B and significantly more likely to visit a bar or pub (43% the city to develop and maintain a vibrant online
entertainment offerings. Going forward, it may be compared to 23%). Despite these differences, when presence, with more than half of Sydney residents using
beneficial for local businesses to receive insights from night time visitors were asked what would improve their social media, while 2 in 5 international visitors use search
the COS on how these offerings could be optimised in visit to the city, more than 1 in 5 said they would like to engines and 3 in 10 use travel websites (significantly
each precinct, to continue encouraging positive customer see more shops open. These behaviours were also higher than other visitor types). Similar trends were also
experiences in the precincts. consistent across wave 2 of the research findings. seen in wave 2.

Consider reviewing the shopping and F&B options in Consider undertaking pilots in key areas of the city to
each area and highlight potential “gaps” in the local better understand if extended trading hours could

Consider offering tips to local businesses to help them

improve their online and social media
economy. Potentially also consider identifying and have a positive net effect for businesses and visitors

communicating opportunities for local businesses to during evening hours. Consideration would also need
diversify, or better communicate their offerings to be given to potential impacts on daytime shopping

presence/behaviours — also determine whether COS
can further promote precincts and activities to raise
awareness and influence footfall

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation
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Overarching findings

This section includes overarching findings from the
seven initial precincts surveyed in June 2017,
findings for the additional four precincts surveyed in
October 2017 can be found later in this document.




Social and leisure activities as well as business purposes were the
main reasons for the majority of people visiting the inner city area

Social and leisure activities were the most
common reasons for visits amongst visitors...
across the inner city, socialising and leisure
activities were the main reasons domestic and
international visitors went to any particular area
(sightseeing was also notably higher amongst
both groups in each location surveyed). While
social and leisure activities were also common
amongst Sydney residents (i.e. inner city and
greater Sydney residents), they were significantly
more likely to have other reasons for visiting any
particular area. For example, inner city residents
were more likely to be passing through on their
way to other locations or doing shopping, while
residents from the greater Sydney area were
more likely to be visiting areas for business
reasons

Time of day a key factor... time of day also
impacted on people’s reasons for visiting areas
across the city. For example, international visitors
were significantly less likely to go sightseeing in
the evening (34% compared to 53% during the
day). Alternatively, social and leisure activities
were more prevalent amongst Sydney residents
at night, with 49% of inner city residents and 59%
of residents from the greater Sydney area visiting
an the inner city area after 6pm for this reason
(compared to 31% during the day)

Weekdays focus on business while the weekend
is more social... Sydney residents and domestic
visitors were significantly more likely to visit an
inner city area for business purposes during the
week. In contrast, each of these groups were
significantly more likely to visit the inner city on
the weekend for social/leisure reasons or to go
shopping

Gender and age also key differentiators... with
men significantly more likely to report visiting an
area for business reasons than women (22%
compared to 16%), while women were more likely
to indicate they visited an area for social/leisure
purposes (47% compared to 42%) or for shopping
(12% compared to 8%). Age was also a factor,
with those aged 30-49, more likely to visit an area
for business (24% compared to 17% across other
age groups) while those aged 50+ were more
likely to be sightseeing (14% compared to 9%
across other age groups) and shopping (13%
compared to 9% across other age groups). Note,
there may be some interrelation between these
demographic groups, with the average age of
female respondents marginally younger than their
male counterparts (31.9 years compared to 34.1
years). However, this effect would only be
marginal

Reasons for being in an inner city area (%)

Here for social or leisure
purposes

Here for business purposes

Just passing through

Just doing some
sightseeing

Here doing shopping

Here to catch public
transport

Here for an appointment

Other

Don’t know/prefer not to
say

Inner city
residents

44 40

20 16

15 19

10 5

9 11

13 17

Overall
findings

Greater
Sydney
residents
45

27

12

10

Domestic
visitors

55

22

22

International
visitors

49

10

13

44

13

Base: All respondents, n=3,741; Inner city, n=1,795; Greater Sydney residents, n=1,360; Domestic visitors, n=289; International

visitors, n=297
Q1

EY Sweeney
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Buying food and drinking coffee were the most common
activities undertaken whilst in Sydney’s precincts, however,
behaviours vary across visitor groups and by time-of-day

Activities undertaken whilst in the Sydney area (%)

Greater

Inngr city sydney Do'n:1estic Inte'rr?ational
residents residents visitors visitors

Bought food from a restaurant or café in the area 53 51 53 67 59
Bought/drunk coffee or tea 42 41 4 46 44
Visited a bar or pub 33 31 33 42 39
Browsed or bought from shops 21 21 18 28 27
Showed friends or relatives around the area 12 14 11 15 9
Attendeded an event, business meeting or conference 12 1 14 16 7
Viewed/listened to cultural attractions in the area 11 10 9 17 23
Stayed overnight in the precinct 9 7 3 27 29
None of these 14 15 14 7 11

Base: All respondents, n=3,741; Inner city, n=1,795; Greater Sydney residents, n=1,360; Domestic visitors, n=289; International visitors, n=297
Q3

Overall ff e0e
findings

Shopping and coffee more common in the daytime... across
all consumer groups, shopping/browsing and drinking coffee
were more common during the day. For example, more
than a quarter of inner city residents browsed or bought
from a shop during the day, while only 15% did so after
6pm. This broadly aligned with the main reasons for visiting
— with fewer people going to any location to shop in the
evening. This may however, be a function of what shops are
open at this time of day. Going forward, it may be useful to
undertake further research to understand if extending
trading hours of shops and cafes in inner city areas could be
an incentive for more visitors to engage in these activities
after 6pm

International visitors less likely to visit cultural attractions
at night... international visitors were significantly less likely
to attend cultural attractions in the evening (16% compared
to 30% during the day). Again, this may be a function of
availability at this time of day. There may be some benefit in
investigating potential avenues to increase engagement
with cultural attractions after 6pm, with other non-
permanent cultural attractions (e.g. VIVID) effectively
achieving this type of behaviour change in the past

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation
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Social media, word of mouth and Google searches were the most
common methods to discover things to do whilst in the inner city

Main methods used to find out about things to do in Sydney (%)

Inner city Greater Sydney  Domestic International
residents residents visitors visitors

Social media 49 52 53 34 32
Recommendations from friends/family/colleagues 49 49 49 42 48
Search engines (e.g. Google) 33 32 33 36 40
Other websites 13 14 12 13 12
Event websites (e.g. whatsonsydney, etc.) 10 11 11 8 6
Travel websites (e.g. trip advisor) 10 9 7 9 30
Newspapers 9 10 9 6 4
City of Sydney website 8 9 8 6 8
TV programmes 5 6 6 4 3
Tourist flyers 4 4 2 4 12
Radio 3 4 4 1 2
Membership emails (e.g. Opera House) 3 4 3 2 0
Other 3 4 3 4 3
None of these / Don’t know 4 4 4 7 4

Base: All respondents, n=3,741; Inner city, n=1,795; Greater Sydney residents, n=1,360; Domestic visitors, n=289; International visitors, n=297
D1

Overall
findings

Having an online presence is
critical for businesses in these
precincts, with

visitors using social media,
search engines or websites to
find out about things to do in
Sydney
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_ i . . : Overall g eee
Positive satisfaction ratings across the city, were most often findings

driven by strong F&B offerings and an inviting/safe atmosphere

Overall visitor satisfaction by precinct - 8-10/10 (%) Factors associated with satisfaction across Sydney (r*)
Inner city Greater Domestic International
. Sydney L .
residents . visitors visitors
residents
The range of dinin
ge of aining 2 4 42 45 34
and food options
The area is inviting 40 41 37 38 50
and safe
Culture and
entertainment in 34 34 36 30 26
the area
The variety of shops 31 32 31 22 38
Ability to find your 28
way around 29 31 36 19

Base: All respondents, n=3,741; CBD north, n=538; CBD centre, n=519; CBD South, n=550; Potts Point, n=539; Oxford St;
n=529; Newtown, n=533; Pyrmont, n=533
Q11,Q12

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green ”:‘dl.cates f'gure |? Sl'gnlflgantly higher than the expected value
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Wayfinding is an important factor to the visitor experience, but
opportunity to optimise the city’s shopping and entertainment

offerings is crucial

Positive levels of satisfaction seen across the
city... satisfaction levels were generally positive
across the city, with at least 2 in 5 people

measure. This result softened marginally in the
evening, but was still higher than other groups.
Interestingly, overall satisfaction amongst this

Overall
findings

Satisfaction with key drivers across the city (%)

% Completely satisfied (8-10 out of 10)

. Greater . Interna-
indicating they were completely satisfied with group was substantially lower on the weekend Irr;r;;recr:z Sydney D\f’i;ﬁic tional
their experience in each area —an overall (66% compared to 74% during the weekday) residents visitors
average of 58%. Association analysis suggests
the range of dining and food options in each Gender influenced satisfaction outcomes... The range of dining and - " - -
area, as well as being inviting and safe were key with overall satisfaction significantly higher food options
factors driving these positive results amongst women (60% compared to 56% of

men). Satisfaction outcomes varied however,
Opportunity to build on several areas... while with males significantly more likely to feel The area is inviting and 6 61 63 64 2
satisfaction results were generally positive areas were inviting and safe (65% compared to safe
across the inner city, there may be some 60%), while women were significantly more
opportunity to build on the entertainment likely than men to be satisfied with food and
offerings in various precincts as well as dining (58% compared to 54%) and the variety Fulture énd 43 45 44 48
focussing on the variety of shops, with less than  of shops (43% compared to 39%) entertainment in the area
half saying they were completely satisfied with
these aspects across the all of the precincts. Age also a key fa'nctor... with p§0|.:>le uerer the
Note, these results were less prominent in the age of 30 more l'kelY to be Sat'Sf'_ed with The variety of shops a1 39 44 42
Newtown area, which is seen by many to have cultural and entertainment offerings (47%
well developed cultural, entertainment and compared to 42% across other age groups) and
shopping offerings the variety of shops (44% compared to 37%
across other age groups). In contrast, those Ability to find your way W —
International visitors feel safe, but slightly aged 50+ were more satisfied with wayfinding around 77 69 60 67
more-so during the day... overall, international (78% compared to 71% across other age
visitors are highly satisfied with the safe and groups) EN/A  HNot at all satisfied (0-2) m3-4 5 6-7 B Completely satisfied (8-10)

inviting nature of Sydney, notably
outperforming other visitor groups on this

Base: All respondents, n=3,741; Inner city, n=1,795; Greater Sydney residents, n=1,360; Domestic visitors, n=289; International

visitors, n=297
Q12

Green indicates figure is significantly higher than the expected value
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Improving entertainment and cultural offerings, ensuring

diverse shopping and F&B options are also identified as key

opportunities amongst residents and visitors

Top 5 Things that would make visits more enjoyable (%)

Improved entertainment or cultural offerings
More shops open

More food options in the area

Wider range of shops

Better value for money (make things cheaper)

Would like to see more shops open (%)

18

Daytime (9am to 6pm)

—————___->

Night time (6pm to 12am)

Inner city
residents

23
23
22
22

17

Greater
Sydney
residents

19
18
19
19

17

Domestic
visitors

15

12

15

9

16

International
visitors

17

21

15

15

18

Would like to see more entertainment or cultural offerings

19

Daytime (9am to 6pm)

open (%)

Base: All respondents, n=3,741; Inner city, n=1,795; Greater Sydney residents, n=1,360; Domestic visitors, n=289; International visitors, n=297

Q15

————___-_'

Night time (6pm to 12am)

Overall ff e0e
findings

Entertainment and culture seen to be an
opportunity... when asked to identify things
that would have made their visit more
enjoyable, culture and entertainment was
consistently identified across most precincts,
and particularly amongst Sydney residents.
Interestingly, this figure increased marginally in
the evening for most groups

Ensuring a range of different shops are open is
also important... 3 in 10 respondents indicated
they would like to see more shops open and/or
a wider range of shops operating. As with
entertainment and cultural opportunities, the
proportion who wanted to see more shops
open increased marginally in the evening. The
proportion who felt areas required a wider
range of shops also increased indicatively
throughout the week (22% compared to 17%
on the weekend)

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation
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IVES

Precinct deep d

This section includes individual findings for the
seven initial precincts surveyed in June 2017,

findings for the additional four precincts surveyed in

October 2017 can be found later in this document.




d Male

Female

GENDER
Under 30
ﬁ 30-49
AGE 50+
Inner city
Greater Sydney

Domestic visitors

RESIDENTIAL International visitors
LOCATION

<$50K
9 $50K to $100K

S100K+
HOUSEHOLD
INCOME Refused

Work in the immediate area

Northern CBD

18

42

35

24

13
19

34

28

21
17

30

48

44

58

Scorecard: Precinct visitor profile

~
L7

Central CBD

37

52
37
11

33
52

30
25
26

19

45

63

VTR

e

36

28

41
43
10

47

19
20
14

39

Southern CBD

64

65
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Potts Point

60
40
45
36
19
65
22
9
36
25
21
18
29

J  DOUe § orean

&

Newtown Pyrmont
66 52 61
34 48 39
53 60 a8
32 29 39
14 11 13
54 62 57
32 29 33
9 7 4
5 3
43 a4 25
24 26 30
15 13 29
18 16 16
31 23 45

Base: all respondents, n=3,741; respondents interviewed in the following areas - Northern CBD area,
n=538; Central CBD area, n=519; Southern CBD area, n=550; Potts Point area, n=539; Oxford Street
area, n=529; Newtown area, n=533; Pyrmont area, n=533

Note: household income asked for residents in Australia only

S2, 3, S5, S6, D2



Scorecard: Precinct satisfaction ratings

Index NorthernCBD Central CBD SouthernCBD Potts Point  Oxford Street Newtown Pyrmont

Overall satisfaction with visit 58 77
(Proportion who rated their visit as 8-10 / 10)

47 48 43 65 68

v
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v
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]

The range of dining and food options 56

Overnight stay 9

m
[y
w

.
[>]

Base: all respondents, n=3,741; respondents interviewed in the following areas - Northern CBD area,
n=538; Central CBD area, n=519; Southern CBD area, n=550; Potts Point area, n=539; Oxford Street
area, n=529; Newtown area, n=533; Pyrmont area, n=533

Q3,Q11,Q12
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9 NORTHERN CBD

CENTRAL CBD
SOUTHERN CBD

POTTS POINT AREA

OXFORD STREET AND SURROUNDS

NEWTOWN AND SURROUNDS

PYRMONT AND SURROUNDS

CBD north area (including the area north of Hunter Street
to Circular Quay through to The Rocks)



A variety of cultural attractions make the northern CBD
highly attractive for domestic and interstate visitors

The northern CBD hosts an eclectic mix of
people... overall, around 1 in 4 people in the
precinct live in the inner city area, while just
under half are from the greater Sydney region.
The northern CBD also has the highest
proportion of international (19%) and domestic
visitors (13%) across any of the precincts
surveyed. This composition changed marginally
in the evenings, with the proportion of
domestic visitors and international guests
decreasing after 6pm. In contrast, the
proportion of greater Sydney residents
increased significantly from 39% during the
day, to 50% after 6pm

Precinct skewed towards males... almost 3 in 5
visitors to the northern CBD were males, this
skew was prevalent across both night and day,
as well as weekdays and the weekend. The
skew was similar to the index observed across
all precincts and similar results have also been
observed in other precinct research
undertaken by City of Sydney in recent years.
For example, City of Sydney’s 2015 Kings Cross
& Potts Point intercept study identified 3 in 5
visitors to the area were male

Visitor composition varied based on day of
week... with inner city residents significantly
more likely to be in the area on a weekday
(28%) than compared to a weekend (20%). In
contrast, visitors from other areas of NSW and
interstate visitors were significantly more likely
to be in the area on a weekend. Interestingly,
1in 2 weekday visitors claimed to visit the area
at least once a week, and 1 in 3 visitors actually
worked in the area itself. On weekends there
tended to be a greater proportion of domestic
visitors with close to 1 in 5 visitors from greater
NSW or other states in Australia

Older visitors less likely to be in the precinct
at night... while around 1 in 5 people in the
precinct during the day indicated they were
aged 50+, this reduced to around 1in 10
people after 6pm

Profile of visitors in the precinct (%)

Overall

Male

Female

Under 30 _ 48

3040 [ 35
so+ M 18

Inner city - 24

Greater Sydney
Bl 13

International visitors 19

«ssox N 34
$50K to $100k NI 28

s100c+ M 21

Refused - 17

Domestic visitors

Work in the immediate area _ 30

Base: respondents interviewed in the Northern CBD area, n=538 (Index=3,741, Day=277, Night=261, Wednesday=279,

I s
B 2

44

Index
(Diff)

-24
+8
+5

+11

+3
+1

-4

Saturday=259). Note: household income asked for residents in Australia only

S2,53, 55,56, D2

Northern

Day

59
41

46
31
22

24
39
16
22

35
25
24
16

32

CBD

Night

57
43

49
38
13

24
50
11
15

33
31
19
17

29

Wed

56
44

48
33
18

28
43
8
21

33
29
24
14

35

Sat

60
40

47
36
17

20
46
19
16

35
27
19
19

25

EY Sweeney
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Majority of domestic visitors have been to the area before,
whereas, for international visitors it’s likely to be their first
time

Northern
CBD

Visitation frequency (%)

The northern CBD’s proximity to
iconic Sydney attractions and
heritage sites, attracts a range of

32
25 17 tourists with...
1
Overall I . N -
More than once Atleastoncea Once aweekto Everytwo weeks Less than oncea Thisis my first Don’t know / . .
a week week every two weeks to once a month month time in the area can’t say
Index (Diff) -20 -1 -2 +4 +11 +8 -1
Daytime 37 9 4 9 25 16 1
Night time 27 11 2 15 25 19 1
Wednesday 43 8 2 10 18 18 1
Saturday 20 13 4 13 32 17 1
Inner city 49 15 5 12 11 8 2
Greater Sydney 41 13 3 17 22 4 0
Domestic visitors 4 4 3 4 68 15 1
L 4
International visitors 9 2 1 4 19 63 2 13% 19%
(1] (V]
Base: respondents interviewed in the Northern CBD area, n=538 (Index=3,741, Day=277, Night=261, Wednesday=279, Saturday=259, Inner city=130, Greater Sydney=237, Domestic |nternati0na|
Domestic visitors=71, International visitors=100)
Q2

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green ”"‘dl.cates f'gure |? Sl'gnlflgantly higher than the expected value
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Social/leisure and sightseeing were the main reasons for

visiting the northern CBD

Social and leisure activities is the overriding
reason for visiting the area... more than half of
visitors were in the northern CBD area for
social or leisure reasons, this increased to 3in 5
at night. During the day, there was a greater
focus on sightseeing — driven largely by
domestic and international visitors to the
precinct

Shopping was less of a focus... possibly driven
by the tourist heavy focus of the shopping
offering in the northern CBD area — particularly
in The Rocks and Circular Quay, which are
heavily geared towards the tourist market

Main reasons for visiting (%)

Overall Index Day Night Wed Sat |[Inner G. Dom- Intern-

(Diff) City Syd.* estic ational
Social / leisure 54 +10 49 60 | 48 61 50 55 65 51
Sightseeing 33 +23 40 25 | 29 37 | 22 18 46 70
Business - 21 +1 26 15 27 14 23 26 17 9
Passing through l 9 -6 9 8 10 7 11 8 7 7
Catch public transport I 6 -2 6 5 6 6 8 6 3 6
Shopping l 5 4 7 3|4 6|3 2 7 14
Appointment | 1 2 1 1|2 o2 1 1 0

Base: respondents interviewed in the Northern CBD area, n=538 (Index=3,741, Day=277, Night=261, Wednesday=279, Saturday=259,

Inner city=130, *Greater Sydney=237, Domestic visitors=71, International visitors=100)
Q1, Q6

Northern
CBD

Northern CBD is more likely to be visited by
groups than other areas... while individual
persons were the largest visitor group overall
(1in 3), they were 10p.p. less common than
the index across all precincts. In contrast,
visitors to the northern CBD were more likely
to be with their spouse/partner (7p.p. above
the index) or other family members (4p.p.

above the index). Specifically, domestic and
international visitors were more likely to be in
the area with a spouse/partner compared with
Sydneysiders who were more likely to be with
friends or work colleagues

Company in the precinct (%)

Overall Index| Day Night Wed Sat Inner G. Dom- Intern-

(Diff) City Syd.* estic ational
On my own 36 -10 40 31 40 32 35 37 30 39
Friends 31 0 27 34 25 37 35 34 28 21

NI

Spouse/ partner 1 +7 17 26 21 22 22 13 31 33

Other family members l 9 +4 9 9 8 10 2 11 13 10
Work colleagues I 8 +2 9 7 10 5 9 11 0 3
Children (<15 years) | 1 o1 2|0 2|1 1 3 1
Tour | 1 101 2|1 2|1 o 3 4

Clients 0 0 0 0 0 0 0 0 1 0

EY Sweeney
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Northern

Indicative spend was highest on the weekend and amongst CBD

domestic and international visitors

Average total spend in the area by time of day — Avergage t@talspend in thEarea (S) -4 Spend peaked in th_e evening... indicative
Day of week ($) ' A \ spend reached its highest level between
L ‘ \ 3 \ \ the hours of 9pm and 12am on both
120 o B A\./% Wednesday and Saturday nights ($65 and
100 ’1 y ’i ! ' $77 respectively). With that in mind, spend
20 RE. S 6 1 ; was highest amongst domestic visitors
y ($92) and international visitors (566) — who
*0 C— o / N ‘ were more likely to visit during the day.
40 Average total spend . This result highlights the importance of
20 in the area ) 4 maintaining a strong value offering for both
0 (Index $60) ( ’ daytime and night time visitors in the area
9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am ) \ 3
«=@==\\/ednesday Saturday A ’ ! Spend also varied across demographics...

’ - ! with men indicating they spent significantly

more than women ($70 compared to $50)

Average total spend in the area by time of day — and people under the age of 30 spending

.‘.‘. /A
53
nesday

Visitor types ($) s indicatively less than other age groups ($53
ed compared to $69)
120
100
0 $92

60 \, ///. - Greater Domestic International

40 - Sydney visitors visitors

20

9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am
e=@== |nner city residents
Greater Sydney residents
Domestic and International visitors Q8,Ql1o

Base: respondents interviewed in the Northern CBD area, n=538 (Index=3,741, Day=277, Night=261, Wednesday=279, Saturday=259, Inner city=130, *Greater Sydney=237,
Domestic visitors=71, International visitors=100). Note: where indicative spend was >51,500, these figures have been removed from the analysis

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green Ir\dl.cates f'gure |? Sl'gnlfl.cantly higher than the expected value
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Cultural offerings were a key attraction for visitors to the

northern CBD

Dining, coffee and beverages were the most
common activities... with 6 in 10 indicating
they bought food from a restaurant or café
while in the northern CBD area. Similarly, 2 in
5 said they purchased coffee or tea while in the
precinct, and 1 in 3 visited a licensed
establishment

Behavioural profiles shifted based on visitor
demographics... with domestic and
international visitors more likely to purchase
food, visit cultural attractions or go shopping
while in the area. Women (25%) were more
likely to browse or buy from shops than men
(14%) while those under the age of 30 were
more likely to visit a bar or pub (39% compared
to 28% across all other age groups) and those
aged 50+ were more likely to view or visit
cultural attractions (32% compared to 21%
across all other age groups)

Indicative spend was maximised amongst
those who did multiple activities... while in the
area, it is important to encourage visitors to
undertake multiple activities. Visitors who only
completed a single activity (e.g. having food) in
the northern CBD area had significantly lower
indicative spend ($46). In contrast, people who
completed multiple activities recalled spending
substantially more ($78)

Food

Coffee/tea

Bar/pub

Cultural
attractions

Shopping

Event, business
meeting or
conference

Show
friends/relatives
around

Overnight stay

Base: respondents interviewed in the Northern CBD area, n=538 (Index=3,741, Day=277, Night=261, Wednesday=279,
Saturday=259, Inner city=130, *Greater Sydney=237, Domestic visitors=71, International visitors=100)

Q3

Overall

Activities in the area (%)

Index
(Diff)
57 +4

+1

+11

+3

+2

+5

Day Night Wed

64

55

26

29

26

12

14

15

50

31

41

15

11

19

15

11

52

44

33

19

16

16

14

10

Sat

62

43

33

27

21

14

16

16

Northern
CBD

Inner

53

47

27

22

13

20

18

G.

50

41

34

14

13

16

16

Dom- Intern-
City Syd.* estic ational

79

49

39

35

32

18

17

28

64

41

35

34

29

37
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Northern CBD generates positive levels of satisfaction overall,

with the area seen as inviting, safe and easy to navigate

Satisfaction with key areas of the precinct experience (%)

Satisfaction with overall experience

Overall satisfaction”

Satisfaction with key areas

= T The range of dining and
ISEN food options
L
g |
= The area is inviting and
3
§ | safe
|
: Culture and entertainment
| in the area
1
|
: The variety of shops 11 3 8 12 27
s . .
§ : Ability to find your way b1 3 14 80
RS around
G o1
§ ; HN/A W Not at all satisfied (0-2) m3-4 ms m6-7

Base: respondents interviewed in the Northern CBD area, n=538 (Index=3,741, Day=277, Night=261, Wednesday=279, Saturday=259, Inner city=130, *Greater Sydney=237,

Domestic visitors=71, International visitors=100)
Q11, Q12 *N/A not asked for overall satisfaction

39

W Completely satisfied (8-10)

Index Day Night Wed
(Diff)

+19

+2

+20

+16

+8

74

49

83

56

30

80

Northern

CBD

% Completely satisfied (8-10 out of 10)

79

66

83

65

48

81

77

59

84

59

42

78

Sat

76

55

82

62

36

83

Inner

67

56

84

62

40

85

G.

78

57

81

62

37

81

Dom-
City Syd.* estic

82

52

80

51

34

79

Intern-
ational

83

61

89

62

45

76
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Opportunity exists to improve the shopping offer with a Northern
wider range/availability of shops and better value for money CBD

Shopping seen to be a key development

opportunity... although satisfaction levels were
generally positive across the precinct, only 2 in Overall Index Day Night Wed Sat Inner G. Dom- Intern-
5 were satisfied with the variety of shops in the (Diff) City Syd.* estic ational
area. As a result, when asked to identify

Suggestions for improving the precinct experience (%)

opportunities that could have improved their Wider range and availability of shops _ 26 “ = 27 31 21 31 30 10 24
time in the northern CBD area, 1 in 4 indicated Better value for money/cheaper 25 +8 25 26 27 23 25 26 24 23
that a wider range and availability of shops ]
should be a key consideration for the precinct. Improved entertainment &o%]%:#]rgsl - 21 0 22 20 20 22 28 20 15 19
This finding wasn’t consistent across all visitor ‘
types however, with domestic visitors (10%) More food options - 19 -1 22 15 20 17 24 19 18 1
and those aged 50+ (17%) substantially less Construction completion - 16 +3 29 1 16 17 19 19 10 10
likely to mention it as an opportunity
More parks/green areas - 12 -2 13 11 12 12 16 12 4 13

Delivering value also a consideration... while
developing the shopping offering was Improved cleanliness - 12 -2 16 7 10 13 16 11 13 8
important for many, 1 in 4 respondents also
felt that delivering better value-for-money More bars/beverage options - 10 -3 10 10 11 8 14 10 7 7
should be a key consideration for operators in More parking available - 9 4 9 5 10 g . 13 1 .
the area — this was 8p.p. higher than the index
across all precincts. Similar to the above point, Better signage/ wayfinding . 9 +1 10 7 9 8 4 7 14 15
those aged 50+ were less likely to highlight
value as a key factor (15% compared to 27% Improved transportation to/from 6 -5 6 6 5 7 8 7 4 2
across all other age groups)

Improved security/safety 3 -8 4 2 3 3 2 4 6 1

Base: respondents interviewed in the Northern CBD area, n=538 (Index=3,741, Day=277, Night=261, Wednesday=279, Saturday=259, Inner city=130, *Greater Sydney=237,
Domestic visitors=71, International visitors=100)
Q15

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green ”"‘dl.cates f'gure |? Sl'gnlflgantly higher than the expected value
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Northern

Walking substantially more common during the day, particularly CBD

amongst international visitors

Transportation to the precinct (%) Navigation of the area whilst in precinct (%)
Overall Index| Day Night Wed Sat Inner G. Dom- Intern- Overall Index | Day Night Wed Sat |Inner G. Dom- Intern-
(Diff) City Syd.* estic ational (Diff) City Syd.* estic ational
Walk _ 2 | 54 35 | 52 38 | 5 30 56 65
45 Knowledge of the 64 -8 |60 67 | 67 60 | 79 8 42 20
Train 45 +12 48 43 48 43 42 56 41 28
sus [ 14 6 | 16 13 |15 14 |15 16 8 12 Phone apps - 40 ¥2 | 42 38 | 34 47 |27 33 55 63
oive [ 12 o |9 139 13| 7 19 8 o0 o
Signage in the I 8 3 |11 s |7 8|2 3 18 18
Ferry . 9 +7 9 9 8 10 8 9 14 7
Asked
friends/family for 6 +3 5 8 5 8 5 5 7 10
Transportation from the precinct (%) directions
Overall Index| Day Night| Wed Sat |Inner G. Dom- Intern- Priga?ge”k‘)?)%ﬁ I 6 +3 9 3 5 6 1 1 6 23
(Diff) City Syd.* estic ational
) Asked staff /
Train 46 +15 48 43 48 43 44 57 38 27 officials for I 4 +2 7 2 5 3 0 0 10 15
guidance
Walk _ 40 5 | 48 31 | 44 35 | 40 26 51 63
Bus - 16 7 |14 17|15 17|18 19 8 11 Tour guide | 2 |3 2|2 2|1 0 3 9
Drive - 12 1| 9 15|10 14| 7 21 7 1
Base: respondents interviewed in the Northern CBD area, n=538 (Index=3,741, Day=277, Night=261, Wednesday=279,
Ferry . 9 +7 10 7 7 1 6 9 15 6 Saturday=259, Inner city=130, *Greater Sydney=237, Domestic visitors=71, International visitors=100)
Q4,Q5, Q14
© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green indicates ﬁgure is significantly higher than the eXpeCted value
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Personal recommendations, social media and Google
searches were key information channels for northern CBD
visitors and residents

Methods of finding out about things to do (%)

Index Day Night Wed Sat Inner G.Syd.* Dom- Intern-

Overall (Diff) City estic  ational

Social media 38 -12 45 29 41 34 48 43 15 28

Search engines _ 37 +4 37 38 34 41 37 35 45 38

Travel websites  [JJJJJ] 1 | 17 10 | 11 16 | 11 6 13 35

other websites [l 11 22 12 9 9 12 | 13 11 10 7

Event websites . 8 -2 10 7 9 8 12 11 1 2

Newspapers . 8 1 9 7 9 7 12 9 7 2

City of Sydney website l 7 -1 7 7 7 7 7 8 3 7

Tourist flyers l 7 +3 9 5 5 9 6 2 13 16

TV programmes I 4 -1 5 3 5 3 5 4 4 3

Radio I 3 -1 4 2 4 2 3 4 1 1

Membership emails I 2 1 4 0 2 3 4 3 0 0
(e.g. Opera House)

Travel agents or tour guides I 1 +1 1 1 0 2 0 2 3 0

Base: respondents interviewed in the Northern CBD area, n=538 (Index=3,741, Day=277, Night=261, Wednesday=279, Saturday=259, Inner city=130, *Greater
Sydney=237, Domestic visitors=71, International visitors=100)
D1

Green indicates figure is significantly higher than the expected value
EY Sweeney Red indicates figure is significantly lower than the expected value
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NEWTOWN AND SURROUNDS

PYRMONT AND SURROUNDS

CBD centre area (For example, the area south of Hunter Street to Park Street
and west to King Street Wharf - including Wynyard and King Street Wharf)



The central CBD is a daytime hub for people living in the

greater Sydney area

Visitors to central CBD skew towards people
living in the greater Sydney area... around half
of people in the central CBD live in the greater

High proportion of workers drive frequency...
the relatively high prevalence of people who
worked in the area appeared to drive visitation

Profile of visitors in the precinct (%)

Central

CBD

Sydney region, 15p.p. higher than the index. frequency, with more than half visiting the Overall I(r:)c:;))( Day Night  Wed Sat

Correspondingly, inner city residents were central CBD at least once a week. This figure

15p.p. less likely to visit the central CBD. was significantly higher during the week, with Male [N o3 +3 62 64 64 62

Interestingly, domestic visitors to Sydney were 63% of people surveyed on a Wednesday Female _ 37 -3 38 36 36 38

more likely to visit the central CBD after 6pm — indicating they visited the area more than once

possibly due to the variety of night time a week, while only 48% of visitors on the under30 |G 52 -1 51 52 50 54

activities available in the area, coupled with a weekend go more than once a week 3049 [N 37 +4 33 a1 40 34

ltizgifen;:::t of commercial accommodation in International visitors often here for the first so+ [l 11 -2 16 6 10 12
time... around half of international visitors

Male skew in central CBD evident... as with the ~ were in the area for the first time. This finding Inner city 33 -15 31 35 32 34

northern CBD, men were more prevalent in the  highlights the importance of ensuring effective Greater Sydney 52 +15 56 47 52 51

central CBD area, accounting for approximately  wayfinding is available to visitors in this part of Domestic visitors [l 7 0 10

3in 5 people the city International visitors [l 8 0 8

Work was a key reason to be in the area...

perhaps unsurprisingly, a large proportion of <550K -7 31 30 32 29

people in the precinct worked in the area (51% 550K to $100K -1 23 26 23 20

during the day and 38% in the evening). While $100K+ +5 29 23 24 27

this figure was much higher during the week Refused +3 17 22 15 24

(50%), the proportion of workers in the area

during the weekend was still very high, with 2 Work in the immediate area 45 +10 51 38 50 39

in 5 people indicating they worked in the

Base: respondents interviewed in the Central CBD area, n=519 (Index=3,741, Day=256, Night=263, Wednesday=259, Saturday=260).
Note: household income asked for residents in Australia only
S2,S3, S5, S6, D2

immediate area

Green indicates figure is significantly higher than the expected value
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Central

N . . CBD
A majority visit the central CBD more than once a week

Visitation frequency (%)

Central CBD features a high

55 proportion of regular workers and
business activities in the area,
3 particularly weekdays where...
10
5 8 7
1
Overall _ eeee s B = 020
More than once Atleastoncea Once aweekto Everytwo weeks Less than oncea Thisis my first Don’t know /
a week week every two weeks to once a month month time in the area can’t say
Index (Diff) +3 +2 0 0 -3 -3 0
Day time 60 13 5 8 8 4 2
Night time 51 14 5 8 12 9 1
Wednesday 63 10 4 5 9 8 0
Coffee, dining and pubs catering to
Saturday 48 16 5 12 12 5 2 . .
these workers and other visitors are
Inner city 66 13 5 7 6 3 0 key activities in the area
Greater Sydney 62 15 6 9 7 1 0
Domestic visitors 11 13 5 11 42 11 8
International visitors 14 7 0 5 17 50 7

Base: respondents interviewed in the Central CBD area, n=519 (Index=3,741, Day=256, Night=263, Wednesday=259, Saturday=260, Inner city=171, Greater Sydney=268,
Domestic visitors=38, International visitors=42)
Q2
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EY Sweeney 26741/28144 City of Sydney Report November 2017 | Page 31 Red indicates figure is significantly lower than the expected value



Social and leisure activities were more prevalent amongst

night time visitors

Social and leisure activities were the most
common activities undertaken in the
precinct... this result was driven largely by night
time visitors, with around half indicating they
were in the area for this reason after 6pm. In
contrast, daytime visitors were significantly
more likely to be in the precinct for business
reasons

International visitors more likely to sightsee...
with 2 in 5 indicating this was the main reason
for visiting the central CBD

Main reasons for visiting (%)

Social and leisure activities often undertaken
in groups... although overall, people were more
likely to visit the central CBD area by
themselves (42%), this was heavily dependent
on their main reason for being in the area. For
example, people who visited the central CBD
area for leisure or social reasons were
significantly more likely to be in the area with

Central
CBD

their friends (50%) or their spouse or partner
(28%). In contrast, those who visited the area
for business purposes were significantly more
likely to be by themselves (66%) or with work
colleagues (20%)

Company in the precinct (%)

Overall Index| Day Night| Wed Sat |Inner G. Dom- Intern- Overall Index| Day Night Wed Sat | Inner G. Dom- Intern-
(Diff) city Syd* estic ational (Diff) city Syd* estic ational
social /leisure [ 44 o | 35 52| 20 s8 | 44 a1 55 s0 On my own 424 | 46 37 | 47 36 | 41 47 24 24
susiness [ 22 +4 |31 16 | 35 13 | 19 29 18 17 withfriends [l 29 2 | 22 37| 2 37| 3 2 =
passing through [ 15 11 19115 16 22 14 8 2 spouse / partner [ 17 #8317 18 | 14 21| 16 14 32 31
Catch public transport 14 +6 13 16 18 11 17 16 3 5 With work colleagues I 7 +1 10 5 10 4 7 8 3 10
i i -2 1 1
sightseeing [l 8 8 8|6 0| ¢ 3 S Other family || 4 0| 4 5 | 4 s 4 4 8 10
Shopping l 8 -1 11 5 4 12 9 6 11 12
With children (<14yrs) I 2 +1 4 1 2 3 1 3 5 0
appointment || 4 +1 | 4 3| 5 2 4 4 3 0
with clients | 1 o/ 1 1|2 o 1 1 0 2
Base: respondents interviewed in the Central CBD area, n=519 (Index=3,741, Day=256, Night=263, Wednesday=259, With tour 0 0 0 0 0 0 0 0 0 2
Saturday=260, Inner city=171, *Greater Sydney=268, Domestic visitors=38, International visitors=42)
Q1, Q6
© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green indicates ﬂgure is Signiﬂcantly higher than the eXpeCted value
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Indicative spend driven by visitors to the area on Saturday
evenings

140
120
100
80
60
40
20

140
120
100
80
60
40
20

Average total spend in the area by time of day —

Day of week ($)
C== o
+ ﬂ
9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am
=@ \\/ednesday Saturday

Average total spend in the area by time of day —
Visitor types ()

*\~“*/////‘\“‘*

9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am

=@ [NNer city Greater Sydney

$52

Day time

Average total spend

in the area

(Index S60)

‘
Night time

Greater
Sydney

W N
S44 || S92
Wednesday Saturday

$136 || $138

Domestic
visitors

International
visitors

Central
CBD

Activities impacted on indicative spend
outcomes... activities had a notable impact on
spending behaviour in the central CBD. For
example, people who visited a pub had
significantly higher indicative spend ($98), as
did people who viewed or listened to cultural
attractions ($118) compared to people who
bought food from a restaurant or café in the
area ($89), bought/drunk coffee or tea ($67) or
attended an event, business meeting or
conference ($49). As with the northern CBD
area, visitors who engaged in multiple activities
in the central CBD recorded substantially
higher indicative spend than people who only
undertook one activity (586 compared to $51),
highlighting the importance of engaging visitors
with multiple experiences in the area

Base: respondents interviewed in the Central CBD area, n=519 (Index=3,741, Day=256, Night=263, Wednesday=259, Saturday=260, Inner city=171, Greater Sydney=268,

Domestic visitors=38, International visitors=42). Note: where indicative spend was >$1,500, these figures have been removed from the analysis

Q8,Q10

EY Sweeney

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation
26741/28144 City of Sydney Report November 2017 | Page 33

Green indicates figure is significantly higher than the expected value
Red indicates figure is significantly lower than the expected value



Food and beverage was purchased/consumed by the Cerg:;)l

majority of people when visiting the area

Dining is a key part of the central CBD Activities in the area (%)

experience... with around 3 in 5 visitors to the

area indicating they purchased food from a Overall Index Day Night Wed Sat Inner G. Dom- Intern-
restaurant or café while there, this figure (Diff) city Syd*  estic ational
increased to three-quarters amongst domestic Food 59 46 60 59 54 64 54 58 76 74

and international visitors. Interestingly, this

result did not change based on the day of the

week or the time of day — highlighting the Coffee/tea 51 +9 61 41 54 48 44 54 50 62
integral role that dining has to play in the central

CBD precinct
Bar/pub 38 +4 25 50 33 42 37 34 63 43

Cafes are a daytime destination, while bars and

ingh . 6inl i
p.u.bs arfe ar.'l evening hotspot... 6 in 10 daytl.me. Shopping 21 0 24 18 21 91 19 19 29 36
visitors indicated they bought coffee or a drink in
the area (compared to 4 in 10 night time visitors). ' .
This behaviour shifted in the evening however, Event, business gi?:rr;gnser . 16 +4 18 13 23 8 17 16 13 12
with half visiting a bar or pub. Licensed venues
were also a hotspot for domestic visitors, with 3 ) )
e L S Show friends/relatives around 14 +1 13 14 11 17 20 11 16 2
in 5 indicating they visited a bar or pub while in

the area

Overnight stay

Cultural attractions . 11 0 12 10 14 8 12 7 16 24

Base: respondents interviewed in the Central CBD area, n=519 (Index=3,741, Day=256, Night=263, Wednesday=259, Saturday=260, Inner city=171, *Greater Sydney=268,
Domestic visitors=38, International visitors=42)
Q3
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Overall satisfaction with the central CBD is high, but there is an Central
opportunity to optimise culture and entertainment particularly CBD
during the day

Satisfaction with key areas of the precinct experience (%)

% Completely satisfied (8-10 out of 10)

Satisfaction with overall experience Index Day Night Wed Sat |Inner G. Dom- Intern-
(Diff) city Syd* estic ational
Overall satisfaction” -1 52 61 53 60 55 52 66 79
Satisfaction with key areas
4 The range of dining and
! . 4 4 7 -1 50 58 51 57 56 52 68 50
g ! food options
1 P .
== Theareaisinviting bl 2 s 7|6 70|73 67|68 68 76 79
|
i Culture and entgrtainment 6 32 45 41 36 40 35 42 45
X in the area
|
1
: The variety of shops 9 3.6 10 27 45 +5 41 50 44 47 51 41 63 33
o
g |
=5 . . i
3 £ | Ability to find your way 3 7 18 71 2 71 71 73 68 74 70 61 74
8 a0 around
S
- ; HN/A M Not at all satisfied (0-2) m3-4 H5 m6-7 W Completely satisfied (8-10)

Base: respondents interviewed in the Central CBD area, n=519 (Index=3,741, Day=256, Night=263, Wednesday=259, Saturday=260, Inner city=171, *Greater Sydney=268,
Domestic visitors=38, International visitors=42)
Q11, Q12 *N/A not asked for overall satisfaction

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green Ihd".:ates flgure I? Sllgnlf“.:antly higher than the expected value
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Central

Diversifying and developing shopping and food offerings CBD

are key opportunities, as well as completing construction

Construction a key consideration for many in

Suggestions for improving the precinct experience (%)
the area... around a quarter of visitors felt that

completing construction projects in the precinct Overall Index Day Night Wed Sat Inner G. Dom- Intern-
(e.g. the light rail) would have a positive impact (Diff) city Syd*  estic ational
on their experience (13p.p. higher than the index Wider range and availability of shops _ 28 -2 29 28 23 33 28 28 21 40
across all precincts). Along with this, visitors also
felt that a wider range and ava||ab|||ty of Shops Construction completion 26 +13 23 30 25 27 31 25 24 17
would improve the central CBD. Interestingly, 1 '
in 10 felt the precinct could also have better More food options - 20 0 18 23 v 23 19 20 11 36
5|gnage/wayf|r.1d|ng—4p.p. higher than the index Improved entertainment &cultgral - 18 3 16 20 17 19 27 16 16 19
across all precincts offerings
L. . Better value for money/cheaper - 14 -2 9 20 16 12 13 15 16 14
Optimising the culture and entertainment
experienced could help to drive satisfaction More bars/beverage options - 13 0 10 17 13 14 16 13 5 12
levels... around 1 in 6 indicated that improving
entertainment and cultural offerings in the area Improved cleanliness - 12 -2 16 8 12 12 11 14 13 5
would be positive. This finding closely aligns with
satisfaction outcomes, with just under 2 in 5 Better signage/wayfinding - 11 +4 11 11 11 12 12 10 21 12
visitors indicating they were satisfied with this
o . More parks/green areas - 11 -3 11 11 12 10 15 10 8 5
aspect of their trip — 6p.p. below the index across
all precincts, and lower than other satisfaction Improved transportation to/from - 11 0 5 17 10 12 11 12 8 7
elements tested in the central CBD (e.g. the
variety of shops, the range of dining and food More parking available - 11 -2 11 11 10 12 10 12 13 2
options)
Improved security/safety . 7 -4 5 10 8 7 6 9 3 5

Base: respondents interviewed in the Central CBD area, n=519 (Index=3,741, Day=256, Night=263, Wednesday=259, Saturday=260, Inner city=171, *Greater Sydney=268,
Domestic visitors=38, International visitors=42)

Q15

EY Sweeney
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Taking the train and walking were the key methods used to
access or depart the area — navigation was primarily driven
by prior knowledge and phone apps/maps

Central
CBD

Transportation to the precinct (%) Navigation of the area whilst in precinct (%)
Overall Index| Day Night Wed Sat Inner G. Dom- Intern- Overall Index | Day Night Wed Sat |Inner G. Dom- Intern-
(Diff) city Syd* estic ational (Diff) city Syd* estic ational

Train +6 43 34 36 41 35 44 34 19

the area
Walk 37 -10 42 33 39 35 42 28 42 71
- 40

Phone apps /
maps

Bus +6 28 25 32 21 20 35 5 14

+2 40 41 | 39 42 | 37 36 59 64

Drive  [iKKI 0 [0 12| 8 14| 7 14 21 0 . .
Signage in the 8 #2 |7 8|4 1|2 8 22 17
Taxi/Uber 0 4 7 4 7 7 2 13 14 area
Asked
. . friends/family 4 0 4 3 3 4 2 3 11 5
Transportation from the precinct (%) for directions
Overall Index Day Night Wed Sat |Inner G. Dom- Intern- Printg;i mbapﬁ 3 0 3 2| 2 3 1 1 3 19
(Diff) city Syd* estic ational guide boo
‘ Asked staff /
Train m |4 29|36 371 3% 4 2 1 officials for | 2 o |1 22 2|1 1 s 5
Walk 33 11 | 39 27 | 32 34 | 37 25 39 67 guidance
sus [ED +7 | 28 30 | 34 25 | 21 39 11 14 Tour guide | 1 o o 2}2 1|0 1 0 10
Drive m o |11 11| 8 13| 8 13 16 2
! Base: respondents interviewed in the Central CBD area, n=519 (Index=3,741, Day=256, Night=263, Wednesday=259,
Taxi/Uber n +1 3 13 7 9 8 6 18 14 Saturday=260, Inner city=171, *Greater Sydney=268, Domestic visitors=38, International visitors=42)
Q4,Qs5, Q14
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Word of mouth and social media were key methods of T & 4
sourcing activities to do in the central CBD 1) Y

| G
——— /
= | 4
1 4
113 ¥, .93’
Methods of finding out about things to do (%) /" j
| d . 11 § — 1 /
Overall Index Day Night Wed Sat Inner G. Dom- Intern- - : ‘ ‘ ; ' ‘ p &
(Diff) city Syd*  estic ational i ) 1%
Recommendat|ons by friends, a9 0 49 48 43 54 55 49 29 40 i 117
family or work colleagues 445 i N7
L it ;
socalmedia [+ 2 | # 4 | st 43 | 49 53 m 29 1l Z
T /%
search engines [ 35 2 | 38 33 | 35 36 | 32 35 47 45 =
D 1 7
Other websites - 13 +1 15 11 12 15 12 14 21 10 ! |
City of Sydney website . 12 +3 12 11 12 11 10 13 5 17
vent websites [ 11 0 1 11 | 10 12 | 12 10 8 10
Travel websites [ 9 0 11 8 9 10 9 9 0 19
Newspapers l 6 -3 8 5 7 5 6 8 0 2 ]
TV programmes I 6 0 7 4 5 6 7 5 5 2 - S 8 g
- fp=c—
Radio [ 4 0 4 4 5 3 6 3 0 2 -
B
Membership emails (e.g. Opera I 3 0 4 3 5 ) 4 4 0 0 ” .. v
House) X e
Tourist flyers I 3 -1 3 3 3 3 4 1 0 10
Travel agents or tour guides ‘ 0 0 1 0 0 1 0 1 0 0
Base: respondents interviewed in the Central CBD area, n=519 (Index=3,741, Day=256, Night=263, Wednesday=259, Saturday=260, Inner city=171, *Greater Sydney=268, - . d: = e _—
Domestic visitors=38, International visitors=42) | = — T = S —
D1 ——
Green indicates figure is significantly higher than the expected value - .
EY Sweeney Red indicates figure is significantly lower than the expected value - - -



NORTHERN CBD
CENTRAL CBD
9 SOUTHERN CBD
)
POTTS POINT AREA
OXFORD STREET AND SURROUNDS
INTERVIEW AREA

NEWTOWN AND SURROUNDS

PYRMONT AND SURROUNDS

CBD south area (For example, the area south of Park Street to Hay Street &

Haymarket - including Town Hall and World Square)



The southern CBD area attracts a younger profile both during the day

and at night likely due to its proximity to tertiary education institutions

in the area

Younger demographic skew in the southern
CBD... in total, 2 in 3 visitors to the area were

Locals more likely to visit on the weekend...
only a third of those in the area during the

Profile of visitors in the precinct (%)

Southern
CBD

under the age of 30 — 12 p.p. higher than the week lived in or around the inner city. In Index )
index across all precincts. This is particularly contrast, almost half of weekend visitors live in Overall (Diff) Day  Night  Wed Sat
prevalent at night, with younger visitors the inner city — an interesting result when
. . . e male [ NG 2 +3 63 64 64 64
accounting for 7 out of every 10 people in the compared to other precincts. This finding may
precinct. As a result, around half of the people  be a reflection of the types of shops available in Female [N 36 -3 37 36 36 36
in the area had an annual household income of the area (e.g. Paddy’s Markets)
less than $50,000 (10p.p. higher than the Under 30 65 +12 60 70 61 69
index) 304 I 28 -6 30 25 29 26
o ) o so+ [l 7 -6 10 4 10 5
Visitors were more likely to be male... similar
to other CBD areas, the southern CBD was )
heavily skewed towards men, accounting for Inner city _ a1 7 39 44 36 46
almost 2 in every 3 people in the area Greater Sydney _ 43 6 47 39 47 38
Domestic visitors [Jj 10 +2 10 10 10 10
Marginal skew towards regular or repeat International visitors [J] 6 -2 5 8 7 5
visitors... with around 3 in 5 visiting the area
once a week or more (5p.p. higher than the <$50K a7 +10 42 52 39 55
index acr?ss all precincts). .Thls frequerTcy |.s $50K to $100K - 19 6 19 19 21 18
largely driven by weekday visitors who live in $100K 1 25 17 - 14
+ -
the inner city area (64% and 71% respectively) - 20
Refused [l 14 -3 16 12 15 14
+5 40 39 44 34

Work in the immediate area _ 39

Base: respondents interviewed in the Southern CBD area, n=550 (Index=3,741, Day=286, Night=264, Wednesday=281,
Saturday=269). Note: household income asked for residents in Australia only
S2,S3, S5, S6, D2

Green indicates figure is significantly higher than the expected value
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. : . : Southern
Visitation to the area is frequent for the majority, with CBD

around 2 in 3 visiting multiple times a week

Visitation frequency (%)

Demographic profile of Southern
57 CBD is skewed towards younger
visitors, with

15
6 6 3 6 1
Overall _ meeees mmaaes B =
More than once Atleastoncea Once aweekto Everytwo weeks Lessthanoncea Thisis my first Don’t know /
a week week every two weeks to once a month month time in the area can’t say
Whilst F&B related activities
are the most common,
Index (Diff) +5 +4 +1 -2 -5 -4 0 . .
shopping is also a key strength
Day time >8 2 6 / ? / ! compared to other precincts...
Night time 57 19 5 6 8 4 1
Wednesday 64 12 4 4 9 7 0
Saturday 51 18 8 9 9 4 2
Inner city 71 16 2 5 2 4 0
Greater Sydney 58 16 10 6 6 3 0
Domestic visitors 22 13 4 9 36 9 7
International visitors 21 6 3 6 29 32 3

Base: respondents interviewed in the Southern CBD area, n=550 (Index=3,741, Day=286, Night=264, Wednesday=281, Saturday=269, Inner city=226, Greater Sydney=235,
Domestic visitors=55, International visitors=34)
Q2
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A mix of shopping, work and social activities make the
southern CBD an attractive location to younger visitors

Leisure activities are a critical factor... with 2 in
5 people indicating they were in the area for
this reason. As with other CBD areas, the
proportion who were in the area for social and
leisure purposes increased significantly in the
evening, lifting from 28% during the day to 56%
after 6pm

When compared to the northern and central
CBD areas, this increase was relatively large,
highlighting a strong nightlife offering in the
area

Main reasons for visiting (%)

Overall
(Diff)

22
B 2 2 |28
Shopping 14 +5 |15
| RE 2 |12
B 2 |12

Social / leisure

Business

Passing through
Sightseeing

Catch public transport

I

Appointment I 3 0

Index Day Night Wed Sat

Intern-
ational

Dom-
estic

Inner G.
city Syd*

56 33 50 40 41 45 53

15 31 13 18 26 33 6
13 11 17 15 14 5 18
14 14 12 15 12 7 9
5 6 11 7 5 15 29
6 6 6 4 9 2 6
1 3 2 2 3 4 0

Base: respondents interviewed in the Southern CBD area, n=550 (Index=3,741, Day=286, Night=264, Wednesday=281,
Saturday=269, Inner city=226, *Greater Sydney=235, Domestic visitors=55, International visitors=34)

Ql, Q6

Daytime visitors more likely to be
individuals... with half of daytime visitors in the
area by themselves. However, this dynamic
changes noticeably in the evening, with around
half visiting in the area with their friends after
6pm. As with the central CBD, this shift was
largely affected by the types of activities being
undertaken

Southern
CBD

For example, people in the area for social or
leisure purposes were significantly more likely
to visit with friends (50%), while those people
in the area for business were more likely to be
by themselves (66%)

Company in the precinct (%)

Overall Index Day Night Wed Sat Inner G. Dom- Intern-

(Diff) city Syd* estic ational
onmyown [ 433 | 54 3250 36 a2 4 a2 3
With friends 37 +6 | 28 48 | 31 45 | 38 38 27 41
Spouse / partner . 11 -3 7 14 8 13 10 7 24 18
With work colleagues ] 5 1|6 4|7 3 7 4 7 0
other family | 5 0| 5 5| 4 s 5 4 5 6
With children (<14yrs) | 1 o 1 11 1 1 1 2 0
With clients | 1 o 1 1,2 o0 0 1 2 0
Withtour 0 o/ 0 0|0 0 0 0 0 0

EY Sweeney
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Strong indicative spend levels, driven by domestic and

international visitors

Average total spend in the area by time of day —

Day of week ($)
120
100
80 .-
60 / \._____._-——.
40
20
0
9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am
=@ \\/ednesday Saturday
Average total spend in the area by time of day —
Visitor types ($)
120
100
80 o
60 T
40
20
0

9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am
=@ [NNer city Greater Sydney

Average t@talspend in t a’ea (S).

.L’* a\
' S73

Average total spend
inthe area
(Index S60)

Day time Night time Wednesday Saturday

$63 || $139 || S95

Greater Domestic International
Sydney visitors visitors

Base: respondents interviewed in the Southern CBD area, n=550 (Index=3,741, Day=286, Night=264, Wednesday=281, Saturday=269, Inner city=226, *Greater Sydney=235,

Southern
CBD

Indicative spend higher amongst those
engaging in social and leisure activities...
people in the area for social reasons had
substantially higher indicative spend outcomes.
For example, people who visited a bar/pub had
an indicative spend of $112 and those who
visited cultural attractions in the area had an
indicative spend of $81. In contrast, those who
purchased food from a restaurant or café ($88)
had lower indicative spends overall. As with
other parts of the CBD, visitors who engaged in
more than one activity had substantially higher
indicative spend outcomes ($97 compared to
$50 amongst those who only did one activity in
the area)

Domestic visitors=55, International visitors=34). Note: where indicative spend was >5$1,500, these figures have been removed from the analysis

Q8,Q10
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Majority purchase food from restaurants or cafes while in

the area

Strong F&B activity in the area... while in the
southern CBD, almost 3 in 5 visitors bought
food from a restaurant or café. This was
marginally lower amongst international visitors,
with just under half of this group choosing to
dine in the area. As with other parts of the
CBD, drinking coffee and tea was significantly
more common during the day, while visiting
bars and pubs was more common in the
evening and on the weekends

Age influenced behavioural profile of people
in the area... with visitors aged 50+ indicatively
more likely to buy food from a restaurant or
café, (67% compared to 58% across other age
groups). Alternatively, younger visitors were
substantially more likely to visit a bar or pub
(37% compared to 28% of those aged 50+)

Overall

Food

COffee/tea - 45
Bar/pUb - 30

Shopping 27

Event, business meeting or
conference

Show friends/relatives around

Cultural attractions

Overnight stay 7

-
©

Activities in the area (%)

57

Index
(Diff)
+4

+3

+6

Day

56

53

22

31

12

11

Night

59

37

38

23

Wed

56

44

23

25

12

10

Southern

Sat

59

46

37

30

10

10

Inner

city

59

47

27

28

11

CBD

G.
Syd*
56
44
29

25

13

Dom-

estic

60

45

38

29

24

24

Intern-

ational

47

44

44

29

12

15

24

Base: respondents interviewed in the Southern CBD area, n=550 (Index=3,741, Day=286, Night=264, Wednesday=281, Saturday=269, Inner city=226, *Greater Sydney=235,

Domestic visitors=55, International visitors=34)
Q3
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The shopping offering is a key strength for the southern
CBD, rating 17p.p. higher than the index across all precincts

Satisfaction with overall experience

Overall satisfaction” 3 10 39
Satisfaction with key areas
= f The range of dining and
S food options 4 4 7 29
S !
£ |
= The area is inviting and
|
2 safe 3 7 26
S
1
1
i Culture and entertainment
: in the area > 31 7 10
|
: The variety of shops 5 '3 6 27
g
1
Q! Ability to find your way
Q
g around > 7 25
Gl
§ ; mN/A B Not at all satisfied (0-2)

Base: respondents interviewed in the Southern CBD area, n=550 (Index=3,741, Day=286, Night=264, Wednesday=281, Saturday=269, Inner city=226, *Greater Sydney=235,

Domestic visitors=55, International visitors=34)
Q11, Q12 *N/A not asked for overall satisfaction

Satisfaction with key areas of the precinct experience (%)

33

m3-4

m5

47

55

63

64

m6-7

58

42

B Completely satisfied (8-10)

Southern
CBD

% Completely satisfied (8-10 out of 10)

Index Day Night Wed Sat Inner G. Dom- Intern-

(Diff) city Syd* estic ational
-11 46 47 48 45 46 41 53 74
0 54 56 50 60 53 55 62 56
0 60 65 61 64 62 64 55 71
-2 43 41 43 41 42 42 35 56
+17 | 60 56 53 64 58 57 58 65
-8 65 64 69 59 70 63 45 62

EY Sweeney
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South
Despite their satisfaction with the southern CBD shopping ou ceBr[r;

offer, visitors felt the variety of shops could be improved

Construction also a key factor in the south... as
with the central CBD, construction (e.g. the

Suggestions for improving the precinct experience (%)

light rail) was a key consideration for many in Overall Index Day Night Wed Sat Inner G. Dom- Intern-
the area. In total, 3 in 10 identified this as a (Diff) city Syd* estic ational
key opportunity for improvement — 17p.p. Wider range and availability of _ 31 41 28 34 28 34 38 29 18 26
higher than the index across all precincts. This shops
was less of a concern for inner city residents Construction completion 30 +17 29 32 30 30 24 35 33 35
however, with only 1 in 4 feeling this was a key )

. More food options - 25 45 22 29 26 25 30 24 16 21
development opportunity

Improved entertainment & cultural

N
=
o

Locals interested in more food options... inner offerings 16 26 21 20 24 19 13 18
city residents felt that the variety of food in the - 17
area could be improved, with 3 in 10 indicating Better value for money/cheaper 0 15 19 17 17 16 17 18 15
this could be a key building area for the - 13
. More parks/green areas 0 13 13 14 12 12 14 16 12
precinct
More parking available - 13 0 13 14 14 13 12 15 18 0
Improved cleanliness - 13 -1 13 13 12 14 14 11 18 9
More bars/beverage options - 13 0 8 17 13 12 16 11 5 9
Improved transportation to/from - 12 +1 11 13 12 12 10 14 13 12
ooy, 1 2
Improved security/safety 0 12 12 13 11 11 14 5 12
Better signage/wayfinding - 9 +2 7 11 9 9 6 9 22 12

Base: respondents interviewed in the Southern CBD area, n=550 (Index=3,741, Day=286, Night=264, Wednesday=281, Saturday=269, Inner city=226, *Greater Sydney=235,
Domestic visitors=55, International visitors=34)
Q15
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Southern

Knowledge of the area and phone apps/maps are key CBD

navigation tools for visitors to the southern CBD

Transportation to the precinct (%) Navigation of the area whilst in precinct (%)
Overall Index Day Night Wed Sat Inner G. Dom- Intern- Overall Index Day Night Wed Sat Inner G. Dom- Intern-
(Diff) city Syd* estic ational (Diff) city Syd* estic ational

Walk +2 45 54 56 43 65 35 38 62

Kn°W'edge°2tr2: - 74 +3 |74 75 |77 72| 8 8 58 21
Train 40 7 | a6 34 | 39 41 | 24 57 44 24

Bus m 0 | 23 16 | 18 22 | 18 24 15 12 Phone a:f;“;) ﬁ 39 #1 |36 43|36 43|33 35 6 76
orive [ 210 9|9 10| 2 15 2 3 o
Signage in the 6 1 s 6|7 4|3 5 11 2
U E 3|3 3|3 3|3 2 5 9 area
Asked
. . friends/family for 4 0 2 5 3 4 3 3 5 12
Transportation from the precinct (%) directions
Overall Index Day Night Wed Sat Inner G. Dom- Intern- P””t?j ”t‘)apé 1 1 2 1 2 1 1 0 2 9
(Diff) city Syd* estic ational guide boo
Asked staff /
Walk m 214 5052 358 3 387 officials for | 1 4 |1 2|1 1]l 1 o 2 9
id
Train a1 +10 | 46 36 | 42 40 | 28 57 40 21 guidance
Bus m 2 | 22 18|18 22| 17 25 13 18 Tour guide 0 /0o o0o|0 0|0 0 0 O
Drive m 110 9| 9 10| 2 15 2 3
. _ Base: respondents interviewed in the Southern CBD area, n=550 (Index=3,741, Day=286, Night=264, Wednesday=281,
Taxi/Uber I 4 3 3 5 3 5 2 4 9 9 Saturday=269, Inner city=226, *Greater Sydney=235, Domestic visitors=55, International visitors=34)
Q4,Q5,Q14
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Social media was the main channel used by visitors to find
out about things to do in the area

Methods of finding out about things to do (%)

Overall Index Day Night Wed Sat Inner G. Dom- Intern-

(Diff) city Syd* estic  ational
Social media 56 +7 55 58 52 60 55 62 49 38
Recommended by friends, family _ a5 4 20 50 43 47 42 48 m 47

or work colleagues

Search engines - 32 -1 31 33 30 35 26 38 33 35
Other websites - 14 1 | 15 12 | 13 14 | 15 13 9 12
Travel websites - 13 $3 | 12 14| 12 13| 12 1 9 38
Event websites - 12 +2 11 14 14 11 12 12 11 15
Newspapers - 11 +2 13 9 9 14 9 14 11 6
City of Sydney website . 9 +1 9 9 9 8 8 9 11 12
TV programmes l 7 +1 7 6 7 6 5 10 2 0

Membership emails
(e.g. Opera House)

w
o
N
o
o

w

N

w

o
o

Tourist flyers

Radio

w
o
w
w
N
N
w
~

2 0

Travel agents or tour guides 1 0 1 0 1 0 0 0 4 0

T I N .
w
AN
wn
N
N}
IS
IS
N
o
(o)}

Base: respondents interviewed in the Southern CBD area, n=550 (Index=3,741, Day=286, Night=264, Wednesday=281, Saturday=269, Inner city=226,* Greater Sydney=235,
Domestic visitors=55, International visitors=34)
D1

Green indicates figure is significantly higher than the expected value
EY Sweenev Red indicates figure is significantly lower than the expected value




NORTHERN CBD
CENTRAL CBD
SOUTHERN CBD

9 POTTS POINT AREA
S

OXFORD STREET AND SURROUNDS
INTERVIEW AREA

NEWTOWN AND SURROUNDS

PYRMONT AND SURROUNDS

Potts Point area (For example, the Kings Cross area and surrounds)



Potts

Point
Potts Point is a weekday hub for inner city residents omn

The Potts Point area was mainly visited by Frequency of visitation a key element for Profile of visitors in the precinct (%)

locals... with 2 in 3 people in Potts Point Potts Point... repeat visitation was a key

indicating they live in an inner city area, 17p.p. feature of the Potts Point visitor profile, with Index

higher than the index across all precincts. This  almost 3 in 5 visiting the area more than once a Overall (Diff) Day  Night  Wed Sat

result appears to be driven, in part, by week (5p.p. higher than the index across all

weekday visitors, with 7 in 10 people indicating  precincts). This outcome is likely the result of vale [N 0 -1 o7 63 64 23

they live in the inner city. Interestingly, Potts having a large proportion of inner city residents Female _ 40 +1 43 37 36 45

Point had notably fewer greater Sydney in the area (e.g. the majority of visitors may

residents in the area (14p.p. lower than the live in or around Potts Point and as such visit under 30 |GG 45 -8 39 50 35 55

index across all precincts), while the proportion  the area frequently) 3049 I 36 +2 34 38 40 33

of domestic and international visitors was in 50+ 19 +6 27 12 26 12

line with the average amongst all precincts —

albeit, these groups still onI.y accounted for a Inner city 65 +17 67 63 70 60

slrri1:!)proport|on of people in the area (around Greater Sydney - 22 14 18 26 19 %6
Domestic visitors I 4 -4 5

Young people more likely to visit in the International visitors [l 9 +1 10

evening... during the day, younger audiences

(i.e. under the age of 30) accounted for around <$50K I 36 -1 32 40 33 40

2 i'n 5 people in the ar'ea.' However, after 6pm $50K to $100K B 0 30 21 24 27

this group increased significantly to half of the 100+ | 21 23 19 23 19

precinct. In contrast, people aged 50+

decreased from around a quarter of people in Refused [ 18 1 16 20 = 15

the precinct during the day to just over 1 in 10

in the evening Work in the immediate area | NI 29 -6 30 28 30 28

Base: respondents interviewed in the Potts Point area, n=539 (Index=3,741, Day=263, Night=276, Wednesday=281,
Saturday=258). Note: household income asked for residents in Australia only
S2,S3, S5, S6, D2

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green Ir\dl.cates f'gure |? Sl'gnlfl.cantly higher than the expected value
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Potts
Point

Visitation frequency notably lower amongst night time and
weekend visitors

Visitation frequency (%) . .
Potts Point and surrounds area is

57 primarily visited by locals, with

11 13
8 4 5 )
Overall | I ] _ _
More than once Atleastoncea Once aweekto Everytwo weeks Less than oncea Thisis my first Don’t know /
a week week every two weeks to once a month month time in the area can’t say
Index (Diff) +5 -3 0 -3 -2 +3 0
Daytime 62 8 3 5 11 10 1
Night time 52 7 6 6 1 15 3 The abundance of inner city locals
Wednesday 0 . ) . o o . a.re_ aIs_o likely driving higher
visitation frequency to the area
Saturday 42 12 6 7 14 17 2
Inner city 71 8 3 5 6 5 1
Greater Sydney 38 8 9 6 25 13 0
Domestic and International 16 4 1 4 13 52 7

visitors

Base: respondents interviewed in the Potts Point area, n=539 (Index=3,741, Day=263, Night=276, Wednesday=281, Saturday=258, Inner city=352, Greater Sydney=120,
Domestic and International visitors=67)
Q2

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green ”:‘dl.cates f'gure |? Sl'gnlflgantly higher than the expected value
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Social and leisure a key feature of the area

Reasons for visiting were notably different
during the week compared to weekends...
with half of those in the precinct on the
weekend indicating it was for social or leisure
reasons (compared to 3 in 10 weekday visitors).
Alternatively, weekday visitors were
significantly more likely to be just passing
through the area (19% compared to only 7% of
weekend visitors)

Greater Sydney residents more likely to be
visiting the area for business... with 3 in 10
indicating this was the main reason for their
visit. Alternatively, domestic and international
visitors were more likely to be sightseeing in
the precinct

Main reasons for visiting (%)

Overall Index Day Night Wed Sat Inner G. Dom /

(Diff) city Syd* Intl**
social /leisure [ 20 4 |35 45 | 30 51| 38 39 51
Business - 17 -3 20 13 20 13 14 28 12
passing through [ 13 4 |11 16|19 7 | 15 9 10
shopping ] 9 4 |12 5 | 6 11| 10 5 7
Sightseeing I 6 -4 9 4 4 9 3 4 25
Catch public transport I 4 -4 7 2 6 2 6 3 1
Appointment I 4 +1 6 1 4 3 4 3 3

Base: respondents interviewed in the Potts Point area, n=539 (Index=3,741, Day=263, Night=276, Wednesday=281, Saturday=258,

Inner city=352, *Greater Sydney=120, **Domestic and International visitors=67)

Ql, Q6

3 in 5 inner city residents were in the area on
their own... 11p.p. higher than the index across
other precincts. Domestic and international
visitors were more likely to be accompanied by
their spouse or partner

Potts
Point

Company in the precinct related to reasons for
visiting the area... with half of those in the area
for social and leisure reasons indicating they
were with friends, while those sightseeing were
more likely to be with their spouse/partner
(30%) or with friends (36%)

Company in the precinct (%)

Overall Index Day Night Wed Sat Inner G. Dom /

(Diff) city Syd* Intl**
On my own 57 +11 | 66 49 | 69 45 | 63 49 40
with friends [ 26 5 |16 36| 17 36| 25 28 30
Spouse / partner . 11 -3 12 11 9 14 9 10 25
With work colleagues || 4 2|4 4| 4 3 2 9 4
Other family | 2 3|1 3| 2 2 1 3 3
With children (<14yrs) | 1 o2 11 2 2 0 3
With clients | 1 21 11 1 1 3 0
Withtour 0 o |lo o o0 o 0 1 0

EY Sweeney

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation
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Average indicative spend levels peaked during the evening

Average total spend in the area by time of day —

120
100
80

Day of week ($)

60
40

20
0
9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am
=@ \\/ednesday Saturday
Average total spend in the area by time of day —
Time spent in the area ($)
120
100
80
60 _
40 T e— -
20
0
9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am
@=@== | 55 than 2 hours 2 to 6 hours More than 6 hours

Average t@tals pend in ‘ IS a?ea (S) . Y

$42

Day time

'3

Y

o, =

' §52

<4
)
-

o
b,

! &\ ) A{ ’
b
4 4

Average total spend

in the area
A (Index S60)

/

. s "

. 4 f , 3;‘ -
S63 || $44 || $61
Night time Wednesday Saturday

Greater
Sydney

$115

Dom/ Intl
visitors

Potts
Point

Potts Point indicative spend affected by the types of
activities undertaken in the area... as with other precincts in
the inner city, the types of activities, as well as the number
undertaken, impacted on indicative spend. For example,
those who visited a bar or pub had an indicative spend of
$81, while those who attended an event, business meeting
or conference had an indicative spend of $31. Also similar to
other precincts, those who undertook multiple activities in
the area had substantially higher indicative spend ($62
compared $49 of those who only undertook one activity)

Encouraging people to stay for 2-6 hours could optimise
spend outcomes... visitors who stayed in the Potts Point
precinct for 2-6 hours had significantly higher indicative
spend ($67). Those who stayed in the area for less than 2
hours had an indicative spend of only $41, highlighting the
importance of encouraging visitors to extend their stay whilst
in the area. Interestingly, visitors who spent 6 or more hours
in the area also had lower indicative spend ($49). This is
potentially a result of these people living or working in the
area (i.e. 7 in 10 indicated they lived in the inner city)

Base: respondents interviewed in the Potts Point area, n=539 (Index=3,741, Day=263, Night=276, Wednesday=281, Saturday=258, Inner city=352, *Greater Sydney=120,
**Domestic and International visitors=67). Note: where indicative spend was >51,500, these figures have been removed from the analysis

EY Sweeney
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The majority of visitors bought food from a restaurant or

café while in the area

Coffee and tea more common during the day... as
with other precincts, having coffee/tea was a
popular activity during the day — with half of the
precinct’s daytime visitors engaging in this activity.
This behaviour decreased significantly in the
evenings, with only 1 in 3 buying a coffee after
6pm. In contrast, visiting licensed venues was a
more common activity in the evening (with just
over 2 in 5 people doing so after 6pm) and on the
weekends (39%). This figure was significantly lower
before 6pm and on weekdays (21% and 28%
respectively)

Accommodation rates were relatively high in this
precinct... particularly amongst domestic and
international visitors, with 1 in 3 indicating they
stayed in the area overnight

Food

Coffee/tea

Bar/pub

Shopping

Overnight stay

Event, business meeting or conference

Show friends/relatives around

Cultural attractions

Overall

Activities in the area (%)

Index
(Diff)
0

+1

+4

Day

53

51

21

27

11

15

11

10

Night

53

34

44

15

13

10

Wed

52

41

28

25

15

12

12

10

Sat

54

45

39

16

10

Potts
Point

Inner
city

53

43

31

24

10

11

10

G.

Syd*

50

38

31

12

13

10

Dom /

Intl**

61

49

46

21

34

10

13

12

Base: respondents interviewed in the Potts Point area, n=539 (Index=3,741, Day=263, Night=276, Wednesday=281, Saturday=258, Inner city=352, *Greater Sydney=120,

**Domestic and International visitors=67)
Q3

EY Sweeney
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Whilst the F&B offer in the area is a driver of satisfaction,
safety, entertainment and the variety of shops are all seen

to be areas for improvement

Satisfaction with overall experience

Overall satisfaction”

Satisfaction with key areas

The range of dining and
food options

422 6

The area is inviting and

safe 3

Most important

Culture and entertainment
inthe area

The variety of shops 1 s 11 14

Ability to find your way 2 20
around

P e s

Least important

HN/A M Not at all satisfied (0-2) m3-4 u5 me6-7

Satisfaction with key areas of the precinct experience (%)

35 30

75

W Completely satisfied (8-10)

Base: respondents interviewed in the Potts Point area, n=539 (Index=3,741, Day=263, Night=276, Wednesday=281, Saturday=258, Inner city=352, *Greater Sydney=120,

**Domestic and International visitors=67)
Q11, Q12 *N/A not asked for overall satisfaction

Potts
Point

% Completely satisfied (8-10 out of 10)

Index Day Night Wed Sat Inner G. Dom/
(Diff) city Syd* Intl**

-10 | 50 46 50 45 51 39 45

-1 35 25 28 32 32 25 25

+2 76 73 77 72 79 72 58

EY Sweeney
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Improving public perceptions of safety potentially a key
focus area for Potts Point according to visitors

Safety, a salient point for many... perceived safety
was 21p.p. below the index across all precincts.
Given that safety is typically a hygiene factor for
many destinations (i.e. people don’t go to an area
they think is unsafe), respondents felt this could be
a key focus area for the future. With that in mind, it
is important to note this finding refers to perceived
safety. This means that, as well as addressing any
potential public safety issues in Potts Point, it is just
as important to communicate and demonstrate the
inviting and safe nature of Potts Point to Sydney
residents and visitors

Wider range and availability of shops
Improved security/safety

Improved cleanliness

Improved entertainment & cultural
offerings

More food options

More parks/green areas

More bars/beverage options
More parking available

Better value for money/cheaper
Improved transportation to/from
Construction completion

Better signage/wayfinding

Suggestions for improving the precinct experience (%)

Overall

B
| E
G

Index
(Diff)

32 +2
+16
+11

0
-3
+3
+3

+3

Day

36

32

29

24

16

19

12

18

19

10

12

Night

28
23
21
18
18
13
21
14

10

Wed

32

24

19

20

17

19

16

19

14

10

Sat

31

31

31

22

17

14

17

13

16

Potts
Point

Inner
city

36

28

27

24

19

18

16

16

17

11

G.

Syd*

28

30

24

19

15

15

18

20

10

Dom /
Intl**

21
18

15

10

10

18

12

Base: respondents interviewed in the Potts Point area, n=539 (Index=3,741, Day=263, Night=276, Wednesday=281, Saturday=258, Inner city=352, *Greater Sydney=120,

**Domestic and International visitors=67)
Q15

EY Sweeney
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Walking is the main method of transportation in the area

Transportation to the precinct (%)

Potts
Point

Navigation of the area whilst in precinct (%)

Overall Index Day Night Wed Sat Inner G. Dom/ Overall Index Day Night Wed Sat Inner G. Dom/
(Diff) city Syd* Intl** (Diff) city Syd* Intl**
Walk +7 60 48 60 47 61 28 63
e 2l Knowledge °;2§ 73 +1 |77 69 |78 68| 8 69 28
Train m +6 | 36 42 | 38 40 | 33 59 34
Bus 9 | 12 11| 12 11|11 15 s Phone arf]‘;spﬁ - 35 3 |28 42|33 38| 26 43 73
orive [ 2| 8 11| 9 10| 7 19 7 o
Signage inthe i 5 0o |3 6|7 3|4 3 12
Taxi/Uber +1 5 8 6 8 6 6 10 area
Asked
. . friends/family for 3 0 3 4 4 3 3 4 4
Transportation from the precinct (%) directions
Asked staff /
Overall Index Day Night Wed Sat Inner G. Dom/ officials for 3 +1 3 2 3 2 1 2 15
(Diff) city Syd* Intl** guidance
Walk 54 +9 56 51 62 45 61 27 63 Printed map /
guide book 2 0 2 1 1 3 0 3 10
Train m 1 | 32 29 | 27 33 | 23 49 34
Bus 6 | 18 14 | 18 14 | 14 2 13 Tourguide | 1 o o 2|1 1|0 3 3
Drive E 3 | 6 10| 7 9 6 20 1
. Base: respondents interviewed in the Potts Point area, n=539 (Index=3,741, Day=263, Night=276, Wednesday=281,
Taxi/Uber 0 4 1 4 1 7 9 7 Saturday=258, Inner city=352, *Greater Sydney=120, **Domestic and International visitors=67)
Q4,Q5,Q14
© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green indicates ﬁgure is significantly higher than the EXpeCted value
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Social media, word of mouth and search engines are the

main methods visitors use to find out about things to do in
Potts Point

Methods of finding out about things to do (%)

Overall Index Day Night Wed Sat Inner G. Dom /
(Diff) city Syd*  Intl**
Social media 50 +1 44 57 44 57 50 59 36
Recommended by friends, family or a7 2 49 45 45 48 49 a1 43

work colleagues

Search engines

37 +4 41 33 31 44 37 33 46

Other websites +5 17 18 20 15 18 13 25

=
00

Travel websites - 12 +2 11 12 11 13 10 10 25
Newspapers . 9 0 10 9 12 6 11 8 1

Event websites . 9 -2 10 7 7 10 10 8 4

City of Sydney website [ 8 0 9 8 10 7 10 6 3
TV programmes . 7 +2 9 6 9 6 9 5 6
Radio I4 +1 6 3 6 3 3 9 1

Tourist flyers 4q +1 3 5 3 6 3 4 12

Membership emails
(e.g. Opera House)

»
o
(<)}
[N
v

N
w
[
[

Travel agents or tour guides

o
o
o
[EN
o
[N
o
S
[

Base: respondents interviewed in the Potts Point area, n=539 (Index=3,741, Day=263, Night=276, Wednesday=281, Saturday=258, Inner city=352, *Greater
Sydney=120, **Domestic and International visitors=67)
D1

Green indicates figure is significantly higher than the expected value
EY Sweeney Red indicates figure is significantly lower than the expected value




NORTHERN CBD

CENTRAL CBD

SOUTHERN CBD

POTTS POINT AREA

OXFORD STREET AND
SURROUNDS

NEWTOWN AND SURROUNDS

PYRMONT AND SURROUNDS

INTERVIEW AREA

Oxford Street and surrounds area



Oxford Street primarily frequented by inner city residents

Oxford Street visited heavily by inner city
residents... with more than half of the visitors
in the area indicating they live in an inner city
area (6p.p. higher than the index across all
precincts). This figure softened to around half
in the evenings, and on the weekend —
potentially a result of more residents from the
greater Sydney region visiting the area for
cultural and entertainment activities during
these times. As with other precincts, visitors
were more heavily composed of males (5p.p.
higher than the index) — this dynamic was
present across both days of the week as well as
different times of the day

Older visitors were less likely to be in the area
at night... 1 in 5 visitors who visited during the
day were aged 50+. However, at night this
proportion reduced to less than 1in 10. In
contrast, younger visitors (i.e. people under the
age of 30) accounted for just under half of the
precinct’s visitors prior to 6pm. This proportion
increased to around 3 in 5 people in the
evenings

The majority visited the precinct quite
frequently... with around 2 in 3 visitors visiting
the precinct at least once a week, half come to
the area more often than that. Interestingly, 3
in 5 inner city residents indicated they visit
Oxford St more than once a week

Male

Female

Under 30
30-49
50+

Inner city
Greater Sydney
Domestic visitors

International visitors

<$50K

S50K to $100K
S100K+
Refused

Work in the immediate area

Base: respondents interviewed in the Oxford Street area, n=529 (Index=3,741, Day=261, Night=268, Wednesday=273,

Overall

N 3/

I s:
N 2
Bl 14

54
I s
Ho

B>

I 4
24
B 15
18

N s

Index
(Diff)

66 +5
-5

Saturday=256). Note: household income asked for residents in Australia only

S2,53, 55,56, D2

Oxford
Street

Profile of visitors in the precinct (%)

Day

67
33

49
31
20

57
29
10
3

46
22
15
17

32

Night

64
36

57
34
9

50
35

40
26
15
19

29

Wed

67
33

51
33
16

58
30
8
4

40
26
15
19

37

Sat

64
36

56
32
13

49
34
10

46
22
15
17

24
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Oxford

Weekend visitors tend to visit the area less frequently than Street

those who were in the area during the week

Visitation frequency (%)

The Oxford Street and surrounds
attracts a distinct profile of
visitors, who are more likely to
be male, local inner city

1 residents and visit the area
multiple times a week.

50

14 13
6 10

7
Overall _ S e B S

More than once Atleastoncea Once aweekto Everytwo weeks Less than oncea Thisis my first Don’t know /

a week week every two weeks to once a month month time in the area can’t say
Index (Diff) -2 +3 +3 -2 -1 0 0
Day time 51 15 8 5 12 7 2
Night time 49 13 7 7 13 12 0
Wednesday 55 14 4 5 10 11 0
Saturday 44 13 11 6 16 8 2
Inner city 58 15 9 5 7 5 0
Greater Sydney 47 16 7 7 14 8 1
Domestic and International 25 4 1 4 31 32 3

visitors

Base: respondents interviewed in the Oxford Street area, n=529 (Index=3,741, Day=261, Night=268, Wednesday=273, Saturday=256, Inner city=284, Greater Sydney=170,
Domestic and International visitors=75)
Q2
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The majority of greater Sydney residents visited the
precinct for social and leisure reasons

Social and leisure activities were the most
common reason for visitation to the area...
with 2 in 5 people saying they were in the area
for social or leisure activities. This was
particularly prevalent amongst residents from
the greater Sydney area, with 1in 2 in the area
for this reason

Oxford Street can be a thoroughfare to other
destinations... with 1 in 4 indicating this as

their main reason for visiting the area, i.e. just
passing through the area on their way to
another location or catching public transport.
There may be an opportunity to consider
strategies aimed at disrupting people as they
transition through the precinct in order to
capture their attention and either encourage
them to spend time in the precinct there and
then or visit another time

Main reasons for visiting (%)

Overall

More than half of visitors were in the precinct
on their own... 8p.p. higher than the index
across all precincts. This was particularly
common during the day and during the week.
At night and on weekdays Oxford Street
becomes an increasingly social destination,
with 1 in 3 attending the precinct with their
friends

Oxford
Street

Three quarters of those in the area for
business were on their own... while those
undertaking leisure or social activities were
significantly more likely to be in the area with
friends (51%)

Company in the precinct (%)

Index Day Night Wed Sat Inner G. Dom / Overall Index Day Night Wed Sat Inner G. Dom /
(Diff) city Syd* Intl** (Diff) city Syd*  Intl**
social /leisure [ 22 2 | 28 6 | 36 4 | 38 50 @ On my own 54 48 | 61 46 | 60 46 | 58 52 40
Passing through 20 +6 | 20 21| 23 18| 20 20 23 With friends - 30 1| 23 36|24 36| 26 32 39
Business 14 6|19 9 | 14 14| 12 16 16 Spouse / partner . 13 1| 9 17|12 14| 13 13 13
Catch public transport [ 12 312 1213 11| 11 14 9 other famiy | 3 2l 3 213 3 . 3 g
Shopping I 6 -3 10 2 4 J 8 4 4 With work colleagues I 2 -4 2 2 3 1 2 1 4
Sightseeing 5 -5 7 4 4 6 4 4 15 ) )
With children (<14yrs) | 1 111 1] 1 o 1 1 1
Appointment I 3 0 5 1 4 2 4 2 1
With clients | 1 o 0o 1|1 o 1 0 1
Base: respondents interviewed in the Oxford Street area, n=529 (Index=3,741, Day=261, Night=268, Wednesday=273, With tour 0 0 0 0 0 1 0 1 1

Saturday=256, Inner city=284, *Greater Sydney=170, **Domestic and International visitors=75)

Q1, Q6

Green indicates figure is significantly higher than the expected value
Red indicates figure is significantly lower than the expected value
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Oxford Street had marginally lower indicative spend when
compared to the index across all precincts

120
100
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40
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120
100
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Average total spend in the area by time of day —
Day of week ($)
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Average total spend in the area by time of day —
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Average total spend
in the area

'\ (Index S60)

S45

Day time Saturday

Night time

S45 || S47

Greater
Sydney

Dom / Intl
visitors

~;
N

Oxford
Street

Indicative spend lower in the daytime... overall
indicative spending in Oxford Street and its
surrounds was $9 less than the index across all
areas. This outcome was driven by lower
daytime and weekday spend in the precinct

Higher spend levels amongst older visitors...
with visitors aged 50+ indicating they spent $63
on average whilst in the area. This compared
to an average of $49 amongst younger visitors

Activities drive positive spend outcomes... as
with other precincts, those who undertook
certain activities, such as: visiting a bar or pub
($80), browsing or buying from shops ($78) or
showing friends around the area had
significantly higher indicative spend than other
visitors. Similarly, those who did multiple
activities ($71) spent significantly more than
people who only undertook a single activity

(548)

Base: respondents interviewed in the Oxford Street area, n=529 (Index=3,741, Day=261, Night=268, Wednesday=273, Saturday=256, Inner city=284, *Greater Sydney=170,
**Domestic and International visitors=75). Note: where indicative spend was >5$1,500, these figures have been removed from the analysis

Q8,Q10

EY Sweeney
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Oxford

Whilst food and dining was the main activity undertaken in the Street

area, it was less common when compared to other precincts

Visitors were less likely to eat at restaurants or
cafes while in the area... with only 2in 5
indicating they did this whilst in Oxford St or its

Activities in the area (%)

Overall Index Day Night Wed Sat Inner G. Dom /
surrounds — 11p.p. lower than the index across all (Diff) city Syd* Intl**
precincts

Food 42 -11 39 45 41 43 42 39 48

Strong nightlife offering... with around half of
night time visitors, and 1 in 2 visitors on a

Saturday indicating they went to a bar or pub Coffee/tea - 36 -6 43 29 41 31 38 32 37
while in the area

Older visitors were more likely to shop and have Bar/pub 35 +2 21 48 29 41 33 36 40
coffee... visitors aged 30+ were significantly more
likely than younger visitors to buy or drink coffee
(43% compared to 30%) or browse/buy from Shopping . 15 -6 20 9 12 17 15 10 23
shops in the area (19% compared to 10%)
Show friends/relatives I 10 ) 9 12 9 12 10 10 13
around

Event, business meeting or
conference

Overnight stay 5 -3 6 4 4 6 5 1 16

Cultural attractions I 7 -4 7 7 6 8 7 6 8

Base: respondents interviewed in the Oxford Street area, n=529 (Index=3,741, Day=261, Night=268, Wednesday=273, Saturday=256, Inner city=284, *Greater Sydney=170,
**Domestic and International visitors=75)

Q3
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Oxford

Overall satisfaction is lower than most other precincts, areas for Street

improvement include F&B, safety and variety of shops

Satisfaction with key areas of the precinct experience (%)

% Completely satisfied (8-10 out of 10)

Satisfaction with overall experience Index Day Night Wed Sat  Inner G. Dom/
(Diff) city  Syd* Intl**
. -
Overall satisfaction 5 14 2 44 2 44 2 45 45
Satisfaction with key areas
= T The range of dining and
S | food options -13 40 44 45 39 48 37 33
S |
g
oo The area is inviting and 11 52 51 55 48 54 46 55
3 I safe
S
|
| Culture and entertainment 3 36 48 40 44 42 43 39
| in the area
I
: The variety of shops 1 s 10 17 30 33 -8 33 33 34 32 34 28 41
g
£
. . .
§ : Ability to find your way 3 s 21 68 -4 66 71 74 62 78 62 48
£, around
G
§ ; HN/A M Not at all satisfied (0-2) m3-4 H5 m6-7 W Completely satisfied (8-10)

Base: respondents interviewed in the Oxford Street area, n=529 (Index=3,741, Day=261, Night=268, Wednesday=273, Saturday=256, Inner city=284, *Greater Sydney=170,
**Domestic and International visitors=75)
Q11, Q12 *N/A not asked for overall satisfaction
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Developing the range and availability of shops was the main
opportunity identified by residents and visitors, entertainment,
food and cleanliness was also mentioned

Shopping a key consideration for people in the
area... with around 1 in 3 indicating a wider

Suggestions for improving the precinct experience (%)

Oxford
Street

range and availability of shops would have Overall Index Day Night Wed Sat Inner G. Dom /
improved their experience in the precinct (Diff) city Syd* Intl**
Opportunity to develop other areas... while Wider range and availability of shops 32 #2 31 33 35 30 36 32 17
the range and availability of shops was a key Improved entertainment & ?:'t}”a' - 24 +4 19 30 23 26 25 29 12
consideration for many, satisfaction outcomes orerings
suggest other sections of the Oxford St offering More food options - 20 0 20 21 23 18 24 18 13
could also be developed — with overall
satisfaction 14p.p. below the index across all Improved cleanliness - 18 +4 16 21 21 15 18 21 13
other precincts. This was driven by lower _
satisfaction ratings in terms of the range of More bars/beverage options - 16 +3 12 19 15 16 18 14 ?
fOOd and dlnlng o;.)t‘lons (13p.p. lower than the More parks/green areas - 16 +2 18 13 17 14 17 14 15
index) and the inviting and safe atmosphere of
the area (11p.p. lower than the index). Better value for money/cheaper - 15 -2 11 19 13 17 16 14 13
Addressing these aspects could help improve
overall satisfaction Improved security/safety - 13 +2 11 16 15 12 16 12 8
More parking available - 11 -2 9 13 11 11 9 16 5
Improved transportation to/from . 8 -3 7 10 6 11 8 11 4
Better signage/wayfinding . 6 -1 4 7 7 5 4 6 12
Construction completion I 2 -11 3 1 3 2 2 2 5

Base: respondents interviewed in the Oxford Street area, n=529 (Index=3,741, Day=261, Night=268, Wednesday=273, Saturday=256, Inner city=284, *Greater Sydney=170,
**Domestic and International visitors=75)
Q15

Green indicates figure is significantly higher than the expected value
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Oxford

While walking was the most common method to get to and Street

from the precinct, 1 in 3 used a bus

Transportation to the precinct (%) Navigation of the area whilst in precinct (%)
Overall Index Day Night Wed Sat Inner G. Dom/ Overall Index Day Night Wed Sat Inner G. Dom/
(Diff) city Syd* Intl** (Diff) city Syd* Intl**
Walk _ 2 | 53 37 | 42 a9 | 54 29 48
° 45 Knowledge 02:2: 73 +1 |72 75 |78 68| 81 73 43
Bus 32 +11 | 33 31 | 36 27 | 31 35 27
Train 20 43 | 20 19 | 21 19 9 34 28 Phone mzﬁ) ﬁ - 39 0 |37 40 |33 44| 32 42 56
oive [ 8 3|8 8|7 9 |5 12 9 o
Signage in the a 2 ) 5 3 5 3 3 8
Taxi/Uber . 8 2| 4 12| 8 7 6 9 12 area
Asked
. . friends/family for 4 0 3 4 2 5 2 2 12
Transportation from the precinct (%) directions
Overall Index Day Night Wed Sat Inner G. Dom/ Printed map / 3 0 3 3 4 2 1 1 13
(Diff) city Syd* Intl** guide book
Asked staff /
Walk _ 42 3 | 5L 32038 45 sl 2 43 officials for | 1 1|1 1|1 1|0 o0 s
id
Bus 35 +12 | 35 34 | 40 29 | 32 41 28 guidance
Train 19 42 | 2 16 | 19 19 9 35 23 Tourguide | 1 0 o 1|1 0] O 0 4
Taxi/Uber . 10 3 3 16| 8 11| 8 11 13
! Base: respondents interviewed in the Oxford Street area, n=529 (Index=3,741, Day=261, Night=268, Wednesday=273,
Drive . 7 -4 6 8 7 7 3 11 13 Saturday=256, Inner city=284, *Greater Sydney=170, **Domestic and International visitors=75)
Q4,Q5, Q14
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Oxford
Street

Visitors to Oxford Street rely on recommendations and
social media to find out about things to do in the area

Methods of finding out about things to do (%) Oxford St visitors were less likely
to undertake multiple activities in
Overall Index Day Night Wed Sat Inner G. Dom / the area compared to other
(Diff) city Syd* Intl** i
i i recincts
Recommended by friends, family or 50 1 47 53 56 44 51 51 43 P
work colleagues
Social media a7 43 51 43 51 48 53 31
Search engines 30 -3 31 28 31 29 32 28 27
Newspapers 10 +1 13 7 10 11 14 8 3
Other websites 10 -3 8 12 8 12 11 9 9
Event websites 9 2 g 9 7 11 9 7 11 Including food (-11.p.p. below index), coffee
(-6 p-p.) and shopping (-6 p.p.)
Travel websites 8 -2 7 9 8 8 7 6 13
City of Sydney website 7 -1 7 7 5 9 7 7 5
TV programmes 6 0 5 6 7 5 6 5 5
Tourist flyers 3 -1 2 4 5 2 3 2 8
Membership emails 3 0 3 3 2 4 4 3 1
(e.g. Opera House) . c
Along with entertainment and
Radio 3 -1 4 2 3 2 3 3 1 .
cleanliness, these aspects were also
Travel agents or tour guides 0 0 0 0 0 0 0 0 1 commonly suggested as areas that
could be improved to enhance the
Base: respondents interviewed in the Oxford Street area, n=529 (Index=3,741, Day=261, Night=268, Wednesday=273, Saturday=256, Inner city=284, *Greater Sydney=170, experience Of the area
**Domestic and International visitors=75)
D1

reen indi figure is significantly higher than the ex val
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NORTHERN CBD
CENTRAL CBD
INTERVIEW AREA
SOUTHERN CBD

POTTS POINT AREA

OXFORD STREET AND SURROUNDS

.......

9 NEWTOWN AND SURROUNDS

PYRMONT AND SURROUNDS

Newtown and surrounds area



Strong dining and leisure offerings attract a youthful visitor

profile to Newtown

Visitation skewed towards people living in the
Inner City area... with 6 in 10 people in the

Newtown visitors are a youthful group... with
3in 5 visitors under 30 years of age, 7p.p

Profile of visitors in the precinct (%)

Newtown

Newtown area living in an inner city area, higher than the index. The younger age Index .
14p.p higher than the index. This skew was distribution of the precinct resulted in a Overall (Diff) Day Night Wed sat
significantly higher' during the' day (68% corresponding inFrease in the proportion who vale [ s: 9 53 50 48 56
compared to 55% in the evenings), while had a household income of less than $50,000 Female 48 9 47 - - a4
visitors from Greater Sydney were more likely per year (7p.p. higher than the index across all
to visit with friends after 6 pm. This skew was precincts)
also more notable during the week, with 7 in Under 30 60 +7 56 65 59 62
10 visitors on a Wednesday indicating they Visitors less likely to work in the area... 3049 [ 29 -5 32 26 29 29
lived in an inner city area (compared to half on despite having a large proportion of inner city s0+ [ 11 -3 12 9 12 10
a Saturday) residents in the area, only 1 in 4 people in the
precinct actually worked in the area (12p.p. Inner city 62 +14 68 55 71 52
Strong female presence in the area... unlike lower than the index across all precincts)
most other precincts, there was almost the Greater Sydney - 29 -8 24 34 20 38
same proportion of males and females in Domestic visitors [l 7 -1 5 8 5
Newtown (i.e. the proportion of visitors who International visitors | 3 -5 4 4
were women was 9p.p. higher than the index
across all precincts). This relatively even gender <$50K 44 +7 44 44 46 43
split was present across all times of the day and ssok to $100k N 26 +1 26 26 25 27
on both days of the week $100K+ - 13 -7 15 12 11 16
Refused [ 16 -1 15 17 18 14
Work in the immediate area 23 -12 25 21 25 21

Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265, Saturday=268).
Note: household income asked for residents in Australia only
S2,S3, S5, S6, D2

Green indicates figure is significantly higher than the expected value
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Around half visit the area more than once a week, again Newtown
largely driven by inner city locals

Visitation frequency (%)

Newtown visitor profile features
52 distinct difference from other
precincts surveyed...

11 5 13 12 6

1
Overall B e _ _ [

More than once Atleastoncea Once aweekto Everytwo weeks Less than oncea Thisis my first Don’t know /

a week week every two weeks to once a month month time in the area can’t say
Index (Diff) 0 0 +1 +5 -1 -3 -1
Day time 56 10 5 11 11 5 1
Night time 47 13 6 14 13 7 0
Wednesday 57 14 6 8 9 6 1
Saturday 47 9 4 18 16 7 0
Inner city 65 11 4 9 8 2 1
Greater Sydney 33 14 9 20 18 6 0
Domestiti/s::(;cfsrnational 20 4 4 16 25 31 0

Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265, Saturday=268, Inner city=329, Greater Sydney=153,
Domestic and International visitors=51)
Q2
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Social/leisure and sightseeing are the main reasons for Newtown
visiting Newtown

Social and leisure activities are a key offering Residents from the greater Sydney area were Company is dependent on reasons for visit...
in the Newtown area... with half indicating this substantially more likely to visit the area for with most visitors in the area for social/leisure
was the main reason for visiting the area (9p.p. social and leisure reasons on the weekend reasons, visitors were most commonly

higher than the index across all precincts). This (69% compared to 60% during the week) accompanied by their friends. Due to the focus

increased to almost 7 in 10 at night (compared
to around 2 in 5 during the day) and was driven
by visitors from greater Sydney

on social and leisure offerings in Newtown, the
proportion who visited with friends overall was
11p.p higher than the index. Unsurprisingly,
this outcome was driven by night time and
weekend visitors to the area

Main reasons for visiting (%) Company in the precinct (%)
Overall Index  Day Night Wed Sat Inner G. Dom/ Overall Index Day Night Wed Sat Inner G. Dom/
(Diff) City Syd.* Int** (Diff) City Syd.* Int**
Social / leisure 53 +9 38 69 44 61 44 66 69 With friends 42 111 35 50 35 49 38 54 35

passing throvgh [l 17 2 |17 15125 8 |21 8 10 onmyown [ 40 6 | 20 20 | st 28 46 29 35
shopping [} 14 5 [ 23 4 |13 15|14 14 1 spouse /parner [ 12 39 13lo wlse 13 18
catch public transport ] 11 +3 14 8 |14 8 |15 4 4 Other family I 5 al s ¢ . . . s
i -1 11 12 11 1
Business 10 0 o 8 8 0 With work colleagues I 4 -2 3 5 3 5 5 2 2
sightseeing ] 5 -5 6 3|5 4|3 3 18
With children (<14yrs) | 1 1] 1 1 0 1 1 0 4
appointment | 3 0 5 13 3|2 5 0
With clients 0 ol o o] o o | o0 1 0
Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265, Saturday=268, Inner Withtour 0 0 0 0 0 0 0 0 0
city=329, *Greater Sydney=153, **Domestic and International visitors=51)
Q1, Q6
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Overall, spend is lower in the area compared to the indexed Newtown
average

Average total spend in the area by time of day — Domestic/International visitors spending 30%

Day of week ($) more than other groups... with this group
having an indicative spend of $80, substantially

120 higher than Inner city and Greater Sydney
100 visitors ($46 and $53 respectively). Encouraging
20 longer visits could also have a positive effect on

o the area, with visitors in the area for 1 to 2

/ > hours spending twice as much as those who
40 v - Average total spend A4 were there for less than an hour. Daytime

20 in the area | . spend was relatively consistent regardless of
0 (Index $60) # '3 day of the week (approximately $48), however
9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am ) night-time spend increased from $39 on
==8—\Wednesday Saturday ) weekdays to $72 on weekends.
_ ._ Higher female skew may have a net positive
Average total spend in the area by time of day - effect on spend... with females indicating they
Visitor types () $48 $45 spend marginally more than their male
Day time Wednesday counterparts whilst in the area ($54 compared
120 to $49)
100 =
80 4 $53 S
“ e, | S || oomin
20
0

9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am :
Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265, Saturday=268, Inner city=329, *Greater Sydney=153,

**Domestic and International visitors=51).Note: where indicative spend was >$1,500, these figures have been removed from the analysis
Q8,Q10

e=@== [nner City Area Greater Sydney Area
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Dining and cultural activities are key attractions for visitors Newtown
to Newtown

Food and beverage, a key feature of Newtown...
with the consumption of food, drinks and alcohol
constituting 79% of activities undertaken in the Overall Index Day Night Wed Sat Inner G. Dom/
area. The shopping offering in Newtown also (Diff) City  Syd.*  Int**
appears to be strong, with the proportion who
bought from, or browsed shops in the area 6p.p.
higher than the index (around 1 in 4). Interestingly,

age seems to be a driver for shopping behaviour in Coffee/tea - 39 3 49 27 38 40 39 38 41
Newtown, with almost half of those aged 50+

Activities in the area (%)

Food 59 +6 54 65 55 63 56 65 67

indicating they did some shopping whilst in the
area — this figure dropped significantly to around 1 Bar/pub
in 5 visitors amongst those under 30 years of age

35 +2 26 46 29 42 36 37 24

Cultural attractions and shopping a draw for Shopping 26 +6 35 17 24 25 25 31 24
visitors... a quarter of people in the area also

visited cultural attractions, 6p.p higher than the Show friends/relatives around 16 +4 16 17 14 18 18 12 18
index. This figure increased to around 1 in 3 during

the day (compared to 17% at night)

Cultural attractions 13 +2 11 16 12 14 13 14 16

Event, business meeting or
conference I 8 -4 7 8 9 6 9 6 10
Overnight stay I 7 -2 7 6 9 5 8 3 12

Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265, Saturday=268, Inner city=329, *Greater Sydney=153,
**Domestic and International visitors=51)
Q3

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green ”"‘dl.cates f'gure |? Sl'gnlflgantly higher than the expected value
EY Sweeney 26741/28144 City of Sydney Report November 2017 | Page 74 Red indicates figure is significantly lower than the expected value



Positive overall satisfaction driven by F&B, shopping and Newtown
cultural offerings of the area

Satisfaction with key areas of the precinct experience (%)

% Completely satisfied (8-10 out of 10)

Satisfaction with overall experience Index Day Night Wed Sat Inner G. Dom/
(Diff) City Syd.* Int**
Overall satisfaction” +7 67 62 66 64 67 62 63
Satisfaction with key areas
4 -
- The range of dining and
£ & gand | K 16 2277 78| 79 76 | 77 8 76
ISHN food options
S |
§ i
£ L
oo The area is inviting and 3 5 3 65 55 63 58 63 56 59
3 1 safe
S
1
1 .
! Culture and entgrtalnment N B s +17 | s6 67 62 61 61 63 61
X inthe area
1
1
: The variety of shops [ZEE=T IE:] 29 56 +16 62 S0 59 54 56 58 59
g
£
1 . .
§ : Ability to find your way 3 3 19 74 +2 76 71 79 69 79 65 65
RS around
i |
§ ; HN/A M Not at all satisfied (0-2) m3-4 H5 m6-7 W Completely satisfied (8-10)

Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265, Saturday=268, Inner city=329, *Greater Sydney=153,
**Domestic and International visitors=51)
Q11, Q12 *N/A not asked for overall satisfaction
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Despite positive scores, visitors would like to see a wider

range and availability of shops in the area

Wider range of shops a key consideration for
visitors... a quarter of visitors felt that their
visit could have been improved with a more
diverse range and availability of shopping in the
area. With that in mind, more than half were
already completely satisfied with the variety of
shops in the area — suggesting that any efforts
in this area would be a matter of building on an
already strong existing offering

Perceived safety at night potentially an area
to consider... overall, only 1 in 10 visitors felt
that safety should be a consideration.
However, this figure was significantly higher in
the evening, lifting to 18% of visitors, 5p.p.
higher than the index across all precincts and
times of day

Wider range and availability of
shops

Improved entertainment &
cultural offerings

Better value for money/cheaper

More parks/green areas

Improved transportation
to/from

More parking available
More food options
Improved security/safety
More bars/beverage options
Improved cleanliness

Better signage/wayfinding

Construction completion

Suggestions for improving the precinct experience (%)

Overall

[
o

5

| E

[y
00

[
S

=
w

[y
©

[
~N

[
(6}

[
N

=
N

25

Index
(Diff)

-5
-5
+1
+3
+4
+1
-7

+1

Day Night
23 26
19 20
16 20
17 17
14 17
10 17
14 12

7 18
10 13
11 8

5 4

6 3

Wed

30

22

22

21

16

14

13

14

15

15

8

6

Sat

19

17

13

13

15

13

13

10

3

Newtown

Inner
City

28
22
18
19
14
13
14
11
13

12

6

G.
Syd.*

18
17
18
10
19
16
11

15

4

1

Dom/
Int **

25
10
20
22

12

12
10
10
12
8

4

Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265, Saturday=268, Inner city=329, *Greater Sydney=153,

**Domestic and International visitors=51)
Q15
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The high proportion of inner city residents in the area

meant that most were able to use their existing knowledge

to navigate Newtown

Walk

Train

Bus

Drive

Taxi

Walk

Train

Bus

Drive

Taxi

Overall

.
15

E
Overall

14

Index Day Night Wed

(Diff)
-4
0
+2

+3

Index Day Night Wed

(Diff)
-4
-1
0

+3

48

33

22

15

44

34

25

14

37

34

22

14

35

27

20

15

44

34

24

11

43

30

23

12

Transportation to the precinct (%)

Sat

41

32

20

19

Transportation from the precinct (%)

Sat

37

31

23

17

Inner

City Syd.* Int**

52

28

20

Inner

City Syd.* Int**

48

26

20

G. Dom/
30 24
41 45
27 18
23 25
4 8
G. Dom/
27 25
35 43
29 18
23 24
7 6

Knowledge of the
area

Phone maps / apps

Asked
friends/family for
directions

Signage in the area

Asked staff /
officials for
guidance

Printed map /
guide book

Tour guide

(6}

|-

2

1

0

Navigation of the area whilst in precinct (%)

Index Day Night Wed
(Diff)

-1

+4

+1

Newtown

Inner G. Dom/
City Syd.* Int**

74 66 61

40 43 53

1 1 6
1 0 2
0 0 0

Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265,
Saturday=268, Inner city=329, *Greater Sydney=153, **Domestic and International visitors=51)
Q4,Q5,Q14
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Word of mouth and social media were the primary
methods used by visitors to discover activities in Newtown

&
E ‘
1

s

Methods of finding out about things to do (%) o ’/
- -
Overall Index Day Night  Wed Sat Inner G.Syd.* Dom/ / :
(Diff) City Int** /
Social media 63 +14 64 63 58 69 64 64 55

22222
£2222

|

Recommended by friends, _
family or work colleagues 33 . = 23 27 48 22 46 >/
Search engines - 31 -3 31 31 29 32 30 31 35

e
F=om
]
[ o=
R e
s me ]
tsamen
|Jwie
L
[T
Event websites - 14 +3 17 10 14 13 15 14 6
Other websites . 11 -2 12 10 12 11 12 8 12 ]
Ry
Newspapers . 9 0 12 5 12 6 9 9 6 ]
L
City of Sydney website . 8 0 9 7 11 6 10 5 6 =
Travel website I 6 -4 6 6 8 4 6 1 20 )
. . —
Membership emails
(e.g. Opera House) I . 7 4 Y 4 8 1 2
Radio I 4 0 5 2 4 4 4 5 2
Tourist Flyers I 4 0 4 3 3 4 4 3 4
TV programmes I 3 -3 3 2 5 1 3 2 4
Travel agents or tour guides 0 0 0 0 0 0 0 0 0

Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265, Saturday=268, Inner city=329, *Greater Sydney=153,
**Domestic and International visitors=51)
D1

Green indicates figure is significantly higher than the expected value
EY Sweenev Red indicates figure is significantly lower than the expected value




NORTHERN CBD

CENTRAL CBD

SOUTHERN CBD

POTTS POINT AREA

INTERVIEW AREA

OXFORD STREET AND SURROUNDS

NEWTOWN AND SURROUNDS

PYRMONT AND SURROUNDS

Pyrmont and surrounds area



Vibrant night life offering produces a significantly younger
visitor profile in the evenings in Pyrmont

Time of day was a key differentiator...
throughout the day, Pyrmont is largely
made up of middle aged workers, with
more than half indicating they worked in
the area and 3 in 5 over the age of 30. The
profile of the precinct changes notably in
the evening however, with the proportion
on people under the age of 30 increasing
to almost 3 in 5. Interestingly, the day of
the week had less of an impact on the
visitor profile — suggesting the night life
offering of the area is relatively strong
throughout the entire week

Return visitation was notably higher than
other precincts... with 6 in 10 visitors
indicating they visit the precinct more than
once a week (9p.p. higher than the index
across all precincts). This high level of
frequency was driven by the inflated
proportion of workers and inner city
residents in the precinct

Domestic and international guests more
prevalent on the weekends... with the
proportion of these visitors in the precinct
increasing significantly from 4% on
Wednesdays, to 16% on Saturdays

Male

Female

Under 30
30-49
50+

Inner city
Greater Sydney
Domestic visitors

International visitors

<S50K
S50K to $100K
S100K+
Refused

Work in the immediate area

Base: respondents interviewed in the Pyrmont area, n=533 (Index=3,741, Day=272, Night=261, Wednesday=277, Saturday=256)

Profile of visitors in the precinct (%)

Index
Overall (Diff) Day

I < +1 | 6l
I 0 -1 39

B s s | 39
| JEE +5 45
| K 0 16

I s/ +9 53
I :: 3 36
| -3 5

Bs -2 6

N 2 -12 20
[ +4 28
B > +8 36
B s 1 16

45 +10 53

Note: household income asked for residents in Australia only

2, S3, S5, S6, D2

Pyrmont

Night

62
38

57
33
11

61
30

32
31
21
16

37

Wed

64
36

51
38
12

57
39
3
1

22
31
34
13

57

Sat

59
41

45
40
15

57
27

11

29

28

23

20

32

EY Sweeney
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Less frequent visitors more likely to be in Pyrmont in the Pyrmont
evening

Visitation frequency (%) Pyrmont featuring high traffic from
61 inner city residents who frequent
the area often
14
6 2 6 ? 3
Overall — e A s
More than At least once a Once aweekto Everytwo Lessthanonce Thisis my first Don’t know /
once a week week everytwo  weeks to once amonth  timeinthearea can’tsay
weeks a month
Index (Diff) +9 -5 -3 -2 0 -1 +2
Day time 66 4 1 5 9 10 4
Night time 55 8 3 7 18 7 2 The area also has distinct
Wednesday _ c 5 . 9 . . day/night roles with...
Saturday 46 7 2 7 18 13 6
Inner City 72 5 3 3 8 6 3
Greater Sydney 55 8 1 9 19 5 3
Domestic & international 11 6 0 11 2% 40 6

visitors

Base: respondents interviewed in the Pyrmont area, n=533 (Index=3,741, Day=272, Night=261, Wednesday=277, Saturday=256, Inner City=303,
Greater Sydney=177, Domestic and International visitors=53)
Q2

indi igure is significantly higher than the ex val
© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green ”:]dl.cates flgu € S s g . .ca tly higher than the expected value
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The main reasons for visiting Pyrmont are either
social/leisure activities or business

A range of reasons for visiting the area... The
variance in the daytime and night time profiles
of the precinct impacted heavily on the main
reasons for visiting. In particular, social and
leisure activities were significantly more
common in the evening (43% compared to 21%
of daytime visitors), while business was
significantly more common during the day

(44% compared to 16%). Interestingly, the
social/leisure score for Pyrmont was 12p.p.
lower than the index across all precincts. This
was most likely driven by the high proportion
of business people in the area, and less likely to
be a reflection of the night time offering of the
precinct

Main reasons for visiting (%)

Overall Index

(Diff)
Social / leisure 32 -12
Business 31 +11

Passing through

M 4

Shopping . 9 -1
Sightseeing I 5 -5

Catch public transport I 5 -4
Appointment I 2 -1

Base: respondents interviewed in the Pyrmont area, n=533 (Index=3,741, Day=272, Night=261, Wednesday=277, Saturday=256,

Day Night Wed Sat Dom +

Intl**

Inner G.
city Syd*

21 43 19 46 33 27 42
44 16 45 15 19 51 28
7 25 18 14 22 7 13

11 6 4 13 12 4 8

Inner City=303, *Greater Sydney=177, **Domestic and International visitors=53)

Q1,06

Company visited the precinct with was heavily
influenced by the proportion of workers in the
area... Pyrmont was more likely to be visited by
people on their own or with work colleagues —
a reflection of the high proportion of workers
in the area.

Pyrmont

This changed dramatically in the evenings
however, with visitors significantly more likely
to be in the area after 6pm with their friends
(31% compared to 15% during the day) or their
spouse/partner (21% compared to 5% during
the day)

Company in the precinct (%)

Overall Index Day Night Wed Sat Inner G. Dom+

(Diff) city Syd* Intl**
onmyown [0 4 | 54 46 | 60 40 | 55 45 40
With friends 23 9 | 15 31 | 13 34 | 22 23 23
Spouse / partner . 13 -1 10 16 5 21 14 11 19
With work colleagues 11 +5 15 7 19 3 7 20 8
Other family l 5 0| 6 3 2 7 | 4 5 11
With children (<14yrs) | 3 1| 6 0 2 4 | 4 1 2
with tour | 1 ol o 1|0 1|0 o 6
With clients | 0 ol o o0 oo 1 0

EY Sweeney
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Domestic and International visitors are more likely to spend
more in Pyrmont than Sydney residents

180
160
140
120
100
80
60
40
20

180
160
140
120
100
80
60
40
20

am@== Sydney residents

Average total spend in the area by time of day —
Day of week ($)

/

[ o
9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am
=@ \\/ednesday Saturday

Average total spend in the area by time of day —
Visitor types ($)

-

9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am

Domestic & International visitors

Avere tal spend in thi a'ea (S).

.
463

Average total spend
inthe area

A (Index S60)
S

$72

Day time Night time

$51

Inner city
residents

$62

G. Sydney
visitors*

$133

Dom + Intl
visitors**

Pyrmont

Night time and weekend visitors drove
indicative spend... with an average indicative
night time spend of $72 and weekend spend of
$92. Domestic/international visitors drove
spend in the area with an average indicative
spend of $133

Those who visited licensed venues had
significantly higher indicative spend overall...
with an average indicative spend of $95, while
those who drank coffee/tea ($59), browsed or
bought from shops ($62) and/or attended
business meetings or conferences ($64) had
substantially lower indicative spend while in
the precinct

Base: respondents interviewed in the Pyrmont area, n=533 (Index=3,741, Day=272, Night=261, Wednesday=277, Saturday=256, Inner City=303, *Greater Sydney=177,
**Domestic and International visitors=53); Note: where indicative spend was > $1,500, these figures have been removed from the analysis

Q8, Q10

EY Sweeney
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Pyrmont
Activity in the area is highly driven by the time of day

Restaurants and cafes more likely to be busy

Activities in the area (%)
during the day... with half purchasing food or

drink during the day or having coffee/tea. Overall Index Day Night Wed Sat Inner city G.Syd* Dom +

These activities were significantly less common (Diff) Intl**

in the evening, with less than 2 in 4 purchasing

food and only 1 in 4 drinking coffee/tea Food 45 -8 53 37 45 45 42 48 55

Conversely, bars and pubs were significantly

busier at night and on the weekends... with 1 Coffee/tea 38 5 51 24 38 37 35 40 43

in 3 visitors going to a bar or pub in the evening

and 2 in 4 doing so on the weekends. Bar/pub 29 4 24 35 22 38 24 34 43

Interestingly, 2 in 4 domestic or international

visitors went to a bar/pub in the area — notably

higher than locals in the area Shopping . 17 -3 24 11 11 25 19 12 26
Event, business meeting or . 16 +3 20 11 18 13 13 20 19

conference

Show friends/relatives
around

Cultural attractions I 8 -3 9 7 6 10 6 6 23

Overnight stay

Base: respondents interviewed in the Pyrmont area, n=533 (Index=3,741, Day=272, Night=261, Wednesday=277,
Saturday=256, Inner City=303, *Greater Sydney=177, **Domestic and International visitors=53)
Q3
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Overall satisfaction was positive but culture/entertainment Pyrmont
and the variety of shops were rated lower than the index

Satisfaction with key areas of the precinct experience (%)

% Completely satisfied (8-10 out of 10)

Satisfaction with overall experience Index Day Night Wed Sat |pner G. Dom +
(Diff) city  Syd* Intl**
Overall satisfaction® +10 68 68 59 77 68 66 74
Satisfaction with key areas
= 4 The range of dining and
IS . 41 5 -8 47 48 44 52 47 49 51
IS food options
S !
g I
RS L
o The area is inviting and 13 4 +9 74 70 72 72 72 72 75
<l safe
|
1
. Culture and entgrtainment 14 78 33 25 36 30 32 30
: in the area
|
1
: The variety of shops s 7 16 18 32 23 -18 20 25 20 26 24 20 25
g
£
5 . )
§ : Ability to find your way 123 3 19 74 +1 74 74 76 71 78 72 58
£, around
Gl
§ ; HN/A M Not at all satisfied (0-2) m3-4 H5 m6-7 W Completely satisfied (8-10)

Base: respondents interviewed in the Pyrmont area, n=533 (Index=3,741, Day=272, Night=261, Wednesday=277, Saturday=256, Inner City=303, *Greater
Sydney=177, **Domestic and International visitors=53)
Q11, Q12 *N/A not asked for overall satisfaction

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green Ihd".:ates flgure I? Sllgnlf“.:antly higher than the expected value
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Visitors identify an opportunity to expand the variety and Pyrmont
range of shops and food options in the area

Limited shopping options highlighted by

Suggestions for improving the precinct experience (%)
many... satisfaction with the variety of shops

was 18 p.p. below the index across all Overall Index Day Night Wed Sat Inner city  G. Syd* Dom +
precincts. With that in mind, 1 in 3 felt (Diff) Intl**
addressing this would have a positive impact Wider range and availability of shops 35 +5 33 38 39 32 39 31 32

on their experiences in the area
More food options

N
[, ]

+5 24 25 26 24 30 20 11
Transportation also a key consideration... with

around 1 in 6 indicating that improving this Improved entertainment & cultural offerings - 20 0 17 24 19 22 22 15 28
aspect of the precinct would positively impact _

on their overall experience in the area — 6.p.p Improved transportation to/from 18 +6 18 18 21 14 19 18 9
higher than the index across all precincts More parking available - 16 3 17 15 14 18 16 18 13

Better value for money/cheaper - 13 -4 11 14 11 14 14 12 8
More bars/beverage options - 11 -2 7 16 10 13 13 8 11
More parks/green area - 11 -3 11 10 11 10 11 11 8

Improved cleanliness

[]
o]
&
o0
~
o
©
©
w
oo

Improved security/safety . 6 -6 2 9 4 7 7 4 6
Better signage wayfinding l 5 -3 3 7 5 5 5 2 11
Construction completion I 3 -10 4 2 4 3 4 3 4

Base: respondents interviewed in the Pyrmont area, n=533 (Index=3,741, Day=272, Night=261, Wednesday=277, Saturday=256, Inner City=303, *Greater Sydney=177, **Domestic and International
visitors=53)
Q13,Q15
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Walking is the preferred mode of transportation,

particularly during the day

Walk

Bus
Drive
Train

Light rail

Walk

Bus
Drive
Train

Light rail

Overall

Overall

Transportation to the precinct (%)

Index

(Diff)
57+10
-4
+5
-18

+8

Transportation from the precinct (%)

Index

(Diff)
55 +11
-4
+5
-18

+8

Day Night Wed

63

15

19

17

11

Day Night Wed

61

18

19

15

11

51

17

13

13

49

20

12

11

55

17

17

18

14

54

21

16

17

13

Sat

59

15

15

12

Sat

57

16

15

10

Inner
city

71

12

10

Inner
city

69

15

G.
Syd*

34
25
28
29

11

G.
Syd*

33
27
28
25

11

Dom +
Intl**

51

13

11

13

Dom +
Intl**

53

11

15

11

11

Knowledge of the
area

Phone maps / apps

Signage in the area

Asked staff /
officials for
guidance

Asked
friends/family for
directions

Printed map /
guide book

Tour guide

Navigation of the area whilst in precinct (%)

Overall

77

Index Day Night Wed

(Diff)

+5

81

30

72

37

82

31

Sat

70

36

Pyrmont

Inner

city

84

24

G. Dom+
Syd*  Intl**

75 40

38 68

2 8

1 6

2 0

2 2

0 9

Base: respondents interviewed in the Pyrmont area, n=533 (Index=3,741, Day=272, Night=261, Wednesday=277,

Saturday=256, Inner City=303, *Greater Sydney=177, **Domestic and International visitors=53)

Q4,Q5,Q14
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Personal recommendations and social media were the most
commonly used channels to find out about things to do in
the area

Methods of finding out about things to do (%)

Overall Index Day Night Wed Sat Inner G.Syd* Dom +
(Diff) city Intl**
Recommended by friends,
family or work colleagues 50 +1 47 53 51 49 48 54 47
Social media 44 -5 44 44 44 44 46 44 34

Search engines - 31 3 34 27 28 34 32 28 34

Other websites - 13 0 15 10 16 10 13 11 17

Event websites . 11 0 15 6 12 9 11 11 9

Travel websites [ 8 -2 6 10 11 5 9 6 15
Newspapers . 8 -1 9 6 6 9 10 3 9

City of Sydney website . 6 -2 8 5 6 7 7 5 8

TV programmes I 5 0 6 4 5 5 5 6 2

Radio [] 4 0 4 3 3 5 4 3 4

embesibenais | 2 O I A T
Tourist flyers I 2 -2 3 1 1 3 3 0 4

Travel agents or tour guides 0 0 0 0 0 0 0 0 0

Base: respondents interviewed in the Pyrmont area, n=533 (Index=3,741, Day=272, Night=261, Wednesday=277, Saturday=256, Inner City=303, *Great Sydney=177,
**Domestic and International visitors=53)
D1
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Additional precinct
deep dives

The following section provides results for four
additional precincts surveyed in October 2017.
See the following page for more details.

(JLICIT




Throughout the following section,
findings for an additional four precincts
are provided. These include:

* Glebe and the surrounding areas
* Redfern and the surrounding areas
* Surry Hills and the surrounding areas

* Green Square and the surrounding
areas

Data for each of these precincts were
collected in October 2017. Due to the
time difference in data collection, City
of Sydney determined that these fours
precincts should be reported separately
to the initial seven precincts, surveyed
in April to June 2017. All due care has
been taken to maintain a consistent
research methodology and survey
approach across both periods.

Due to this difference in survey timing,
all indexes displayed throughout the
following sections have been calculated
based on these four precincts and do
not take in to consideration the seven
precincts surveyed in June 2017.

Scorecard: Precinct visitor profile

@ Male

Female
GENDER
Under 30
30-49
AGE 50+
Inner city
Greater Sydney
Domestic visitors
RESIDENTIAL International visitors
LOCATION
<S50K
e S50K to $100K
S100K+
H?,\LIJSETAOELD Refused

Work in the immediate area

16

15

36

21

16
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28

30

78

Surry Hills Green Square

66 53 62
34 a7 38
53 a5 59
35 38 31
12 17 10
72 70 74
22 23 18
5
3
38 29 30
31 29 30
19 28 29
12 13 11
28 32 26

Base: all respondents, n=2,119; respondents interviewed in the following areas — Glebe area, n=528;
Redfern area, n=536; Surry Hills area, n=533; Green Square area, n=522

Note: household income asked for residents in Australia only

S2,S3, S5, S6, D2



Scorecard: Precinct satisfaction ratings

" Glebe | surry Hill
Index

Overall satisfaction with visit 65 75 55 67 64

(Proportion who rated their visit as 8-10 / 10)

The range of dining and food options 55 e I 30 ] 7 s

K |3 R 1

Overnight stay 9

EY s © 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Base: all respondents, n=2,119; respondents interviewed in the following areas — Glebe area, n=528;
WEENEY 2674128144 City of Sydney Report November 2017 | Page 91 Redfern area, n=536; Surry Hills area, n=533; Green Square area, n=522

Q3,Q11,Q12



9 GLEBE AND SURROUNDS

REDFERN AND SURROUNDS
SURRY HILLS AND SURROUNDS

GREEN SQUARE AND SURROUNDS

INTERVIEW AREA

Glebe and surrounds area



Glebe is a hub for locals, with 4 in 5 visitors living in the

inner city

Greater Sydney residents less likely to visit
Glebe... while there was a relatively high
proportion of inner city residents in the Glebe
area, residents from the Greater Sydney area
were somewhat less likely to visit, with the
representation of this audience 5p.p. lower
than the index.

Glebe has distinct daytime and night time
visitor profiles... the profile of visitors to Glebe
during the day was notably different to visitors
in the evening. For example, during the day
the proportion of females in the area (57%)
was significantly higher than males (43%).
Similarly, 1 in 5 daytime visitors were aged 50+.
This profile changed in the evenings however,
with the proportion of males increasing
significantly to 3 in 5 (while females decreased
to 41%), over 50’s also decreased notably to 1
in 10 people in the area

Weekday visitors come to the area more
frequently... around 4 in 5 people on a
Wednesday indicated they visit the Glebe
and/or surrounding areas more than once a
week. This is likely driven by a high proportion
of local residents in Glebe, with 3 in 4 inner city

residents also saying they visit the area at least
once a week. Interestingly, only around half of
the people in the area on a Saturday visit Glebe
more than once a week, while around 14% said
they visit less than once a month and 1in 10
had never visited the area previously

Male

Female

Under 30
30-49
50+

Inner city
Greater Sydney
Domestic visitors

International visitors

<S$50K

S50K to $100K
S100K+
Refused

Work in the immediate area

Profile of visitors in the precinct (%)

Overall

I s
. 5

I 27
I 6
Il 16

Il 15
I3
la

N 36
Bl 21
B s
I 16

I 30

78

Index
(Diff)
-7
+7
0
-4
+1
+3

+3
-7
+2
+2

+1

Glebe

Day

43
57

43
35
22

75
18
3

37
21
26
17

32

Night

59
41

51
38
11

81
11
4
3

35
21
29
14

29

Wed

53
47

46
36
19

76
18
4
2

35
21
29
16

34

Sat

48
52

49
37
14

81
11

38
21
26
15

27

Base: respondents interviewed in the Glebe area, n=528 (Index=2,119, Day=268, Night=260, Wednesday=269, Saturday=259).

Note: household income asked for residents in Australia only

S2,53, 55,56, D2
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A high proportion of local residents in the area means that Glebe
two-thirds of people visit more than once per week

Visitation frequency (%) . .
Glebe is a hub for local residents,

66 with...

Overall 0
I —— I I |
More than once Atleastoncea Once aweekto Everytwo weeks Lessthanoncea Thisis my first Don’t know /
a week week every two weeks to once a month month time in the area can’t say
Index (Diff) +1 +1 0 +1 -1 -1 0
Day time 68 7 4 4 7 10 1 However, there is an opportunity
Night time 65 10 3 6 12 4 0 to build interactions with local
Wednesday 78 7 4 3 4 3 0 business, with only...
Saturday 55 9 3 7 14 11 1 ® o ©
Inner city 73 9 3 4 7 4 0
Greater Sydney 52 9 5 8 18 6 1
Domestic & international 21 0 11 3 21 39 0

visitors

Base: respondents interviewed in the Glebe area, n=528 (Index=2,119, Day=268, Night=260, Wednesday=269, Saturday=259, Inner city=413, Greater Sydney=77, Domestic
and International visitors=38)
Q2
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Glebe
The majority visit Glebe or surrounding areas on their own

Inner city residents are less likely to engage Social and leisure activities more common on Weekday visitors more likely to be on Social and leisure offerings attract a
with the precinct... with 1 in 3 indicating they the weekend... with around half of the visitors their own... visitors in the Glebe area on range of audiences... with 7 in 10 people
were just passing through the area — this is on Saturdays indicating they were in the area a Wednesday were more likely to be on who were in the precinct with friends
relatively high compared to inner city residents for social or leisure purposes. In contrast, only their own (67%) compared to weekend indicating they undertook social/leisure
in other precincts. Going forward it may be 1in 3 weekday visitors indicated they were in visitors (46%). In contrast, people inthe  activities. Along with this, 2 in 3 people
useful for local businesses to consider potential ~ Glebe or the surrounding areas for this reason area on the weekend were significantly who were with their spouse/partner or
strategies to engage these people while they more likely to be with friends (28%) or other family said they did social or
are traversing the area their spouse/partner (19%) leisure activities
Main reasons for visiting (%) Company in the precinct (%)
Overall Index Day Night Wed Sat Inner G. Dom+ Overall Index Day Night Wed Sat Inner G. Dom+
(Diff) city Syd* Intl** (Diff) city Syd* Intl**
Social / leisure 41 +4 39 44 33 49 38 48 58 On my own 57 -1 57 56 67 46 60 53 34
Passing through 30 +7 | 31 30 |33 28|33 18 24 rriends [ 21 2| 16 26|15 28| 20 23 29
shopping [l 18 2 |22 13 |2 1420 13 5 Spouse / partner . 13 + |12 15 | 8 19 | 13 14 18
Business . 9 -2 12 7 12 7 6 23 16 Other family members I 5 +1 7 3 3 6 4 1 18
i - 0]
Catch public transport I 7 1 10 4 9 6 8 4 Children (<15 years) I a +2 7 ) 3 5 4 5 5
sightseeing | 3 0 5 1|2 4|2 1 21
Work colleagues I 3 0 5 0 4 2 1 10 0
Appointment | 2 o |3 1|4 o3 1 0
Tour | 0 o/ 1 o |0 1|0 o0 5
Base: respondents interviewed in the Glebe area, n=528 (Index=2,119, Day=268, Night=260, Wednesday=269, Saturday=259, Inner Clients ‘ 0 0 1 0 1 0 0 1 0
city=413, *Greater Sydney=77, **Domestic and International visitors=38)
Q1,06
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Spending in Glebe is typically at its highest during the hours

of 3pm to 6pm

Average total spend in the area by time of day —

Day of week ($)
120
100
80
60
40 / v —e
20
0
9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am
=@ \\/ednesday Saturday
Average total spend in the area by time of day —
Time spent in the area ($)
120
100
80
60
0 /\0—0
20
0

9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am

@@= | css than 3 hours More than 3 hours

pend in the a,ea (S).

;‘\ <
448

Average total spend
inthe area
(Index $49)

548

Day time Night time

$52 || $78

Inner city G. Sydney Dom + Intl
residents visitors* visitors**

Glebe

Spending outcomes higher amongst
domestic and international visitors... with
this group having an average total
indicative spend of $78. In contrast, inner
city residents and those from the greater
Sydney area spent marginally less while in
the area ($44 and S52 respectively)

People in the area for more than 3 hours in
the evening spent notably more... the
average amount visitors recalled spending
while in Glebe or the surrounding areas
increased substantially in the evening — but
only amongst those who were in the area
for more than three hours, with an average
total spend of $79 amongst this audience,
compared to $35 amongst those who were
in the area for less time

Base: respondents interviewed in the Glebe area, n=528 (Index=2,119, Day=268, Night=260, Wednesday=269, Saturday=259, Inner city=413, *Greater Sydney=77,
**Domestic and International visitors=38). Note: where indicative spend was >51,500, these figures have been removed from the analysis
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Around 3 in 5 visitors purchase food while they are in Glebe Glebe
or the surrounding area

Domestic and international visitors often dine

Activities in the area (%)
while in the area... with three-quarters of this

audience indicating they ate/purchased food Overall Index Day Night Wed Sat Inner G. Dom /
while in the area. Alternatively, locals (54%) (Diff) city Syd* Intl**
were significantly less likely to purchase or eat
food in the Glebe area. This supports the Food 57 +3 56 57 55 58 54 62 76
finding that a number of inner city residents
are passing through Glet?e witho%Jt en'gaging Coffee/tea - a5 0 59 30 40 49 m 43 53
any of the F&B or shopping offerings in the
area

Shopping 38 +4 47 30 42 34 40 31 32

Coffee/tea and shopping more common

during the day... with 3 in 5 daytime visitors
saying they had coffee or tea and half saying Bar/pub 19 -7 15 24 15 24 19 23 16
they went shopping while in the area
d to 30% of night ti isit A
(compared to 30% of night time visitors). In Cultural attractions . 13 43 17 9 9 17 12 14 24
contrast, night time visitors were significantly
more likely to visit a bar or pub (24% compared . .
to 15% of those in the daytime) Show friends/relatives I 11 -2 11 10 9 12 11 9 13
around
Event, business meeting or I 9 0 11 7 9 10 8 18 11
conference
Overnight stay I 7 -2 10 3 4 9 5 4 29

Base: respondents interviewed in the Glebe area, n=528 (Index=2,119, Day=268, Night=260, Wednesday=269, Saturday=259, Inner city=413, *Greater Sydney=77,
**Domestic and International visitors=38)
Q3
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Positive satisfaction outcomes overall, driven by a range of Glebe
food and dining options and a variety of shops in the area

Satisfaction with key areas of the precinct experience (%)

% Completely satisfied (8-10 out of 10)

Satisfaction with overall experience Index Day Night Wed Sat |pper G. Dom+
(Diff) city  Syd*  Intl**
Overall satisfaction® 1] 21 75 +9 76 73 76 73 77 64 76
Satisfaction with key areas
e 4 The range of dining and
s ! | 313 22 71 +16 68 74 72 70 71 65 82
£ | food options
S
£ The area is inviting and
5! 212 5 28 63 +2 61 64 64 61 61 64 79
o I safe
S
|
| .
 Cultureand entertainment - S TSN NE SN/ 34 43 o | 37 49 | 88 43 | 42 47 39
: in the area
1
|
: The variety of shops FZSIECT NG 35 51 +13 52 50 53 49 52 52 42
g
£ A N
g ! Ability to find your way - [{ig 14 82 +6 | 82 8 | 8 79 | 8 8 68
£ : around
G
§ ; HN/A M Not at all satisfied (0-2) m3-4 H5 m6-7 W Completely satisfied (8-10)

Base: respondents interviewed in the Glebe area, n=528 (Index=2,119, Day=268, Night=260, Wednesday=269, Saturday=259, Inner city=413, *Greater Sydney=77, **Domestic
and International visitors=38)
Q11, Q12 *N/A not asked for overall satisfaction
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Most are satisfied with the F&B and shopping aspects of

the precinct

Most visitors had a highly positive experience
in the area... with 3 in 4 visitors indicating they

Suggestions for improving the precinct experience (%)

Glebe

were highly satisfied with their visit — 9p.p. Overall Index Day Night Wed Sat Inner city  G. Syd* Dom +
higher than the index across all precincts. (Diff) Intl**
Factors that drove these positive experiences Wider range and availability of shops 19 -9 14 24 17 21 20 12 21
were the range of food and dining options
(16p.p. higher than the index), the culture and Improved entertainment & cultural offerings 15 -4 9 20 13 17 16 9 8
entertainment in the area (9p.p. higher than
the index), the variety of shops (13p.p. higher Improved transportation to/from 13 +3 9 17 13 13 14 13 3
than the index) and wayfinding in the area More parking available - 11 0 13 10 7 15 10 19 3
(6p.p. higher than the index)
o o More food options - 11 -8 11 11 10 12 12 12 3

Some opportunity to improve night time
shopping, dining and transportation options... Better value for money/cheaper . 8 0 10 7 8 9 7 14 11
when asked to identify opportunities for
improving the Glebe area, night time visitors More parks/green areas . 8 -1 9 8 7 10 8 5 13
were significantly more likely than daytime
visitors to indicate that a wider range and Improved security/safety . 8 -1 o 7 8 8 8 9 5
availability of shops (24% compared to 14% of }

. L. . . More bars/beverage options . 7 -4 4 10 8 7 8 6 8
daytime visitors), improved entertainment and
cultural offerings (20% compared to 9% of Improved cleanliness l 5 2 6 3 4 5 5 5 0
daytime visitors) and improved transportation
to/from the area (17% compared to 9%) were Better signage/wayfinding I 3 -1 3 4 4 3 3 4 5
key areas where the precinct could be
developed Construction completion 0 -10 0 0 0 0 0 0 0

Base: respondents interviewed in the Glebe area, n=528 (Index=2,119, Day=268, Night=260, Wednesday=269, Saturday=259, Inner city=413, *Greater Sydney=77, **Domestic and International
visitors=38)
Q15

Green indicates figure is significantly higher than the expected value
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Inner city residents primarily walk to and from the precinct Glebe
— particularly during the week

Transportation to the precinct (%) Navigation of the area whilst in precinct (%)
Overall Index Day Night Wed Sat |pner G. Dom+ Overall Index Day Night Wed Sat Inner G. Dom+
(Diff) city Syd* Intl** (Diff) city Syd* Intl**
Walk 64 +4 70 58 73 55 69 40 63
Knowledge Ofatrzz 79 o0 | 81 77 |8 72| 8 77 34
Bus 25 +9 21 29 24 26 22 42 24
Drive - 15 +2 12 17 13 16 13 27 13 Phone maps / apps . 33 +1 30 37 26 41 28 43 71
Train . 7 -14 7 6 7 6 4 17 16
Signage in the area I 4 -1 7 2 6 3 3 9 13
Taxi/Uber I 3 -1 2 4 2 5 3 3 11
Asked
. . friends/family for | 2 -1 3 2 1 4 2 3 5
Transportation from the precinct (%) directions
. Asked staff /
Overall Index Day Night Wed Sat j|nner G. Dom+ officials for | 1 0 1 0 0 1 1 0 3
(Diff) city Syd* Intl** guidance
Walk i
a 59 +1 62 57 67 51 62 38 66 Pr|ntgd map / 1 0 1 0 0 1 0 0 3
guide book
Bus 29 +11 30 28 28 31 26 44 26
Drive - 13 0 12 14 12 14 10 27 11 Tour guide | O 0 1 0 0 1 0 0 5
Train I 6 -12 6 6 6 6 3 17 13
: Base: respondents interviewed in the Glebe area, n=528 (Index=2,119, Day=268, Night=260, Wednesday=269, Saturday=259,
Taxi/Uber I 4 -1 2 6 3 6 4 3 5 Inner city=413, *Greater Sydney=77, **Domestic and International visitors=38)
Q4,Q5,Q14
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Social media is an important tool for helping people find
things to do in the precinct — particularly in the evenings

Methods of finding out about things to do (%)

Overall Index Day Night Wed Sat Inner G.Syd* Dom+
(Diff) city Intl**
social media ||| 55 2 49 62 58 52 57 51 45
Search engines _ 45 -2 51 40 45 46 42 56 66
Recommended by friends, _
family or work colleagues a1 -3 55 ol 37 46 43 32 45
event websites [JJj 17 +3 16 17 17 16 17 17 8
Other websites - 13 -2 14 12 15 11 12 17 16
City of Sydney website . 10 +1 9 11 11 8 10 9 8
Travel websites ] 9 +1 12 6 11 7 7 13 26
Newspapers . 9 0 10 7 12 5 11 3 0
TV programmes . 6 0 7 6 6 6 7 5 5
Radio I 5 0 4 5 4 6 6 3 3
Membership emails
(e.g. Opera House) I 5 0 4 3 7 2 6 3 0
Tourist flyers I 3 +1 3 4 4 2 4 3 3
Travel agents or tour guides | 1 0 0 1 0 2 0 0 11

Base: respondents interviewed in the Glebe area, n=528 (Index=2,119, Day=268, Night=260, Wednesday=269, Saturday=259, Inner city=413, *Greater Sydney=77,
**Domestic and International visitors=38)
D1

Green indicates figure is significantly higher than the expected value
EY Sweenev Red indicates figure is significantly lower than the expected value




GLEBE AND SURROUNDS

9 REDFERN AND SURROUNDS
(A

SURRY HILLS AND SURROUNDS

INTERVIEW AREA

GREEN SQUARE AND SURROUNDS

Redfern and surrounds area



Redfern is a key transportation hub for workers in the inner

city area

As a precinct, Redfern currently skews
towards males... overall, two-thirds of people
in the area were male. This proportion
increased marginally in the evening with 62%
of visitors between 9am to 6pm being male
compared to 3 in 4 visitors between 9pm to
12am. Males were also more likely to be
regular visitors in the area multiple times a
week (75% compared to 63% of females in the
area). This result may be the result of having a
relatively high number of construction projects
in or around the area, with tradespeople often
skewing heavily towards males — the high
proportion of males in Redfern travelling by
themselves (69%) would potentially support
this hypothesis.

Redfern often acts as a thoroughfare for
people in the inner city area... visitors in the
Redfern area were significantly less likely to
spend large amounts of time in the precinct
compared with other areas surveyed, with 43%
of visitors spending less than an hour in the
area (11p.p. higher than the index across all
precincts). This appears to be driven by the
high proportion of people that were passing
through the area, or catching public transport.

As highlighted above, this may relate to the
large number of workers or tradesmen in, or
around Redfern.

Visitors skewed towards younger, inner city
locals at night... while around 1in 2 people in
the precinct during the day indicated they were
under 30 years of age, thisincreasedto 3in 5
people after 6pm. Similarly, a greater
proportion of people from the inner city area
were more likely to be visiting during the
evening — accounting for around 4 in 5 people
after 6pm (compared to 2 in 3 people during
the day)

Redfern

Profile of visitors in the precinct (%)

Index .
Overall (Diff) Day Night Wed Sat
Male 66 +8 62 71 63 70

Female [N 34 -8 38 29 37 30

under 30 [ 53 +2 47 60 53 54
3049 [ 35 0 37 33 36 35

so+ [l 12 -2 16 7 12 12

Inner city 72 -1 66 79 71 74

Greater Sydney [ 22 +3 26 18 23 21
Domestic visitors I 3 0 4 2
International visitors I 2 -1 4 0

<ssok [ 38 +4 37 38 43 32

$sok to $100k I 31 +3 27 35 29 33

s100k+ N 19 -7 23 15 17 21

Refused Il 12 -1 13 12 11 14

Work in the immediate area | NG 28 -1 32 23 28 27

Base: respondents interviewed in the Redfern area, n=536 (Index=2,119, Day=280, Night=256, Wednesday=281, Saturday=255).
Note: household income asked for residents in Australia only
S2,S3, S5, S6, D2

EY Sweeney
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While inner city residents visit the area often, half of domestic Redfern
and international visitors were in the area for the first time

Visitation frequency (%)

Redfern features a high proportion
7 of visitors mainly on their way to
other destinations, with...

8 9
Overall 1 5 6 0
- . e B
More than once Atleastoncea Once aweekto Everytwo weeks Lessthanoncea Thisis my first Don’t know /
a week week every two weeks to once a month month time in the area can’t say

Index (Diff) -3 +1 +2 +1 -1 0 0

Daytime 69 8 1 5 11 6 0

Night time 73 8 2 5 7 5 0

Wednesday 73 7 0 5 7 6 0
Saturday 68 8 2 4 11 5 0 Meanmg that...

Inner city 80 7 1 3 6 3 0

Greater Sydney 53 10 3 12 15 5 2

Domestic t&'lnternatlonal 18 7 0 0 25 50 0

visitors

Base: respondents interviewed in the Redfern area, n=536 (Index=2,119, Day=280, Night=256, Wednesday=281, Saturday=255, Inner city=388, Greater Sydney=120, Domestic
and International visitors=28 — low base, results indicative only)
Q2
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Redfern a key transportation hub, particularly for people in

the evening

Passing through or catching transport were
some of the main reasons for being in the
area... with 1in 3 people in the area indicating
they were just passing through on their way to
another area (9p.p. higher than the index
across all precincts), and 1 in 5 catching public
transport (12p.p. higher than the index)

Time of day had a strong influence on peoples
reasons for visiting... apart from acting as a
thoroughfare, daytime visitors were also likely
to visit for business, and shopping. In the
evenings, social and leisure activities were
increasingly prominent with visitors more likely
to visit for this reason (37% compared to 27%
in the daytime)

Main reasons for visiting (%)

Overall Index Day Night Wed Sat Inner G. Dom+

(Diff) city Syd* Intl**
Passing through 32 +9 35 29 31 33 33 31 21
social / leisure [ 32 6 | 27 37 | 21 44 | 30 33 54
Catch public transport 19 +12 15 25 25 13 19 24 0
Business ] 11 0o |16 5 |15 6 | 9 17 21
shopping I 11 9 |15 5 | 7 15|12 7 11
Sightseeing | 3 0 5 1 2 4 1 5 21
Appointment | 1 1 | 3 o | 3 o | 2 2 0

Base: respondents interviewed in the Redfern area, n=536 (Index=2,119, Day=280, Night=256, Wednesday=281, Saturday=255, Inner

city=388, *Greater Sydney=120, **Domestic and International visitors=28 — low base, results indicative only)

Q1, Q6

Reflecting the main purpose of transportation,
visitors most likely to be on their own... with
two-thirds of visitors on their own (8p.p. higher
than the index across all precincts) — perhaps
unsurprisingly, this figure was significantly
higher during the week (73% on Wednesdays,
compared to 56% on Saturdays)

Redfern

Night time social activities attract groups...
with people in the area more likely to be
accompanied by others in the evening —
particular on the weekend, where half of
visitors after 6pm were with friends or a
spouse/partner. Interestingly males were also
more likely to be unaccompanied (69%
compared to 58% amongst females)

Company in the precinct (%)

Overall Index Day Night Wed Sat Inner G. Dom+

(Diff) city Syd* Intl**
On my own 65 +8 68 63 73 56 67 63 57
Friends . 21 2 |18 25|15 28| 18 29 32

Spouse / partner

J w0 3

Other family members | 2 -2
Work colleagues | 1 -1
Children (<15 years) | 1 -1
Tour O 0

Clients 0 0

8 12 7 13 11 6 7
4 0 2 2 2 3 7
2 1 2 1 2 1 0
3 0 1 1 2 1 0

EY Sweeney
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Redfern
Indicative spend for Redfern lower than the index

Average total spend in the area by time of day — ge t@talspend in the a,ea (S). Due _t° the high n_Um_ber.Of People_iust
Day of week ($) ' & passing through, indicative spend is
\‘ ‘\ relatively low in Redfern... with an average
120 ‘ total spend of $38 ($11 lower than the
100 index across all precincts). This is primarily

30 driven by the purpose of visitors, with those
Y passing through ($22) or catching public

60 ’, transport ($11) citing lower indicative
40 ~ Average total spend . spend compared to visitors with a
20 ’__.\._. in the area ) 4 dedicated purpose in the area such as social
0 (Index $49) g or leisure commitments ($67) or shopping
9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am ; ($89)
=@ \\/ednesday Saturday
Time of day also had an impact on average
spend in the precinct... with the average
Average total spend in the area by time of day - indicative spend at night time marginally
Time spent in the area ($) lower than during the day. This was also
driven by lower indicative spend on
120 weekdays after 6pm
100
80 4 34 $38 80
60 ; Inner city G. Sydney Dom + Intl
40 . . residents visitors* visitors**
20 — \.
0
9am to 3pm 3pm to 6pm 6pm to Spm 9pm to 12am Base: respondents interviewed in the Redfern area, n=536 (Index=2,119, Day=280, Night=256, Wednesday=281, Saturday=255, Inner city=388, *Greater Sydney=120,
am@== [ c55 than 3 hours More than 3 hours ;’*Sl?gnlﬁgstlc and International visitors=28 — low base, results indicative only). Note: where indicative spend was >51,500, these figures have been removed from the analysis
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Activities in general were less likely to be engaged in
Redfern compared with other precincts

F&B and shopping notably lower in the
Redfern precinct compared to other areas...
with 63% of visitors indicating they had food or
drinks while in the area — 10p.p. lower than the
index across all precincts. This was largely a
result of the high number of people that were
just passing through the Redfern area, or
catching public transport

Shopping more common during the day... with
visitors four times more likely to be shopping
during the day (9am to 6pm) compared to the
evening (6pm to 12am). With that in mind,
overall shopping behaviour was lower in
Redfern compared with other precincts (15p.p.
lower than the index across all precincts), with
the high volume of commuter traffic in the
area, an opportunity exists to optimise the
shopping and retail offer in the area

Activities in the area (%)

Overall Index Day
(Diff)
Food 40 -14 44
Coffee/tea 33 -11 45
Bar/pub - 24 -2 19
Shopping 20 -15 31

Show friends/relatives

around 3 4 J

Event, business meeting or

7 -2 10
conference

Cultural attractions I 8 -2 8

Overnight stay I 3 -6 3

Night

35

20

30

10

Wed

39

38

20

18

10

Sat

41

27

29

22

10

10

Redfern

Inner

city

39

32

25

21

Syd*

37
35
19
17

11

14

Dom /
Intl**

61

46

39

25

11

18

Base: respondents interviewed in the Redfern area, n=536 (Index=2,119, Day=280, Night=256, Wednesday=281, Saturday=255, Inner city=388, *Greater Sydney=120,

**Domestic and International visitors=28 — low base, results indicative only)
Q3
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Overall satisfaction was lower than other precincts, driven
by some perceived safety concerns as well as limited Redfern
interactions with the F&B and retail offerings in the area

Satisfaction with key areas of the precinct experience (%)

% Completely satisfied (8-10 out of 10)

Satisfaction with overall experience Index Day Night Wed Sat |pper G. Dom+
(Diff) city Syd*  Intl**
Overall satisfaction® pAE] 8 32 55 -10 55 56 52 59 57 52 54
Satisfaction with key areas
= T The range of dining and 16 40 39 30 49 40 36 39
g food options 6 15 12 37 39 i
2 :
| P e
= The area is inviting and
g : cafe AP 12 32 44 -17 43 45 42 46 45 40 43
S
|
| .
Culture and entertainment
: in the area 12 2 6 17 37 26 -8 26 27 21 32 28 23 18
:
|
: The variety of shops 7 3 ) 16 40 25 -13 27 24 17 34 24 25 39
g
+~ | e ‘.
5 Ability to find your way
(o] 1 -
S around 5 19 73 2 73 74 73 74 78 63 50
=
G
§ ; HN/A M Not at all satisfied (0-2) m3-4 H5 m6-7 W Completely satisfied (8-10)

Base: respondents interviewed in the Redfern area, n=536 (Index=2,119, Day=280, Night=256, Wednesday=281, Saturday=255, Inner city=388, *Greater Sydney=120,
**Domestic and International visitors=28 — low base, results indicative only)
Q11, Q12 *N/A not asked for overall satisfaction

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green Ihd".:ates flgure I? Sllgnlf“.:antly higher than the expected value
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The range of shops and food options, as well as safety were
seen to be key building areas for the precinct

Shopping, dining and entertainment in
Redfern is recognised as key areas for
improvement... with relatively low satisfaction
outcomes across each of these aspects, visitors
suggested that a wider range and availability of
shops, and a more comprehensive F&B offering
could help improve their experiences in the
area. Improving the availability and awareness
of cafes and restaurants, as well as shops in
Redfern may be a key consideration for City of
Sydney going forward

Safety a key concern for some visitors... while
44% were strongly satisfied that the Redfern
area is inviting and safe, this outcome was
substantially lower than other precincts
(17p.p.lower than the index across all
precincts). For that reason, 17% of
respondents suggested that improving security
could be a key development area for the
precinct. It is important to note, this research
measures community perceptions, and should
not be treated as a definitive indicator of
security in the Redfern area. Those concerned
with safety in the area highlighted too many
scary or drunken people (73%) as their main
concern

Suggestions for improving the precinct experience (%)

Wider range and availability of shops
More food options
Improved entertainment & cultural offerings

Improved security/safety

Overall

32

21

19

17

More bars/beverage options - 11

Improved cleanliness - 10
More parking available - 10

More parks/green areas - 10

Improved transportation to/from . 8

Better value for money/cheaper . 5

Better signage/wayfinding . 5

Construction completion l 5

Index
(Diff)

+4
+3
0

+8

+4

Day

29

19

17

18

14

11

10

4

Night

36
24
21
16

16

6

Wed

34

24

20

19

14

12

Redfern

Sat

29

19

18

15

14

12

4

Inner city  G. Syd*

33

23

22

18

12

12

12

10

5

32

18

13

16

8

3

Dom +
Intl**

18

21

4

11

11

11

4

Base: respondents interviewed in the Redfern area, n=536 (Index=2,119, Day=280, Night=256, Wednesday=281, Saturday=255, Inner city=388, *Greater Sydney=120, **Domestic and International

visitors=28 — low base, results indicative only)
Q15
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The majority of visitors walk or take the train to and from Redfern
Redfern, this alternated between weekdays and weekends

Transportation to the precinct (%) Navigation of the area whilst in precinct (%)
Overall Index Day Night Wed Sat |pner G. Dom+ Overall Index Day Night Wed Sat Inner G. Dom+
(Diff) city Syd* Intl** (Diff) city Syd* Intl**
Walk 57 -4 61 52 43 72 60 48 50
Knowledge Ofatrzz 79 0| 79 79 |8 78| 8 72 32
Train 46 +25 44 48 57 35 40 68 39
Bus . 10 -6 11 9 12 7 9 14 14 Phone maps / apps 40 +8 41 38 39 40 34 48 82
Drive I 6 -7 7 5 5 7 4 10 11
Signage in the area I 8 +3 12 5 10 7 6 16 14
Taxi/Uber I 2 -1 2 3 2 2 2 2 14
Asked
. . friends/family for § 4 +1 3 6 3 6 4 5 4
Transportation from the precinct (%) directions
. Asked staff /
Overall Index Day Night Wed Sat j|nner G. Dom+ officials for | 2 +1 2 2 1 2 1 3 7
(Diff) city Syd* Intl** guidance
Walk - )
a 55 3 57 53 45 66 59 42 57 Prmtgd map / 1 0 1 0 0 1 0 1 7
guide book
Train 36 +18 38 34 41 31 26 69 36
Bus - 15 ) 14 16 20 10 15 16 18 Tour guide | O 0 1 0 0 0 0 0 7
Drive . 8 -5 11 6 8 9 7 13 4
: Base: respondents interviewed in the Redfern area, n=536 (Index=2,119, Day=280, Night=256, Wednesday=281, Saturday=255,
Taxi/Uber I 4 -2 2 6 4 4 4 2 18 Inner city=388, *Greater Sydney=120, **Domestic and International visitors=28 — low base, results indicative only)
Q4,Q5,Q14

indi i is signifi i nth X val
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Recommendations through social media or friends/family
were the key to finding out about things to do in the area

Methods of finding out about things to do (%)

Overall Index Day Night Wed Sat Inner G.Syd* Dom+
(Diff) city Intl**
Social media 67 +10 64 71 68 66 67 66 68
Recommended by friends,
family or work colleagues >3 +9 >4 >3 48 o8 >3 46 >4
Search engines _ 53 +5 56 48 54 51 52 53 64
Event websites - 15 +2 13 17 11 19 16 10 14
Other websites - 13 -2 15 11 14 12 14 9 14
City of Sydney website . 9 +1 13 6 12 7 11 7 0
Newspapers . 8 -1 10 5 8 7 7 10 4
Travel websites . 6 -2 9 3 6 6 6 6 14
TV programmes . 6 +1 9 4 6 7 7 4 7
Membership emails
(e.g. Opera House) l 6 1 > / 3 ? 6 3 /
Radiol 5 0 6 4 3 7 4 8 0
Tourist fiyers [ 4 2 5 3 2 7 5 3 4
Travel agents or tour guides ’ 0 0 0 0 0 0 0 0 4

Base: respondents interviewed in the Redfern area, n=536 (Index=2,119, Day=280, Night=256, Wednesday=281, Saturday=255, Inner city=388, *Greater Sydney=120,
**Domestic and International visitors=28 — low base, results indicative only)
D1

Green indicates figure is significantly higher than the expected value
EY Sweenev Red indicates figure is significantly lower than the expected value




GLEBE AND SURROUNDS

REDFERN AND SURROUNDS

SURRY HILLS AND SURROUNDS

INTERVIEW AREAS

GREEN SQUARE AND SURROUNDS

Surry Hills and surrounds area



Surry Hills attracts an eclectic mix of visitors and Sydney

locals

Surry Hills attracts a range of visitors
throughout the week... there were a broad mix
of different visitors in the Surry Hills area

significantly later into the evening amongst
people in the area between 9pm to 12am
(12%), suggesting the influence of weekday

Profile of visitors in the precinct (%)

Surry

Hills

throughout the week, with a relatively even responsibilities on these visitors who live Overall I(T)o,':}))( Day  Night  Wed Sat
gender mix (the proportion of females in the further away
area was 5p.p. higher than the index across all Male [N 53 - 20 22 26 20
other precincts). There was also a broad Female [N 47 +5 50 45 44 50
spread of people from different age groups and
socioeconomic backgrounds under 30 [ 45 -6 38 52 42 49
) N ) 3049 [ 338 +3 40 36 37 39

Younger people. more Illkely .to visit at n!g-ht... so+ I 17 43 29 1 21 13
attracted by a vibrant night life, half of visitors
after 6pm were under the age of 30 years.
Whilst in the day a greater proportion of older Inner city 70 -4 73 67 63 71
visitors are present — with 1 in 5 visitors over Greater Sydney [ 23 +3 20 25 24 21
50 years of age, double the proportion of night Domestic visitors [l 5 +1 4 4
time visitors International visitors I 3 0 4 4
Greater Sydney socialisers also more

. . N <ssok [ 29 -4 29 30 30 29
prevalent during the evenings... visitations by
greater Sydney visitors peaked at closeto 2 in 5 550K to $100K - 29 1 27 31 33 25
(38%) during 9pm to 12am on Saturdays when s1ook+ [N 28 +3 30 27 25 32
social or leisure purposes are more prominent. Refused [l 13 0 14 12 13 14
Interestingly, the next most common period for
these visitors is during 6pm to 9pm on Work in the immediate area [ NN 32 +3 36 28 34 30

Wednesdays where they account for a third of

Base: respondents interviewed in the Surry Hills area, n=533 (Index=2,119, Day=263, Night=270, Wednesday=263, Saturday=270).
Note: household income asked for residents in Australia only
S2,S3, S5, S6, D2

visitors (36%), however this proportion falls

Green indicates figure is significantly higher than the expected value
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The proportion who visit more than once per week was
marginally higher than other precincts, largely a result of
daytime visitors

Surry
Hills

Visitation frequency (%)

Surry Hills plays different roles
during the day and at night...

61

9 9 9
Overall ’ 5 1
I seeas D BN =
More than once Atleastoncea Once aweekto Everytwo weeks Lessthanoncea Thisis my first Don’t know /
a week week every two weeks to once a month month time in the area can’t say
Index (Diff) +6 0 -3 -3 -1 +1 0
Daytime 71 5 4 8 7 4 1
Night time 52 12 9 10 11 6 0
Wednesday 68 7 6 5 8 4 1
Saturday 55 10 7 12 10 6 0
Inner city 75 8 5 6 4 2 0
Greater Sydney 33 11 13 19 18 4 2
Domestic t&'lnternatlonal 15 10 0 5 32 37 )
visitors

Base: respondents interviewed in the Surry Hills area, n=533 (Index=2,119, Day=263, Night=270, Wednesday=263, Saturday=270, Inner city=372, Greater Sydney=120,
Domestic and International visitors=41)
Q2
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Social and leisure activities are key attractions to the area, Surry
particularly on the weekends and at night Hills

Leisure activities the main reason for visiting Strong differentiation in activities between Daytime visitors more likely to be on their Social offering more pronounced at night...
the area... with half of visitors to Surry Hillsand  day and night in Surry Hills... whilst social or own... with 7 in 10 daytime visitors in the area with 6 in 10 night time visitors visiting for this
the surrounding area indicating they were leisure is consistently the leading reason for by themselves. Along with this, daytime visitors ~ purpose. These visitors were more likely to be
there for this purpose (11p.p. higher than the visiting, this was particularly high during nights were less likely to be engaged in social or accompanied by their friends, highlighting the
index across all precincts) — significantly higher and weekends. Alternatively, during the leisure purposes and more likely to just be strong social component of nightlife in the
than other reasons, such as of passing through, daytime there was a greater focus on doing passing through, on business or shopping precinct

business, and shopping which were mentioned business and shopping — highlighting potential

by less than 1 in 5 visitors respectively to promote or extend shopping opportunities

in to the evening

Main reasons for visiting (%) Company in the precinct (%)
Overall Index Day Night Wed Sat Inner G. Dom+ Overall Index Day Night Wed Sat Inner G. Dom+
(Diff) city Syd* Intl** (Diff) city Syd* Intl**
Social / leisure 49 +11 35 63 38 60 48 54 39 On my own 56 -1 70 43 66 47 60 48 51
passing through  [JJJJJ 29 5 | 22 15 | 22 16| 22 10 17 Friends 29 +6 | 14 43 | 18 40 | 27 36 24
Business . 14 +4 20 9 19 10 11 23 20 Spouse / partner I 9 -3 8 10 9 9 7 13 17
Shopping . 13 -7 22 4 11 14 14 8 10 Other family members I 3 0 4 3 2 5 3 3 10
Appointment I 4 *2 6 3 6 2 3 / > Children (<15 years) 2 0 4 1 2 3 3 2 0
Sightseeing | 3 0 4 2 2 4 2 1 22
Work colleagues | 2 0 2 2 3 1 2 1 5
Catch public transport I 3 -5 3 3 4 1 3 2 5
Clients | 0 o/ 1 o1 o] o0 1 2
Base: respondents interviewed in the Surry Hills area, n=533 (Index=2,119, Day=263, Night=270, Wednesday=263, Saturday=270, Inner Tour 0 0 0 0 0 0 0 0 0
city=372, *Greater Sydney=120, **Domestic and International visitors=41)
Q1, Q6
© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green indicates ﬂgure is Signiﬂcantly higher than the eXpeCted value
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Indicative spend was substantially higher than the index,
driven by night time activities

120
100
80
60
40
20

120
100
80
60
40
20

Average total spend in the area by time of day —
Day of week ($)

TN

9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am

=@ \\/ednesday Saturday

Average total spend in the area by time of day —
Time spent in the area ($)

,\\././

9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am

@@= | 55 than 3 hours More than 3 hours

pend in the a,ea (S).

;‘\ <
' $62

Average total spend
inthe area
(Index $49)

S73

Night time

S51

Day time

S55 || $76

G. Sydney Dom + Intl
visitors* visitors**

Inner city
residents

Surry
Hills

Time of day a key factor behind spending
behaviours... with visitors during the day
spending an indicative $51 on average
(compared to $73 in the evening). Lower
spending outcomes throughout the day
were largely a result of having a number of
people just pass through the area ($48 on
average). In contrast, day time visitors who
were shopping had notably higher
indicative spend ($77). Comparatively,
night time social life related activities
recorded higher spend e.g. those in the
area for social or leisure purposes ($80)

Socialisers and shoppers recorded higher
spend outcomes overall... for example
visitors who visited a bar or pub had an
indicative average spend of $92, while
those who browsed or bought from shops
had an indicative spend of $104. By
comparison, those who bought a coffee or
tea had lower indicative spend of $79

Base: respondents interviewed in the Surry Hills area, n=533 (Index=2,119, Day=263, Night=270, Wednesday=263, Saturday=270, Inner city=372, *Greater Sydney=120,
**Domestic and International visitors=41). Note: where indicative spend was >51,500, these figures have been removed from the analysis

Q8, Q10

EY Sweeney
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Surry

F&B a key attraction for Surry Hills, led by iconic Hill
ills

restaurants, pubs and cafés featured along Crown St

Saturdays the peak for food and beverage... Activities in the area (%)

with visitors in the area on a Saturday

significantly more likely to have food (73%) or Overall Index Day Night Wed Sat Inner G. Dom /
drinks (56%) than people in the area on a (Diff) city Syd* Intl**
weekday (56% and 45% respectively ). This

highlights the area’s strong café and dining Food 64  +11 68 60 56 73 63 69 56

culture, but could also suggest an area for
development during the week

Coffee/tea 51 +6 67 35 45 56 52 48 41
Visitors less likely to undertake activities on
weekdays as the day wears on... during the Bar/pub 44 +18 34 54 a1 47 45 43 a4
week people in the area engage in a range of
activities during the day, particularly from 9am
to 3pm — this included: food (64%), coffee/tea Shopping 34 -1 52 17 35 33 38 25 27
(61%), shopping (59%). This behaviour softens

substantially throughout the day however Event, business meeting or

17 +7 21 13 14 19 15 21 22
conference

Males more likely to visit a bar/pub in the

area... with half of male visitors in the area Show friends/relatives . 15

+2 15 15 13 17 17 14 0
indicating this was part of their plans, around
compared to females where only 38% indicate
their intention to visit a bar/pub whilst in Surry Overnight stay 14 +6 18 11 17 12 15 4 37
Hills or the surrounding areas
Cultural attractions l 14 +4 20 8 12 16 15 12 12

Base: respondents interviewed in the Surry Hills area, n=533 (Index=2,119, Day=263, Night=270, Wednesday=263, Saturday=270, Inner city=372, *Greater Sydney=120,
**Domestic and International visitors=41)
Q3

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green ”"‘dl.cates f'gure |? Sl'gnlflgantly higher than the expected value
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Surry

Overall, satisfaction was positive — particularly for F&B and Hill
ills

cultural offerings in the area

Satisfaction with key areas of the precinct experience (%)

% Completely satisfied (8-10 out of 10)

Satisfaction with overall experience Index Day Night Wed Sat |pper G. Dom+
(Diff) city Syd*  Intl**
Overall satisfaction® PARNS) 25 67 +2 69 66 67 68 68 68 61
Satisfaction with key areas
4 -
g Therange of dining and PR 20 74 a9 | 77 70 | 70 77 | 75 71 73
£ | food options
§ i
S L
S The area is inviting and 2 6 27 63 2 63 64 61 66 65 62 54
S 1 safe
S
|
| .
, Culture and entgrtalnment 6 4 5 6 33 46 +12 45 47 40 51 48 46 32
: in the area
1
|
: The variety of shops S 38 46 +8 49 43 46 46 48 41 39
g
£ ™ .
g | Ability to find your way - /i 20 75 0 78 72 | 718 72 | 8 58 59
£ : around
G
§ ; HN/A M Not at all satisfied (0-2) m3-4 H5 m6-7 W Completely satisfied (8-10)

Base: respondents interviewed in the Surry Hills area, n=533 (Index=2,119, Day=263, Night=270, Wednesday=263, Saturday=270, Inner city=372, Greater Sydney=120,
Domestic and International visitors=41)
Q11, Q12 *N/A not asked for overall satisfaction

© 2017 Ernst & Young. All Rights Reserved. Liability limited by a scheme approved under Professional Standards Legislation Green Ihd".:ates flgure I? Sllgnlf“.:antly higher than the expected value
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Surry
Construction in the area a consideration for some Hills

Construction the most commonly suggested

Suggestions for improving the precinct experience (%)
area for improvement... at the time of

interviewing (Oct 2017) construction work in Overall Index Day Night Wed Sat Inner city  G. Syd* Dom +
the Surry Hills area for the Sydney Light Rail (Diff) Intl**
network was disrupting visitors, particularly Construction completion 20 +9 21 19 21 19 21 20 7
amongst local Sydneysiders (21%) who were
more likely to be regular visitors and frequent Wider range and availability of shops - 19 -9 19 18 24 14 19 21 15
the area multiple times a week

Improved entertainment & cultural offerings - 17 -2 14 20 18 15 17 14 20

Shopping, entertainment and cultural
offerings also suggested for improvement...

=
w
+

N

More parking available 12 14 13 13 12 17 15

with close to 1 in 5 visitors to the area citin
. . . . J Better value for money/cheaper - 13 +5 6 19 13 12 12 13 17
this as an opportunity to improve the visitor
experience, particularly amongst weekday More food options - 1 8 3 14 14 9 11 13 7
visitors. With that in mind, the focus on this
area was comparatively low compared to other More bars/beverage options - 11 0 5 17 13 9 13 8 2
precincts, 9p.p. below the index
Improved transportation to/from - 10 -1 11 9 10 10 10 11 5
Wayfinding a greater concern for domestic
and international visitors... with 15% More parks/green areas - 10 +1 10 10 11 9 11 8 7
suggesting better signage or wayfinding could '
improve their experience — three-times more Improved security/safety - 9 0 10 8 11 / 9 9 >
likely to be suggested by these visitors than Improved cleanliness . 8 +1 6 10 3 3 9 7 5
locals (5%)
Better signage/wayfinding . 6 +2 6 6 8 4 4 10 15
Base: respondents interviewed in the Surry Hills area, n=533 (Index=2,119, Day=263, Night=270, Wednesday=263, Saturday=270, Inner city=372, Greater Sydney=120, Domestic and International
visitors=41)
Q15
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Walking is the most common method of transportation to or from Surry Surry
Hills, potentially driven by proximity to major rail and bus interchanges Hills

Transportation to the precinct (%) Navigation of the area whilst in precinct (%)
Overall Index Day Night Wed Sat |nner G. Dom+ Index Day Night Wed Sat |nner G. Dom+
(Diff) city  Syd* Intl** (Diff) city Syd* Intl**
Walk 62 +1 68 56 63 60 73 28 51
Knowledge Ofatrz: 77 -2 | 76 77 | 79 74 | 8 61 37
Bus - 17 +1 16 18 18 16 15 26 15
Train - 17 -4 15 18 15 19 9 43 10 Phone maps / apps . 31 -1 31 31 27 34 20 50 71
Drive . 11 -2 12 10 12 11 8 23 10
) Signage inthearea | 5 -1 5 4 6 3 2 8 17
Taxi/Uber . 7 +3 3 11 6 9 6 6 17 I
Asked
. . friends/family for | 2 -1 2 3 2 3 2 3 2
Transportation from the precinct (%) directions
Overall Index Day Night Wed Sat ipner G. Dom+ Printed ”;apﬁ 1 ol o 212 ol o 2 10
(Diff) city  Syd* Intl** guideboo
Asked staff /
Walk
2 58 0 | 68 49 | 60 56 | 69 28 46 officials for | 1 o | 1 1 20 12 2
Train - 18 0 16 19 | 16 20 | 10 43 7 guidance
Bus - 15 ) 14 16 14 16 12 24 17 Tour guide 0 0 0 0 0 0 0 0 0
Drive . 12 -1 13 11 13 11 8 25 7
Taxi/Uber . 11 Base: respondents interviewed in the Surry Hills area, n=533 (Index=2,119, Day=263, Night=270, Wednesday=263,
+5 4 17 8 13 11 6 20 Saturday=270, Inner city=372, Greater Sydney=120, Domestic and International visitors=41)
Q4,Qs5, Q14

nindi figure is significantly higher than the ex val
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Social media and recommendations are crucial for people
when finding things to do in the area

Methods of finding out about things to do (%)

Index . Inner « Dom+
Overall (Diff) Day Night Wed Sat city G. Syd Intl**
Social media 57 0 56 58 49 65 57 60 51
Recommended by friends, 46 +2 44 49 49 44 47 49 29
family or work colleagues
Search engines 46 -2 41 50 48 44 46 43 51
Other websites - 19 +4 25 14 20 19 20 17 24
Event websites . 12 -1 12 13 12 13 13 11 10
Newspapers . 12 +4 17 7 17 7 13 11 10
Travel websites . 10 +1 8 11 11 8 7 13 20
City of Sydney website . 9 0 10 8 11 6 8 9 12
TV programmes . 8 +2 11 5 8 7 8 8 2
Radio I 6 +1 6 6 5 7 6 6 5
Membership emails I 5 0 6 3 7 o 5 4 5
(e.g. Opera House)
Tourist flyers I 2 0 2 3 2 3 2 1 10
Travel agents or tour guides | 1 0 0 1 1 0 0 0 7

Base: respondents interviewed in the Surry Hills area, n=533 (Index=2,119, Day=263, Night=270, Wednesday=263, Saturday=270, Inner city=372, Greater Sydney=120,
Domestic and International visitors=41)
D1

Green indicates figure is significantly higher than the expected value
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GLEBE AND SURROUNDS

REDFERN AND SURROUNDS

SURRY HILLS AND SURROUNDS
“INTERVIEW AREAS

GREEN SQUARE AND
SURROUNDS

Green Square and surrounds area



Green Square is a hub for younger people, particularly in

the evenings

In the evenings, Green Square area skewed
heavily towards younger people... overall,
Green Square is a relatively young area — with
the proportion of people in the area under the
age of 30, 8p.p. higher than the average across
all additional precincts. This skew was driven
largely as a result of evening activities, with the
proportion increasing significantly from 50%,
during the day, to 68% after 6pm. In contrast,
14% of people in the area during the day were
aged 50+, this decreased significantly to 6%
after 6pm

Weekends more likely to attract visitors from
across the city... with the proportion of greater
Sydney residents increasing significantly from
13% during the week, to almost 1 in 4 on
Saturdays. Interestingly, international visitors
decreased from 7% during the week to only 2%
on the weekends

Visitation frequency significantly higher
amongst locals... with 8 in 10 inner city
residents indicating they visit Green Square
more than once a week. Visitation frequency
was also very high amongst visitors to the area,
with around half of Greater Sydney residents

and around 1 in 3 domestic/international
visitors visiting Green Square more than once a
week. This is the highest proportion of any
precinct tested in either wave of research.
Going forward, it may be interesting to look at
additional research with these visitors to
understand the drivers behind their visitation
outcomes

Male

Green
Square

Profile of visitors in the precinct (%)

Index
Overall (Diff) Day
62 +4 62

Female [N 338 -4 38

Under 30 59 +8 50

3049 I 31 -4 36

so+ ] 10 -4 14

Inner city 74 O 75

Greater Sydney [l 18 -1 18

Domestic visitors I 3 0 3
International visitors I 5 +1

<ssok [ 30 -3 28

$50K to 100k I 30 +2 34

s100¢+ I 29 +3 29

Refused - 11 -2 9

Work in the immediate area | NN 26 -3 25

Base: respondents interviewed in the Green Square area, n=522 (Index=2,119, Day=259, Night=263, Wednesday=262,

Saturday=260). Note: household income asked for residents in Australia only

S2,53, 55,56, D2

Night

62
38

68
26
6

73
19

33
26
28
13

27

Wed

61
39

59
31
10

77
13

25
30
33
12

26

Sat

63
37

59
31
10

70
23

35
29
25
11

26
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Green
Square

Visitation frequency heavily skewed towards regulars in the
area more than once a week

Visitation frequency (%) .
Green Square acts as a shopping

1 destination for many visitors...

11 cA)
- _—— i &8 1S
More than once Atleastoncea Once aweekto Everytwo weeks Lessthanoncea Thisis my first Don’t know /
a week week every two weeks to once a month month time in the area can’t say

Index (Diff) -4 -2 +1 +2 +2 +1 0
Day time 68 12 3 4 8 5 0
Night time 75 10 4 4 3 5 0
Wednesday 74 9 3 5 4 5 0
Saturday 68 12 4 3 7 5 0
Inner city 79 10 4 2 3 2 0
Greater Sydney 56 17 1 8 13 5 0
Domestic & international 36 2 0 14 17 31 0

visitors

Base: respondents interviewed in the Green Square area, n=522 (Index=2,119, Day=259, Night=263, Wednesday=262, Saturday=260, Inner city=385, Greater Sydney=95,
Domestic and International visitors=42)
Q2
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Shopping is a key attraction of Green Square for inner city

residents

Shopping prevalent across both day and night
time visitors... the most commonly cited
purpose for being in the area, particularly
during the evening. The established East Village
Shopping Centre along with the recent
introductions of a major supermarket chain to
the area contributing to these outcomes

Social and leisure a consistent drawcard... with
these activities the main purpose for 1in 4
people in the area during both the day and
night. These visitors dine while in the area —
with 2 in 3 enjoying the dining options
available, and around 3 in 5 having beverages.
Half of these visitors were accompanied by
their friends during their time in the area

Main reasons for visiting (%)

Overall
(Diff)
Shopping 38 +18
Social / leisure - 28 -10
Passing through . 12 -11
Business l 9 -2
Sightseeing I 3 0
Catch public transport I 2 -6
Appointment | 2 -1

Base: respondents interviewed in the Green Square area, n=522 (Index=2,119, Day=259, Night=263, Wednesday=262, Saturday=260,

Index Day Night Wed Sat

Inner G. Dom+
city Syd* Intl**

34 42 37 39 43 14 43
27 28 22 33 21 51 38
12 12 13 10 13 9 7

11 6 7 10 6 20 7

Inner city=385, *Greater Sydney=95, **Domestic and International visitors=42)

Q1, Q6

Shopping activities undertaken on their own...

whilst commonly a social activity, 3 in 5 visitors
to the area shop by themselves — this is
particularly the case for weekday visitors (66%)
compared to the weekend (51%). This suggests
visits were part of regular routines rather than
casual social occasions, and they were also
more likely to be inner city locals (84%)

Green
Square

Green Square visitors more likely to be with a
spouse or partner... with 17% accompanied by
their significant other — 5p.p. higher than the
index across all precincts

Company in the precinct (%)

Overall Index Day Night Wed Sat Inner G. Dom+
(Diff) city Syd* Intl**
On my own 51 -7 54 48 56 45 55 39 36
Friends - 23 -1 16 29 19 27 18 37 33
Spouse / partner . 17 +5 17 18 14 21 19 11 19
Other family members I 5 +1 5 5 4 5 4 5 12
Work colleagues I 3 +1 4 2 3 3 3 6 0
Children (<15 years) | 3 o |5 1,4 2|3 4 0
Clients 0 0 0 0 0 0 0 0 0
Tour 0 0 0 0 0 0 0 0 0

EY Sweeney
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Average indicative spend driven by visitors in the area on

the weekend

Average total spend in the area by time of day —

Day of week ($)
120
100
80
60
40 /\/
20
0
9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am
=@ \\/ednesday Saturday
Average total spend in the area by time of day —
Time spent in the area ($)

120

100

80

20

0

9am to 3pm 3pm to 6pm 6pm to 9pm 9pm to 12am

@@= | 55 than 3 hours More than 3 hours

$49

Inner city G. Sydney Dom + Intl
residents visitors* visitors**

Average total spend
inthe area
(Index $49)

Saturday

Green
Square

Spending highest on the weekends... with
an average total spend of $58 on Saturdays
compared to $41 on Wednesdays

Social activities translated in to higher
indicative spend... for example people who
visited a bar or pub were more likely to
record higher indicative spend ($86)
compared to people who bought coffee or
tea in the area ($49). Visitors who were
accompanied by family were also more
likely to spend more. For example, people
with their partner, children or other family
members recorded an average indicative
spend of $64, by comparison those who
were on their own ($44) or with friends
($53) recorded lower indicative spend
levels overall

Base: respondents interviewed in the Green Square area, n=522 (Index=2,119, Day=259, Night=263, Wednesday=262, Saturday=260, Inner city=385, *Greater Sydney=95,
**Domestic and International visitors=42). Note: where indicative spend was >51,500, these figures have been removed from the analysis
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Shopping a key differentiator for people in the Green Green
Square area Square

Visitors more likely to be shopping in Green

Activities in the area (%)
Square compared to other precincts... with

almost half of all visitors going shopping in the Overall Index Day Night Wed Sat Inner G. Dom /
area — 12p.p. higher than the average across all (Diff) city Syd* Intl**
precincts. Interestingly, this was consistent

across both the day and the evening — Food 53 0 54 52 59 48 50 62 69

reflecting the availability of the shopping
centre during the day and a major supermarket
chain in the area facilitating grocery shopping
both during the day and at night

Coffee/tea 50 +6 61 39 57 43 49 56 48

Shopping 46 +12 44 48 45 48 48 39 48
Coffee/tea also more prevalent in the Green

Square town centre... with half of the people in Show friends/relatives

the precinct engaging in this activity, and around . 18 +5 15 21 24 11 17 16 24
peaking during 9am to 3pm on weekdays

where 4 in 5 visitors in the area enjoy a cup. .

Bar/pub 16 -10 14 19 19 13 18 11 17
This was higher than daytime Saturday visitors, /p
where two-thirds of visitors had a cup of
tea/coffee during 9am to 3pm (67% compared Overnight stay I 11 +2 9 13 19 3 12 2 21
to 82% on weekdays)
Event, business meeting or I 5 5 5 6 6 4 5 4 5
conference
Cultural attractions I 4 -5 5 3 7 2 4 3 5

Base: respondents interviewed in the Green Square area, n=522 (Index=2,119, Day=259, Night=263, Wednesday=262, Saturday=260, Inner city=385, *Greater Sydney=95,
**Domestic and International visitors=42)
Q3
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Green

Green Square seen to be a highly safe area, but F&B and
Square

culture could be optimised

Satisfaction with key areas of the precinct experience (%)

% Completely satisfied (8-10 out of 10)

Satisfaction with overall experience Index Day Night Wed Sat |pper G. Dom+
(Diff) city  Syd*  Intl**
Overall satisfaction® i 30 64 -1 62 67 63 66 64 67 62
Satisfaction with key areas
= 4 The range of dining and
s | . 2 5 10 12 37 35 -20 32 37 36 34 32 44 36
£ | food options
S
£ The area is inviting and
R 12 3 20 75 +14 75 75 77 72 75 68 88
o I safe
S
|
| .
| Cultureand entertainment gy 17 16 16 24 20 14 | 18 2 | 23 17 | 19 26 14
: in the area
1
|
: The variety of shops 1] 11 16 37 30 -8 26 33 30 30 26 39 40
g
£ A N
g | Ability to find your way - [CF i 20 71 4 | 69 74 | 74 69 | 73 68 62
£ : around
G
§ ; HN/A M Not at all satisfied (0-2) m3-4 H5 m6-7 W Completely satisfied (8-10)

Base: respondents interviewed in the Green Square area, n=522 (Index=2,119, Day=259, Night=263, Wednesday=262, Saturday=260, Inner city=385, *Greater Sydney=95,
**Domestic and International visitors=42)
Q11, Q12 *N/A not asked for overall satisfaction
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The range and availability of shops, food options and
cultural offerings were seen to be key focal points for
improvement

Green
Square

Shopping the most highly cited suggestion for

Suggestions for improving the precinct experience (%)
improving the area... while shopping was the

main reason for visiting, many suggested this as Overall Index Day Night Wed Sat Inner city  G. Syd* Dom +
an area for improving experiences in the (Diff) Intl**
precinct with 2 in 5 visitors suggesting this Wider range and availability of shops 43 +15 40 47 45 42 45 31 55
change (15p.p. higher than the index across all
precincts) More food options 32 +13 32 31 33 30 35 18 33
F&B and culture also seen to be key building Improved entertainment & cultural offerings 25 +6 24 27 26 25 29 17 10
areas as well... with 1 in 3 suggesting more . ‘
food options (13p.p. higher than the index Construction completion 17 +7 22 13 13 22 21 7 7
r h precin nd1lin4 in
ac Os,s both precincts) .a d1in 4 suggesting More bars/beverage options 15 +4 12 17 16 13 16 9 14
that improved entertainment and cultural
offerings (6p.p.) are key opportunities for Improved transportation to/from - 11 +1 14 8 13 10 11 13 10
developing the area
More parking available - 11 -1 15 6 10 11 11 11 2
More parks/green areas . 8 -1 9 8 8 9 9 5 10
Better value for money/cheaper l 5 -3 6 5 5 5 6 5 2
Improved security/safety I 3 -6 2 4 3 3 3 3 0
Improved cleanliness I 3 -4 4 2 3 3 4 0 2
Better signage/wayfinding I 3 -1 5 2 2 4 2 6 2

Base: respondents interviewed in the Green Square area, n=522 (Index=2,119, Day=259, Night=263, Wednesday=262, Saturday=260, Inner city=385, *Greater Sydney=95, **Domestic and
International visitors=42)

Q15

Green indicates figure is significantly higher than the expected value
Red indicates figure is significantly lower than the expected value
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People are familiar with the area, with 4 in 5 saying they Green

: . . Square
used their knowledge of the area to find their way around q
Transportation to the precinct (%) Navigation of the area whilst in precinct (%)
Overall Index Day Night Wed Sat |nner G. Dom+ Overall Index Day Night Wed Sat |nner G. Dom+
(Diff) city  Syd* Intl** (Diff) city Syd* Intl**
Walk 59 -1 54 64 59 60 66 33 57
Knowledge 01;:22 80 +2 | 76 8 | 79 8 | 8 63 50
Drive - 20 +7 26 14 14 26 15 39 19
Train - 14 -7 17 10 16 11 10 25 21 Phone maps / apps . 24 -8 26 21 22 25 18 40 38
Bus . 11 5 | 10 11 | 13 9 g8 21 10 Asked
friends/family for §§ 5 +1 5 5 6 4 2 9 19
Cycle I 4q +2 3 5 4 3 5 2 0 directions
. Signage inthe area || 3 -2 3 3 2 4 2 4 10
Transportation from the precinct (%)
Asked staff /
Overall Index Day Night Wed Sat jnner G. Dom+ officials for | 1 0 1 1 0 1 0 2 2
(Diff) city Syd* Intl** guidance
Walk i
a 59 +1 56 63 60 58 66 31 57 Prlntgd map / 0 0 0 0 1 0 0 0 2
guide book
Drive - 20 +7 27 14 15 25 15 39 24
Train . 11 -6 15 8 12 11 7 25 19 Tourguide 0 0 0 0 0 0 0 0 0
Bus . 11 -7 12 10 12 10 8 22 7
Base: respondents interviewed in the Green Square area, n=522 (Index=2,119, Day=259, Night=263, Wednesday=262,
Cycle I 4 2 2 5 4 3 4 2 0 Saturday=260, Inner city=385, *Greater Sydney=95, **Domestic and International visitors=42)
Q4,Q5,Q14

nindi figure is significantly higher than the ex val
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Social media and online searches the main methods of
finding out about things to do in Green Square

Methods of finding out about things to do (%)

Wik

Overall Index Day Night Wed Sat Inner G.Syd* Dom+
(Diff) city Intl**
Social media 49 -8 49 48 49 49 50 49 40
Search engines 47 -1 44 49 44 50 46 46 50 e
Reco.mmended by friends, _ 37 7 38 37 37 38 37 38 43
family or work colleagues
Other websites - 14 1 14 15 18 11 16 8 14
Event websites . 9 -4 11 8 9 10 10 8 0
Travel websites . 7 -1 6 9 8 7 8 7 5
BN
City of Sydney website . 7 -1 10 5 7 8 9 4 2
Newspapers I 5 -3 7 3 4 6 6 3 2
- e
Radio I 5 0 5 4 5 5 6 0 2 —
Membership emails
(e.g. Opera House) I 4 -1 > 3 6 2 > 0 2
TV programmes I 3 3 3 2 4 1 2 4 2
Tourist flyers | 1 -2 1 1 1 1 0 1 7
Travel agents or tour guides 0 0 0 0 0 0 0 0 0 2 - =

Base: respondents interviewed in the Green Square area, n=522 (Index=2,119, Day=259, Night=263, Wednesday=262, Saturday=260, Inner city=385, *Greater
Sydney=95, **Domestic and International visitors=42)
D1

Green indicates figure is significantly higher than the expected value
EY Sweenev Red indicates figure is significantly lower than the expected value
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Thought starters for businesses in the City of Sydney...

1. Shopping, F&B and entertainment
offerings consistently seen to be
potential optimisation points

Across most precincts and visitor groups, these three
areas were seen to have the greatest potential to
improve visitor experiences (particularly amongst
inner city residents). The proportion who would like
to see more shops open, and entertainment
offerings available also increased marginally after
6pm, potentially suggesting that businesses could
consider extending their operating hours across the
city. However, businesses will need to carefully
consider the costs/benefits associated with
extending operating hours to understand if a
positive return on investment could be achieved

Consider undertaking pilots in key areas
of the city to better understand if
extended trading hours has a positive
net effect for businesses, the precincts in
general and visitor experiences

2. An integrated but diverse online
presence may provide the most cost-
effective direct-line to consumers

When asked what methods they use to find out
about things to do in Sydney, three-quarters said
they use online channels — highlighting the critical
value of maintaining a well-established online
presence. With that in mind, different visitor groups
utilise a range of online channels. For example,
more than half of Sydney residents use social media,
while only 1 in 3 domestic or international visitors
do so. In contrast, 2 in 5 international visitors use
search engines and 3 in 10 use travel websites
(significantly higher than other visitors types)

Consider offering tips to local businesses
to help them improve their online and
social media presence — also determine
whether COS can further promote
precincts and activities online to raise
awareness and footfall

3. Critical to leverage recommendations
by offering great visitor experiences

Along with online channels, word-of-mouth is a
critical channel for businesses to consider — with half
indicating recommendations are a key way of finding
out about things to do in Sydney (this was relatively
consistent across all visitor types).

To build recommendations, it is critical to provide
visitors/consumers with exceptional experiences.
From a precinct perspective, maintaining already
positive wayfinding strategies and a feeling of safety
are critical. At a business level, delivering compelling
and interesting offers to consumers as well as
driving cultural experiences is also important

Consider innovative and cost-effective
methods for building the cultural feel of
different areas (e.g. entertainment,
community events, etc.) and also cost
effectively promoting activities to
encourage attendance

EY Sweeney
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Precinct questionnaire

| SECTION 1: SHIFT INFORMATION

HQ - indicates a hidden guestion (i.e. not shown to respondents)

SECTION 2: INTERVIEW INFORMATION

TERMINATE AT END OF SCREENER

51, RECORD AUTOMATICALLY —
PRECODE TIME OF INTERVIEW
FORMAT: HH:MM:SS
52, INTERVIEWER TO COMPLETE -
RECORD GENDER Male oo
Female o 02
S3. Can you please tell me the location of your | |, the inner city area o 00
main residence?
In the greater Sydney area (o1} |
Flease select one response only. In NSW, outside of Sydney O 02
In another Australian state o 03
INTERVIEWER: DO NOT READ OUT ) ,
Outside of Australia o 04
I'd prefer not to answer TERMINATE © 89
ASK IF 53=0-3
54, Can tell me the postcode of your main
add,gs;‘? = | don’t know my postcode O B9

INTERVIEWER: TYPE IN

HQE.  INTERVIEWER TO COMPLETE AT
CBD north area (For example, the area north of Hunter Strast to
START OF SURVEY - PRECINCT Circular Quay through to The Rocks) o 01
CBED cantre area (For example, the area south of Hunter Street
o Park Strest and weet to King Street wharf - including Wymiyard
and King St Wharf) O 02
CEBD south ares (For exampls, the area south of Park Street to
Hay Streat & Haymarket - incheding Town Hall and World
Squara) O 03
Potts Point area (For examiples, the Kings Cross area and
surrounds) O D4
Owifiord 5t and surrounds ares O 05
Mewtown and surrounds ares o 06
Pyrmont and sumounds area o a7
Glebe and surrounds ares o 08
Redfem and surmounds area o 0a
Surry Hills and surrounds ares o 10
Green Square and swmounds area o 11
HOT7. RECORD AUTOMATICALLY -
LOCATION WITHIN PRECINCT
CAN BE UPDATED IF RELOCATE
HOd. RECORD AUTOMATICALLY — DAY OF
EW Wednesday o m
Saturdsy O 02
HQ8. RECORD AUTOMATICALLY — PRECODE
DATE OF INTERVIEW
FORMAT: DO/MMMY Y YY
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Precinct questionnaire

S5, Approximately, how old are you?

SECTION 3: REASONS FOR VISIT

Under 15 years of age TERMINATE © 01

Please select one response only. 1539 o 02

20-29 O 03

INTERVIEWER: PROMPT IF 30-39 O 04
NECESSARY

40-49 O 05

50-59 o 08

60-69 o o7

70-79 O 08

B0 or older © 08

Refused TERMINATE © 99

S6. Do you work in the [INSERT HQ1]? Yes o o1

Please select one response only. No D02

Don't know/unsure 0 03

Qi. Can you tell me the main reason you are N N :
visiling here foday/lonight? Just passing through on your way to another location O 01
Here to catch public transport O 02
Please select all that apply. Here for social or leisure purposes (e.q. entertainment
tourism, eating, coffee, shopping, etc.) O 03
INTERVIEWER: PROMPT IF Here doing shopping O 04
NECESSARY
Just doing some sightseeing O 05
Here for an appointment (e.g. a medical appointment) 0O 06
Here for business purposes (e.q. conference) O o7
Other 0O 93
Don’t know/prefer not to say O 99
Q2. How often do you visit the [INSERT HQ1J? | Tp;s i my first time in the area 0 00
Please select one response only. More than once a week o m
At least once a week o 02
INTERVIEWER: DO NOT PROMPT Between once a week and every two weeks O 03
Every two weeks to once a month o 04
Less than once a month O 05
Don’t know/can't say (o]
Q3. Have you done, or are you planning to do N
any of the following while you are here? | Du/dfink coffee ortea - 00
Buy food from a restaurant or cafe in the area O 02
Please select all that apply. Visit a bar or pub O 03
Show friends or relatives around the area O 04

INTERVIEWER: READ QUT

Stay ovemnight in the precinct (e.q. hotel, AirBMNB. etc.) 0O 05
Browse or buy from shops (e.q. for clothes. souvenirs O 06

Attended an event, business meeting or conference O o7
Viewed/listened to cultural attractions in the area

(e.g. live music, performances, etc.) O 08
Mone of these O 93
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Precinct questionnaire

Q4. How did you get to the area today/tonight?

Walked a o1
Please select all that apply. Cycled D 02
Arrived via car (not taxi, Uber or other commercial car) 0O 03
INTERVIEWER: PROMPT IF REQUIRED 1.y o o4
/SHOW LIST ON TABLET
Uber = or other ride sharing service O 05
Motorbike 0 08
Bus a o7
Train 0 o8
Light rail 0 09
Ferry O 10
Other a 90
| can't remember O 98
Refuse < 99
Qs. Jtﬂgéda :g:nglrl‘llt;ou leave the area Walk o oi
Cycle O o2
Please select all that apply. Via car (not taxi, Uber or other commercial car) O o3
Taxi O o4
INTERVIEWER: PROMPT IF REQUIRED ) ) )
ISHOW LIST ON TABLET Uber — or other ride sharing service a 05
Motorbike O 08
Bus a o7
Train a o8
Light rail ]
Ferry a 10
Other 0 90
| can't rermember O 98
Refuse O 99

Q6.  Who are you here with today/tonight? | am here on my own o 01
Please select all that apply. With a spouse or partner 0 o2
With children (14 years or younger) 0O 03
INTERVIEWER: PROMPT IF Here with other family members O 04
NECESSARY
With friends 005
PROGRAMMER: Ensure code 00 “On my With a tour/tour group a s
Sl With clients o o7
With work colleagues 0O 08
Q7.  Approximately how long will you spend in i
the area todayftonight? O-less than 1 hour om
1-less than 2 hours o 02
Please select one response only. 2-less than 3 hours o 03
3-less than 4 hours O 04
INTERVIEWER: DO NOT PROMPT
4-less than 5 hours O 05
5-less than 6 hours O 06
6+ hours o o7
Don't know O 89

EY Sweeney
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Precinct questionnaire

| SECTION 4: SPEND

SECTION 5: SATISFACTION WITH VISIT

Q8. How much have you spent while in the area ¢
todayftonight (in Australian dollars)?

Please select one response only.

INTERVIEWER: DO NOT PROMPT

Refused < 99
INTERVIEWER: RECORD AMOUNT IN
WHOLE AUSTRALIAN DOLLARS, IF
NOTHING, RECORD %0
ASK IF Q8 NOT REFUSED Yes o 01
Q8. s that the total amount you intend to spend
in the area today? No © 02
Unsure o 99

Q11. On a scale of 0 to 10, how would you rate
your experience in the area today/tonight
where ‘0’ means not at all satisfied and ‘10’
means extremely satisfied?

— Not at all satisfied 00
01
02
03
04
05
08
07
08
09
10

Please select one response only.

©®~ND SN s O
OO0 O0OO0OO0OO0OO0OO0OO0OO0O0

10 - Extremely satisfied

ASK IF @9=2

Q10. How much more do you think you will
spend in the area today/tonight?

INTERVIEWER: RECORD AMOUNT IN
WHOLE AUSTRALIAN DOLLARS, IF
NOTHING, RECORD $0

Q12. Using the same scale, where ‘0’ means not at all satisfied and ‘10’ means extremely satisfied, how would you
rate the area on the following 8 statements?

INTERVIEWER: READ OUT EACH ASPECT TO RESPONDENT

RANDOMISE Yot Coml
CODES iofi | VA
o “ “ +
1. The range of
diningandfood | ©00 | ©01 | ©02  ©03| 004 ©O05| 006 | O07 | O08 ©09| 010 O11
options
2. ::gp‘f"ety o | 000/ 001| 002|003 004 005 006|007 | 008 009|010 O11

3. Theareals
inviting and safe

4. Ability to find
your way around

5. Culture and
entertainment in
the area (e.g.
musical 00 ©C01 ©02 | O03| O04 O05 006 | C07 |  O08 ©09 ©C10 OM
entertainment,
performances,
etc.)

O00 | ©C01 ©02 ©O03 ©O04 OO05| 006 | C07 ©08 O©O09  O10 O11

Q00| C01 ©02 | O03| C04 O©OO05| 006 | ©O07 O08 ©O09 | O10 OM
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Precinct questionnaire

ASK IF Q12_4 (SAFETY)=0-4

| None of these [ Don't know

e i S Generally unsafe [PROBE FURTHER] oo
13. n tell me why the area does not |
Immlmnd safe? 4 | Too scary [PROBE FURTHER] O 02
| Not enough lighting a o3
Please select all that apply. | Not enough police/security guards O 04
RANDOMISE CODES. ANCHOR CODES | 0° Many scary/drunken people =R
1 AND 2 | Poor atmosphere O 06
| Too crowded O o7
INTERVIEWER: DO NOT PROMPT |
| Limited public transpertitransport feels unsafe O o0&
| Very few taxis in the area o o9
Hard to navigate the area (i.e. poor signage and directions)
| O 10
| Other O 80
| None of these / Don't know 0 99
Q4. ;l?ywh:]g:;nﬁlljgtr?ll“?nd your way around the | \seq my own knowledge of the area oo
| Maps on my phone (or other wayfinding apps) O o2
Please select all that apply. | Used signage in the area O o3
| Asked staff at a shop or official persons for quidance O 04
INTERVIEWER: DO NOT PROMPT | ) i —
| Asked friends/family for directions O 05
| Used a printed map of the area/guide book O o6
| Used a tour guide O or
| Other D 98
QO 99

Q15.

What, if anything, would have made your
visit to the area more enjoyable
today/tonight?

Please select all that apply.

INTERVIEWER: DO NOT READ OUT

Wider range of shops
More shops open

Improved entertainment or cultural offerings (e.q. musical
entertainment, performances, efc.)

More food options in the area

More bars/beverage options in the area
Improved security/safety

Better signage/wayfinding

Better/more frequent transport options to and from the are

Better value for money (make things cheaper)
Construction completion

More parks/green areas

Improved cleanliness

More parking available

Other

MNone of these / Don't know

oo

OoOoooao

b5

O 0D0OO0O0Oooao

01
02

03

a5
08
a7

08
09
10
11
12
13
98
99

EY Sweeney
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Precinct questionnaire

| SECTION 6: CLASSIFICATION

ASKIF 53=3 OR 4 (DOMESTIC/INTERNATIONAL | pecommendations from friends family or work colleagues
VISITORS) o ol
D1. [ASK IF 53=2-4 DOMESTIC/
INTERNATIONAL VISITORS] What Mewspapers 0O 02
channels/media did you or do you use fo IF §3=2-4 Travel agents or tour guides O 03
find out things to do while you are in . ) .
Sydney? Travel websites (e.q. trip advisor) 0O 04
[ASK IF 53=0-2 SYDNEY SIDER 5] What Other websites 0O 05
channels/media do you use to find out 5 h ) Gooal 013
about things to do in Sydney? Search enaines (e.q. Google)
City of Svdney website O 06
Please select all that apply. Event websites (e.q. whatsonsydney, sydney.com etc.) O 07
INTERVIEWER: PROMPT IF Membership emails (e.q. Opera House) O os
NECESSARY Social media O o9
TV programmes O 10
Tourist flyers O 11
Radio a 12
Other O 90
None of these / Don't know O 99
ASK IF RESPONDENT LIVES IN
AUSTRALIA Less than §25,000 (<8480 per week) (S]]
D1. w—.at is your approximate total household $25,000-$34.999 (3480 to <3675 per week) o 02
income before fax? $35,000-549,999 (S675 to <5960 per week) O 03
$50,000-574.999 (3960 to =51,450 per week) o 0
Please select one response only.
$75,000-599.999 (31,450 to =§1,925 per week) O 05
INTERVIEWER: PROMPT IF $100,000-5149.999 (31.925 to <52.885 per week) O 08
NECESSARY
$150,000 - $199,99% (2 8385 to =§3.850 per week) o o7
$200,000 or more (3.850 per wesk or more) o 02
Refused o 09
D2 Thank you for your time. Just to remind you
my name is [NAME] from EY Sweeney. If
you have any questions about this research
you can telephone our office on 1800 35 77
30,
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April to June 2017

Northern CBD, Central CBD, Southern CBD, Potts Point,
Oxford St, Newtown, and Pyrmont




Sample profile

PRECINCTS

TOTAL Northern CBD | Central CBD | Southern CBD | Potts Point Oxford St Newtown Pyrmont

n= % n= % n= % n= % n= % n= % n= % n= %
Total 3741 100 | 538 100 | 519 100 | 550 100 | 539 100 | 529 100 | 533 100 | 533 100

Males | 2262 60 312 58 327 63 351 64 323 60 347 66 276 52 326 61

Females | 1479 40 226 42 192 37 199 36 216 40 182 34 257 48 207 39

Under30| 1980 53 256 48 269 52 357 65 240 45 282 53 321 60 255 48

30-49 | 1260 34 187 35 193 37 152 28 195 36 171 32 155 29 207 39

50+ | 501 13 95 18 57 11 41 7 104 19 76 14 57 11 71 13

Innercity | 1795 48 130 24 171 33 226 41 352 65 284 54 329 62 303 57

Greater Sydney | 1360 36 237 44 268 52 235 43 120 22 170 32 153 29 177 33

Domestic visitors | 289 8 71 13 38 7 55 10 21 4 46 9 35 7 23 4

International visitors | 297 8 100 19 42 8 34 6 46 9 29 5 16 3 30 6
<$50K | 1285 37 148 34 145 30 243 47 178 36 214 43 229 44 128 25

$50 to $100K | 868 25 123 28 117 25 99 19 124 25 120 24 136 26 149 30
$100K+ | 710 21 94 21 122 26 101 20 102 21 76 15 69 13 146 29

Refused | 581 17 73 17 93 19 73 14 89 18 90 18 83 16 80 16

Work in the immediate area | 1292 35 164 30 231 45 217 39 156 29 162 31 122 23 240 45

Note: household income asked for residents in Australia only

EY Sweeney
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Sample profile

PRECINCTS

TOTAL Northern CBD Central CBD Southern CBD Potts Point Oxford St Newtown Pyrmont

n= % n= % n= % n= % n= % n= % n= % n= %
Total 3741 100 538 100 519 100 550 100 539 100 529 100 533 100 533 100

Wednesday
9am to 3pm 465 12 67 12 60 12 71 13 64 12 64 12 69 13 70 13
3pm to 6pm 506 14 79 15 72 14 77 14 70 13 66 12 68 13 74 14
6pm to 9pm 492 13 68 13 66 13 73 13 86 16 71 13 62 12 66 12
9pm to 12am 452 12 65 12 61 12 60 11 61 11 72 14 66 12 67 13

Saturday

9am to 3pm 458 12 65 12 62 12 63 11 63 12 68 13 74 14 63 12
3pm to 6pm 467 12 66 12 62 12 75 14 66 12 63 12 70 13 65 12
6pm to 9pm 466 12 66 12 70 13 67 12 65 12 65 12 66 12 67 13
9pm to 12am 435 12 62 12 66 13 64 12 64 12 60 11 58 11 61 11
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Time spent in the area (hours)

Northern CBD Central CBD

Overall Index | Day Night | Wed Sat | Inner G. Dom- Intern- Overall Index | Day Night| Wed Sat Inner G. Dom- Intern-
(Diff) City Syd.* estic ational (Diff) City Syd.* estic ational
0-less than 1 hour 12 -3 10 15 15 10 15 11 10 14 O-less than 1 hour 20 +4 | 23 17 | 22 18 | 22 23 8 10
1-less than 2 hours 18 +2 18 18 15 20 21 14 30 16 1-less than 2 hours 9 -7 9 9 8 10 10 7 18 10
2-less than 3 hours 20 +3 17 24 16 25 15 22 17 27 2-less than 3 hours 13 -4 11 16 11 16 13 12 24 14
3-less than 4 hours 14 +3 15 13 13 15 16 13 14 13 3-less than 4 hours 14 +3 11 18 10 18 19 10 13 24
4-less than 5 hours 8 +2 6 10 7 8 5 11 3 6 4-less than 5 hours 8 +2 7 9 8 7 6 7 8 19
5-less than 6 hours 4 -1 6 2 4 4 4 5 1 4 5-less than 6 hours 5 +1 5 5 5 6 5 7 5 0
6+ hours 21 -6 28 14 25 17 22 21 25 18 6+ hours 29 +1 33 25 33 25 26 33 24 19
Don’t know 3 +1 0 5 4 1 3 3 0 2 Don’t know 1 -1 1 1 1 0 1 0 0 5
Base: respondents interviewed in the Northern CBD area, n=538 (Index=3,741, Day=277, Night=261, Wednesday=279, Base: respondents interviewed in the Central CBD area, n=519 (Index=3,741, Day=256, Night=263, Wednesday=259,
Saturday=259, Inner city=130, *Greater Sydney=237, Domestic visitors=71, International visitors=100) Saturday=260, Inner city=171, *Greater Sydney=268, Domestic visitors=38, International visitors=42)
Q7 Q7
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Time spent in the area (hours)

Southern CBD

Potts Point

Overall Index | Day Night | Wed Sat | Inner G. Dom- Intern- Overall Index | Day Night| Wed Sat Inner G. Dom- Intern-
(Diff) City Syd.* estic ational (Diff) City Syd.* estic ational
0-less than 1 hour 12 -4 8 16 15 8 14 11 5 9 0-less than 1 hour 14 -2 15 13 17 11 17 8 12 -2
1-less than 2 hours 18 +2 17 19 15 21 22 15 11 24 1-less than 2 hours 17 +2 18 16 15 20 15 20 22 +2
2-less than 3 hours 20 +3 17 24 19 22 19 22 13 24 2-less than 3 hours 14 -3 13 16 13 16 14 16 16 -3
3-less than 4 hours 12 +1 14 11 10 15 8 15 13 21 3-less than 4 hours 8 -3 8 8 3 13 7 11 6 -3
4-less than 5 hours 8 +2 8 8 7 9 8 6 18 6 4-less than 5 hours 6 0 5 7 6 5 6 8 3 0
5-less than 6 hours 5 +1 5 5 3 7 5 5 9 3 5-less than 6 hours 4 -1 5 3 4 4 2 8 9 -1
6+ hours 23 -4 29 17 29 17 22 26 27 15 6+ hours 35 48 35 36 41 29 39 29 30 +8
Don’t know 1 0 1 1 1 1 1 0 4 0 Don’t know 1 0 1 1 1 1 1 1 1 0
Base: respondents interviewed in the Southern CBD area, n=550 (Index=3,741, Day=286, Night=264, Wednesday=281, Base: respondents interviewed in the Potts Point area, n=539 (Index=3,741, Day=263, Night=276, Wednesday=281,
Saturday=269, Inner city=226, *Greater Sydney=235, Domestic visitors=55, International visitors=34) Saturday=258, Inner city=352, *Greater Sydney=120, **Domestic and International visitors=67)
Q7 Q7

Green indicates figure is significantly higher than the expected value
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Time spent in the area (hours)

Overall Index | Day Night | Wed Sat Inner G. Dom / Overall Index Day Night | Wed Sat Inner G.Syd.* Dom /
(Diff) City  Syd.* Intl** (Diff) City Intl**
0-less than 1 hour 22 +7 25 21 26 18 25 22 15 O-less than 1 hour 12 -4 12 12 15 8 12 13 4
1-less than 2 hours 17 +1 20 13 13 21 19 14 16 1-less than 2 hours 20 +5 24 16 21 19 22 17 22
2-less than 3 hours 20 +3 16 24 15 26 16 25 25 2-less than 3 hours 23 +5 25 21 21 25 22 28 18
3-less than 4 hours 11 0 6 16 10 12 7 18 9 3-less than 4 hours 12 +1 9 15 10 14 8 18 20
4-less than 5 hours 5 -1 3 6 4 6 6 5 3 4-less than 5 hours 6 0 5 7 2 9 4 7 12
5S-less than 6 hours 5 0 5 4 5 4 6 4 3 5-less than 6 hours 4 0 4 4 3 5 3 5 8
6+ hours 18 -9 22 15 25 11 19 14 25 6+ hours 22 -5 20 24 26 18 28 11 16
Don’t know 1 0 2 1 1 2 1 1 4 Don’t know 1 0 2 0 2 1 2 0 2
Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265, Base: respondents interviewed in the Newtown area, n=533 (Index=3,741, Day=281, Night=252, Wednesday=265,
Saturday=268, Inner city=329, *Greater Sydney=153, **Domestic and International visitors=51 Saturday=268, Inner city=329, Greater Sydney=153, **Domestic and International visitors=51)
Q7 Q7
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Time spent in the area (hours)

Overall Index
(Diff)
0-less than 1 hour 19
+3
1-less than 2 hours 10 6
2-less than 3 hours 11 6
3-less than 4 hours 8 -4
4-less than 5 hours 3 3
5-less than 6 hours 4 0
6+ hours 43 +15
Don’t know 2 0

Day Night
15 23
8 12
8 15
5 11
3 4
5 3
54 31
2 2

Wed

17

58

Sat

21

13

17

11

26

Inner

G.

Dom /

City Syd.* Intl**

21

12

12

39

12

12

53

26

11

34

Base: respondents interviewed in the Pyrmont area, n=533 (Index=3,741, Day=272, Night=261, Wednesday=277, Saturday=256,

Inner City=303, *Greater Sydney=177, **Domestic and International visitors=53)

Q7
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Average spend - by transportation taken to the precinct

Average total spend in the area ($)

139
82
74
60 54 52 25
43
25
Index Taxi/Uber Drive Ferry Walk Train Bus Light rail Cycle
=9 ; &
g m oo
[N AN

Base: All respondents across seven precincts (Northern CBD, Central CBD, Southern CBD, Potts Point, Oxford St, Newtown, and Pyrmont), n=3,741; walk, n=1,763; train, n=1,235; bus,
n=752; drive, n=419; taxi/Uber, n=206; cycle, n=95; ferry, n=78; light rail, n=65. Note: where indicative spend was > $1,500, these figures have been removed from the analysis

Q8, Q10
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Methods to find out about activities - by age

Main methods used to find out about things to do in Sydney (%)

Overall Under 30 30-40 50+
Social media 49 59 47 18
Recommendations from friends/family/colleagues 49 51 48 38
Search engines (e.g. Google) 33 33 35 31
Other websites 13 11 14 15
Event websites (e.g. whatsonsydney, etc.) 10 9 13 9
Travel websites (e.g. trip advisor) 10 10 10 8
Newspapers 9 5 9 23
City of Sydney website 8 6 11 10
TV programmes 5 4 6 11
Tourist flyers 4q 3 4 5
Radio 3 2 2 10
Membership emails (e.g. Opera House) 3 2 4 7
Other 3 2 3 7
None of these / Don’t know 4 3 5 10

Base: All respondents across seven precincts (Northern CBD, Central CBD, Southern CBD, Potts Point, Oxford St, Newtown, and Pyrmont), n=3,741; Under 30, n=1,980; 30-49, n=1,260; 50+,
n=501
D1
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October 2017

Glebe, Redfern, Surry Hills, and Green Square




Sample profile

PRECINCTS

TOTAL Glebe Redfern Surry Hills | Green Square

n= % n= % n= % n= % n= %

Total 2119 100 528 100 536 100 533 100 | 522 100

Males | 1228 58 268 51 356 66 281 53 323 62

Females| 891 42 | 260 49 | 180 34 | 252 47 | 199 38

Under30| 1083 51 | 249 47 | 285 53 | 241 45 | 308 59
3049 744 35 | 192 36 | 188 35 | 203 38 | 161 31

50+ | 292 14 87 16 63 12 89 17 53 10

Inner city 1558 74 413 78 388 72 372 70 385 74
Greater Sydney 412 19 77 15 120 22 120 23 95 18
Domestic visitors | 77 4 18 3 17 3 24 5 18 3

International visitors | 72 3 20 4 11 2 17 3 24 5

<$50K | 684 33 183 36 198 38 152 29 151 30
$50 to $100K | 565 28 106 21 163 31 148 29 148 30
$100K+ | 529 26 140 28 99 19 147 28 143 29

Refused | 269 13 79 16 65 12 69 13 56 11

Work in the immediate area | 615 29 161 30 148 28 170 32 136 26

Note: household income asked for residents in Australia only
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Sample profile

PRECINCTS

TOTAL Glebe Redfern Surry Hills Green Square
n= % n= % n= % n= % n= %
Total 2119 100 528 100 536 100 533 100 522 100
Wednesday
9amto3pm| 280 13 62 12 89 17 64 12 65 12
3pmto6pm| 271 13 73 14 64 12 67 13 67 13
6pmto9pm| 270 13 74 14 64 12 64 12 68 13
9pmto 12am | 254 12 60 11 64 12 68 13 62 12
Saturday
9amto3pm | 264 12 67 13 65 12 68 13 64 12
3pmto6pm| 255 12 66 13 62 12 64 12 63 12
6pmto9pm| 259 12 60 11 64 12 69 13 66 13
9pmto 12am | 266 13 66 13 64 12 69 13 67 13
EY SWEENCY 2671125144 ciy of eychey sepors Novemser 2007 | pape 150+ Unoer Frofessional tenards Legiator




Time spent in the area (hours)

. .

Overall Index | Day Night | Wed Sat Inner G. Dom / Overall Index | Day Night | Wed Sat Inner G. Dom /
(Diff) City Syd.* Intl** (Diff) City  Syd.* Intl**
0-less than 1 hour 34 +2 27 41 36 31 36 27 21 0-less than 1 hour 43 +11 38 48 46 38 44 42 21
1-less than 2 hours 18 +3 19 18 17 20 19 12 24 1-less than 2 hours 12 -3 13 11 10 14 11 13 14
2-less than 3 hours 13 -1 14 12 10 16 14 10 8 2-less than 3 hours 13 -1 11 16 10 17 14 13 11
3-less than 4 hours 5 -2 5 5 4 6 4 6 13 3-less than 4 hours -1 6 5 5 6 4 9 18
4-less than 5 hours 3 -1 3 4 3 4 3 5 5 4-less than 5 hours 0 4 4 2 5 3 6 4
5-less than 6 hours 3 +1 3 3 3 4 2 6 8 5-less than 6 hours 0 3 2 2 3 3 2 4
6+ hours 22 -2 28 17 26 19 21 31 21 6+ hours 20 -4 25 14 25 15 21 15 29
Don’t know = 1 0 1 0 (] 1 1 1 0 Don’t know -1 0 0 0 0 0 0 0

Base: respondents interviewed in the Glebe area, n=528 (Index=2,119, Day=268, Night=260, Wednesday=269, Saturday=259, Base: respondents interviewed in the Redfern area, n=536 (Index=2,119, Day=280, Night=256, Wednesday=281, Saturday=255,
Inner city=413, *Greater Sydney=77, **Domestic and International visitors=38)

Inner city=388, *Greater Sydney=120, **Domestic and International visitors=28)
Q2 Q2
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Time spent in the area (hours)

Overall Index | Day Night | Wed Sat Inner G. Dom / Overall Index | Day Night | Wed Sat Inner G. Dom /
(Diff) City Syd.* Intl** (Diff) City  Syd.* Intl**
0-less than 1 hour 16 -16 13 18 21 11 14 17 27 0-less than 1 hour 36 +4 30 41 35 37 37 31 33
1-less than 2 hours 14 -1 16 12 14 13 15 12 12 1-less than 2 hours 16 +1 19 13 14 17 16 14 19
2-less than 3 hours 21 +7 17 24 19 23 22 22 15 2-less than 3 hours 8 -6 11 6 9 8 8 9 12
3-less than 4 hours 12 +5 9 16 8 17 11 18 7 3-less than 4 hours 5 -2 5 5 6 3 5 5 5
4-less than 5 hours 5 +1 5 5 4 6 5 5 7 4-less than 5 hours 4 0 3 5 3 5 3 9 5
5-less than 6 hours 3 +1 3 4 2 5 3 4 5 5-less than 6 hours 2 -1 2 2 2 2 1 5 0
6+ hours 28 +3 37 19 31 25 30 23 27 6+ hours 28 +4 30 27 30 27 30 26 21
Don'tknow = 1 0 0 1 1 0 1 0 0 Don’'tknow = 1 0 1 0 0 2 1 0 5
Base: respondents interviewed in the Surry Hills area, n=533 (Index=2,119, Day=263, Night=270, Wednesday=263, Base: respondents interviewed in the Green Square area, n=498 (Index=2,119, Day=249, Night=249, Wednesday=243,
(sjzturday=270, Inner city=372, Greater Sydney=120, Domestic and International visitors=41) Zazturday=255, Inner city=385, Greater Sydney=95, Domestic and International visitors=42)
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EY | Assurance | Tax | Transactions | Advisory

About EY

EY is a global leader in assurance, tax, transaction and advisory services. The insights and quality services we deliver
help build trust and confidence in the capital markets and in economies the world over. We develop outstanding
leaders who team to deliver on our promises to all of our stakeholders. In so doing, we play a critical role in building
a better working world for our people, for our clients and for our communities.

EY refers to the global organisation, and may refer to one or more, of the member firms of Ernst & Young Global
Limited, each of which is a separate legal entity. Ernst & Young Global Limited, a UK company limited by guarantee,
does not provide services to clients. For more information about our organisation, please visit ey.com.

© 2017 Ernst & Young, Australia.
All Rights Reserved.
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Our report may be relied upon by the Council of the City of Sydney for the purpose set out in the proposal only pursuant to the
terms of our engagement letter dated 6t October 2017. We disclaim all responsibility to any other party for any loss or liability that
the other party may suffer or incur arising from or relating to or in any way connected with the contents of our report, the provision
of our report to the other party or the reliance upon our report by the other party.

This report was prepared at the request of the Council of the City of Sydney (hereafter “the Client”) solely for the purposes to
understand the visitor profile and experience across key areas across the City of Sydney and it is not appropriate for use for other
purposes.

This report may only be provided to the City of Sydney (hereafter “Department”) for the purposes of understanding visitor profile
and experiences across key areas in the City of Sydney. However, the Department and any other party other than the Clients who
access this report shall only do so for their general information only and this report should not be taken as providing specific advice
to those parties on any issue, nor may this report be relied upon in any way by any party other than the Clients. A party other than
the Clients accessing this report should exercise its own skill and care with respect to use of this report, and obtain independent
advice on any specific issues concerning it.

In carrying out our work and preparing this report, Ernst & Young has worked solely on the instructions of the Clients, and has not
taken into account the interests of any party other than the Clients. The report has been constructed based on information current
as of 21t December 2017, and which have been provided by the Clients. Since this date, material events may have occurred since
completion which is not reflected in the report.

Ernst & Young, nor the parties which have endorsed or been involved in the development of the report, accept any responsibility for
use of the information contained in the report and make no guarantee nor accept any legal liability whatsoever arising from or
connected to the accuracy, reliability, currency or completeness of any material contained in this report. Ernst & Young and all
other parties involved in the preparation and publication of this report expressly disclaim all liability for any costs, loss, damage,
injury or other consequence which may arise directly or indirectly from use of, or reliance on, the report.

[This report (or any part of it) may not be copied or otherwise reproduced except with the written consent of Ernst & Young.]

Liability limited under a scheme approved under Professional Standards Legislation.



