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Alpine Shire April 2026 Spend Data

Easter and ANZAC day fell in April this year but were not close together, therefore visitors didn’t take
advantage of a long stay as they did in April2025. ANZAC day fell on a Saturday, which did not provide
a long weekend. Due to these factors, the spendin Aprilwas down compared to 2025.

Year to date

How much spend is going to businesses in the Alping Shire Council location aver time?
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What are some of the key insights for Alpine Shire Council for all categories between 1 April 2026 and 30 April 20267
Total spend Visitor spend Day spend Night spend
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l ‘8-0 /ﬂ L ‘1 33 /G 87% of total spend over the event period was during 13% of tofal spend over the event period was at night

the day (6am-6pm) (6pm-6am}

uplift compared to Benchmari Period uplift compared to Benchmaric Period

All insights are based on CommBank iQ's nationatly retail customer

data between 1 Aprit 2026 and 30 April 2026 Metrics are calculated based on eiectronic in-store card spend only. Online, cash, direct debit and BPAY spend is not included.
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Mount Beauty/Tawonga South/Tawonga Spend
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All Alpine
Top 10 source markets by visitors spend

Wangaratta

Greater Geelong
Momington Peninsula
Indigo

Yama Ranges
Boroondara

Bayside (Vic.)
Darebin

hamondah

Kingston (Vic.)
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Top 5 customer segments by visitors spend

Prosperous Families

Golden Days F2.5M

Aging Comforiably 31TM

Countryside Flite 51.6M

Provincial Wealth $1.2M

25.8M

Life stage

Single and Dual Income with No Kids

Families

Older Singles and Couples

Metro Regional

Premium

Budget

Affluence

Sourced from Banking Transaction Data, Commbank iQ
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