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Introduction

Dear NTIA Members,

I’'m pleased to introduce the NTIA’s first Night Time Economy Insights Report, developed specifically and
exclusively for NTIA members.

This quarterly report, with monthly snapshots to follow, is part of our ongoing commitment to provide you
with valuable, actionable data to help you make informed decisions in an increasingly dynamic and
competitive environment. The report has been developed using insights from Pathzz, a leading provider of
real-time foot traffic and behavioural analytics, ensuring the data is both relevant and accurate for our
sector.

At a time when macroeconomic conditions are shifting rapidly —whether it’s rising costs, staffing
challenges, or inflationary pressures—having access to reliable data is more important than ever. This
report is designed to give you the insights you need to stay ahead of these changing consumer behaviours,
understand emerging trends, and adapt to evolving demands.

For many operators, navigating these economic challenges while keeping pace with shifting consumer
behaviours can feel overwhelming. That’s why we’ve prepared this report with one key aim: to reduce the
time, cost, and effort required for you to access valuable market intelligence. Instead of spending
resources on external research or guesswork, you can rely on this comprehensive data to shape your
business strategies with confidence.

This initiative is also part of our broader suite of resources available exclusively to members. Through this
exclusive report, you will gain an in-depth understanding of foot traffic patterns, customer behaviour, and
key industry trends. Whether you’re deciding on new programming, refining your marketing strategy, or
planning for expansion, these insights are designed to empower you with the knowledge you need to make
data-driven decisions.

The report explores key nightlife hubs in the City of Sydney and Inner West Council. If you would like
another area included please contact our team to have it included in the next snapshot.

Thank you for your continued support of the NTIA. We’re excited to see how this report will assist in
shaping your strategies and ultimately, your success.

Warm regards,
Mick Gibb
CEO, Night Time Industries Association
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Executive Summary

For business owners, these insights provide valuable information to make informed decisions. By understanding
visitor patterns, demographics, and engagement trends, you can refine your offerings, tailor marketing strategies,
and identify the best areas for investment. Whether it’s deciding where to open a new venue or how to improve
customer experience at your existing one, using this data ensures you're aligning your business strategy with actual
customer behaviour.

Visitor Behaviour and Engagement:

e Many areas are seeing visitors return multiple times, with an average of 3 to 5 visits per person. This
highlights the importance of creating memorable experiences that encourage repeat visits. Offering
something unique, like live performances, could be a great way to achieve this.

e  While most visits are under an hour, some areas are seeing longer stays, giving venues the chance to tap
into more immersive entertainment experiences. Whether it’s a longer dining experience paired with live
music or a special event, there’s room to enhance customer engagement and boost retention.

Demographic Insights:

e The gender split is fairly balanced, though there’s a slight lean towards female patrons. This suggests
that venues should aim to create a welcoming and inclusive environment that appeals to a broad
audience.

e  Understanding your audience is key. Knowing the demographic makeup of visitors can help venues tailor
their marketing and event offerings to better meet the needs of their patrons. This can include anything
from the type of music you’re offering to the overall vibe of the venue.

Opportunities for Venues:

e In areas where visits tend to be shorter, there’s potential to extend patron stay by offering engaging live
performances or special events. Creating an atmosphere that encourages patrons to linger could lead to
higher spending per visit and greater loyalty.

e There’s also plenty of opportunity for growth in some emerging areas. These locations are starting to see
more foot traffic, presenting a great chance for venues to establish themselves early. If your venue is in
one of these precincts, you have the chance to build a loyal customer base by offering something unique
and engaging from the start.




Night Time
Industries
Association

the hubs

. N
Nightlife trends across

250,000

200,000

150,000

100,000

50,000

2024-06-30 To 2024-07-06

2024-07-07 To 2024-07-13

2024-07-14 To 2024-07-20

2024-07-21 To 2024-07-27

2024-07-28 To 2024-08-03

2024-08-04 To 2024-08-10
2024-08-11 To 2024-08-17

3
7
8
3

2024-08-18 To 2024-08-24

2024-08-25 To 2024-08-31

2024-09-01 To 2024-09-07

2024-09-08 To 2024-09-14

2024-09-15 To 2024-09-21

2024-09-22 To 2024-09-28

== Oxford Street West Visits

== Oxford Street East Visits
Kings Cross Visits

== YCK Laneways Visits
Crown Street Visits
Uptown District Visits
Hollywood Quarter Visits

Ivy Precinct & City Recital
Hall Visits

Haymarket Visits
Enmore Road SEP Visits

South King Street,
Newtown Visits

North King Street,
Newtown Visits

Visit trends

Across all hubs there was a dip in visitation in
the beginning of August. This likely correlates
to the colder temperatures recorded by the
Bureau of Meteorology as temps hit a max of
15 degrees.

The visitation uptake in September may
reflect news that CPI fell for the quarter with
consumers feeling some confidence that
interest rate cuts may soon follow.

The visitation trends suggest that consumer
behaviour continues to be driven by
macroeconomic conditions and remains
inconsistent.
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Busiest night of the week
Unsurprisingly, the general trend of Friday
and Saturday night as peak trade prevails.
However, Thursday evening surpasses
Sunday evening trade as more consumers
seek to enjoy after hours drinks with
colleagues.

There is an opportunity for operators within
business districts to target an after work
crowd specifically. For operators in less
business centric areas, offering draw card
activities can help attract and retain
audiences on Friday and Saturday evenings.
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Ages across the hubs

The 30-34 age cohort remains the most likely
to go out across all districts. Interestingly
there is a considerable dip in the 35-39 age
group. This may correlate to mortgage
repayment pressures and less disposable
income.

Rental pressures are likely to explain the 24
year old and under cohorts low participation.
Interestingly, 40 plus year old age cohorts are
continuing to go out.
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Nightlife hubs:

Visitation statistics

Key insights

Across various nightlife precincts, the data reveals interesting trends regarding the number of visits, unique
visitors, frequency of visits, and duration of visits. The trends show a mix of high and moderate foot traffic, with
most precincts demonstrating a pattern of short stays under one hour.

Visitor Frequency: The average frequency of visits ranges between 2.56 and 5.22 visits per person across all
precincts. Notably, Chippendale has the highest average frequency (5.22), indicating strong loyalty and repeat
engagement in the area. Other precincts, such as Kings Cross (4.03) and Haymarket (4.17), also see relatively
high repeat visitation, making them key areas for businesses to focus on customer retention.

Duration of Visits: Across all precincts, the majority of visits are under one hour, with precincts like Hollywood
Quarter and lvy Precinct & City Recital Hall seeing up to 96% of visits lasting less than an hour. This suggests
that many visitors move quickly through venues, likely visiting multiple locations in one night. Chippendale and
Kings Cross have a higher percentage of visits lasting more than one hour, with 10% and 8% respectively,
reflecting a potential for venues to engage patrons in longer experiences such as dining, performances, or
events.
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Nightlife hubs:

Visitor spending

Key insights

e Household incomes vary slightly across precincts, with Ivy Precinct & City Recital Hall reporting the
highest average weekly income of $2,234, followed closely by Oxford Street East at $2,214 and YCK
Laneways at $2,212.

e Lower income precincts include North King Street, Newtown and Enmore Road SEP, with weekly
averages of $2,054 and $2,053 respectively.

Expenditure

e Spending on food and beverages per person ranges from $201.29 in North King Street, Newtown to
$212.49 in Oxford Street East, with most precincts averaging around $205-$210.

e Precincts like Kings Cross, Oxford Street East, and Chippendale show higher food and beverage
spend, which could indicate strong demand for dining and hospitality services in these areas.

e  Weekly spending on recreation follows a similar trend, with Oxford Street East and Kings Cross
leading at approximately $131.49 and $131.40 per person, respectively.

Understanding these spending patterns provides valuable context for venue operators. Precincts with higher
income and overall expenditure, such as Ivy Precinct & City Recital Hall, Oxford Street East, and
Chippendale, present strong opportunities for premium services or experiences, such as upscale dining or
exclusive events. Meanwhile, precincts with lower income and spending, like North King Street, Newtown
and Enmore Road SEP, might benefit from more affordable offerings or targeted promotions to engage a
wider audience.

Household Expenditure

Average Household Income Food and beverages Recreation (Per Person, (All Categories, Per
Location (Weekly) (Per Person, Weekly) Weekly) Person, Weekly)
Oxford Street West $2,165 $207.82 $127.45 $1,125.01
Oxford Street East $2,214 $212.49 $131.49 $1,154.91
Kings Cross $2,209 $212.39 $131.40 $1,153.84
YCK Laneways $2,212 $204.94 $125.68 $1,111.52
Crown Street $2,168 $208.11 $127.75 $1,127.11
Uptown District $2,217 $206.17 $126.61 $1,118.72
Hollywood Quarter $2,161 $207.05 $126.89 $1,120.69
Ivy Precinct & City Recital Hall $2,234 $207.65 $127.86 $1,128.27
Haymarket $2,152 $206.43 $126.31 $1,116.47
Enmore Road SEP $2,053 $202.23 $122.32 $1,087.18
South King Street, Newtown $2,071 $203.50 $123.38 $1,095.03
North King Street, Newtown $2,054 $201.29 $121.65 $1,081.87
Chippendale $2,196 $211.14 $130.29 $1,145.69
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Nightlife hubs:

Age and gender

Female
Oxford Street West 48% 52%
Oxford Street East 48% 52%
Kings Cross 51% 49%
YCK Laneways 45% 55%
E Crown Street 49% 51%
o
(7)) Uptown District 46% 54%
o
IJDJ Hollywood Quarter 49% 51%
E Ivy Precinct & City Recital 43% 57%
O Hall
Haymarket 46% 54%
Enmore Road SEP 49% 51%
South King Street, Newtown 48% 52%
North King Street, Newtown 48% 52%
Chippendale 47% 53%
Under 20 25-29 30-34
Oxford Street 711% 7.97% 9.77% | 10.37% | 8.92% 9.41% 9.26% 9.23% 8.94% 8.48% 7.67% 2.87%
West
Oxford Street East| 7.56% 7.45% 8.92% | 10.21% | 8.71% 9.72% 9.44% 9.47% 9.04% 8.66% 7.86% 2.97%
Kings Cross 6.86% 8.05% | 10.02% | 10.27% | 8.96% 9.49% 8.98% 9.13% 8.86% 8.38% 8.10% 2.91%
YCK Laneways 6.65% 8.34% | 10.08% | 9.89% 8.90% 9.59% 9.41% 9.22% 8.92% 8.56% 7.60% 2.85%
Crown Street 7.76% 8.00% 9.67% | 10.20% | 9.06% 9.32% 9.10% 9.03% 8.88% 8.43% 7.67% 2.88%
(7]
E Uptown District | 6.43% 8.25% 9.74% 9.80% 8.92% 9.59% 9.59% 9.32% 9.12% 8.70% 7.74% 2.80%
X
2 Hollywood 7.92% 8.22% 9.87% | 10.03% | 9.04% 9.51% 9.02% 8.86% 9.00% 8.28% 7.54% 2.70%
o Quarter
m
w lvy Precinct & City| 6.54% 8.02% 9.70% | 10.05% | 9.15% 9.38% 9.76% 9.38% 9.28% 8.52% 7.43% 2.80%
1Y) Recital Hall
<
Haymarket 6.93% 9.13% | 10.93% | 10.18% | 8.92% 9.03% 8.92% 8.77% 8.66% 8.21% 7.39% 2.92%
Enmore Road SEP| 11.63% | 7.61% 9.22% 9.38% 8.63% 8.81% 8.83% 8.95% 8.46% 8.33% 7.39% 2.75%
South King Street,| 11.07% | 7.47% 9.22% 9.65% 8.63% 8.74% 8.85% 9.05% 8.58% 8.45% 7.65% 2.64%
Newtown
North King Street,| 12.36% | 7.55% 9.12% 9.60% 8.60% 8.76% 8.74% 8.71% 8.37% 8.20% 7.27% 2.72%
Newtown
i 8.69% 8.72% | 10.08% | 9.95% 8.62% 9.38% 9.03% 8.80% 8.43% 8.14% 7.42% 2.74%
Chippendale
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Nightlife hubs:

Income and employment

Under AU$8,000 AU$8,000 - AU$40,000 - AU$80,000 - AU$150,000+
AU$39,999 AU$79,999 AU$149,999
Oxford Street West 2.44% 16.81% 29.81% 41.71% 9.23%
Oxford Street East 2.33% 15.54% 29.94% 42.99% 9.20%
Kings Cross 2.23% 15.99% 29.17% 43.86% 8.76%
(2]
E YCK Laneways 2.39% 16.72% 30.67% 41.27% 8.95%
X
Q | [Crown Street 2.44% 17.35% 30.59% 40.65% 8.97%
<
ptown District . o . o A7% .25% . o
% V) Distri 2.23% 16.40% 31.17% 41.25% 8.96%
g Hollywood Quarter 2.43% 17.18% 31.15% 40.24% 9.00%
(o]
Q | [lvy Precinct & City Recital Hall 2.06% 15.22% 30.21% 42.54% 9.96%
Z
= Haymarket 2.78% 19.17% 31.53% 38.21% 8.31%
Enmore Road SEP 2.66% 19.93% 32.36% 36.87% 8.19%
South King Street, Newtown 2.53% 18.27% 31.30% 38.98% 8.92%
North King Street, Newtown 2.59% 18.78% 32.06% 38.13% 8.45%
Chippendale 3.01% 18.05% 31.48% 38.70% 8.77%

Employed - Away Employed Full Time Employed Part Time Notin Labour Force Unemployed -

from Work Looking for Work

Oxford Street West 5.08% 34.58% 16.56% 36.16% 7.61%
Oxford Street East 4.87% 35.83% 16.53% 35.32% 7.45%
Kings Cross 5.04% 35.26% 16.48% 35.52% 7.70%

n

E YCK Laneways 5.07% 33.96% 16.46% 36.59% 7.91%

<

(|,_, Crown Street 5.00% 34.91% 16.69% 35.79% 7.61%

-

E Uptown District 5.18% 33.68% 16.62% 36.68% 7.83%

S Hollywood Quarter 5.08% 34.14% 16.65% 36.34% 7.78%

>

(@)

d Ivy Precinct & City Recital Hall 5.03% 34.56% 17.03% 35.98% 7.40%

=

w Haymarket 5.32% 32.43% 16.71% 37.13% 8.40%
Enmore Road SEP 5.39% 33.89% 16.66% 36.49% 7.57%
South King Street, Newtown 5.50% 34.48% 16.53% 36.08% 7.42%
North King Street, Newtown 5.40% 33.55% 16.56% 36.52% 7.97%
Chippendale 5.32% 33.15% 16.62% 36.62% 8.30%
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Nightlife hubs:

ore customer suburbs

Understanding where your most frequent customers live through postcode data provides valuable insights
that can help venue operators target their marketing, promotions, and customer experience more
effectively.

1. Targeted Marketing: Postcode data allows you to create highly focused marketing campaigns, whether
through social media ads or direct mail. By targeting residents in suburbs that generate the most visits, you
can offer exclusive deals or event invitations that speak directly to your most engaged customers.

2. Customised Offers: Tailoring promotions for specific suburbs can boost engagement and loyalty.
Special offers for local residents, such as discounts or loyalty programs, can deepen your connection with
these frequent visitors. Collaborations with nearby businesses in these areas can further enhance visibility
and drive traffic to your venue.

3. Tailored Event Programming: Knowing where your core customers live helps you design events and
experiences that align with their preferences. Suburbs with young families may respond to family-friendly
programming, while areas with young professionals might prefer late-night offerings. This kind of targeted
event planning can increase attendance and satisfaction.

4. Optimised Customer Experience: You can tailor services to the needs of your frequent customers
based on their locations. For example, offering parking discounts for patrons from distant suburbs or
promoting late-night trading hours for those with easy access to public transport can improve their overall
experience and encourage repeat visits.

Postcode data enables venue operators to make smarter, data-driven decisions. By using these insights to
craft targeted marketing, promotions, and event offerings, you can strengthen customer loyalty and drive
business growth.

Hub: Oxford Street West Hub: Oxford Street East

Suburb Suburb

Darlinghurst (Post Code: 2010) 3.89% Paddington (Post Code: 2021) 6.73%
Surry Hills (Post Code: 2010) 2.79% Randwick (Post Code: 2031) 1.94%
Sydney (Post Code: 2000) 2.36% Sydney (Post Code: 2000) 1.72%
Paddington (Post Code: 2021) 1.79% Bellevue Hill (Post Code: 2023) 1.61%
Randwick (Post Code: 2031) 1.71% North Bondi (Post Code: 2026) 1.56%
Maroubra (Post Code: 2035) 1.70% Vaucluse (Post Code: 2030) 1.49%
Haymarket (Post Code: 2000) 0.82% Bondi Junction (Post Code: 2022) 1.47%
Kingsford (Post Code: 2032) 0.80% Woollahra (Post Code: 2025) 1.46%
Kensington (Post Code: 2033) 0.78% Rose Bay (Post Code: 2029) 1.33%
Mascot (Post Code: 2020) 0.78% Bondi Beach (Post Code: 2026) 1.26%




Nightlife hubs:

Core customer suburbs

N

Hub: Kings Cross

Suburb %
Potts Point (Post Code: 2011) 6.30%
Darlinghurst (Post Code: 2010) 2.50%
Sydney (Post Code: 2000) 2.02%
Paddington (Post Code: 2021) 1.70%
Elizabeth Bay (Post Code: 2011) 1.66%
Randwick (Post Code: 2031) 1.08%
Surry Hills (Post Code: 2010) 1.02%
Bellevue Hill (Post Code: 2023) 0.84%
Rose Bay (Post Code: 2029) 0.81%
Vaucluse (Post Code: 2030) 0.81%
Hub: Crown Street

Suburb %
Surry Hills (Post Code: 2010) 5.32%
Darlinghurst (Post Code: 2010) 2.03%
Sydney (Post Code: 2000) 1.90%
Randwick (Post Code: 2031) 1.50%
Maroubra (Post Code: 2035) 1.26%
Redfern (Post Code: 2016) 1.23%
Paddington (Post Code: 2021) 1.22%
Waterloo (Post Code: 2017) 1.13%
Kensington (Post Code: 2033) 0.90%
Mascot (Post Code: 2020) 0.87%

Hub: YCK Laneways
Suburb %
Sydney (Post Code: 2000) 5.08%
Pyrmont (Post Code: 2009) 1.14%
Mosman (Post Code: 2088) 0.97%
Castle Hill (Post Code: 2154) 0.75%
Baulkham Hills (Post Code: 2153) 0.70%
Ryde (Post Code: 2112) 0.69%
Auburn (Post Code: 2144) 0.66%
Kellyville (Post Code: 2155) 0.63%
Haymarket (Post Code: 2000) 0.61%
Surry Hills (Post Code: 2010) 0.58%

Hub: Uptown District
Suburb %
Sydney (Post Code: 2000) 4.90%
Mosman (Post Code: 2088) 1.08%
The Rocks (Post Code: 2000) 0.91%
Randwick (Post Code: 2031) 0.77%
Mascot (Post Code: 2020) 0.71%
Maroubra (Post Code: 2035) 0.64%
Pyrmont (Post Code: 2009) 0.58%
Ryde (Post Code: 2112) 0.57%
Castle Hill (Post Code: 2154) 0.56%
Haymarket (Post Code: 2000) 0.54%
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Nightlife hubs:

ore customer suburbs

N

Hub: Hollywood Quarter

Hub: Ivy Precinct & City Recital Hall

Surry Hills (Post Code: 2010) 5.05%
Sydney (Post Code: 2000) 3.11%
Haymarket (Post Code: 2000) 1.81%
Mascot (Post Code: 2020) 1.02%
Randwick (Post Code: 2031) 0.92%
Darlinghurst (Post Code: 2010) 0.90%
Marrickville (Post Code: 2204) 0.88%
Maroubra (Post Code: 2035) 0.79%
Paddington (Post Code: 2021) 0.76%
Redfern (Post Code: 2016) 0.72%
Hub: Haymarket

Suburb %
Sydney (Post Code: 2000) 5.21%
Haymarket (Post Code: 2000) 4.05%
Pyrmont (Post Code: 2009) 1.39%
Ultimo (Post Code: 2007) 0.86%
Mascot (Post Code: 2020) 0.82%
Surry Hills (Post Code: 2010) 0.81%
Auburn (Post Code: 2144) 0.69%
Maroubra (Post Code: 2035) 0.58%
Chippendale (Post Code: 2008) 0.57%
Marrickville (Post Code: 2204) 0.56%

Sydney (Post Code: 2000) 5.01%
Pyrmont (Post Code: 2009) 1.38%
Mosman (Post Code: 2088) 1.22%
Haymarket (Post Code: 2000) 0.99%
Randwick (Post Code: 2031) 0.92%
Maroubra (Post Code: 2035) 0.66%
Surry Hills (Post Code: 2010) 0.65%
Marrickville (Post Code: 2204) 0.58%
Ryde (Post Code: 2112) 0.55%
Chatswood (Post Code: 2067) 0.55%
Hub: Enmore Road SEP

Suburb %
Marrickville (Post Code: 2204) 3.82%
Newtown (Post Code: 2042) 3.38%
Enmore (Post Code: 2042) 1.79%
Earlwood (Post Code: 2206) 1.77%
Stanmore (Post Code: 2048) 1.37%
Sydney (Post Code: 2000) 1.07%
Camperdown (Post Code: 2050) 1.02%
Dulwich Hill (Post Code: 2203) 1.00%
Petersham (Post Code: 2049) 0.98%
Erskineville (Post Code: 2043) 0.91%
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Nightlife hubs:

Core customer suburbs

Hub: South King Street, Newtown Hub: North King Street, Newtown

Suburb % Suburb %

Newtown (Post Code: 2042) 5.10% Newtown (Post Code: 2042) 4.21%
Erskineville (Post Code: 2043) 2.09% Marrickville (Post Code: 2204) 2.15%
Marrickville (Post Code: 2204) 1.61% Camperdown (Post Code: 2050) 1.65%
Mascot (Post Code: 2020) 1.13% Sydney (Post Code: 2000) 1.21%
Alexandria (Post Code: 2015) 1.12% Erskineville (Post Code: 2043) 1.11%
Sydney (Post Code: 2000) 1.11% Earlwood (Post Code: 2206) 1.04%
Camperdown (Post Code: 2050) 1.10% Mascot (Post Code: 2020) 0.89%
Bexley (Post Code: 2207) 0.93% Alexandria (Post Code: 2015) 0.86%
St Peters (Post Code: 2044) 0.85% Stanmore (Post Code: 2048) 0.73%
Rockdale (Post Code: 2216) 0.79% Ashfield (Post Code: 2131) 0.71%

Hub: Chippendale

Suburb %
Chippendale (Post Code: 2008) 6.08%
Sydney (Post Code: 2000) 1.78%
Haymarket (Post Code: 2000) 1.19%
Mascot (Post Code: 2020) 1.17%
Ultimo (Post Code: 2007) 1.09%
Redfern (Post Code: 2016) 1.02%
Surry Hills (Post Code: 2010) 0.96%
Pyrmont (Post Code: 2009) 0.92%
Marrickville (Post Code: 2204) 0.81%
Ryde (Post Code: 2112) 0.79%
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Methodology

The data presented in this report has been compiled and analysed using advanced foot traffic analytics provided
by Pathzz, a leading provider of real-time consumer behaviour and location intelligence. The following outlines
the key steps in how this data was prepared:

1. Data Collection: Pathzz collects foot traffic data through a combination of anonymised mobile device
signals, public data sources, and other proprietary methods. This data captures real-time movement
patterns and visit behaviours across various nightlife precincts in Sydney. Pathzz aggregates data on
visits, visitor frequency, and cross-visitation to provide a comprehensive view of consumer activity within
each precinct.

2.  Processing and Analysis: The raw data was processed using Pathzz’s algorithms to filter out noise and
ensure accuracy. This involved:

o  Anonymisation: All data was anonymised to protect individual privacy while maintaining the
integrity of the insights.

o Location Mapping: Each visitor’s location data was mapped to specific nightlife precincts,
allowing for the calculation of visit numbers, frequency of visits, and cross-visits between different
areas.

o  Timeframe Selection: The data covers the period from 30 June 2024 to 28 September 2024,
providing a 13-week snapshot of visitor behaviour. This timeframe was selected to offer an
up-to-date reflection of visitation trends during a key period of activity in Sydney’s night-time
economy.

3. Data Segmentation: Pathzz segmented the data by various criteria, including:

o Visit Frequency: The number of times an individual visited a specific precinct during the reporting
period.

o  Cross-Visitation: The percentage of visitors who moved between different precincts within the
same time frame.

o Visitor Behaviour: Patterns such as average visit duration and repeat visits were analysed to
identify engagement trends within each precinct.

4. Estimation and Reporting: To provide meaningful insights for NTIA members, the data was organised
into a series of reports. For example, visits were estimated on a weekly basis by dividing the total visit
data across the 13-week reporting period. This allowed for consistent comparison of foot traffic across
different precincts and timeframes.

The use of Pathzz’s real-time analytics allows us to present an accurate and detailed understanding of how
Sydney’s nightlife precincts are performing, helping venue operators make informed decisions based on visitor
behaviour patterns and trends.
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