Growing a Vibrant Visitor Economy in Regional
Australia through Crosbsorder Collaboration

The Case of Albury Wodonga
Presentation to the AW

2025 TCI Global Conference  woronca

Sasha Lennon, Director, SC Lennon & Associates

SC Lennon & Associates

economics ¢ planning = policy « strategy




Ja2 k«k| ®"* ®s ~ |

. Where the bloody hell is Albury Wodonga?

. Setting the Scene: Colonies, Cricket and Football Matches
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. The Key EnablerCrossborder Collaboration

. Key Messages
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Where the Bloody Hell is Albury Wodonga?
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Albury Wodonga in Brief

AStrategicaIIy located on either side of the Murray River on the border of NSW and Victoria.
A300 kilometres north -east of Melbourne and 580 kilometres south -west of Sydney.
A region of two cities and one community with a population of more than 100,000.

AA destination for 1.7 million visitors annually, is also a natural meeting place and has been
for many thousands of years.
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AAs a destination, Albury Wodonga offers unique natural assets and attractions including
Lake Hume, the Murray River, the High Country, Wonga Wetlands, hills and vistas, parks and
gardens and more (food and beverage, history and heritage).






Population by State / Territory (March 2025
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Old Rivalries
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Albury Wodongasits
on the land and
waters of the
Wiradjuri people.

Australia consists of
over 250 First Nations
groups and over 500
clan groups.

Today, Aboriginal and
Torres Strait Islander
People account for
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The Albury Wodonga Destination Management Plan

In 2024, Albury City and
Wodonga Councll
commissioned SC Lennon &
Associates to prepare the
Albury Wodonga Destination

Management Plan 2024 -2028. Albury
Wodonga
_ _ Destination
This followed a commitment Management

made by both Councils to take Plan 2024-2028

a leadership role under the

Visit Albury Wodonga  brand . e -
to increase the visitor W AW #5585
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growth and development .




The Approach

Stage 1:
SceneSetting
Phase

Stage 2:
Research Phase

Stage 3:
Direction-Setting
Phase

Stage 4.
Action Planning
and Delivery
Phase



Employment by Industry (Jobs by Location), Aloury Wodonga

0
20% 18%
18%
16%

14%

12% 11% 11%
10% 9% 9%
8% 8%
° 6%
o > 4% 4%
0 0 4%
0, 0,
- I I I T =
o ] T S
0% %
0% H e %
3 ¢ L& & 2 % 5 & ) ) ) e ) 5 & ) ) 5 & 5
& ’bb O .(\\Q e &7 & N & & {\"’(0 & ’bb & \\\Q & & \00 J\\\Q ‘\QQO
X & S N P > Q R} Q S R Q) < S S B S S QO Q N
SN SEPA @ 2 O e © Q e @ 0> e &Y e & & N ¢
N I S A e S EFE NS S &
2y & 8 RS & & © SN SN o&% & q,»$ & S
© N Q > A S S ¢ N
& O Q O <& - N e g N > e
< S O s A o
o & & &L N & & Y e
» X &K ¥ & SETREG) GO\
Qg/ Q (’O ’b(\ (Q\ A3 AN e \ @
Q v e & &0
XS & S
6)(9 Q,(’ \((\
& < E
Qs N\

Source: ABS Census and REMPLAN with interpretations by SC Lennon & Associates




Visitor Activities

socm activities acoaunt for the largest share of scimities undertaken
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active sutdoor / sports antivities
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Domestic Day and Domestic Overnight Visitor Activities,
Albury Wodonga, 2019*
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The Albury Wodonga Visitor Economy

Festival and
Event
Organisers

The Market (Consumers) Accommodation

providers

Transport and AW
Travel Services Museums and
Tourists / Galleries
e.g. tour
holiday -makers Cém%ames) ALBURY
WODONGA

People Visiting
SES /
& Relatives : Attraction and

(VFR Market) Experience
Operators

Retailers (selling
products and/or
experiences)
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Visitor
Information
Services

Food Service

Providers

Business 3 (restaurants
Travellers [ and cafes)

Visitor Economy Businesses / Operators



