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Department Metric Goal FY Actual Actual + Actual vs Goal

Organization

Annual Leisure Visitors 8,435,000.00 8,972,330 9.6% above goal

Total Visitor Spending $1,052,360,534.71 $1,390,200,000 32% above goal

Overnight Demand 2,052,546 1,812,737 88% of goal

Employee Satisfaction 90% 100% 11% above goal

Experience

Avg Spend per Person per Day $144 $156 $12 over goal

Avg Days Stayed 2.06 2.14 4% above goal

Leisure Visitor Sentiment 9.1 9.12 0.02 points above goal

Sales

Convention RFPs 200 222 11% above goal

Convention Room Nights 38K 29.2K 77% of goal

Convention Economic Impact $20M $14.5M 73% of goal

Convention Room Rate $136 $136 Equal to goal

Convention Planner Sentiment 9.5 9.48 0.02 points below goal

Convention Site Visits 18 19 6% above goal

Marketing/PR

Digital Engagements 7.93M 16M 101% above goal

Email Open Rate 18% 25% 39% above goal

Website Visits 1.02M 1.8M 76% above goal

Avg Website Visit Duration 1:27 2:34 77% above goal

Earned Media Reach 179M 174.5M 97.5% of goal

Sports

Sports Leads Evaluated 50 159 218% above goal

Sports Leads Booked 30 39 30% above goal

Sports New Room Nights 5K 12.8K 156% above goal

Sports Rebooked Room Nights 2.7K 7.5K 178% above goal

Sports Site Visits 8 3 37.5% of goal

FY 22-23 metrics with targets
18 of 23 targets met



YTD Hotel performance

Geography
Demand 
Change

Revenue 
Change

ADR Change

Corpus Christi +6.03% +8.81% +2.63%

Galveston -0.03% +3.76% +4.08%

Galveston Comp -1.81% -3.09% -1.30%

South Padre 
Island

+7.50% +14.20% +6.24%

San Antonio -0.05% -0.03% +0.26%

Texas -1.20% +1.90% +3.14%

By geography



YTD Hotel performance

Geography Segment
Demand 
Change

Revenue 
Change

ADR 
Change

Corpus 
Christi

Group +4.05% +10.50% +6.17%

Transient +4.15% +6.28% +2.04%

Galveston

Group -9.79% +4.64% +16.0%

Transient +1.70% +3.53% +1.81%

By customer segment



Source: City of Corpus Christi

Longer term Forecasts for 
hotel revenues are positive



Cc visitor composition

Source Visitor Type Breakdown

Dean Runyan 77% leisure, 23% business

MMGY Global 90% leisure, 6% group business, 4% 
transient business

State of Texas 81% leisure, 11% special event, 4% 
business, 5% other

By purpose of trip



Business travel is returning

Source: Tourism Economics



Local Group Business has
exceeded 2019 numbers
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Room Nights from Sports and Convention events at the American Bank Center





*lost due to convention center condition, or convention center too small, no connected hotel*



Annual Room Nights

7,275

Hotel Revenue

$1,158,368

Visitor Spending 

$4,064,177

Local Tax Revenues

$164,192

Business Lost
March 2024



Corpus Christi Speaks: Insights from the Annual

Resident sentiment survey



Survey methodology: 
To understand resident 
perceptions of tourism 
in Corpus Christi.
• MMGY Travel Intelligence conducted an online survey of 

2,169 residents* in Corpus Christi. The survey was 
distributed to residents by Visit Corpus Christi.

• The survey was fielded from October 5th through 
October 22, 2023. Data was tabulated and analyzed by 
MMGY Travel Intelligence. It was then compared to the 
survey conducted in 2021 of 1,608 residents.

• The participants met the following criteria:
• Must be a resident of Corpus Christi
• 18 years of age or older

• *2,169 responses meet the criteria for the statistically 
significant sample size necessary to conduct this analysis

This sample size yields an error range of +/-2.10 percentage points at the 95% level of 

confidence. This means that if the survey was to be replicated 100 times, we would 

expect the results to vary by no more than 2.10 percentage points 95 of those times.



Residents support tourism 
in Corpus Christi and 
understand its importance.

81%

85%

69%

62%

agree tourism is important.
Up from 79% in 2021

agree it encourages investment in local 

economy.
Up from 84% in 2021

agree that its an important factor in making 

our community a great place to live. 
Up from 66% in 2021

believe Visit Corpus Christi provides a service 

that brings value to their local economy.
Up from 54% in 2021

B



Perception of Quality of Corpus 
Christi Tourism Attractions

87%

81%

81%

78%

69%

65%

65%

66%

62%

58%

54%

67%

52%

54%

51%

42%

44%

35%

90%

88%

86%

82%

79%

74%

73%

71%

69%

68%

65%

63%

61%

61%

60%

54%

52%

52%

50%

49%

44%

Texas State Aquarium

Padre Island National Seashore

Whataburger Field

USS Lexington Museum on the Bay

Mustang Island State Park

Texas Sealife Center

The Art Museum of South Texas

South Texas Botanical Gardens & Nature…

Museum of Science and History

Sunset Island/Mile Marker 37

Laguna Madre

American Bank Center Convention Center

Downtown Seawall

Worldwinds Windsurfing

Concrete Street Ampitheater (2023 only)

Horses on the Beach Corpus Christi (2023…

Hurricane Alley Waterpark

South Texas Music Walk of Fame

Enjoy Corpus Christi Tours (2023 only)

Mirador De La Flor

Selena Museum

2021

2023



74%

67%

54%

76%

75%

67%

62%

62%

I support funding incentives that create attractions,
concerts, festivals, shows, exhibits, etc. in Corpus Christi

I support funding incentives that add additional flights at
the Corpus Christi International Airport (2023 only)

I support investments in marketing Corpus Christi to
prospective visitors

I support investments to develop and host more sporting
events in Corpus Christi (2023 only)

I support investments to develop and host more major
meetings and conventions in Corpus Christi

2021 2023

Residents support funding of 
tourism initiatives

B



Group Incentive Program
FY 22-23 Recap

B

*$109,900
GIP payments to bus 

companies in last 12 months.





Resident support the 
growth of tourism

74%

74%

15%

believe it is important to attract visitors 

to Corpus Christi during times of year 

that usually have lower visitation.

agree that the positive benefits of 

tourism outweigh the negative impacts

believe tourism brings too many people 

to Corpus Christi.

Only
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Support for tourism growth 
by neighborhood



Doc’s Seafood & Steaks
90%

Texas State Aquarium

80%
Water Street Oyster Bar

60%

68%
of residents agree that tourism brings in new amenities 

and attractions that residents can also enjoy

TOURISM Enhances QUALITY OF Place

B



Beaches and Restaurants are most important 
to the quality of life of residents

91%

84%

84%

84%

73%

79%

78%

70%

71%

67%

69%

56%

54%

53%

48%

47%

28%

91%

91%

86%

80%

80%

77%

77%

70%

69%

69%

68%

57%

54%

53%

49%

46%

28%

Beaches

Restaurants

Outdoor open space for festivals,…

State and City-wide parks

Airport

Downtown Seawall

Downtown

Museums

City-wide hiking & biking trails

Historical Attractions

Retail shopping

Outdoor murals/street art

City-wide playing fields for league…

Professional Sports/Stadiums

City-wide indoor facilities for league…

Nightlife/Bars

Golf courses

2021

2023

B



Leisure visitor survey

% of respondents that said each was important



Perceptions of the Quality 
of Dining options 

0 1

Casual dining

Food trucks & Pop-ups (2023 only)

Microbreweries

National/regional chains

Fast Food/Take-out

Signature and Upscale

Farm to table

2021

2023

Average Rating on a Scale of 1 (Poor) to 5 (Excellent)



Perceptions of the variety 
of Dining options 

0 1

Casual dining

Food trucks & Pop-ups (2023 only)

Microbreweries

National/regional chains

Fast Food/Take-out

Signature and Upscale

Farm to table

2021

2023

Average Rating on a Scale of 1 (Poor) to 5 (Excellent)

B
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What could VCC do to make the
city more attractive to entice
travelers to visit here rather
than to another city?

Category Rank Examples

Cleanliness and Safety 1 Keeping areas of tourism clean and safe; 
First and foremost, cleanliness of the city...

Activities and Attractions 2 Emphasize leisure nature activities, also religious and historical; 
More family-friendly...

Urban Development 3 Downtown revitalization; 
Develop north beach area; More art in public places...

Advertising and Marketing 4
Advertise to specific groups.; 

Show and educate what the city has to offer.; 
Improve the website for tourist information.

Infrastructure and Transportation 5 Add more flights; Downtown board walk is lacking; 
More direct flights from major cities..

Accommodations and Facilities 6 Improved fights, improved convention center, better hotels; 
Better and more affordable...

Cultural and Historical Preservation 7 Perhaps more outdoors recreations and artistry 
related to cultural heritage.; Preserve historical landmarks.



Community Pride is Growing
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59%

52%

29% 31%

12%
17%

59% of Corpus Christi residents are proud to live in Corpus Christi.
Up from 52% in 2021



community identity and local
advocacy has strengthened

B



“Of course, the area is best known globally for its 
spring break revelry, when the beaches around 
Corpus Christi Bay and Padre Island become a mass 
of humanity for the better part of the month. Even the 
pandemic didn't stop too many from feeling the lure 
of the place, as newsfeeds showed the usual crowds, 
undeterred by the risk of infection. They of course 
documented it all on social media, which explains 
why the city ranks #3 nationally in our Facebook 
Check-ins subcategory and #7 for Instagram 
Hashtags.”

Source: Resonance Best Small 
City Rankings

Community social media 
presence is strong

B



Social Media as a Catalyst 
for Community Pride in 2023

266
Posts

3m+
Impressions

198k
Engagements

44k+
Instagram 
FOLLOWERS

27%
are Residents



SCAN HERE FOR THE FULL

Resident
sentiment survey



Leisure Visitor Survey



respondent origins
1,958 total responses

88.5% in state
11.5% out of state



What is important? 
What did people like?

% of respondents that 

were satisfied with…
% of respondents that said 
each was important



Origin Average

Texas 9.14
Out of State 8.91

Total 9.12

Traveler sentiment

“On a scale of 1-10,
how likely are you 
to recommend 
corpus Christi as 
a vacation 
destination?”



Travel planning

“When did you 
start planning 
your trip, even if 
you hadn’t 
decided where 
to go yet?”

55% of all 
respondents



Visitors who travel 
farther start their 

planning earlier
In state vs out of state Major Texas metros



More planning usually 
means more spending

Daily spend per person Daily total spend



General positive comments

“Everyone should visit the corpus area”

“Love it and can’t wait to come back”

“Very friendly locals”

“I love the seafood restaurants. Liked corpus so much, 
we bought a car here.”

“Beautiful beach friendly folks”

“Love it here. The people are great the vibes are great”

“Great family place to have fun”

“Impressed with trash service and cleanliness”

“This is my first time in Corpus and it reminds me of 
being back home. It’s so nice and refreshing, 
I would love to come back and visit more”

“Amazing place to always visit I love it here”

“Everybody is nice”

“Beautiful city/ good care of the environment “

“Awesome variety for our family“

“CC has been improving and I’m so happy.”

“Corpus is great!!!”

“Everything’s good and easy going , convenient”



Top comment topics

Construction/Roads
“Construction on the roads need to be fixed”

“When will harbor bridge be finished?”

“Lots of potholes driving”

Beach Cleanliness
“Beaches are well kept, amazing environment, clean 
beaches, extremely nice people”

“Love your beaches always clean”

“Clean up the beaches and water”

“Water is dirty, trash in the sand”

“The beach has black oil that needs to be clean”

“It would be better if more trash was picked up on 
beach.”



Comments about amenities
Restaurants
“Need better diversity in food options“

“More restrooms and restaurants on the beach.”

“Good restaurants and coffee spots. Cute place to vacay!”

Attractions
“Work on downtown attractions and things to do.“

“Lacks the independent/local restaurants and bars and city 
attractions these larger comparable cities have”

Lodging
“Would love to see more hotels on the beach and 
boardwalk .“

“More hotels with beach access; more landscaping 
including palm trees; more quick healthy eating options; 
Grocery store ”

“Updated lodging”



DESTINATION NEXT
STRATEGIC PLAN 2023-2027



SCORING MODULE



Strong Community Engagement

Developing
Destination

Key strategic challenges

These Destinations have at tourism vision and a 
community mandate to get it done.

• Maintaining momentum over time required to 
implement the strategy

• Making prioritized choices for focused action; 
avoiding the temptation to be all things to all people

• Establishing destination marketplace credibility; 
delivering on brand promises for target segments

Voyager cities



Business 
Support

Equity, Diversity
& Inclusion

Organization 
Governance

Hospitality 
Culture

Emergency
Preparedness

Community Group & 
Resident Support

Workforce
Development

Economic DevelopmentRegional Cooperation

Government 
Support

Funding 
Support & Certainty

Sustainability
& Resilience

Destination Alignment Variables









SCORING MODULE



Outdoor Recreation

Accommodation

Communication
Infrastructure

Health & Safety

Events & Festivals Sporting Events

Dining, Shopping & 
Entertainment

Destination AccessLocal Mobility & Access

Conventions & Meetings

Attractions &
Experiences

Arts, Culture & Heritage

Destination Strength Variables







Key takeaways from dneXT
There are several opportunities for improvement in Corpus Christi as per 

the lowest rated variables shown:

Destination Strength Destination alignment



VISION
To become the Gulf Coast Capital 

for year-round experiences and events

MISSION
Strengthening our community 

by sharing Corpus Christi with the world

STRATEGIC PLAN – FY 23/24-26/27

Bold Smarketing
Collaborative Destination 

Development
Inclusive Community Alignment Driven Organization

KEY INITIATIVES

a. Continue to build a global 
brand

b. Continue to grow domestic 
land sports and international 
water sports

c. Expand group sales strategy 
for emerging opportunities

d. Create a film & music sales 
strategy

e. Identify and promote signature 
events to enhance off-peak 
seasonality

a. Advocate and support 
redevelopment of the (ABC 
Center, hotel & district)

b. Promote and support 
development of new youth 
sport facilities

c. Complete a Destination 
Development Strategy to 
include the islands, North 
Beach and downtown

d. Work with CCIA to improve 
air service

e. Promote cleanliness & 
beautification initiatives for 
the area

a. Cultivate resident and 
community support for tourism 
and VCC

b. Promote regenerative tourism 
through environmental, socio-
cultural and economic 
sustainability

c. Leverage PATH to improve the 
tourism and hospitality 
workforce

d. Strengthen collaboration with 
key industry and community 
organizations

e. Enhance relationships and 
collaboration with City/ State

a. Obtain a new, improved 
contract with the City

b. Renew DMAP Certification 
"with distinction"

c. Develop an employee retention 
and professional development 
plan

d. Capitalize on new technology 
and innovation trends

e. Enact Tourism Diversity Matters 
strategic initiatives to improve 
regional social 
inclusion, welcoming and 
belonging

TARGETS

• Better change in visitor spend 
over four years than state of 
Texas

• Growth in annual economic 
impact from group sales and 
sports by 2028

• Increase in POAT Competitive 
Rank Visitor Interest

• DMP completed by end of 
2025

• Minimum one citywide 
beautification initiative

• Increase in air lift from out 
of state passengers

• Improved resident sentiment 
score

• Growth in tourism-related fields 
of study at local schools

• Develop a metric to measure 
destination sustainability

• Improved DNEXT assessment 
score in 2027

• New contract with City by 
September 2024

• DMAP recertification completed by 
2026

• Improved employee satisfaction 
survey scores

• Above the mean scores on 
Destinations International EDI 
Assessment

STRATEGIC GOALS

DestinationNEXT Results

Bold
Smarketing

Collaborative 
Destination 

Development

Driven 
Organization

Inclusive 
Community 
Alignment

2023

2020

B
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