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HOT Collections
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Smith Travel Research

YTD December 2012 vs December 2011
OCC % 2012	   OCC % 2011	   Percentage

Change (OCC)
Percentage

Change
(REVPAR)

Percentage
Change (ADR)	  

59.2 57.6 2.9 10.0 6.9	  



Conventions & Event Sales



Conventions & Event Sales
•  Highlighted conventions coming to Corpus Christi:

•  Mustang Fest

•  Bike Fest

•  SkillsUSA



Leisure & Nature Tourism
•  Launched Stay & Play Attraction Savings Pass- 5 attractions, 

5 days, and a Ferry Ride for under $50.

•  Online Packages, Room Nights, and Ticket Sales increased over 
1,000% with the launch of Stay & Play Pass



Leisure & Nature Tourism – Spring Break 2013
•  Initial reports indicate over 200,000 Visitors in 10-day Spring 

Break Period and conservative estimates show a 7% increase 
overall.

•  200,000 visitors spending $117 a day = $23.4 million 
•  Overnight Visitor Spending by category:
•  Hotels- 44% 
•  Restaurants & Bars- 21% 
•  Attractions-11%



Leisure & Nature Tourism – Spring Break 2013 (cont.)
•  Texas State Aquarium: Attendance record with over 40,000 guests 

and 2nd Saturday was the single busiest day regular admission day ever 
at 6,000 guests.

•  USS Lexington attendance increased 8% from the previous year
•  Art Museum of South Texas: 14% increase over last year
•  South Texas Botanical Gardens & Nature Center attendance increased 

23% from the previous year
•  Corpus Christi Museum of Science & History reported a 30% increase 

in revenue
•  Hurricane Alley Waterpark: Friday, Saturday & Sunday highest 3 days 

of attendance ever
•  Harbor Ferry: 10,504 riders for an increase of 30% 
•  Brewster Street Icehouse:  single week attendance record (including 4 

sold out shows)
•  Concrete Street: single show attendance record on Friday night



Interactive Marketing - Facebook



Interactive Marketing - Facebook



Interactive Marketing - Website YTD Visits:  
320,577 vs 217,043
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Interactive Marketing – Mobile Website YTD Visits:  
108,827 vs 29,376
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Interactive Marketing - Barkley REI



Interactive Marketing - Barkley REI



Traditional Advertising



Traditional Advertising



Projected Budgets: 2012-2013 FY
Interactive Marketing - $800,000 Traditional Advertising - $1.2 million

Social Media Print
Website Ad Networks TV
Demographic Targeting Radio

Retargeting Digital Billboards



Economic Impact Study Highlights
•  Visitors

•  7.4 million visitors (person trips to the metro area)
•  Over 18.5 million visitor-days (average 2.2 days per trip)
•  Average party size of 2.3

•  46% day travelers, 58% in hotels/motels
•  80% visitors for leisure, 20% for business
•  39% visitors go to beaches/waterfront, 17% sightseeing, 13% 

hunting/fishing
•  Spending

•  $116.7 per visitor per day ($65.6 day trip; $144.7 overnight; $160 
business travelers)

•  Spending by category: restaurants & bars (21%), lodging (22%), local 
transportation (30%), shopping (14%), recreation & entertainment 
(9%)

•  Visitors account for 81% of sales in local hotels, 60% airport activity



Economic Impact Study Highlights
•  Direct impacts of local tourism

•  $625 million in value added (output)
•  15,792 jobs
•  $11.7 million direct room taxes, $27.4 million indirect local taxes
•  Tax return on investment per dollar of CVB budget: $10.9
•  Tourism directly accounts for 5% of local business activity and 7% of 

local workforce
•  Total impacts, including indirect effects

•  $1.4 billion
•  26,659 jobs



2013 Annual Luncheon – May 8, 2013



Thank you for your support!!! 
See you May 8th!!!


