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executive


summary
Corpus Christi residents told a compelling story about their attitude towards tourism through our Community

Perspective Survey. Corpus Christians see tourism as an important way to help the local economy and improve

the community for everyone. This is backed up by the data, which shows greater tax collections towards things
like road infrastructure, economic development and first responders in the months with highest visitation. 

Hotel numbers during the summer were down slightly but consistently this past year, while short term rental

numbers have been increasing drastically. Putting them together, we see a similar year in terms of visitation

for every month other than March compared to last year. We continue to see a larger role of short term rentals

in the visitor experience, and the beginning of the enforcement of the city ordinance on bed tax collections

came at the right time, coinciding with the highest monthly bed tax collection ever. 

Hotel rates have been around what they were last year for the last quarter, with weekday rates being higher

and weekend rates being lower than last year's rates. October's recent drops in weekend rates pose a danger

of not keeping pace with trends elsewhere along the Gulf Coast, and hoteliers would do well to at least

match last year's rates for the coming quarter on weekends, aiming for increases of 5-7% over last year to

keep pace with places like South Padre Island.

Visit Corpus Christi continues to spread the word about the Gulf Coast Capital, with advertising increasing

visitation to the city by 50%. Visitor surveys show the value of expanding our visitor base - visitors from farther

away tend to stay longer, which means more economic impact to the community. We will continue to work

towards this goal in the coming quarter, working to help snowbirds escape the cold and discover how

beautiful Corpus Christi is in the next few months.

As we enter the winter, our team aims to bring visitation to Corpus Christi during these slower periods, when

our hotel rooms most need our help. At the beginning of December, we will welcome the Texas Association for

Health, Physical Education, Recreation, and Dance; 1,200 visitors who we will share our city and everything it

has to offer with. Our sales team will continue to target times like these to make sure we are bringing impact

to the city when it needs it most - when leisure travel is slow and group business can fill those gaps.

Just as importantly, we need your help in being a community advocate - the vast majority of locals interact

with visitors to help them find things to do. Sharing our city with them the best we can isn't just being

hospitable, it causes knock on effects that help improve our community. This is especially important around

the holidays, when we welcome friends and family to enjoy Corpus Christi with us - we will be showing them

all of our favorite local shops, restaurants, and attractions, and we invite you to do the same!
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The Corpus Christi community

considers tourism important to the

economy and their quality of life.

They support growing tourism. 



This sentiment is echoed in our


mission: To create a better

community by sharing Corpus


Christi with the world.

73%
of Corpus Christians

want tourism to be


developed even further

65%
of Corpus Christians say

tourism is important for

making our community a


great place to live

79%
of Corpus Christians say

tourism is very important to
the local economy

local voices on tourism
Data via Community Perspective Survey, distributed to


2,000+ Corpus Christi community members



80%

91%

63%
we value our


natural

resources & 

we want to take

care of them.

say beaches are

important to their


quality of life

support educating

visitors on preserving

resources, in line with


our organizational

sustainability goals

Corpus Christians are proud to be

part of this community and interact


with visitors often.



Corpus Christians also agreed that

growing tourism helps create a


better place to live.
 

By sharing our pride with visitors, we

can help make that happen. 

53%
of Corpus Christians

are very/extremely

proud to live here.

64%
71%

of residents take friends

and relatives to local


tourism places. So, benefits

to those places mean

benefits for everyone.

of residents recommend

tourist places to visitors.

think tourism
benefits the


environment by

incentivizing

sustainability

local voices on tourism
Data via Community Perspective Survey, distributed to


1,400+ Corpus Christi community members



Restaurants were rated by

residents as vital to resident


quality of life.



When asked to rate the quality of

different kinds of restaurants, farm-

to-table restaurants were rated

as the lowest quality and as the


worst variety.

77%

79%
did not rate our farm-

to-table restaurants


as high quality

84%
of Corpus Christians say


restaurants are very important

to their quality of life

local voices on tourism
Data via Community Perspective Survey, distributed to


1,400+ Corpus Christi community members

did not rate our variety

of farm-to-table


restaurants highly



Corpus Christi residents believe that

downtown plays a very important


role in their quality of life.



When asked about the quality of

shopping, walkable shopping was


rated low.  



This suggests that adding more

additional walkable shopping


downtown would likely have large

positive resident impact.

80%

76%
did not rate walkable


shopping as top quality

78%
of Corpus Christians say


downtown is very important to

their quality of life

local voices on tourism
Data via Community Perspective Survey, distributed to


1,400+ Corpus Christi community members

did not rate upscale

shopping as high quality



Survey respondents came from all over Texas and many parts of the United States,

including clusters in Denver and Oklahoma - two of our top advertising markets.

visitor survey results
Data via visitor sentiment Survey, distributed to 

2,000+ Corpus Christi visitors across the city

8.8
out of 10

When asked how likely they

were to recommend Corpus


Christi as a vacation

destination, the majority of


visitors responded with a 9

or 10 out of 10, with an

average score of 8.80.

Out of State
Respondent Locations

In State
Respondent Locations



visitor survey results
Data via visitor sentiment Survey, distributed to 

2,000+ Corpus Christi visitors across the city

Visitors from farther away stay

longer, which means they tend to

bring more money to the local

community. We take factor this

into our advertising strategy.
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Summer occupancy rates

did not match last year's

record breaking summer,


but fall has been similar to

last year.
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Hotel rates stayed fairly

similar to 2021 throughout the

busiest part of the year, but

demand did not reach the


heights of 2021. As a result,

revenue also declined.

week of year

2021

2021

2022

Q4 VS 2021

-7%
hotel


REVENUE
Q4 VS 2021

Rates were similar to last

year with increases in

the end of September.
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hotel report

preliminary

data from


smith 
travel


research
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Occupancy forecasts are based on historical patterns and recent trends.
October forecasts include actual data for the majority of the month.

Room rate forecasts are to increase about 5% over 2021 citywide averages.
Hotels should aim to match this to keep pace with recent industry trends.

avg room rate
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lift from ads
People who saw our ads were


50% more likely to visit

visitor origins data via
arrivalist
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Like Q3, Q4 saw small rises in the

shares of closer markets and dips in

the shares of more distant markets.



This pattern was expected as gas


prices changed traveler behavior.



Geolocation data shows our

advertising has continued to be


effective in driving visitation

beyond what it would have been


otherwise in the face of these travel

trends.

Darker red

means more

visitors from

state in Q4



2019

2022

2020

2021

l&H labor force
data via Bureau of Labor Statistics

2022

2020

2021

2019

flight traffic
data via Bureau of Transportation Statistics

After taking one of the largest hits during COVID

of any industry, leisure and hospitality has

rebounded to pre-COVID levels. With visitation

increasing, this sector of the workforce will have

to as well in order to keep pace.

CCIA returned to pre-COVID

levels of traffic this summer. Flights

are full, helping us make the case

for increased air service.



short term rental review
Data via KeyData

short term 

rental review
data from

keydata

jul

aug

sep

Short term rentals

are continuing to


gain a larger

market share.

This is partly driven by an

increase in the number of

rentals; occupancy rates


for rentals are similar to last

year, but more people are


staying in them in total.

Corpus Christi is

seeing the largest

demand increases,

but the lowest rate


increases.

oct



short term rental review
Data via KeyData

short term 

rental pacing
data from

keydata

This trend looks like it

will continue, with future

bookings outpacing last

year's bookings at this

time for the next two


months.

January pacing

indicates the increases

might be leveling off,


but pacing that far

ahead should always be


taken with a grain of

salt. While Corpus has


fewer short term

rental stays than


South Padre or Port

Aransas, it has many


more hotels, so it has

the most visitation of

these places in total.



short term rental review
Data via KeyData

combining hotels and


short term rentals

data from
keydata

and smith


travel

research

STR demand (yellow bar) has increased

year over year every month this fiscal year.

STRs generate more revenue per room than

hotels (because they generally host more people

per room) - this has resulted in revenue increases

every month. This is true even for March, when

combined demand was lower than last FY. 

Fiscal Year



short term rental review
Data via KeyData

The relationship between bed tax collections and

citywide sales tax collections is clear.

In months where more bed tax is collected, more

sales tax is collected, meaning months that are

highest visitation are the most beneficial to

general tax collections.

This backs up what Corpus Christians said in their

community survey responses: the visitor economy

and the local economy are intertwined.

Tourism is an important part of our local economy,

and growing tourism means growing citywide

resources which means citywide benefit.

hotel occupancy tax


collections

data from
the city of


corpus

christi

Despite revenue estimates all increasing

since last FY, tax collections on these

revenues were down in March and June.

The enforcement of the city ordinance on

STR tax collections seems to have changed

this, bringing recent months more in line

with revenue estimates.

The ordinance was

enforced starting in


July, coinciding with a

record-breaking


collection amount.

Dec

holiday

spend 
bucks

trend



Data via KeyData

need date calendar
groups booked in 2023

Our strategy is to bring visitors to Corpus Christi when our community benefits from their impact

the most: during slower times of year. To accomplish this, we use a need date calendar based on


seasonal projections to help monitor our progress. Projected occupancy rates below 55% are

marked as medium need (orange); below 50% are marked high need (red).



Data via KeyData

need date calendar
groups booked in 2024

The calendar does not depict effects of all holidays, but they are always taken into account when

booking groups. Only very large groups are blocked off on the calendar which represent dates for


which we can no longer book further group business - we have booked business for dates

elsewhere, but will continue to try to fill those dates.


