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Corpus Christi continues to attract the majority of its visitors from the West South
Central region, with strong representation from major Texas urban centers such as San
Antonio, Houston, and Dallas-Fort Worth. Between 2022 and 2024, the city reaffirmed
its position as a resilient tourism hub, while also highlighting growth opportunities in
targeted regional and urban markets.

Mode of Transportation:

*  Most visitors to Corpus Christi continue to arrive by automobile, though air travel
has shown a notable year-over-year increase. At the same time, rental car usage has
grown while reliance on personal vehicles has declined, suggesting a shift in traveler
preferences toward shared and on-demand mobility options.

* Rideshare services and localized transport options, including taxis and limousines,
played a complementary role in supporting the broader transportation network and
meeting the diverse mobility needs of travelers.

Seasonal Trends:

* Travel to Corpus Christi peaks in summer, with June, July, and August recording the
highest visitation levels. By contrast, spring and fall attract moderate to lower
proportions of visits, though these seasons show variability across different years.
This indicates untapped potential for boosting visitation during shoulder seasons.

e July, June and August recorded the highest levels of visitation to Corpus Christi,
followed by May. January also stands out as a secondary peak, likely driven by
travelers seeking seasonal escapes from colder climates.

*  36% of trips start on Friday and 12% on Saturday, much higher than the U.S. average
and competitors, indicating strong weekend demand. This reinforces Corpus Christi’s
positioning as a weekend getaway destination, with extended weekend trips serving
as a key driver of visitation and economic impact.
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Purpose of Visit:

Vacation leisure remains the dominant motivator for travel to Corpus Christi, with
about one fifth of visitors coming for a weekend getaway. This is the only leisure
segment that has shown steady growth since the pandemic, even as overall leisure
travel has declined. At the same time, business travel rebounded strongly in 2022-
2024, with growth seen in both group and transient segments. Much of this increase
was driven by conventions, and client/consulting travel, which experienced solid
recovery after pandemic-era declines.

While business travel has grown, leisure continues to have the greatest overall
impact on visitation, underscoring its importance to Corpus Christi’s tourism
economy.

Length of Stay

Corpus Christi continues to attract a high share of day-trip visitors (65%), outpacing
both the U.S. average and its competitive set. However, overnight stays remain
limited, with the city’s average length of stay at just 1.67 days, comparable to nearby
competitors but below national benchmarks.

This trend reflects a broader U.S. shift toward shorter trips, but it also signals missed
opportunities for extended stays and higher visitor spend. Positioning Corpus Christi
as a destination worth “one more night” will help increase overnight visitation and
grow economic impact.

Accommodation

Overnight visitors to Corpus Christi are increasingly choosing paid hotel
accommodations. The share of visitor nights spent in hotels and non-paid
accommodations (such as staying with friends or relatives) has grown, while the
share of nights in non-hotel paid accommodations (e.g., vacation rentals or short-
term rentals) has declined.



2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™

W 1¥] Travel
2/ Intelligence

Spending Habits:

Between 2022-2024, average daily spending increased across all categories including
room lodging, dining, entertainment, and shopping. Corpus Christi is the only
destination relative to its competitors within the state that saw an increase in visitor
spend.

Activity Participation:

In 2022-2024, activity participation among Corpus Christi travelers remained high,
with a 96% engagement rate.

Popular activities continued to include cultural experiences, visits to attractions,
family-focused events, and outdoor recreation. Notably, participation in nature-
related, and culinary activities experienced minor declines, suggesting subtle shifts in
traveler interests or preferences.

Despite these changes, activities remained a core travel motivator, cited by 98% of
visitors, reaffirming the value of immersive, experience-driven offerings in
destination choice and trip planning.

Satisfaction and Loyalty:

Safety and overall satisfaction remain the highest-rated attributes among Corpus
Christi visitors. However, destination ratings have trended downward in recent years,
with noticeable declines across key measures. Visitors increasingly report lower
perceptions of value for money and a reduced likelihood to recommend, signaling
potential risks to long-term reputation and repeat visitation.

Attributes such as the quality of attractions and dining options received the lowest
ratings, suggesting that visitor expectations are rising and that service-related
experiences are under greater scrutiny.
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Demographics:

Corpus Christi traveler base from 2022-2024 reflected a well-balanced demographic
profile, with Millennials, Gen X, and Gen Z accounting for a significant share of
visitation, underscoring the ongoing influence of younger and middle-aged cohorts on
travel trends.

Female travelers remain the majority of visitors to Corpus Christi. However, since the
post-COVID period, the number of male travelers has steadily increased, signaling a
gradual shift toward a more balanced gender mix among visitors.

The average income of travelers to Corpus Christi has increased, with a substantial rise
in those from households earning $150,000 or more. This indicates that the
destination is attracting a more affluent visitor base, which is reflected in higher
spending on accommodations, dining, and premium experiences.

Corpus Christi is seeing growth in travelers from households with children aged 18 or
younger. This trend suggests that the destination is increasingly appealing to families,
highlighting its reputation as a family-friendly location with activities, amenities, and
experiences suitable for younger audiences.

The majority of travelers originated from mid- to high- income households, as
evidenced by elevated median and average income levels. Notably, the strongest
growth was observed in segments identified as “Young Family”. “Young & Free”, and
“Affluent Family.” This pattern highlights the critical role of discretionary income as a
primary driver of leisure travel, suggesting that financial capacity, not just travel intent,
continues to shape travel behavior across life stages.
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Conclusion:

The 2022-2024 Visitor Profile for Corpus Christi travelers reflects a robust
tourism industry, supported by a diverse visitor base engaged in a broad range
of activities. While visitor spending and activity participation remained strong,
visitor satisfaction was relatively weak across key experience dimensions,
highlighting opportunities for improvement that could make a meaningful
difference.

Specifically, the data points to the importance of fostering more welcoming
and friendly communities and enhancing perceptions of value for money.
These issues may not require large-scale overhauls but rather consistent
attention to small, visible improvements such as friendlier customer service,
clearer product packaging and communication, and greater transparency in
pricing.

Corpus Christi’s appeal as a vacation leisure destination has remained strong,
with recent years also showing growth potential for business travel. However,
rising costs of goods and services have elevated traveler expectations around
value and service quality. As travel becomes more accessible primarily to
affluent individuals, competition has intensified among destinations vying for
the same high-value traveler segments.

To stay competitive, Corpus Christi must not only attract more visitors and
convert day-trip travelers into overnight guests who stay longer and spend
more, but also ensure that every visitor feels their experience is worth the cost
from meals and lodging to attractions. Building and maintaining a strong
reputation for value and hospitality will be critical to encouraging repeat
visitation, particularly in a travel landscape where travelers are increasingly
selective about where they spend their time and money.
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Season of Trip

Summer Fall

21% 39% 18%

Spring

e

Transportation Used to Travel

0.4%

96% 3%

Main Activities

gﬁ 34% Beach/Waterfront
ald 14% Business/Work
/a\ 13% Visit Friends/Family

?@" 12% Culinary

ﬂ 11% Shopping

‘(?f 11% Birthday Celebrations
Source: 2022-2024 PERFORMANCE/Monitor

Demographic Information

Q O

61% 39%

AVERAGE 4 6
VISITOR AGE
YEARS OLD
//\‘ Mean Household Income
$103,680
BOOMERS/

GENZ MILLENNIAL GEN X SILENT
11% 34% 31% 24%

67% Married

ﬁ@ 44% with

children in household

@

Average Expenditure

$162

PERSON PER DAY

Trip Origin
87% Texas
3% Kansas
2% Missouri
2% Ohio

1% Florida, New York,

Oklahoma
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Trip Characteristics

AVERAGE
LENGTH OF STAY

1.67

DAYS

® 0
homa, 24% M 44%
Jommessss, MRz, travel together
Connecticut travel alone g

Trip Purpose

Non-Vacation
(Leisure) 33%

Group Business
. 8%
Vacation

52% Transient Business
7%

TRIP PLANNING

Month Months Months

TIMEFRAME
29%
25%
1-3
20% <1 WEES
Same Week 13%
7% 6%
>3

8% o0
_©O t | 24% _
o 3Velin m travel with
™ groups of children
AVERAGE 2 ° 3 3
Party Size PERSONS

TOP TRIP PLANNING RESOURCES

v 4 0 8 &

43%  17% 11% 6% 5%
PAST ~ EAMILY & FRIEND |NTERNET

EXPERIENCE RECOMMEN-  spaRCH
DATIONS

One Overnight Trip in Past 3
Months @

MAPPING  THIRD PARTY
WEBSITES BOOKING SITES

Frequent Traveler
(5+ Times in Past 3 Months)

* ** * * SATISFACTION (8.48)
* ** * * VALUE-FOR-THE-MONEY (8.25)
*** * * LIKELY TO RECOMMEND (8.25)
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Season of Trip

Summer Fall

Spring
26% 36% 23%

Transportation Used to Travel

1%

96% %%

Main Activities

& 48% Beach/Waterfront
?@" 25% Culinary

@ 13% Shopping

a

11% Visit Friends/Family

/lvl\ 11% Touring/Sightseeing

Source: 2022-2024 PERFORMANCE/Monitor

Demographic Information

Q d &

61% 38% 1%

AVERAGE 4 8
VISITOR AGE
YEARS OLD
//\‘ Mean Household Income
$108,882
BOOMERS/
GENZ MILLENNIAL GEN X SILENT
7% 31% 34% 28%

Trip Origin
78% Texas
2% Oklahoma
2% Florida
2% Tennessee
1% Missouri

Trip Purpose

Non-Vacation
(Leisure) 38%

Group Business
2%

Transient Business
Vacation 3%

57%

W. 58% Married

@
ﬁ@ 42% with

children in household

Average Expenditure

$161

PERSON PER DAY

TRIP PLANNING
TIMEFRAME

16% RKESS 7% 7%

10% 23 >3
Months Months

Same
Day
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Trip Characteristics

1.66

AVERAGE
LENGTH OF STAY

DAYS
® o0
21% 52%
travel alone travel together
6% o0
_©O t | 21%
® il ,im travel with
.-. %:.0:3&?: children
AVERAGE 2.32
Party Size PERSONS

TOP TRIP PLANNING RESOURCES

® & O A E

® a*e
41% 17% 11% 8% 7%

PAST ~ EAMILY & FRIEND INTERNET ATTRACTION  HOTEL
EXPERIENCE  RECOMMEN-  SEARCH  WEBSITES ~ WEBSITES

DATIONS

One Overnight Trip in Past 3
Months
Frequent Traveler @

(5+ Times in Past 3 Months)

*** * * SATISFACTION (8.72)
* ** * * VALUE-FOR-THE-MONEY (8.65)
*** * * LIKELY TO RECOMMEND (8.66)
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Season of Trip Demographic Information Trip Origin Trip Characteristics
Spring Summer Fall d 74% Texas 1 7 3
v AVERAGE )
26% 30% 22% 2% Virgina LENGTH OF STAY
2% Florida DAYS

54% 45%

o o 1% New York, Missouri, @ PRPY
Oklahoma, 42% 35%

4 6 Tennessee, Ohio travel alone travel together

T tation Used to Travel AVERAGE
ransporiation Used to lrave VISITOR AGE Trip Purpose 5% o
VAL L 209 v E m trevel with
roups o .
2% = ah %+ a([,:l)ults children
~— Non-Vacation
_ o3 el H$°1ui‘ihzg"4'”come (Leisure) 49% AVERAGE 1.98
87% }o4-ou 1% ’ Group Business Party Size PERSONS
g4 9%
Vacati
GENZ MILLENNIAL GEN X O 5 aiiﬁ/'” TOP TRIP PLANNING RESOURCES
SILENT ° Transient Business
8% o
9% 37% 30% 24% ©®® a*8 @ ag ﬁ

Main Activities
TRIP PLANNING 32% 16% 15% 8% 7%

W¥. 67% Married TIMEFRAME PAST  FAMILY & FRIEND |NTERNET ~ MAPPING ATTRACTION
EXPERIENCE ~ RECOMMEN-  SEARCH ~ WEBSITES  WEBSITES

?@" 21% Culinary (
O) 31% DATIONS

/a\ 18% Visiting Friends/Relatives children in household !
<

WEES

ﬂ 19% Shopping ﬂﬂﬁ .
®!'@ 20% with 26% s @One Overnight Trip in Past 3

Months
Frequent Traveler
13% 11% (5+ Times in Past 3 Months)

‘ o ; 15%
S ek e e Average Expenditure 6%

1. 10 Hitoricights 25, Kok ok ke samsmacrion ese
t

$203 > Months ¢ H K VALUE-FOR-THE-MONEY (8.43)

*** * * LIKELY TO RECOMMEND (8.50)

Source: 2022-2024 PERFORMANCE/Monitor PERSON PER DAY




13 Visitor Profile / Crestview-Fort Walton Beach-Destin, FL

Season of Trip

Summer Fall

19%

Spring

23% 41%

Transportation Used to Travel

0.3%

k3

91% /

~ 9%

Main Activities

gﬁ 65% Beach/Waterfront

@ 32% Shopping

?@" 27% Culinary
/0\ 15% Visiting Friends/Relatives

/ﬂvﬂ\ 11% Touring/Sightseeing

Source: 2022-2024 PERFORMANCE/Monitor

Demographic Information

Q d &

59% 39% 2%

AVERAGE
VISITOR AGE 4 9
YEARS OLD
//\‘ Mean Household Income
$141,661
BOOMERS/

GENZ MILLENNIAL GEN X SILENT
7% 31% 33% 29%

W¥. 78% Married

@
ﬁ@ 49% with

children in household

Average Expenditure

$230

PERSON PER DAY

Trip Origin
12% Texas
9% Tennessee
7%  Florida
6% Ohio
5% Missouri

Trip Purpose

Non-Vacation

(Leisure) 13%

Group Business
g 1%
Transient Business

Vacation 4%

81%

TRIP PLANNING

TIMEFRAME
24% 23%
1-3 2
a 0
WEES 14% Months 18%
>3
Months

7% 8%

<1
Same Week
Day
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Trip Characteristics

3.74

AVERAGE
LENGTH OF STAY

DAYS
® o0
19% 39%
travel alone travel together
11% o0
_0 | 31%
[ J il ,im travel with
.-. SRR B children

3+ adults

2.88

PERSONS

AVERAGE
Party Size

TOP TRIP PLANNING RESOURCES

©®® A’ia g @' @
33 18%

pas FAMILY & FRIEND
EXPERIENCE RECOMMEN-
DATIONS

One Overnight Trip in Past 3
Months
Frequent Traveler @

13% 13% 12%

DESTINATION THIRD PARTY INTERNET
WEBsITEs BOOKING SITES  SEARCH

(5+ Times in Past 3 Months)

* ** * * SATISFACTION (8.84)
* ** * * VALUE-FOR-THE-MONEY (8.54)
*** * * LIKELY TO RECOMMEND (8.88)
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Corpus Christi’s Market Share

Trip-dollar shares decreased compared to visitation as reflected in travelers (person-stays), travel party (stays) or length of stay
(person-days), which reported a slight share increase. More travelers are visiting Corpus Christi and spending more time (length of
stay), but spending less in the destination, which may be attributed to the increased cost of travel and change in travel behavior.

0.33%
0.30% Stays
0.27% 0.30%

0.23% 0.22% Person-Stays
. /0

0.21% 0.21% 0.22% 0.21% 0.23% —Person-Days

—Trip-Dollars w/o
Transportation
2018-2020 2019-2021 2020-2022 2021-2023 2022-2024
2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ For your overnight travel in the past 3 months, please provide the main

Source: 2022-2024 PERFORMANCE/Monitor" US City or location visited AND Please provide the city/location for your day trip

taken to all different cities/location visited in [month]
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Origin of Travelers: Census Divisions

Adh

) ¢

1%

West North Central

1%

88% of visitors to Corpus Christi originate from the
West South Central division (Intra-Census Division).

The remaining 12% arrive from other regions,
primarily from the neighboring West North Central
(5%) and East North Central (2%) divisions.

Since the pandemic, travel within the same census
division and within Texas has grown, while
visitation from outside the region and state has
steadily declined.

1%

ER

South Atlantic Region |

Question/ For your overnight travel in the past 3 months, please provide the main US

2022-2024 Corpus Christi Total Sample Size (sBase =511) City or location visited AND Please provide the city/location for your day trip taken to
Source: 2022-2024 PERFORMANCE/Monitor*™ all different cities/location visited in [month]

Ry

88%

West South Central |

b
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Origin of Travelers: States

Like in previous years, the majority of visitors (87%)
come from within Texas.

Outside of Texas, Missouri has emerged as one of
the top origin state, showing a slight increase in
visitation. In contrast, Kansas recorded a small
decline compared to prior years.

Question/ For your overnight travel in the past 3 months, please provide the main US
City or location visited AND Please provide the city/location for your day trip taken to
all different cities/location visited in [month]

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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Top Origin DMAs

Top Origin DMAs to Corpus . .. ... . Crestview-
Christi U.S. Total Corpus Christi, TX Competitive Set Galveston, TX San Antonio, TX Ft. Walton-Destin, FL

San Antonio, TX 1.1% 30.2% 12.1% 3.9% 17.2% 0.7%
Corpus Christi, TX 0.2% 15.9% 4.6% 0.2% 6.8% 0.0%
Dallas-Fort Worth, TX 2.9% 10.3% 10.2% 19.1% 10.9% 3.2%
Houston, TX 2.0% 9.0% 15.5% 39.8% 14.6% 4.7%
Austin, TX 0.8% 8.8% 6.3% 5.2% 7.6% 2.8%
Harlingen-Weslaco-Brownsville-

McAllen, TX 0.3% 3.5% 2.9% 0.4% 4.3% 0.0%
Waco-Temple-Bryan, TX 0.3% 2.8% 3.0% 1.9% 4.2% 0.0%
Wichita-Hutchinson Plus, KS 0.4% 2.7% 0.1% 0.0% 0.1% 0.1%
Victoria, TX 0.0% 2.6% 0.3% 0.0% 0.5% 0.0%
St. Louis, MO 0.9% 1.6% 1.2% 0.4% 0.4% 4.1%
Top 10 Sum 8.9% 87.4% 56.2% 70.9% 66.6% 15.6%

Corpus Christi’s visitor base is significantly less diversified, with 87% of visitation concentrated within its top 10 DMAs. This is much higher than Galveston
(71%), and San Antonio (67%), underscoring Corpus Christi’s heavy reliance on a limited number of feeder markets. By contrast, competitor destinations

attract visitors from more broadly distributed origins.

Question/ For your overnight travel in the past 3 months, please provide the main US
2022-2024 Corpus Christi Total Sample Size (Base = 511) City or location visited AND Please provide the city/location for your day trip taken to

Source: 2022-2024 PERFORMANCE/Monitors™ all different cities/location visited in [month]
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Opportunity by Origin DMAs

38.4%

Corpus ChISt, T | 13 >

. 23.8%

7.2%

ouston, X p— st
Harlingen-Weslaco-Brownsville- 6.1% W Trip-Dollars Based w/o Transportation
McAllen, TX I s.0%
5.2%

Austin, TX
! _ 4.8%
Visitors from San Antonio, Houston, Dallas Fort Worth, Waco

Dallas-Ft. Worth, TX “ 11.9% Temple Bryan, and Lubbock DMAs make up a smaller share of

total travel parties but account for a slightly higher share of

Victoria, TX B Lo 4.4% overall expenditures. This suggests that travelers from these
e DMAs, particularly from the larger urban markets, tend to stay
Waco-Temple-Bryan, TX L”‘é Yo longer and spend more during their trips to Corpus Christi.

1.5%
Lubbock, TX
! 2.1%
Question/ For your overnight travel in the past 3 months, please provide the main US
2022-2024 Corpus Christi Total Sample Size (Base = 511) City or location visited AND Please provide the city/location for your day trip taken to
Source: 2022-2024 PERFORMANCE/Monitors™ all different cities/location visited in [month]
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Average One-Way Distance Traveled to Destination

dbAust,in .
Total U.S. 607 miles
'*'_.'?.Hous‘ton :
~"San Antoni Corpus Christi,
A Aere P 292 miles
TX
Competitive Set 386 miles
s Christi .
Galveston, TX _ 243 miles

Crestview-Fort
Walton-Destin,
FL

490 miles

v
_aGeneral Escobedo
Monterrey

A
:
a

The average distance traveled one-way by Corpus Christi visitors was 292 miles, about 50% less than the average U.S. traveler.
On average, San Antonio, TX and Crestview-Fort Walton-Destin, FL's visitors come from further away than Corpus Christi’s visitors.

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ For your travel in the past 3 months, please provide the main US City or

Source: 2022-2024 PERFORMANCE/Monitors™ location visited.
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One-Way Distance Traveled (in miles)

BY AUTO BY PLANE

1,515

407 Total U.S.

1,378

252

Corpus Christi, TX

988

314 Competitive Set

18

_9

215 Galveston, TX

1,059

283 San Antonio, TX

737

Crestview-Fort Walton
Beach-Destin, FL

464

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Please provide the main transportation you used traveling to [City/Location]
Source: 2022-2024 PERFORMANCE/Monitors™ for your overnight trip.
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One-way Distance Traveled by Car

Total U.S. 34% 20% 11% 12% 6% 6% 11%
Corpus Christi, TX 20% 52% 6% 11% 4% 4% 4%
Competitive Set 25% 23% 23% 10% 7% 6% 7%
Galveston, TX 45% 10% 31% 5% 4% 3% 2%
San Antonio, TX 28% 30% 22% 6% 2% 4% 8%

Crestview-Fort Walton

. 5% 9% 24% PRV PRV 11% 5%
Beach-Destin, FL : : ’ : : : °
B 100 miles or less H 101-200 miles 201-300 miles m 301-500 miles
2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Please provide the main transportation you used traveling to [City/Location]

Source: 2022-2024 PERFORMANCE/Monitors™ for your overnight trip.
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Mode of Transportation to Destination
ure |~ 8

96% 0.4%

The dominant mode of transportation to Corpus
Christi, like most of its competitors, is by car,
underscoring the fact that a significant portion of
visitors are from surrounding cities and states within a
drivable distance. This is consistent with the visitor
origin data which shows that majority coming from
relatively nearby locales such as San Antonio, Houston,
and Austin.

Airplane Auto Train, Bus and other
U.S. Total 15% 80%
Competitive Set 10% 89% !
H Air
W Auto Galveston, TX [EBFA 96% H
m Other
San Antonio, TX 11% 87% 2%
Crestview Ft. Walton-Destin, FL 9% 91% o)
2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Please provide the main transportation you used traveling to

Source: 2022-2024 PERFORMANCE/Monitors™ [City/Location] for your overnight trip or past month day trip
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Transportation within the Destination

@ =@ e

No Transportation Used/Walked H Personal Vehicle ™ Rental Vehicle B Taxi Rideshare Service Bus M Train/Subway ™ Work/Company Vehicle

Total U.S. 5% 58% P 7% 2%
Corpus Christi, TX | 4% 80% 11% 3%
Competitive Set = 4% 75% 14% 64%
San Antonio, TX 5% 73% 14% 5 5%
Crestview Fort Walton-Destin, FL 2% 78% 19% “/j
2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Please provide the main transportation you used traveling within

Source: 2022-2024 PERFORMANCE/Monitors™ [City/Location]
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Corpus Christi Trip Planning vs. Booking Time Frame
| [

3%

More than 6 months

I 1% The majority of trip planning and booking activities
6 months I 1% happen closer to the departure date, revealing a
clear preference for shorter timeframes. A
I 1% significant portion of planned and booked trips
4-5 months I - occur with short notice ; 45% of trips are planned
and 48% are booked within a week, highlighting a
- 14% significant segment of last-minute decision-
2-3 months - 13% B Advanced Booking makers. This trend suggests a desire for flexibility,
m Advanced Planning possibly in response to evolving travel conditions
- 6% or last-minute opportunities. On the other hand,
1 month - 20 long term trip planning over four months in
advance remains low and unchanged, indicating a
_ 27% reduced inclination for far-off commitments
1-3 weeks T 9% among travelers.
Less than 1 week 22%
25%
26%

Same day

. . . . . -
2022-2024 Corpus Christi Total Sample Size (Base = 511) g"esft fon/ A dbOUt hod".vdfar 'nbadvka nee dt'd. yct’” Fclf“tn/yLO”r :.r 'P ]tf [City/Location]? About
Source: 2022-2024 PERFORMANCE/Monitor™ Owtarin advance cid you book your trip to [Lity/Location]:
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Past Experience

Friend/Family/Colleague Recommendation
Internet Search

Mapping Websites/Apps

Third-party Travel Booking Websites/Apps
Accommodation Websites/Apps
Destination Websites/Apps

Attraction Websites/Apps

Social Networking Sites

Guest Ratings and Review Websites/Apps
Online Destination Visitor Guides

Printed Destination Visitor Guides

Other

Transportation Website/App (2022+)
Travel Magazines/Books

Travel Influencer/Blogger (2018+)

Travel Agent/Tour Operator (2021+)

AAA Travel Guides (Online or Printed)

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitor’™

. 17 %
I 1%
I 6%

I 5%

I 4%

I 4%

I 4%

B Total Corpus Christi, TX

V1Y) Travel
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Travel Planning Resources

33%
43%

High Reliance on Past Experience: Travelers tend rely on past
experience for planning and friends and relatives' advice are most
trusted. Both sources remain significant but stable whereas other
traditional information sources are less dominant compared to
online.

Significant Online Influence: Furthermore, the data shows a visible
preference for web-based resources over traditional media such
as magazines or travel agents, etc. emphasizing a shift away from
traditional resources towards more interactive and up to date
online platforms.

Digital, with internet search leading at 11%, reflecting the crucial
role of online searches in the initial stages of trip planning.

Accommodation and third-party booking websites are also
notable, indicating that online accessibility and instantaneous
looking and booking are essential. Overall, there is a noticeable
shift towards digital resources (online guides, websites/apps) for
trip planning among all groups.

About 1 out of 4 (24%) Corpus Christi visitors do not rely on any
resource to plan their trip.

Question/ Which of the following information sources did you use to plan your trip
to [City/Location]?
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Quarter Trip Started

Total U.S. PAY 29%

Corpus Christi, TX 34% 17%

Competitive Set 30% 21%

Galveston, TX 34% 18%

San Antonio, TX 20% 30% 26% 24%

Crestview-Fort Walton

. 21% 28% 39% 13%
Beach-Destin, FL ° .

B First Quarter (Jan-Mar) B Second Quarter (Apr-Jun) Third Quarter (Jul-Sep) B Fourth Quarter (Oct-Dec)

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ For your overnight travel in the past 3 months, please provide the main US

Source: 2022-2024 PERFORMANCE/Monitors™ City or location visited.
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Corpus Christi — Month Trip Started

Winter Spring
8%
@ 7%
6(y/ \.\630 6%
(o] (o]
®
December January February March April

The summer months, specifically July (15%) and August (12%), are the peak travel

- periods to Corpus Christi, likely due to favorable weather conditions and vacation time
for families. While there are small fluctuations, certain patterns like summer peaks and

spring-as well as winter months remain relatively consistent across the years analyzed.

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitor’™

15% Summer Fall
12%
12%
9% /
()
%
\6%
\5%

May June July August September October November

In contrast, the fall months particularly October and
November see the lowest travel activity, presenting
opportunities for targeted promotions to boost
tourism during these off-peak periods.

Question/ For your overnight travel in the past 3 months, please provide the main US City or location
visited AND Please provide the city/location for your day trip taken to all different cities/location visited

in [month]
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Day of the Week Trip Started

Corpus Christi shows a notable increase in trips
beginning on Friday (36%) and Saturday (12%), exceeding 36% WEEKEND
the total U.S. average and most of the comparison
markets. This indicates a strong preference for extended
weekend travel in the region. Additionally, 16% of trips
start on Sundays and Mondays, suggesting business
travel patterns.

16% \ \/ o
12%
8%
7%
Total U.S. e Corpus Christi, TX Competitive Set Galveston, TX San Antonio, TX = Crestview-Fort Walton Beach-Destin, FL
Mon Tues Wed Thurs Fri Sat Sun

2022-2024 Corpus Christi Total Sample Size (Base = 511) Ques.tlon/. For your overnight tra?vel in th.e past 3 months, please prf)wde the main pS City or
Source: 2022-2024 PERFORMANCE/Monitors™ Ic.>c.at|on V|s.|ted AND P.Iease provide the city/location for your day trip taken to all different
cities/location visited in [month]



(VY] Travel

30 Visitor Profile / Trip Characteristics Y Intelligence

Purpose of the Trip

Crestview-Fort

U (RN 7 Galveston, TX San Antonio, TX Walton Beach-

Purpose - Corpus Christi, TX

Set Destin, FL

Convention 3% 4% 2% 1% 3% 0%
Seminar, Training 4% 3% 3% 1% 4% 1%
Other Group Meeting 3% 2% 2% e e 1% More than 85% of
Consulting, Client Services 2% 2% 2% 0% 2% 1% visitors to Corpus Christi
Inspection, Audit 1% 1% 0% 0% 1% 0% travel for leisure, a
Construction, Repair 1% 1% 1% 1% 2% 0% 1L:iJgSure av\v/(eelrlagaebOV?N:l}i‘:(ee
Sales, Purchasing 3% 1% 1% 1% 1% 1% leisure  remains the
Government, Military 0% 0% 1% 0% 1% 1% dominant purpose of
Cthor Busness > = = - = = tgii\:jeul'au;ts dochmed
Getaway Weekend (overnight) 6% 20% 7% 16% 6% 6% recent  years,  with
General Vacation (overnight) 28% 30% 36% 36% 25% 73% business travel showing
Vacation/Getaway (day trip) 3% 6% 5% 10% 5% 1% ?ﬁ;izlrileg[;(e):;/otz. during
Visit Friends/Relatives 22% 13% 23% 14% 29% 7%
Special Event 10% 12% 10% 9% 12% 3%
Medical/Health Care 2% 2% 1% 2% 2% 0%
Leisure Convention, Show, Conference 2% 0% 1% 0% 1% 0%
Leisure Seminar, Class, Training 1% 0% 0% 0% 0% 0%

Other Leisure/Personal 8% 4% 5% 12% 4% 3%

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™ Question/ Please tell us your main purpose of visiting [City/Location]
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Corpus Christi’s Opportunity by Purpose

Leisure vacation visitors, contributing 57% of non-transportation trip- Stays Based
dollars while comprising 29% of stays, emerge as Corpus Christi's key
profitable segment due to their higher share of monetary contributions
compared to their proportion among all travel parties. This segment's
high spending suggests a strong alignment with Corpus Christi's

M Trip-Dollars Based w/o
Transportation

offerings. 57%
45%
28%
27%
13%
10%
- -
Business Group Meeting Transient Business Leisure Vacation Leisure Non-Vacation

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Please tell us your main purpose of visiting [City/Location]

Source: 2022-2024 PERFORMANCE/Monitors™
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Le ngth Of Stay Average

Total U.S. 60% 13% 11% 7% 8% 29 1.92 days

Corpus Christi, TX 65% 7% 14% 8% 6% 19 1.67 days

Competitive Set 62% 11% 10% 7% 9% 19 1.88 days

Galveston, TX 67% 12% 10% 5% 4% 19 1.66 days

San Antonio, TX 65% 11% 10% 6% 7% 19 1.73 days
Crestview-Fort Walton

31% 9% 11% 10% 36% 3% 3.74 days

Beach-Destin, FL

H Day Trip M1 night 2 nights ™3 nights ™M 4-7 nights M 8+ nights

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ For your overnight travel in the past 3 months, please provide the date

Source: 2022-2024 PERFORMANCE/Monitors™ the stay started and ended to [City/location] visited.
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Average Length of Stay (in days)

m2020-2022 m2021-2023 m2022-2024 5.72

2.43 2.35
2.18

1.81

1.67 1.71 1.64

Total U.S. Corpus Christi, TX Galveston, TX San Antonio, TX Crestview-Fort Walton Beach-
Destin, FL

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ For your overnight travel in the past 3 months, please provide the date
Source: 2022-2024 PERFORMANCE/Monitors™ the stay started and ended to [City/location] visited.
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Corpus Christi’s Opportunity by Length of Stay

Two- to three-night stays make up just 22% of visits but drive a substantial 47% of total trip
dollars, underscoring the importance of overnight travelers with higher per-visit spending.
Similarly, only 7% of visitors stay four to seven nights, but they contribute 18% of total trip
dollars, highlighting the outsized value of longer duration visitors despite their smaller share of

overall stays. This suggests that visitors staying multiple nights are critical due to their high per-
visit spending.

65%

Stays Based

In contrast, day trips dominate stays in Corpus Christi at 65%, yet their economic impact is W Trip-Dollars Based w/o Transportation
relatively small accounting for only 25% of non-transportation trip dollars, demonstrating that
day trips typically generate lower spending.

559 27%
(o]
8%

0,
20% 18%
14%
8% 7%
. - : )
E—

Day Trip 1 night 2 nights 3 nights 4-7 nights 8+ nights

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ For your overnight travel in the past 3 months, please provide the date the
Source: 2022-2024 PERFORMANCE/Monitors™ stay started and ended to [City/location] visited.
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Accommodation Type

Total U.S.

Corpus Christi, TX

Competitive Set

Galveston, TX

San Antonio, TX

Crestview-Fort Walton
Beach-Destin, FL

M Paid Hotel M Paid Non-Hotel B Non-Paid Accommodations

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Thinking about your overnight trip to [city/location], please provide the
Source: 2022-2024 PERFORMANCE/Monitor*™ type of place stayed at.
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Corpus Christi's Opportunity by Accommodation Type

Corpus Christi’s overnight travel parties staying in High-End and Mid-Level hotels as
well as Paid Non-Hotels, such as short-term rentals and timeshares, are the most
profitable due to their higher shares of monetary contributions compared to their
shares in travel parties.

Stays Based

B Trip-Dollars Based w/o
Transportation

32% 33%

16% 16%
12% 13%
(o]
7%
High-End Hotel Mid-Level Hotel Economy Hotel Paid Non-Hotel Non-Paid Accommodations
2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Thinking about your overnight trip to [city/location], please provide the type

Source: 2022-2024 PERFORMANCE/Monitors™ of place stayed at.
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Corpus Christi Average Hotel Ratings

Poor Fair Excellent

0 1 2 3 4 5 6 7 8 9 10

recting ofsarety | : ::

Fiendly/ Helpfu peopie | : <5

Value forthe vioney | : <
Likelhood to Recommenct - | : :5

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Please rate your lodging using the scale below.
Source: 2022-2024 PERFORMANCE/Monitor’™
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Average Expenditure Per Travel Party Per Stay

Without Transportation

Competitive destinations particularly Crestview—Fort Walton Beach—Destin, FL have achieved significant growth in visitor spending,
but Corpus Christi’s average spend has remained relatively flat (5346 in 2020-2022 to $346 in 2022-2024). This highlights the

opportunity to capture higher-value overnight travelers and introduce packaged experiences that encourage longer stays and
increase per-visitor revenue.

—Total U.S. =@=Corpus Christi, TX ===Competitive Set ===Galveston, TX San Antonio, TX =e=Crestview-Fort Walton Beach-Destin, FL
—e 51,579
$1,436
$1,158
27
—5735
7‘7 —
B o S O— e — ©
— $350 $346
$346 $359
$271
2018-2020 2019-2021 2020-2022 2021-2023 2022-2024

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ About how much was spent by or for you only (not entire travel party) in each category
Source: 2022-2024 PERFORMANCE/Monitors™

below? Including yourself, how many adults and children were with you on your trip?
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Average Daily Expenditure per Traveler

Corpus Christi's travel sector has seen a continuing recovery in traveler spend, reflected in the increase in the average
daily expenditure of travelers. Other than Crestview-Fort Walton-Destin MSA, Corpus Christi is the only group that saw an

increase.
m 2021-2023
W 2022-2024
225 »230

$163 $166 $161

Total U.S. Corpus Christi, TX Galveston, TX San Antonio, TX Crestview-Fort Walton-

Destin, FL

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ About how much was spent by or for you only (not entire travel party) in each
Source: 2022-2024 PERFORMANCE/Monitors™ category below? Including yourself, how many adults and children were with you on your trip?
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Share of Expenditure Per Traveler Per Day

Corpus Christi visitors spent the most on Food & Beverage, Transportation, and Lodging

Total U.S. 26% 23% 20% 14% 12% 4%

Corpus Christi, TX 27% 28% 18% 12% 9% 6%

Competitive Set 20%
Galveston, TX 18%
San Antonio, TX 17%
Crestview-Fort Walton
. 29%
Beach-Destin, FL
B Transportation M Food & Beverage Lodging ™ Shopping M Entertainment & Recreation B Miscellanous
2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ About how much was spent by or for you only (not entire travel party) in each category

Source: 2022-2024 PERFORMANCE/Monitor*™ below? Including yourself, how many adults and children were with you on your trip?
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Travel Party Composition

Travel Party Composition (Overnight Travel): Corpus Christi is a popular destination for couples, families, and singles. Over the past
three travel periods, the destination has seen notable growth in family visitation.

Total U.S. 42% 32% 5% 6% 15%

Corpus Christi, TX 7%

Competitive Set 5%

Galveston, TX 7%

San Antonio, TX 1% WY

Crestview-Fort Walton

. 19% 33% 6% 11%
Beach-Destin, FL : ° -

B One Adult B Male/Female Two Males/Two Females B Three or More Adults M Children Present

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question / Including yourself, how many adults

Source: 2022-2024 PERFORMANCE/Monitor™ and children were with you on your trip?
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Average Travel Party Size

Corpus Christi consistently attracts larger travel parties relative
to the U.S. average.

Corpus Christi's travel party size is steadily increasing, reflecting W2020-2022 W 2021-2023 W 2022-2024

a substantial increase in traveling families and larger groups of

3+ adults.
2.98
5 68 2.77
2.30 2.26 2.26
. 1.93 1.94 1.90

Total U.S. Corpus Christi, TX Galveston, TX San Antonio, TX Crestview-Fort Walton-Destin, FL

2.24

2.16
1.91 1.94 1.95

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question / Including yourself, how many adults
Source: 2022-2024 PERFORMANCE/Monitors™ and children were with you on your trip?



. . . . . L. (VIV] Travel
43 Visitor Profile / Trip Characteristics Y ntelligence

Corpus Christi’s Opportunity by Party Composition (Overnight Travel)

Couples and three or more adults are most valuable segments to target. Families with children can be potentially profitable by
providing them with experiences and opportunities stay longer and to spend more.

Stays Based

M Trip-Dollars Based w/o Transportation

47%

24% 9
24% ° 24%
11% 13%
9 8%
- h “ o
One Adult One Male and One Female Two Males or Two Females Three or More Adults Children Present
2022-2024 Corpus Christi Total Sample Size (Base = 511) Question / Including yourself, how many adults and

Source: 2022-2024 PERFORMANCE/Monitors™ children were with you on your trip?
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Activity (Net) Participation in Corpus Christi

Nature

Libation and Culinary
Attractions -

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Did you do any of the following activities on your trip in [City/location]?
Source: 2022-2024 PERFORMANCE/Monitors™
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Nature (37%)

34% Beach/Waterfront
4% Parks (national, state)
3% Camping
2% Wildlife viewing

Outdoor Sports (15%)
10% Fishing
2% Boating
2% Hiking
2% Water Sports
1% Golfing

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/MonitorsM

Activity Participation

General (35%)
14% Business/Work
11% Shopping
7% Medical/Health/Doctor Visit
2% Spa/Wellness
2% Religious/Faith Based Confer.

Culture (14%)
5% Sightseeing/ Touring
4% Museums, Art Exhibits
3% Movies
2% Historic Sites
2% Live Music (Festivals, Concerts)

Attractions (10%)
4% Amateur Sports Event
3% Nightlife (Bar, Nightclub)
3% Zoo/Aquarium
0.4% Gambling
0.4% Professional Sports Events

Family/Life Events (33%)
13% Visit Friends/Relatives
11% Birthday Celebration
5% Other Personal Celebration
3% Funeral/Memorial
2% Holiday Celebration

Libation and Culinary (12%)

11% Typical Restaurant Dining
2% Special Dining Experience
0.3% Winery/Distillery/Brewery

Tours

W 1¥] Travel
2/ Intelligence

Question/ Did you do any of the following activities on your trip in [City/location]?
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40%
35%

15%

17%
37%

33%

21% 12%

10%
Total U.S. Corpus Christi, TX

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™

V1Y) Travel
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Activity Propensity

39%

13%

21%

35%

22%

20%

PAY)

Competitive Set

28%

51%

14%

Galveston, TX

45%

B Outdoor Sports

40%

Nature
67%

12%
B Family/Life Events

B Libation & Culinary

21%
16%
2 0,
San Antonio, TX Crestview-Fort
Walton Beach-
Destin, FL

Question/ Did you do any of the following activities on your trip in [City/location]?
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Activity Participation

Crestview-Fort Walton

Activities " Corpus Christi, TX | Total Competitive Set Galveston, TX San Antonio, TX Beach-Destin, FL

Shopping 18% 11% 19% 13% 19% 32%
Culinary/Dining 17% 12% 22% 25% 21% 27%
Business/Work 16% 14% 12% 5% 14% 6%

Visit Friends/Relatives 14% 13% 17% 11% 18% 15%
Beach/Waterfront 10% 34% 14% 48% 4% 65%
Birthday Celebrations 9% 11% 8% 8% 9% 6%
Touring/Sightseeing 8% 5% 10% 11% 10% 11%
Nightlife (bar, nightclub, etc.) 6% 3% 6% 4% 7% 6%
Historic Sites 5% 2% 9% 5% 10% 3%
Hiking 5% 2% 3% 1% 4% 4%
Parks (national, state) 5% 4% 5% 3% 5% 5%
Gambling (slots, cards, horses, etc.) 5% 0% 1% 1% 1% 1%
Amateur Sports (attend/

participate) 5% 4% 4% 3% 4% 4%
Medical/Health/Doctor Visit 5% 7% 4% 6% 4% 5%
Museums, Art Exhibits, etc. 5% 4% 6% 4% 6% 3%
Movies 4% 3% 4% 2% 4% 2%

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Did you do any of the following activities on your trip in [City/location]?

Source: 2022-2024 PERFORMANCE/Monitors™
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Activity Participation (cont’d)

Crestview-Fort Walton

Activities (Cont’d) N Corpus Christi, TX [Total Competitive Set Galveston, TX San Antonio, TX N ———

Live Music (festivals, concerts/clubs) 4% 2% 6% 2% 7% 2%
Holiday Celebration 4% 2% 6% 3% 7% 1%
Bicycling 4% 1% 4% 5% 3% 5%
Fishing 3% 10% 3% 8% 1% 9%
Camping 3% 3% 3% 2% 3% 3%
Festivals/Fairs (state, craft etc) 3% 2% 5% 3% 6% 3%

Boating/Sailing 3% 2% 2% 3% 1% 9%

Other Activity 3% 2% 3% 4% 3% 2%
Theme/Water Parks 3% 0% 5% 3% 5% 4%
Golfing 2% 1% 2% 1% 2% 4%
Other Personal Celebration

(Showers) 2% 5% 3% 3% 3% 1%
Zoo/Aquarium 2% 3% 4% 3% 4% 3%
Wildlife Viewing (birds, whales, etc.) 2% 2% 2% 3% 1% 5%
Funeral/Memorial 2% 3% 1% 1% 1% 0%
Spa/Wellness 2% 2% 1% 0% 1% 1%
Water Sports 1% 2% 1% 3% 1% 4%
Anniversary Celebration 4% 1% 3% 3% 4% 2%

2022-2024 Corpus Christi Total Sample Size (Base = 511)

Source: 2022-2024 PERFORMANCE/Monitor™ Question/ Did you do any of the following activities on your trip in [City/location]?
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Corpus Christi Activity Index

Corpus Christi travel parties show a higher propensity to participate in certain
activities compared to travel parties visiting the average U.S. destination. In
particular, beach and waterfront experiences, along with fishing, remain especially
popular among Corpus Christi visitors. These activities continue to outperform

national averages, highlighting the area’s strong appeal for travelers seeking coastal
and outdoor recreation.

V(Y] Travel
i/ Intelligence

* The activity index uses the US to
determine the average of 100 and
anything above is an activity that
travelers in Corpus Christi are more
likely to do than visitors to the US.

* The Index is different from the
share of participation in that it
reflects a traveler’s propensity to
participate in an activity, relative to
the propensity for average US
destinations.

344
297
237
202
148 143
132 132 120 113
U.S. Activity Participation = 100
Beach/ Fishing Other Personal Funeral/ Religious/Faith Medical/Health/ Zoo/ Spa/Wellness Birthday Water Sports
Waterfront Celebrations Memorial Based Conference Doctor Visit Aquarium Celebration

(Showers,
Engagement, etc.)

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitor’™

Question/ Did you do any of the following activities on your trip in [City/location]?
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Corpus Christi and Comp Set Satisfaction-Value Ratings

Vo)
o

(o]
Ul

® 2021-2023

® 2022-2024

Excellent Value-for-the-Money (8-10) (% of Respondents)
2 3 v z

(o))
o

60 65

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/MonitorsM

Corpus Christi, TX

San Antonio, TX

lGaIveston, TX I \.
[Corpus Christi, TX]\
j\ .\

TNe

70 75 80
Excellent Satisfaction (8-10) (% of Respondents)

Galveston, TX

Beach-Destin, FL

Crestview-Walton
Beach-Destin, FL

San Antonio, TX

85

restview-Walton

90

Visitor sentiment in Corpus Christi
has declined across key measures,
including  overall satisfaction,
perceived value for money, and
likelihood to recommend. Between
2022 and 2024, most traveler
ratings have trended downward,
with the quality of attractions and
food options emerging as the
lowest-rated categories. These
results suggest that while the
destination may still appeal to
travelers seeking coastal
experiences, gaps in perceived
quality and value could be
undermining its competitive
position.

Question/ Please rate [City/location] using the scale below.
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Corpus Christi Average Destination Ratings

Poor Fair Excellent

0 1 2 3 4 5 6 7 8 9 10

Overallstistacton | -2

Likelinood to Recommend | : 25
Frendly/ Helpful Peopie | : 2
Transportation Options in the Destination — 8.01
uality of Atractions | 7.7
Quality of Dining Options | .77

2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Please rate [City/location] using the scale below.
Source: 2022-2024 PERFORMANCE/Monitor’™
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Repeat Visitation in the Past 3 Years (Overnight Travel)

Corpus Christi aligns closely
Total U.S. 34% 21% 8% 5% with the US average with 32%
first-time visitors, yet trails
the Crestview-Forst Walton
Beach-Destin, FL (39%), and
San Antonio, TX (38%),
indicating untapped
potential for attracting new
visitors.

Corpus Christi, TX 32% 18% 7% 7%

Competitive Set

A lower proportion of
frequent visitors (4+ times) in
Corpus Christi compared to
San Antonio and Galveston
suggests the need for
strategies to enhance visitor
loyalty and repeat visits.

Galveston, TX

San Antonio, TX

Crestview-Fort

. The higher 36% of visitors
Walton Beach-Destin, 39%

with 2-3 visits to Corpus

FL Christi underscores the
W 1visit MW2-3visits M4-9visits M 10-19 visits M 20+ visits potential for converting
these less frequent travelers
into more frequent visitors.
2022-2024 Corpus Christi Total Sample Size (Base = 511) Question/ Number of times [city/location] visited in past 3 years (type in number including this

Source: 2022-2024 PERFORMANCE/Monitors™ visit).
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Gender of Respondents

Total U.S. Corpus Christi, TX Galveston, TX San Antonio, TX Crestview-Fort Walton
Beach-Destin, FL

B Male ™ Female ™ Other

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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Sexual Orientation of Respondents

Total U.S.

Corpus Christi, TX

Galveston, TX

San Antonio, TX

Crestview-Fort Walton
Beach-Destin, FL

B Non-Heterosexual B Straight/Heterosexual M Prefer not to answer

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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Age of Respondents

Average
Total U.S. 48 years old
Corpus Christi, TX 46 years old
Galveston, TX 48 years old
San Antonio, TX 47 years old
Crestview-Fort Walton 49 years old

Beach-Destin, FL

W 18-34 Years M 35-54 Years M55 Years and Older

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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Generation of Respondents

Total U.S. 8%

Corpus Christi, TX

Galveston, TX

San Antonio, TX

Crestview-Fort Walton
Beach-Destin, FL

B Gen Z (1997+) H Millennials (1981-1996) B Gen X (1965-1980)) B Boomers (1946-1964)2 W Silent/GI (1945 or earlier)

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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Corpus Christi’s Opportunity by Generation

Gen X travelers and Boomers are the most profitable and valuable visitor segments
for Corpus Christi, contributing a disproportionately higher share of spending
compared to their share of travel parties. In particular, Gen X visitors account for one
third of all stays, underscoring the importance of this segment to the destination’s
tourism economy.

Stays Based

M Trip-Dollars Based w/o Transportation

36%

30%

32%
30%

25%

18%

9%

GenZ Millennials GenX Boomers

*Silent/Gl share less than 0.5% and not shown in the chart

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitor’™
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Race of Respondents Of Hispanic,

Latino or
Spanish Origin

Total U.S. 6% | I 16%
Corpus Christi, TX 1%°5% 5% 48%

Galveston, TX 20%
San Antonio, TX 4% EL 10% 41%
Crestview-Fort Walton
4% RSy 3K 11%

Beach-Destin, FL

B White M Black or African American Asian Native Hawaiian or other Pacific Islander m Native American or Alaska Native ™ Other/Mixed

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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Children in Household

Total U.S.

Corpus Christi, TX

Galveston, TX

San Antonio, TX

Crestview-Ft.
Walton-Destin, FL

B No Children  ®m5vyearsold oryounger m6-12yearsold ™ 13-17 yearsold

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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Household Income of Respondents

Total U.S. 14%

Corpus Christi, TX 14% 15%

Galveston, TX 18%

San Antonio, TX 16% 12%

Crestview-Fort Walton

Beach-Destin, FL 14%

B Under $50,000  ® $50,000-574,999 $75,000-599,999 $100,000-5149,999 m $150,000-$199,999  m $200,000 or higher

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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Lifestage of Respondents

Total U.S. 15%

Corpus Christi, TX 15%

Galveston, TX 18%

San Antonio, TX 20%

Crestview-Fort Walton

. 10% 139
Beach-Destin, FL : &

B Young & Free M Young Family Maturing & Free Moderate Family ~ ® Affluent Family =~ B Moderate Mature B Affluent Mature

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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M eth Od o I ogy DK Shifflet’s TRAVEL PERFORMANCE/Monitor™ is a comprehensive study measuring the travel behavior of

US residents. The survey collects travel information from more than 70,000 U.S. residents annually and has done
so since 1991. DKSA is able to provide current behavior and long-term trended analyses on a wide range of travel.

DK Shifflet PERFORMANCETM data are collected using an online methodology employing with only the highest
guality opt-in online panels, constructed to be representative of the U.S. using Census specifications. The sample
is drawn as a national probability sample and returns are balanced to ensure representation of the U.S. population
according to the most recent U.S. Census. Key factors used for balancing are Origin State, Age, Gender, Household
Size, Household Income, Race/Ethnicity, Education and Return Rates.

Both traveling and non-traveling households are surveyed each month to generate the best estimate of travel
incidence (volume) within the total U.S. population. Among those who have traveled (overnight in the past three
months, and daytrips in the past month) details of their trip(s) are recorded for each month. This overlapping,
repeating monthly approach boosts the observed number of trips for each travel month and controls for
seasonality and telescoping biases. "Travel" is defined as either an overnight trip defined as going someplace,
staying overnight and then returning home, or as a day trip defined as going to a place away from home and back

This visitor report was prepared for Visit in the same day. Respondents report travel behavior for each stay of each trip; an approach that enhances

Corpus Christi by MMGY Travel reporting for specific travel events, activities and spending.

Intelligence. For the purpose of this study,

the current reporting time frame includes A wide variety of general travel information is collected including travel to destinations at a city level, hotel

2022-2024 with a comparison to 2021- brand stayed in, purpose of stay and activities, expenditures, mode of transportation (airline and car rental brand

2023 (where appropriate). used), party composition, length of stay, travel agent and group tour usage, satisfaction and value ratings, and
demographics, including origin markets. Several questions are asked as open-ends to ensure that the responses

The data was collected monthly between are not influenced by a pre-listed set of response categories. Each respondent identifies the actual destination

January and December 2022-2024 visited with an open-end response. This is particularly significant for obtaining accurate data for smaller cities and

utilizing a national representative panel. counties and representing total travel. This increases time and expense to accurately capture these responses but

quality requires it. Extensive coding lists are updated regularly to ensure that all data is recorded accurately.

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™ 63
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Segment
Definitions

The report provides intelligence on Corpus
Christi travel trends with comparison to the
average US destination. Information is also
presented for several selected competitors.
The geography used to define Corpus Christi
destination is 2023 Metropolitan Statistical
Area (MSA) definition.

The sample has been balanced by statistical
weighting to ensure the data is representative
of all travelers in America.

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitor’™
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For the purpose of this study, the current reporting time frame includes the combined 2022, 2023, and 2024
travel years with a comparison to prior time periods 2021-2023, 2020-2022, and 2019-2021. The report provides
intelligence on Corpus Christi (MSA) travel trends (business and leisure combined) with a comparison to the
average US destination, and its selected set of competing destinations: Galveston, TX (county); San Antonio, TX

(MSA); and Fort Walton-Destin, FL (MSA).

Total U.S.

Travelers who stayed at least one night in the
U.S. or visited for a day, either for business or
leisure purposes.

Competitor Set

Travelers who stayed at least one night in
Galvaston TX or San Antonio TX MSA or
Crestview-Walton Beach-Destin FL MSA, or
visited for a day, either for business or leisure
purposes.

San Antonio TX MSA

Travelers who stayed at least one night in San
Antonio TX MSA or visited for a day, either for
business or leisure purposes.

Corpus Christi, TX

Travelers who stayed at least one night in
Corpus Christi or visited for a day, either for
business or leisure purposes.

Galvaston, TX

Travelers who stayed at least one night in
Galvaston TX or visited for a day, either for
business or leisure purposes.

Crestview-Walton Beach-Destin FL

Travelers who stayed at least one night in Crestview-
Walton Beach-Destin FL MSA or visited for a day,
either for business or leisure purposes.
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Glossary

Household Count

The number of unique respondents
responding to the survey who visited the
destination during the travel year.

Person-Days

The total number of days that all visitors
contributed to your destination.

Person-Stays

The total number of people or visitors that
traveled to your destination, regardless of the

length of their stay.

Stays Trip-Dollars

Using the Trip-Dollars weight shows the monetary
worth/contribution of travelers to a destination’s
economy as opposed to the contribution of
number of trips or number of days spent at the
destination.

Stays represent the number of distinct groups
of travelers (travel parties or groups) visiting a
destination on a trip, regardless of the
number of people within the travel group.

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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G Iossa ry Lifestage Definitions

Lifestage Head of HH Age HH Income Children <18 in HH

Young & Free 18-34 years Any No

Young Family 18-34 years Any Yes

Mature & Free 35-54 years Any No

Moderate Family 35-54 years Under $75K Yes

Affluent Family 35-54 years S75K+ Yes

‘ Moderate Mature 55+ years Under S60K No

. Affluent Mature 55+ years S60K+ No
BRCHENERE Generations

The number of nights spent in a room,
regardless of the number of people staying in

Average Party Per Stay Spending the room.

The number of unique respondents
responding to the survey who visited the
destination during the travel year.
Includes reported expenditures of all travelers

(including transportation expenditure) who

spend more than $1 on their trip to or within the

destination. Individual averages for subgroups of

variables, such as accommodation types or Stay Expenditures Traveling Party

activities might be higher than the total average

party per stay spending for a destination because Combines per-person spending with Person- Children Present: Is defined as one or more adults
the travelers’ spending is included only in those Days to calculate the money spent on each accompanied by one or more persons under age 18.
subgroups of variables to which the respondent stay to your destination. The child necessarily has to live in the household.
replied. MM/FF: Include either two females or two males

from different households traveling together.

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitor’™
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Statistical
References

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™

Confidence Interval

Sample Size

for 2022-
2024

Total U.S.

W 1¥] Travel
2/ Intelligence

Ator near Atornear Atornear Atornear Atornear
2% or98% 5% or 95% 10% or 90% 25% or 75% 50%

177,865  0.0% 0.1% 0.1% 0.1% 0.2%

Corpus Christi, TX 511  0.7% 1.3% 1.9% 2.8% 3.6%

Competitive Set 3,502  0.3% 0.5% 0.7% 1.1% 1.4%

Galveston, TX 734  0.6% 1.1% 1.6% 2.3% 3.0%

San Antonio, TX 2,087  0.4% 0.7% 0.9% 1.4% 1.8%

Crestview-Fort Walton-Destin, FL 753 0.6% 1.1% 1.6% 2.3% 3.0%
Example

The confidence interval table indicates how
well the data, based on a sample, reflects the
entire population of travelers. The smaller the
interval, the more relevant the data and the
greater confidence we have that the sample
number represents the population.

If the share of car (personal vehicle) used is 82.1%
by visitors to Corpus Christi and the sample size is
511, using the chart above, we can say that at the
90% level of confidence the proportion ranges
between 80.2% and 84%.
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StatiSticaI Significance Testing

Refe re n ces Data Input Corpus Christi San Antonio Resulting Z Score Confidence Level
Proportion 82.1% 76.1% (+/-) 1.96 95%

Sample Size (n) 511 2,087 2.90 (+/-) 1.64 90%

The chart above compares two proportions

from different samples for statistical Example
significance.

Instructions: Enter the proportion for each
sample and sample size in the appropriate
cells in the data input section, using the Z
Score Table, compare the resulting Z score
with the Z score corresponding to your
desired confidence level. If the resulting Z
score is greater than the table Z score, the
difference between the two proportions is
statistically significant. If the resulting Z score
is lower, there is no significant difference.

If the share of Personal Vehicle used by Corpus
Christi’s travelers was 82.1% in 2022-2024 and the
share of Personal Vehicle used by San Antonio’s
travelers was 76.1% in 2022-2024, using the chart,
we can say that the actual proportion change is
statistically significant since the resulting Z score
(2.90) is higher than the table Z score [+/- 1.96].

2022-2024 Corpus Christi Total Sample Size (Base = 511)
Source: 2022-2024 PERFORMANCE/Monitors™
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