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SURVEY METHODOLOGY:
TO UNDERSTAND RESIDENT
PERCEPTIONS OF TOURISM
IN CORPUS CHRISTI.

A MMGY Travel Intelligence conducted an online survey of
2,169 residents™ in Corpus Christi. The survey was
distributed to residents by Visit Corpus Christi.

A 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.

A The participants met the following criteria:

A Must be a resident of Corpus Christi
A 18 years of age or older
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A *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

Sl confidence. This means that if the survey was to be replicated 100 fimes, we would
CORPUS expect the results to vary by no more than 2.10 percentage points 95 of those times.
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RESIDENTS SUPPORT TOURISM
IN CORPUS CHRISTI AND
UNDERSTAND ITS IMPORTANCE.

8 1./ agree tourism is important.
O A Up from 79% in 2021
P agree it encourages investment in local
857 o

A Up from 84% in 2021

agree that its an important factor in making

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

believe Visit Corpus Christi provides a service
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that brings value to their local economy.

A Up from 54% in 2021




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
A ~ .+ Enjoy Corpus Christi Tours (2023 only)

CORPUS Mirador De La Flor
CHRISTI Selena Museum

™™

PERCEPTION OF QUALITY OF CORPUS
CHRISTI TOURISM ATTRACTIONS
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RESIDENTS SUPPORT FUNDING OF
TOURISM INITIATIVES

| support funding incentives that create attractions, 74%
concerts, festivals, shows, exhibits, etc. in Corpus Christi 76%

| support funding incentives that add additional flights at

the Corpus Christi International Airport (2023 only) _ 759,

| support investments in marketing Corpus Christi to
prospective visitors

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

| support investments to develop and host more major 4%
meetings and conventions in Corpus Christi

W 2021 =2023
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GROUP INCENTIVE PROGRAM

FY 22-23 RECAP
@ Total Hotel Revenue
| $4 376,648

@ Total Sales Tax
- $1,013,920
In Total

Commitments Total Estimated Economic Impact
$20,934,550

$403,570

EEI ROI Total Room Nights
$51.87 : $I 31,079 room nights
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RESIDENT SUPPORT THE
GROWTH OF TOURISM

believe it is important to attract visitors

7 o
q /. to Corpus Christi during times of year

that usually have lower visitation.

7“./ agree that the positive benefits of
o tourism outweigh the negative impacts
ONLY believe tourism brings too many people
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SUPPORT FOR TOURISM GROWTH
BY NEIGHBORHOOD

100° % that think tourism brings too many people to Corpus Christi
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TOURISM ENHANCES QUALITY OF PLACE

68./ of residents agree that tourism brings in new amenities
@ and attractions that residents can also enjoy

»

OYSTER
BOEE Zeans

Doc’s Seafood & Steaks Texas State Aquarium Water Street Oyster Bar

90% 80% 60%




CORPU
CHRISTI

\/\

BEACHES AND RESTAURANTS ARE MOST IMPORTANT

TO THE QUALITY OF LIFE OF RESIDENTS

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

28%

73%

70%

71%

67 %

69%

56%

54%

53%

48%

47 %

91%
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Beaches

Restaurant

Lodging

Attractions

Nightlife

LEISURE VISITOR SURVEY

% of respondents that said each was important
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Casual dining

Food trucks & Pop-ups (2023 only)

Microbreweries

National/regional chains

Fast Food /Take-out

Signature and Upscale

Farm to table
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PERCEPTIONS OF (= QUALITY

OF DINING OPTIONS

m 2021
_ o
0 1 2 3 4 5
YIV1 Travel

Average Rating on a Scale of 1 (Poor) to 5 (Excellent)
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PERCEPTIONS OF = VARIETY
OF DINING OPTIONS

aakinhbignadaadand

Microbreweries _
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S Klll 3 News @ - Follow
January 2 at 9:00 PM - Q@

What restaurants would you like to see come to Corpus Christi?

1GA Friday's Corpus Chuisty
5
-~

N N

Kimberly Trevino Olivarez
Pappadeaux, A Brazilian Steakhouse , Lupe Tortilla, Chicken n Pickle, Red Robin

Josing our Doors for good &4 of 1/2/24

5w Like Reply Edited 9800

Y View all 14 replies

DianaOscar Navejar

L

5w Like Reply 52 Oa

Y View all 5 replies

@ Rosemary Lozano-Ruiz
. Whiskey Cake Kitchen & Bar:

Eataly .
5w Like Reply 2700
S View 1reply

% Doug Enderle

TGI Friday's Corpus Christi Guses fried chicken Memphis style...

5w Like Reply Edited

Nz n ! Q Denise Ruiz
KINTV.COM - Dimassi's Mediterranean Buffet!! @) @ @
Two restaurant chains closing their doors in Corpus Christi 54" Liks Réply 3@
Say goodbye to Johnny Carino’s and TGl Fridays! ‘@ Brittany Steckel Soliz
‘ | would love to see our local restaurants thrive before | see a chain open up.
o 5.,5.' P 321 95 shares 5w Like Reply 1100

9 View all 2 replies

Tracy Garcia
pappadeaux, pluckers , sea island. 54th bar and grill, top golf and chicken and
pickle

5w Like Reply 1400

Y View all 7 replies

d5 Like () Comment £ Share v ‘




/- VISIT CORPUS CHRISTI

Resident Development Survey

A recent Resident Sentiment Survey conducted by Visit Corpus Christi found
that 91% of Corpus Christi residents consider restaurants important to their
quality of life, but there is room for improvement in our current food landscape.

Following that survey, a popular post on Klll's Facebook page resulted in over a
thousand comments from Corpus Christi residents voicing their opinion about
what they would like to see come to Corpus Christi.

This survey puts the most popular recommendations in voting form which will
allow us to organize your opinions and put them in action. The strategy will be to
share the results with local business owners and existing brands in hopes of
enhancing our offerings. We are listening and we are dedicated to supporting
community growth.

Sign in to Google to save your progress. Learn more

The below options were the most commonly mentioned in the
comments of Klll's Facebook post. Of the following options, which
restaurant would you most like to see in Corpus Christi?

Lupe Tortilla

Pancho's Mexican
Buffet

Plucker's Wing
Bar

Panera Bread

Pappasito's
Cantina

Red Robin

Sea Island Shrimp
House

Torchy's Tacos

Waffle House

Wing Daddy's
Sauce House

Other (please
indicate below)

glullolalalo |l | ]

agluljlalolalalo |l | ]

gloljlololalalo |e] ]| ]

If you indicated Other in the response above, what other restaurant
would you like to see?

Your answer




WHAT COULD VCC DO TO MAKE THE
CITY MORE ATTRACTIVE TO ENTICE
TRAVELERS TO VISIT HERE RATHER
THAN TO ANOTHER CITY?

T T

Keeping areas of tourism clean and safe;

Cleanliness and Safety First and foremost, cleanliness of the city...

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

Activities and Attractions

Downtown revitalization;

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

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

Advertising and Marketing

Add more flights; Downtown board walk is lacking;

TR0 e U e o More direct flights from major cities..

Improved fights, improved convention center, better hotels;

Accommodations and Facilities Better and more affordable...

Perhaps more outdoors recreations and artistry

Cultural and Historical P ti i ; :
uliural and Historical Freservation related to cultural heritage.; Preserve historical landmarks.
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STRATEGIC GOALS

Bold
Smarketing

Inclusive
Community
Alignment

Developm

Driven
Organization

DestinationNEXT Results

Strong Destination Alignment
A

2023

Weak Destination e Strong Destination

2020

Weak Destina!ion Alignment

Collaborative
Destination

en

Trailblazers

VISION
To become the Gulf Coast Capital
for year-round experiences and events

Bold Smarketing

o Continue to build a global
brand

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

. Expand group sales strategy
for emerging opportunities

«. Create a film & music sales
strategy

.. ldentify and promote signature
events to enhance offpeak
seasonality

ABetter change in visitor spend
over four years than state of
Texas

A Growth inannual economic
impact from group sales and
sports by 2028

Alncrease in POAT Competitive
Rank Visitor Interest

MISSION
Strengthening our community
by sharing Corpus Christi with the world

STRATEGIC PLAKFY 23/24-26/27

Collaborative Destination
Development

Inclusive Community
Alignment

KEY INITIATIVES

. Advocate and support

redevelopment of the (ABC
Center, hotel & district)

. Promote and support

development of new youth
sport facilities

. Complete a Destination

Development Strategy to
include the islands, North
Beach and downtown

. Work with CCIA tamprove

air service

. Promote cleanliness &

beautification initiatives for
the area

. Cultivate resident and
community support for tourism
and VCC

». Promote regenerative tourism

through environmental, socio-

cultural and economic
sustainability

Leverage PATH to improve the

tourism and hospitality

workforce

. Strengthen collaboration with
key industry and community
organizations

. Enhance relationships and
collaboration with City/ State

2

TARGETS

DMP completed by end of
2025

Minimum one citywide
beautification initiative

Increase in air lift from out
of state passengers

Almproved residentsentiment
score

A Growth in tourism-related fields
of study atlocal schools

A Develop a metric to measure
destination sustainability

Almproved DNEXT assessment
score in 2027

Driven Organization

. Obtain a new, improved

contract with the City

. Renew DMAP Certification

"with distinction™

. Develop an employee retention

and professional development
plan

. Capitalize on newtechnology

and innovation trends

. Enact Tourism Diversity

Matters strategic initiatives to
improve regional social
inclusion, welcoming and
belonging

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



COMMUNITY PRIDE IS GROWING

59./ of Corpus Christi residents are proud to live in Corpus Christi.
® A upfrom52% in 2021
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Proud (4-5) Neutral (3 Not Proud (1-2)



COMMUNITY IDENTITY AND LOCAL
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Residents that Residents that
consider consider
themselves 63% themselves
ambassadors ambassadors
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