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innovative visitor experiences, and strengthening San Antonio’s 

position as a premier destination, with major opportunities on 

the horizon. 

I invite you to explore this report and celebrate our shared 

accomplishments. On behalf of Visit San Antonio, thank you 

for your continued trust, partnership and commitment to San 

Antonio. The future holds tremendous potential, and I look 

forward to what we will accomplish next.

With warm regards,

PRESIDENT & 
CEO LETTER
DEAR VALUED PARTNERS,
Fiscal Year 2026 (FY26) marked meaningful progress for 

Visit San Antonio and our city’s tourism and hospitality 

industry. Across all Visit San Antonio departments, we 

continued advancing our mission to bring the world to San 

Antonio, generating new business opportunities, elevating our 

destination’s visibility and strengthening the partnerships that 

support our visitor economy. Our year also concluded with 

significant milestones: renewals of Visit San Antonio’s 10-year 

contract and the San Antonio Tourism Public Improvement 

District (TPID) and River Walk Events agreement, as well as 

approval of our full proposed Hotel Occupancy Tax funding.

A talented team and a committed network of industry 

partners drive our accomplishments. The 2026 Annual Report 

reflects our progress and the opportunities ahead. You will learn 

about our strong year-over-year growth in Destination Sales, 

successes behind new strategies in Leisure Development, record-

breaking fundraising by the 2026 River Walk Royal Court and 

more.  

Leading Visit San Antonio remains a tremendous honor. I 

am especially proud of the collaboration among our team, Board, 

TPID Board, hotel community, members, City partners and 

industry stakeholders. Together, we bring San Antonio’s culture, 

history, culinary traditions, and hospitality to audiences around 

the world while working to ensure tourism creates lasting 

economic opportunity and benefits for our residents.

For FY27, we remain focused on expanding our reach in 

key markets, attracting meetings and conventions, developing 

MARIO J. BASS
President & CEO

Visit San Antonio
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focus, resourcefulness and commitment to attracting visitors 

and securing business while delivering value for our partners, 

local businesses and residents. We could not be prouder of Mario 

and his team for all they achieved this fiscal year.

For 10 years, Visit San Antonio has told our city’s story with 

authenticity, sharing the people, culture, history and experiences 

that distinguish San Antonio from any other destination. For 

many years to come, the organization, along with its Boards and 

members, will continue telling that story and championing the 

industry and community we care so deeply about. Together, with 

a unified voice and shared purpose, we will remain focused on 

advocating for our industry, strengthening our community and 

shaping the next chapter of San Antonio’s story.

With warm regards,

VISIT SAN ANTONIO & TPID 

BOARD CHAIRS LETTER 

DEAR VALUED PARTNERS,
As we reflect on Fiscal Year 2026 (FY26), we recognize that 

the year was not without its challenges. From advocating for 

the expansion of the Henry B. González Convention Center 

and development of the Sports & Entertainment District to 

protecting Hotel Occupancy Tax funding, San Antonio’s tourism 

and hospitality industry has shown that progress is strongest 

when we bring others to the table and demonstrate how tourism 

benefits our entire community.

In that spirit, we welcomed new members to the Visit San 

Antonio and San Antonio Tourism Public Improvement District 

(TPID) boards, with the newly expanded Visit San Antonio 

Board reflecting the breadth of the San Antonio community. To 

our new and veteran Board Members, thank you for stepping up 

to the challenge. Your leadership advances our city’s economic 

vitality and long-term prosperity, helping ensure San Antonio 

remains a premier travel and leisure destination. We also want 

to thank local tourism and hospitality leaders who lend their 

voices to industry committees and strengthen our collective 

impact. Your efforts help shape our industry’s major drivers, 

from culinary and entertainment to arts and culture.    

The 2026 Annual Report documents another milestone year 

for Visit San Antonio, marked by Destination Sales’ record-

breaking performance across key metrics and the city’s highest 

recorded international visitation. Accomplishments also include 

successfully navigating contract renewals for Visit San Antonio, 

TPID and the River Walk, as well as city budget approvals. These 

results reflect strong leadership and a dedicated team’s strategic 

BENITO VILLARREAL
Board Chair

San Antonio TPID

LORIS MENFI
Board Chair

Visit San Antonio
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MPI WORLD EDUCATION
CONGRESS (WEC) 2026 

FEATURED EVENT 

6



•	 Pre-MPI FAM

•	 Opening Reception at the HBGCC Merida Plaza, LDR, and 

Grotto

•	 HBGCC Main Lobby Customer Welcome Experience

•	 HBGCC Marketplace Booth for customer networking

•	 President’s Dinner at The Tobin Center for the Performing 

Arts, an annual gala dedicated to celebrating leadership, 

volunteer excellence and community achievements within 

MPI

•	 Rendezvous at 1902, the MPI Foundation's premier 

networking fundraiser, bringing together industry 

professionals for an evening of celebration and philanthropy

•	 Closing Reception at Mexico Ceaty

HIGHLIGHTS
NUMBER OF
HOSTED EVENTS:

6

ECONOMIC IMPACT:

$2.6M

JOBS SUPPORTED 
TOTAL: 

949
MEMBER PARTNERS 
SUPPORTED: 

45

1.6KATTENDEES:
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FINANCE &
ECONOMIC IMPACT
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•	 STORYTELLING ($19.1M)

•	 DESTINATION SALES & EXPERIENCE 
($16.4M)

•	 ENGAGEMENT ($0.7M)

•	 RIVER WALK ($1.6M)

•	 INDUSTRY PARTNERSHIPS ($0.5M)

•	 ADMINISTRATION & CONTINGENCY 
($3.6M)

*Figures are preliminary. Final figures are pending audit results.

FY26 FINANCIAL OVERVIEW
HOTEL OCCUPANCY TAX TPID ASSESSMENT FEES PRIVATE REVENUE

$28.4M $10.9M $2.7M

6%26%68%

USE OF FUNDS:

46%

39%

2%
4%

1% 8%

TOTAL 
FUNDING & 
SOURCES:

$42M

9VisitSanAntonio.com
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2025 ECONOMIC IMPACT

$23.7B
(+1% vs 2024)

153K
(+2% vs 2024)

ECONOMIC
IMPACT

ANNUAL VISITORS
DOMESTIC: 37.7M

INTERNATIONAL: 2.51M

CITY OF
SAN ANTONIO
TAX REVENUE
*Final figure to come.

LOCAL
JOBS

40.21M
(+3% vs 2024)

$280M+*
(Variance TBC)

10 FINANCE & ECONOMIC IMPACT



*All figures are for the calendar year and through September.

*HOTEL SNAPSHOT – SAN ANTONIO ZIP CODES

2026 2025 VARIANCE

OCCUPANCY RATE 61.4% 58.8% +4.4%

AVERAGE DAILY RATE $131 $130 +0.8%

REVENUE PER
AVAILABLE ROOM $81 $76 +6.6%

ROOM REVENUE $920.8M $869.6M +5.9%

*AGGREGATE SNAPSHOT – SAN ANTONIO ZIP CODES

2026 2025 VARIANCE

OCCUPANCY RATE 61.7%  58.9%  +4.6%

AVERAGE DAILY RATE $136  $135  +0.7%

REVENUE PER
AVAILABLE ROOM $84  $79  +6.3%

ROOM REVENUE $1.1B  $1.0B  +10%

2026 2025 VARIANCE

OCCUPANCY RATE 64.2%  60.1%  +6.8%

AVERAGE DAILY RATE $172  $173  -0.6%

REVENUE PER
AVAILABLE ROOM $110  $104  +5.8%

ROOM REVENUE $142.9M  $137.0M  +4.3%

*SHORT-TERM RENTAL SNAPSHOT – SAN ANTONIO ZIP CODES
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DESTINATION SALES &
EXPERIENCE
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DESTINATION SALES
OVERVIEW
FY26 HIGHLIGHTS

BOOKED THE FOLLOWING KEY MEETINGS

•	 Propelled Brands: January 2027 for 5,249 room nights

•	 IWF, LLC: August 2027 for 5,700 room nights

•	 Junior Volleyball Association of Austin: 3 

competitions around the Easter holiday 2028 for 23,000 

room nights

•	 Association for Financial Professionals: November 

2029 for 20,500 room nights

METRICS

•	 National Association for College Admission 

Counseling: September 2030 for 14,285 room nights

•	 W.W. Grainger: February 2031 for 17,624 room nights

•	 Future Business Leaders of America: June 2031 for 

34,100 room nights

•	 Ellucian: April 2032 for 23,470 room nights

•	 American Society of Anesthesiologists: October 2033 

for 20,887 room nights

FY26 FY25 VARIANCE

TOTAL EVENTS BOOKED 849  801  +6%

CONVENTION CENTER* 113  122  -7.4%

TOTAL ROOM
NIGHTS BOOKED 1.07M+  990.6K  +8.6%

TOTAL LEADS 3.8K+  3.6K  +6%

ECONOMIC IMPACT** $794.8M $903M -12%

Finished the fiscal year with record-breaking performance across major sales metrics.

*Although fewer convention center events were booked, associated room nights increased 2%.
**FY25 saw several multi-year repeat groups with larger than average attendance in relation to 
room nights, which attributed to higher than usual economic impact amount. 13VisitSanAntonio.com
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LOOKING AHEAD FOR FY27
Capitalize on increased meeting demand through targeted sales missions, customer 

engagements and coordinated familiarization (FAM) groups focused on key feeder 

markets and emerging opportunities.

Expand engagement with high-demand, high-volume market segments through 

strategic industry partnerships, including ELX, that provide ongoing access to 

influential meeting and event decision-makers.

Increase destination visibility and lead generation through enhanced meeting-industry 

marketing platforms, including Cvent, leveraging compelling destination content, 

storytelling and customer testimonials.

Leverage increased TPID resources to drive additional hotel meetings and attract 

high-impact national events that generate room nights and increase group occupancy 

throughout San Antonio.

Strengthen San Antonio’s citywide sales strategy in partnership with the Henry B. 

González Convention Center and hotel community, with an increased focus on high-

impact conventions and events that maximize community-wide economic benefit.

Accelerate new business development by targeting new-to-San Antonio, lapsed and 

high-potential accounts across priority industry segments.

Build long-term convention pace by strategically targeting future-year opportunities 

that strengthen San Antonio’s citywide booking calendar and address identified need 

periods.

Position San Antonio for future growth by aligning sales strategies with 

transformational destination developments and expanded convention and event 

infrastructure.

1

2

3

4

5

6
7

8
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DESTINATION EXPERIENCE 
OVERVIEW

KEY MEETINGS AND GROUPS SERVICED

•	 APCO 2026 Annual Conference & Expo: Public safety communications professionals 

from across the country and around the world came to San Antonio for education, networking, 

professional development and the latest industry technology. Originally projected to welcome 

approximately 3,000 attendees, the conference significantly exceeded expectations with a final 

attendance of more than 5,200 and an economic impact of $9,410,389. This impressive growth 

highlighted the conference's strength and San Antonio's appeal as a destination for this major 

national gathering.

•	 San Japan: Celebrating a banner year at the Henry B. González Convention Center, San Japan 

welcomed a record-breaking 37,578 attendees, reflecting more than 50% growth since 2023 

and generating $5.86 million in economic impact for San Antonio over Labor Day weekend. 

With more than 300 artists, expansive gaming experiences, cosplay competitions, concerts and 

international guests, San Japan continues to thrive as a premier anime convention, with San 

Antonio secured as its home through 2030.

•	 Family, Career and Community Leaders of America (FCCLA): Visit San Antonio 

brought the spirit and charm of the Alamo City to Washington, D.C., supporting the promotion 

of the FCCLA 2027 National Leadership Conference with an unforgettable taste of Texas 

hospitality. A lively mariachi performance energized the kickoff celebration, while signature 

cowboy hats presented to the executive committee added a special San Antonio touch and a 

memorable welcome to the destination. FCCLA will be in San Antonio June 22–26, 2027.

FY26 HIGHLIGHTS

15VisitSanAntonio.com
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ATTENDANCE SPOTLIGHT

FUTURE BUSINESS LEADERS OF AMERICA

Peak Rooms: 7.7K

Total Room Nights: 41.5K

Attendance: 16K

Economic Impact: $35M

Increase hotel demand and drive overnight 

visitation by maximizing convention business 

travel opportunities and converting business 

travelers into leisure visitors through extended 

stays, encouraging attendees to experience more of 

San Antonio before or after their conference.

Drive innovative attendance-building strategies 

for citywide customers by leveraging emerging 

technologies, data-driven insights and leading 

marketing practices.

Deliver exceptional conference experiences by 

providing focused service, elevated touchpoints 

and meaningful engagement that create lasting 

value for customers and attendees.

Expand the Exchange SA program into various 

industry sectors while continuing to leverage San 

Antonio’s intellectual capital and industry.

LOOKING AHEAD FOR FY27

1

2

3

4

METRICS

*Economic Impact attributed to 2025 Men's Final Four Basketball Championship.

SAN ANTONIO BREAST CANCER SYMPOSIUM

Peak Rooms: 6.4K

Total Room Nights: 29K

Attendance: 12K

Economic Impact: $23M

FY26 FY25 VARIANCE

GROUPS SERVED 756 688 +10%

ATTENDEES 662K 656K +1%

TOTAL ROOM NIGHTS 805K 783K +3%

DESTINATION EXPERIENCE IMPACT

ECONOMIC IMPACT $587M $864M* -32%

JOBS SUPPORTED 190K 239K -21%

16 DESTINATION SALES & EXPERIENCE 
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FY26 FY25 VARIANCE

ONLINE ENGAGEMENTS 278M 215M +29%

ATTRIBUTED VISITATION 2.35M 2.11M +11%

ECONOMIC IMPACT $1.2B $981M +22%

MARKETING
OVERVIEW
FY26 HIGHLIGHTS
•	 Visit San Antonio’s paid domestic leisure marketing generated 2.35 million attributed visitors, an 11.4% increase over FY25 and 

above the annual goal. These visits represented an estimated $1.2 billion in attributed visitor revenue, delivering a 159:1 return 

on marketing investment.

•	 Launched “Unmistakably San Antonio,” a new campaign showcasing the destination’s distinctive culture, history, culinary 

experiences and attractions to inspire travel and strengthen San Antonio’s competitive position. Supported summer occupancy 

goals through “San Antonio is Totally Wild,” “Theme Park Capital of Texas®” and the World Cup campaign, promoting family 

attractions and timely travel opportunities to build awareness and drive overnight visitation.

•	 International marketing emphasized Mexico, prioritizing markets with nonstop service to San Antonio, and Canada, with 

targeted campaigns supporting Air Canada’s new nonstop service from Toronto. Efforts also raised awareness in the United 

Kingdom as a key market and gateway to Europe, while maintaining destination visibility in Germany and China.

•	 Meetings and conventions marketing drove 523K web sessions and supported key industry events, including Meeting 

Professionals International World Education Congress and Texas Society of Association Executives. Marketing also helped 

launch DigiDeck, provided ongoing support for FAM trips and deployed geofenced campaigns around industry meetings to 

reach planners and strengthen destination awareness.

METRICS

19VisitSanAntonio.com
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VISITSANANTONIO.COM

WEB SESSIONS 8M

PAGE VIEWS 12M

EXIT TO MEMBERS’ PAGES 815K

VISITOR GUIDE READS 141K

THESANANTONIORIVERWALK.COM

WEB SESSIONS 1.2M

PAGE VIEWS 2.6M

EXIT TO MEMBERS’ PAGES 99K

METRICS – WEBSITES & SOCIAL MEDIA

CHINA

101K 5K

FOLLOWERS

17K 1K34K 3K

@VISITSANANTONIO

FOLLOWERS ENGAGEMENTS

@THESANANTONIORIVERWALK

FOLLOWERS ENGAGEMENTS

346K 134K738K* 353K

824K 544K2M* 986K

105K 13K441K 232K

20K 1.4K
*Includes U.S., Canada, Mexico, UK and Germany.

Corporate Meetings

20 STORYTELLING    |    Marketing



LOOKING AHEAD FOR FY27
Expand “Unmistakably San Antonio” through 

year-round and seasonal campaigns that encourage 

longer stays and increased visitor spending. 

Prioritize families, couples and luxury travelers 

while strengthening demand during fall and other 

periods of lower occupancy.

Grow awareness and visitation in priority 

domestic and international markets, including 

Mexico, Canada and emerging air-service 

markets. Coordinate with Leisure Development on 

international and travel trade outreach, supported 

by tailored destination content and cooperative 

partner promotions.

Strengthen meetings and convention marketing 

through industry partnerships, targeted planner 

outreach and attendance-building campaigns. 

Enhance VisitSanAntonio.com and owned channels 

to connect destination storytelling with trip 

planning, partner bookings and qualified meeting 

inquiries.

1

2

3

4
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MEDIA RELATIONS & 
COMMUNICATIONS OVERVIEW 
FY26 HIGHLIGHTS
•	 Visit San Antonio generated $34.6 million in outer market earned media value and more than 5.19 billion impressions across 

1,250 media placements, extending San Antonio’s visibility across regional, national and international markets. High-impact 

coverage included ABC News’ “Party Across America: San Antonio” and Forbes, alongside storytelling highlighting the 

destination’s culture, culinary scene, history, attractions and signature experiences.

•	 Through its “Only in San Antonio” media hosting strategy, Visit San Antonio hosted 211 media throughout FY26, including 

journalists, content creators and representatives of influential travel, lifestyle and meetings outlets. Individual research 

trips and curated group experiences immersed media in San Antonio’s distinctive people, places and experiences, creating 

opportunities for authentic destination storytelling.

•	 Local media relations elevated San Antonio’s visitor economy and signature events, generating 29.3 million impressions and 

$349,478 in local media value. Coverage supported Día de los Muertos, River Walk celebrations, tourism and hospitality 

developments, major sporting events and other stories demonstrating tourism’s impact on the community.

METRICS

FY26 FY25 VARIANCE

OUTER MARKET
EARNED MEDIA VALUE $34.6M $34.1M +1.5%

OUTER MARKET
MEDIA PLACEMENTS 1,250* 1,339 -6.6%

TOTAL OUTER MARKET EARNED MEDIA VALUE:

$34.6M
OUTER MARKET MEDIA 
HOSTED:

OUTER MARKET MEDIA 
PLACEMENTS:

211 1,250

*FY26 focused on regional media where there are fewer available media outlets, as well as on efficiency of more impactful media 
coverage from larger media.

22 STORYTELLING    |    Media Relations & Communications



 for ESCAPES
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Have a go on 
rollercoasters 

at Six Flags!

San 
Antonio!

Get your Stetsons at the ready, as 
we head off to San Antonio in Texas 
for a week oozing with culture and 
unforgettable Tex-Mex cuisine.

INSIDER’S GUIDE
Visiting the Natural Bridge 
Caverns was a wonderfully 

weird experience. We travelled down into 
the depths and humidity of the caverns 
with a guide who had a great knack for 
storytelling. Whilst down there, we 
experienced ‘total darkness’ – it sounds 
scary but was surprisingly peaceful. 
Meanwhile, the Natural Bridge Wildlife 
Ranch just down the road is home to 
an array of gorgeous animals, but most 
memorable was the private guided tour 
where I got to pet a baby giraffe – it was 
magical! Alternatively, the Pearl District 
is a smorgasbord of excellent food, drink 
and history all in one place.

 BEST TRAVEL WRITER JENNY MEDLICOTT

GETTING 
THERE:
Journeyscape 

(Journeyscape.com, 0203 
733 4413) specialises in travel 
to all of North America. A 
7-day holiday staying in San 
Antonio at St Anthony Hotel 
with flights from Heathrow via 
Dallas starts from £2,860 per 
person based on two sharing a 
room. Price includes a private 
guided tour of San Antonio 
and a guided tour of Alamo.  
For more information Bespoke 
San Antonio Holidays visit 
Journeyscape.com

DON’T MISS
The immersive art exhibition 
at Hopscotch made me feel 

like a kid again. It’s a playground for 
the senses – think ball pits, trampoline 
rooms and immersive spray painting 
(ideal if you’ve always wanted to try it). 
It has a bar at the entrance offering a 
selection of cocktails, perfect to help 
you loosen up and really embrace your 
inner child once inside the exhibition. 
For something more outdoorsy, the 
San Antonio Bike Trail is stunning on 
a sunny day, and if you’re lucky, you 
might spot some turtles.

FOOD AND DRINK
The family-owned restaurant 
Los Barrios has incredible 

Mexican cuisine and a charming origin 
story dating back to 1979. I’d be remiss if 
I didn’t give Asian-American restaurant 
Best Quality Daughter a mention – I dream 
about their drunken noodle red curry 
mole and even their Brussel sprouts (I’m 
as surprised as you are!). If you’re looking 
to push the boat out, nearby restaurant, 
Isidore, just got a Michelin Star. But don’t 
forget the San Antonion-based winery, 
ReRooted, it makes genuinely delicious 
wine using 100 per cent Texas-grown fruit!

Have you even been to San Antonio if 
you don’t hop on the Go Rio River Cruise 
at some point? It’s a speedy tour lasting 
around half an hour. I’d say it offers 
something akin to a crash-course on San 
Antonio’s culture and architecture, but 
it sure is beautiful. We opted for a night 
cruise, which made the city’s architecture 
glisten in all its beauty with a comical but 
still informative tour guide narrating in 
the background.

GO RIO RIVER CRUISE

Howdy, 
heavenly

TRAVEL SNAPSHOT
Texas is the second largest state 
in the US, and yet the state’s 

second largest city, San Antonio, is rarely 
spoken about. And I’m confused why; it’s 
bursting with life and activities. From 
authentic Mexican cuisine to the historic 
landmark The Alamo, it’s a city that’s not 
only big on fusion food but a fusion of 
cultures…it is the birthplace of Tex-Mex 
after all! Entertainment-wise, they’ve  
got everything from the Six Flags theme 
park for kids (or big kids if you’re an 
adrenaline junkie like me), Texan bars 
straight out of  a western, Botanical 
Gardens and plenty more.

BEFORE 
YOU GO!
Check out 

visitsanantonio.
com for more 

inspiration

Gorgeous 
interiors at 
the hotel

Lunching in 
the Pearl 
District

Hopscotch’s 
immersive 
exhibition

Petting 
giraffes was 
a highlight

Historic 
sightseeing 
at The Alamo

S o l o  T r a v e l

独自旅行   一次高质量的“与自己相处”

五一假期的喧嚣刚刚退去，下一个长假还遥遥无期。与其在等待同伴的犹豫中错过窗外的风景，不如现在就为自己出发。独自旅行，不是

孤独的流浪，而是一次与自己的深度对话。你可以随时停下，随时改变方向；无需迁就他人，你可以为了等一场日出多睡会儿，也可以为了

偶遇的咖啡馆停留一整个下午……一个人，也能走得很远，活得很丰盛。

编辑、撰文：瞿玮 部分摄影：刘洁 设计：李思璇
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在 德 州 的 节 日 和 风 景 中 与 自 己 相 遇

在美国谈起独自旅行，人们总会担忧安全。但有一个城市打破了这个魔咒，德克萨斯州的圣安东尼奥，这里的治安状况让人

十分安心。2018年的一项全美调查更将圣安东尼奥列为美国十大对独行女性最友好的城市之一，超过67%的受访者认为在这里

独自行走非常安全。当你真正踏上这片土地，你会发现，圣安东尼奥送给独旅者的礼物远不止安全。这里还有美国最盛大的年

度庆典、一条蜿蜒15英里的城市“绿宝石动脉”，以及数百年沉淀的多元历史。接下来，我们一起走进这座堪称“独旅天堂”的德

州名城。

圣安东尼奥  

Fiesta嘉年华  从早到晚不重样

为什么选择圣安东尼奥，不仅因为这里的安全系数高，更是因为这里全年节日不断，无论你是家庭游还是独自旅行，绝

不会寂寞。如果你恰好在4月中下旬抵达，那么恭喜你，你将赶上美国西南部最盛大的年度庆典—圣安东尼奥嘉年华（Fiesta 

San Antonio）。每年的嘉年华大约是从四月中下旬开始，持续11天。开幕式当天，市长亲临，现场音乐，美食摊位和纪念章交

换市集瞬间点燃全城。这个拥有超过100 年历史的城市庆典，已经从一个纪念阿拉莫战役的单一游行，演变为覆盖全城超

过100 场活动的11日狂欢。Fiesta嘉年华中，有几个经典活动一定要参加。首先是德克萨斯骑士河上游行（Texas Cavaliers 

River Parade），数十艘流光溢彩的花船沿河巡游，两岸人潮沸腾。很多做过功课的游人会选择在Arneson河畔剧场的阶梯

上坐下，夜幕降临时，灯光与水影交织，那一刻你会觉得如此浪漫。其次是鲜花之战大游行（Battle of Flowers Parade），这

是嘉年华的创始活动，始于1891年，至今仍完全由女性志愿者筹办。游客最佳的观看方式是提前半小时在阿拉莫广场附近

等候，身边都是欢呼的家庭和热情的当地人。当第一辆花车驶过，彩色纸屑飘落，你可能会被旁边的大姐塞上一把糖果和

彩蛋。在圣安东尼奥，陌生人之间的善意就是如此自然。你也可以在市场广场（ Market Square）的30 余个美食摊位中尝遍

正宗塔可、鲜榨果汁和漏斗蛋糕等各种嘉年华特色美食，同时在这里举办的“Fiesta de los Reyes”也是体验墨西哥文化，美

食，音乐艺术的最佳去处。当然，墨西哥传统牛仔表演（Charreada）也是必看项目，你可以欣赏到身着华丽民族服饰的墨西

哥女牛仔在马背上英姿飒爽，更有英俊的墨西哥牛仔纵马驰骋、套牛竞技，场面震撼人心，现场气氛更是热烈非凡。

河畔步道与历史遗迹  联合国教科文组织世界遗产地

即使赶不上节庆，圣安东尼奥的日常也同样适合游客。河畔步道（River Walk）是这座城市的灵魂，这里素有“美国威尼斯”的美称。它全长15 英里，最精华的市中心段约 2.5 英里，完

全适合步行游览。建议你先坐一次GO RIO游船（35 分钟，约 9.5 美元），船长的讲解能让你迅速了解城市的历史。之后，你可以沿着河边静静游览，在婚姻岛旁的长椅上坐一会儿，看鸭子

嬉戏。黄昏时分，河畔餐厅的灯光次第亮起，许多餐厅设有单人吧台，点一杯玛格丽特，一份德州特色小食，听着歌手的吉他声，这就是独行者的完美夜晚。

阿拉莫（The Alamo） 是德克萨斯自由精神的象征，也是德州唯一的联合国教科文组织世界遗产。作为独行者，最佳游览时间是清晨刚开门或傍晚闭馆前一小时。那时旅游大巴已离

去，你可以一个人站在那座石灰岩教堂前，静静读懂墙上的“记住阿拉莫”。馆内还有文物展，Phil Collins捐赠的藏品绝对值得一看，透过文物感受1836 年那场持续 13 天的惨烈围城之战，

体会这座古老的传教站如何成为无数人心中的圣地的原因。

如果你对城市历史感兴趣，一定要去圣何塞布道区（Mission San José）。它被誉为“使命女王”，是联合国教科文组织世界遗产地。从市中心打车约15分钟即可抵达，免费进入。每天上午10点和11点，

还可以参加国家公园管理员的免费导览，细细聆听18世纪早期殖民时期的历史故事。一个人走在那些石墙和拱廊之间，阳光把影子拉长，那种穿越时空的宁静感，是结伴旅行很难体会到的。

另一种节日的狂欢
Fiesta并非圣安东尼奥唯一的盛典。在美国，没有哪个城市的亡灵节热闹程度能与圣安东尼奥相提并论，游客大多从电影《寻梦环游记》中了解到这个节日。作为和清明节有着同样

意义的传统底蕴节日，这不仅是缅怀逝去亲人的时刻，更是一场庆祝生命与文化的盛会，圣安东尼奥用为期一个多月的全城庆典来纪念先祖。绚丽的祭坛、流光溢彩的灯火游船、精彩纷

呈的现场演出、独具匠心的艺术装置与充满温情的社区活动将点亮整座城市，堪称全美之最。圣安东尼奥人用最热烈的方式告诉每一个路过的灵魂：你从未离开，我们从未忘记。

如果你是NBA 球迷，来圣安东尼奥一定要去现场看一场马刺队的比赛。美国的主场文化真的太强烈了，置身其中便会热血沸腾，现场气氛超级嗨。中场休息时还有各种杂技、啦啦队

表演，甚至对着观众席扔球衣炮弹，这是对着屏幕完全体验不到的。即使买不到票，在比赛当晚，你随便走进一家酒吧，都会被浓郁的观赛氛围震撼到。超大屏幕加上啤酒，现场气氛high

翻全场。

享受德州风味  珍珠区的美食探索

珍珠区（Pearl District）是由19世纪啤酒厂改造而成的餐饮休闲社区，也是圣安东尼奥最适合独自闲逛的区域之一，可以把它想象成北京三

里屯。你可以在周六或周日的农夫市场买一份本地烘焙的杏仁可颂，坐在河边的木阶梯上边吃边看来往的人群。旁边的Hotel Emma号称全美排名

第一的奢华酒店，将19世界的废弃啤酒厂变成了集奢华住宿、美食探索、文化艺术、绿色建筑于一体的目的地，也是众多美国明星来圣安东尼奥首选

的酒店，大堂吧里还保留着巨大的铜制酿酒桶，另一边是老式铸铁旋转楼梯，线条感极强，配上裸露砖墙背景，工业风拉满，拍照十分出片。酒店对

面由废旧玻璃厂改造的Pullman Market不仅可以尝遍来自德州本地农场时令蔬菜，水果，还有美味烘焙坊和新鲜的肉铺和鱼档，值得一提的是，

这里还藏着3家米其林餐厅。圣安东尼奥是联合国教科文组织认证的“创意美食之都”，德墨美食（Tex-Mex）发源地。特别推荐Mi Tierra Cafe y 

Panadería，全年24小时不间断营业的传奇墨西哥餐厅，也是品尝德墨美食的最佳去处。这家有着85年历史的餐厅位于市场广场，不仅是当地必打

卡餐厅，同时也被称为活的墨西哥民俗博物馆。店里常年悬挂着各种彩色剪纸，墨西哥彩罐，圣诞彩灯和花环，手绘壁画更是格外绚烂夺目，走近餐

厅仿佛来到圣诞节的墨西哥狂欢派对。入口的烘焙坊有30多种手工面包和甜点，作为老字号，很多当地老顾客已经把来这里买面包当作生活日常。

Schilo’s餐厅是德克萨斯州历史最悠久且持续营业的餐厅之一，自1917年起在圣安东尼奥市中心提供德式-德克萨斯美食，同时是当地知名的早午

餐去处，以其丰盛的早餐拼盘和传统德式菜肴，还有河畔步道的轻松环境广受欢迎。Two Bros. BBQ Market餐厅，主推德州低温慢烤，肉质鲜嫩，入

口即化。你可以按磅点肉，搭配烤豆子和凉拌卷心菜，过足烤肉瘾。整座城市相对美国其他主要城市，日常消费明显更低，预算有限的旅行者住上一

周也不用钱包被掏空。

住在市中心  步行基本可到达所有景点
无论出于方便考虑，还是性价比衡量，The St. Anthony Hotel都是旅行者的首选酒店。酒店位于市中心，步行可到达圣安东尼奥的主

要景点，如河畔步道、阿拉莫等，十分安全便利。这家酒店是一栋有着近两百年历史的古建筑，装修风格古典优雅，同时融合现代设计元素。

在一楼的Gallery On the Park用餐，仿佛置身巴黎；顶楼还有露天酒吧，尽情欣赏城市夜景。酒店也允许宾客携带宠物入住，极大便利了

爱宠人士。4月份我们入住时正值Fiesta嘉年华期间，酒店也精心布置了各种节日装饰，氛围感拉满。酒店房间也十分宽敞舒适，工作人员

友好专业，特别乐于助人。

旅行

签证要求：中国大陆公民前往美国需持有

效B1/B2签证（十年多次往返），并提前完

成EVUS登记并打印确认页。

入境材料：建议随身携带往返机票、酒店

预订单及简易行程单，以备边检询问。

旅行保险：强烈建议购买覆盖医疗、意外及

行程延误的境外旅行保险。

圣安东尼奥市内交通：主要景点均可步行

到达，市中心（Downtown）、河畔步道（River 

Walk）、阿拉莫（Alamo）及珍珠区（Pearl 

District）均可步行游览，安全便捷。

Tips
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Build awareness and demand through an always-

on earned storytelling campaign positioning 

San Antonio as a premier leisure and meetings 

destination. Outreach will showcase the 

destination’s authenticity, uniqueness and variety 

through seven Storytelling Pillars while reaching 

priority regional, domestic and international 

audiences.

Continue “Only in San Antonio” Media FAMs and 

On the Road Media Missions in priority media 

markets, connecting journalists and influencers 

with authentic San Antonio experiences that 

inspire compelling destination storytelling.

Increase local awareness of the importance of 

San Antonio’s tourism and hospitality industry 

while driving visibility and attendance for River 

Walk events through proactive media outreach, 

community engagement and Visit San Antonio 

leadership opportunities.

LOOKING AHEAD FOR FY27

1

2

3

23VisitSanAntonio.com

http://www.visitsanantonio.com


LEISURE DEVELOPMENT
OVERVIEW
FY26 HIGHLIGHTS
•	 Implemented year-round short-term strategy campaigns in partnership with five online travel agencies, bed banks and ticket 

resellers, generating $30.72 million in revenue and a 153:1 return on investment (ROI) year to date. Campaigns have driven 

more than 179,290 room nights at an average daily rate (ADR) of $154, with Expedia campaign room nights distributed across 

283 hotels and 12,000 attraction tickets, at an average ticket price (ATP) of $29. New this year, expanded performance tracking 

captures airline revenue and ticket sales, including $2.62 million in airline revenue from 6,077 tickets sold at an average ticket 

price of $432. The new short-term strategy generated a 263% increase in room nights and a 282% increase in revenue year over 

year.

•	 Coordinated a cross-functional effort across Communications, Leisure Development and Marketing to support the launch of 

new nonstop air service in May between Toronto, Canada and San Antonio. A comprehensive strategy launched in February 

and continued through October, targeting key Canadian source markets, including Toronto and Montreal. The initiative 

includes two sales missions, strategic partnerships with RedTag, Air Canada Vacations and Expedia, two FAMs, two consumer 

engagements, a Brand USA marketing campaign and targeted social media activations designed to build destination awareness, 

drive demand and maximize the impact of the new air service.

•	 The Leisure Development team expanded San Antonio’s global reach through a strategic calendar of sales, trade, consumer 

and product development initiatives designed to strengthen international and domestic market engagement. In FY26, the team 

traveled to eight countries and 24 cities, participating in 10 trade shows, nine familiarization trips, six sales missions, and five 

direct-to-consumer events. The team also expanded its market presence through four luxury trade shows, a new strategic focus 

for FY26, positioning San Antonio to engage high-value audiences and further diversify the destination’s visitor pipeline.
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2026 2025 VARIANCE

AIR SERVICE SEAT
CAPACITY 8.2M 7.09M +15.7%

OVERALL INTERNATIONAL 
VISITATION 2.6M 2.51M +3.6%

TARGET COUNTRY BREAKDOWN

MEXICO 2.43M 2.29M +6.1%

CANADA 46.4K 45.2K +2.7%

UNITED KINGDOM 18.4K 18.7K -1.6%

CHINA 12.3K 11.2K +9.8%

LOOKING AHEAD FOR FY27
In summer 2027, Leisure Development will host its first familiarization trip for key student and youth travel buyers, 

showcasing San Antonio’s group experiences to generate bookings for hotels, attractions, sightseeing operators and 

restaurants. These buyers typically bring groups of 50–200 travelers.

Building on the success of our FY26 short-term strategy, in FY27, Leisure Development will develop targeted partner 

campaigns year-round to increase hotel room nights and attraction ticket sales during periods of lower demand. 

Programs will engage leading travel platforms, including Expedia, Booking.com, Price Travel and Amadeus, as well as 

experience resellers, such as GetYourGuide and Tiqets.

Building on the new luxury strategic focus that includes a new landing page, destination video and presentation and 

memberships in two leading luxury travel consortia, Leisure Development will launch targeted consumer and travel 

trade outreach across domestic and active international markets. These efforts will elevate San Antonio’s luxury 

offerings and generate demand for distinctive stays, dining and experiences. We will evaluate the success of these 

programs through consortia and Amadeus Agency360® reporting, benchmarking performance in 2026.  

1

2

METRICS

3

25VisitSanAntonio.com

http://www.visitsanantonio.com


ENGAGEMENT
26



MEMBERSHIP
OVERVIEW
FY26 HIGHLIGHTS
•	 Achieved a 6% year-over-year increase in member enrollment.

•	 Launched the foundation for a strategic B2B Corporate Partnership Program to drive new 

business engagement.

•	 Officially launched the World Heritage Ambassador Program in collaboration with the San 

Antonio Hospitality Champions Program, expanding destination education and engagement 

among 500+ certified SA Champs.

FY26 FY25 VARIANCE

MEMBERSHIP ENROLLMENT 968 914 +6%

NEW MEMBERS* 125 160 -22%

RETENTION RATE* 93% 95% -2 PTS.

MEMBER ENGAGEMENTS 6.7K 6K +12%

METRICS

*New member enrollment declined 22% year over year, and 
retention eased 2 percentage points to 93%. The decrease 
reflects attrition among members enrolled through the City of 
San Antonio (COSA) Small Business Funding program, along 
with 55 non-renewals, including 14 businesses that closed. 
Overall membership still grew 6%, and member engagement 
rose 12%.
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LOOKING AHEAD FOR FY27
Automate 2027-2028 member renewals, 

streamlining the process for timely outreach and 

payment.

Expand the foundation for a strategic B2B 

Corporate Partnership Program.

Drive deeper member engagement across Visit San 

Antonio programs, events, as well as destination 

and strategic initiatives.

1

2
3
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EVENTS
OVERVIEW
FY26 HIGHLIGHTS
•	 The event experiences offered across all initiatives were 

authentically San Antonio, with featured designs from 

local artists, culinary offerings from both our up-and-

coming and award-recognized chefs and community 

musicians. 

•	 Our trade show activations welcomed attendees with hand-

crafted goods and tasty San Antonio-inspired bites as we 

met across the country. 

•	 On the road, San Antonio storytellers joined us to share 

their passion and love for the destination. 

NUMBER OF CUSTOMERS
& PARTNERS ENGAGED:

7.5K
ARTS & CULTURE CONTRACTS 
ACROSS ALL DEPARTMENTS:

115+

METRICS

106
TOTAL EVENTS:
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Visit San Antonio will host its inaugural Corazón Ball in January 2027. The event will 

celebrate the heart, spirit and hospitality of San Antonio. The evening will feature 

a special awards program recognizing outstanding contributions to San Antonio’s 

tourism and hospitality industry. 

Host the Visit San Antonio Executive Exchange (formerly the Client Advisory Board) in 

March 2027. 

San Antonio will host the Society of American Travel Writers in April 2027 during 

Fiesta.

San Antonio will host the HPN Global Annual Partner Conference in September 2027.

LOOKING AHEAD FOR FY27

1

2
3
4
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SAN ANTONIO HOSPITALITY 
FOUNDATION OVERVIEW

FY26 HIGHLIGHTS
•	 The 2026 River Walk Royal Court raised over $150,000 

for the San Antonio Hospitality Foundation (SAHF), 

significantly increasing funds generated through the 

annual Royalty campaign.

•	 Endowments at St. Philip’s College and UT San Antonio 

provided scholarships to five students pursuing hospitality 

and culinary education.

•	 Expanded investment in hospitality education through 

direct grants, providing additional financial support 

beyond its endowed scholarship programs. The newly 

established grant program provided four St. Philip’s 

hospitality management students with experiential 

learning opportunities at the Event Service Professionals 

Association conference in January 2026.

2 STUDENTS 3 STUDENTS

SCHOLARSHIPS AWARDED FOR ACADEMIC YEAR
2026-2027:

METRICS

1 $5K
TOTAL GRANTS
AWARDED:

TOTAL GRANT
FUNDS: 

RICARDO "RICKY" RAMIREZ
King 

MONICA “MONI” FELAN
Queen

JONATHAN COLEMERE
Prince

YESENIA FRADE
Princess

GEORGE GARNICA
Duke

ERICA VALDEZ
Duchess

FRANCISCO “PACO” VENEGAS
Count

STACEY MAZUCA
Countess

TAYLOR ABBOTT
Viscountess
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LOOKING AHEAD FOR FY27
Reconnect former River Walk Royalty through 

a newly launched River Walk Royalty Alumni 

Program and create new opportunities for alumni 

to support the Foundation through fundraising, 

scholarships, community engagement and 

continued representation of the River Walk Royalty 

legacy.

Continue growing grant and student support 

through fundraising and partnerships that 

strengthen hospitality education and workforce 

development in San Antonio.

Ten new River Walk Royalty candidates have 

launched their campaigns with strong motivation 

to support the Foundation and surpass last 

year’s record-breaking results. The 2027 Royalty 

Coronation will take place on March 13, 2027, at 

the Arneson River Theatre.

1

2

3
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THE SAN ANTONIO
RIVER WALK OVERVIEW
FY26 HIGHLIGHTS
•	 Reintroduced Hispanic Heroes presented by Hennessy, a cultural program first launched in 2024. This year’s exhibit was 

inspired by Sounds of San Anto and featured a new collaboration with UT San Antonio and San Anto Cultural Arts, celebrating 

San Antonio’s Hispanic Heritage through art and storytelling.

•	 Launched the Calaverita Run 5K & Family Walk under the expanded River Walk 5K program, building on the successful St. Patrick’s 

Day pilot in 2025. This initiative created another opportunity for community participation, sponsorship and visitor engagement. 

•	 Elevated signature River Walk events and experiences with illuminated décor and props, as well as guest engagement, driving 

additional visitation and support for River Walk businesses throughout the year.

METRICS

FY26 FY25 VARIANCE

EVENTS HELD 24 21 +14.2%

EVENT ATTENDANCE 1.8M 2.3M -22%*

*Elimination of Ford Fiesta de las Luminarias, fewer total event days offered for Ford Holiday 
Caroling, and rain-out events in the spring contributed to lower attendance. 

SIGNATURE EVENTS: 

TICKETED EVENT:
34.6K

TICKETED EVENT:
33.7K

FREE EVENT:
39.1K

FREE EVENT:
45.1K

FREE / 10 SHOWS:
218.1K
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LOOKING AHEAD FOR FY27
Expand the Day of the Dead season with Culinary Spirits presented by Hennessy, 

engaging River Walk restaurants through featured dishes and cocktails, creating 

another way for visitors to experience the celebration throughout the month of 

October.

Expand partnership levels across Day of the Dead programming, creating new 

revenue opportunities and interactive activations while giving partners more ways to 

engage visitors throughout the celebration.

Continue developing programming and partnerships that create additional reasons 

to experience the River Walk throughout the year, with an emphasis on live 

entertainment, cultural experiences and River Walk business participation.

1

2

3
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EXECUTIVE COMMITTEE

LORIS MENFI
Chair / Hotel & Lodging
General Manager
Marriott International

NICOLA BLAQUE
Culinary
Chef
The Jerk Shack & Freight Fried Chicken

DERRICK FOX
Sports & Entertainment
President & CEO
Valero Alamo Bowl

FRANK MICELI
Sports & Entertainment
Chief Commercial Officer
Spurs Sports & Entertainment

TIM MORROW
Vice Chair / Leisure & Attractions
President & CEO
San Antonio Zoo

DEREK BOESE
River Walk
General Manager & CEO
San Antonio River Authority

JOSE FRADE
Education
Associate Dean of Academic Affairs
Culinary Institute of America

SHANON MILLER
Transportation & Infrastructure
Chief Downtown Officer
City of San Antonio

J.P. LIMBAUGH II
Secretary / At-Large
Sr. Vice President & Chief Commercial 
Officer
Silver Eagle Beverages

TRACI BOYER
At-Large
Senior Vice President, Operations
Freeman

TERRIN FUHRMANN
River Walk
Owner
Elsewhere Garden Bar & Kitchen

EMILY B. NEFF, PH.D.
Arts, Culture, Heritage & Music
The Kelso Director
San Antonio Museum of Art

HOPE ANDRADE
Immediate Past Chair / Alamo Trust, Inc.
President & CEO
Alamo Trust, Inc.

BILL BRENDEL
San Antonio Visitor Alliance
President & CEO
San Antonio Visitor Alliance

DOUG GENNARDO
Hotel & Lodging
General Manager
JW Marriott San Antonio Hill Country 
Resort & Spa

SAM PANCHEVRE
River Walk
Hospitality Director
Aztec Family Group

MARIO J. BASS
Executive Committee / Visit San Antonio
President & CEO
Visit San Antonio

TREMELL BROWN
Transportation & Infrastructure
Deputy CEO
VIA Metropolitan Transit

CHRIS GRIFFIN
Leisure & Attractions
Chief Operating Officer
Stouts Restaurant Group

DAVIS PHILLIPS
Leisure & Attractions
President & CEO
Phillips Entertainment, Inc.

MARIA MARTINEZ
Executive Committee / Hotel & Lodging
General Manager
The St. Anthony Hotel

ROBERT BUSTLE
Leisure & Attractions
Park Manager
Six Flags Fiesta Texas

SCOTT JACKSON
Military and Veteran Affairs
Director of Military and Veteran Affairs
City of San Antonio

STEVE ROSENAUER
Arts, Culture, Heritage & Music
Executive Director
Fiesta San Antonio Commission, Inc.

PHYLLIS VIAGRAN
Executive Committee / Mayor Appointee
Councilmember, District 3
City of San Antonio

PATRICIA MUZQUIZ CANTOR
Convention & Sports Facilities
Executive Director of Convention & Sports 
Facilities
City of San Antonio

DEBORAH OMOWALE JARMON
Arts, Culture, Heritage & Music
CEO
San Antonio African American Community 
Archive and Museum

SARAH CARABIAS RUSH
greater:SATX
President & CEO
greater:SATX

JOHN CARBAJAL
At-Large
REALTOR®
eXp Realty

MICHAEL JOERGENSEN
Transportation & Infrastructure
Chief Marketing Officer
Silver Ventures LLC

JESUS H. SAENZ, JR.
San Antonio International Airport
Director of Airports
City of San Antonio

CAROLINE CHURCHILL
At-Large
Chief Marketing Officer
Victory Capital

KRYSTAL JONES
Arts, Culture, Heritage & Music
Director of Arts & Culture
City of San Antonio

HEATHER SHIPLEY, PH.D.
Education
Senior Executive Vice President for 
Academic Affairs and Provost
UT San Antonio

JASON DADY
Culinary
Chef & Owner 
Jason Dady Restaurant Group

DAWN ANN LARIOS
Culinary
Executive Director
Texas Restaurant Association

TRISH DEBERRY
Centro San Antonio
President & CEO
Centro San Antonio

ADENA WILLIAMS LOSTON, PH.D. 
Education
President
St. Philip’s College

MICHELLE CUELLAR EVERIDGE, PH.D.
Arts, Culture, Heritage & Music
President & CEO
Witte Museum

MICHELLE MADSON
San Antonio Hotel & Lodging Association
President & CEO
San Antonio Hotel & Lodging Association

RYAN FENDER
Hotel & Lodging
General Manager
Grand Hyatt San Antonio River Walk

JALEN MCKEE-RODRIGUEZ
Mayor Appointee
Councilmember, District 2
City of San Antonio
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TPID BOARD OF DIRECTORS
BENITO VILLARREAL
Chair / Zone 1
Regional Manager
Drury Hotels

JON BENSON
Zone 2
General Manager
Hyatt Hill Country Resort & Spa

ANDY HEARON
Zone 2
Regional Director of Sales & Marketing
DoubleTree by Hilton San Antonio Airport

CHRYSSALDO THOMAS
Zone 1
General Manager
Hyatt Regency

CHAITAN MUGILI
Vice Chair / Zone 1
General Manager
The Westin Riverwalk

AVINASH BHAKTA
Zone 2
Partner
ABH Hospitality Management

MATTHEW HOSACK
Zone 2
General Manager
Embassy Suites by Hilton San Antonio 
Landmark

RUSTY WALLACE
Zone 1
Area Managing Director & General 
Manager
Omni Hotels & Resorts

MARIA MARTINEZ
Immediate Past Chair / Zone 1
General Manager
The St. Anthony Hotel

HENRY FELDMAN
Zone 2
Chief Executive Officer
Martin Feldman Hospitality Management

MICHELLE MADSON
Board Member
President & CEO
San Antonio Hotel & Lodging Association

MARIO J. BASS
Board Member
President & CEO
Visit San Antonio

RYAN FENDER
Zone 1
General Manager
Grand Hyatt

LORIS MENFI
Zone 1
General Manager
San Antonio Rivercenter & Riverwalk 
Hotels at Marriott International

SAN ANTONIO HOSPITALITY 
FOUNDATION

LORIS MENFI
Chair / Hotel & Lodging
General Manager
Marriott International

TIM MORROW
Vice Chair / Leisure & Attractions
President & CEO
San Antonio Zoo

J.P. LIMBAUGH II
Secretary / At-Large
Sr. Vice President & Chief Commercial 
Officer
Silver Eagle Beverages

HOPE ANDRADE
Immediate Past Chair / Alamo Trust, Inc.
President & CEO
Alamo Trust, Inc.

MARIO J. BASS
Executive Committee / Visit San Antonio
President & CEO
Visit San Antonio

MARIA MARTINEZ
Executive Committee / Hotel & Lodging
General Manager
The St. Anthony Hotel

PHYLLIS VIAGRAN
Executive Committee / Mayor Appointee
Councilmember, District 3
City of San Antonio

MARIO J. BASS
President & CEO

DORAH BENAVIDEZ
Vice President of Leisure Development

NATALIE BALDERRAMA
Chief Operating Officer

SUE DE LOPEZ
Vice President of Marketing

DAVE KRUPINSKI
Chief Development Officer

DAVID GONZALEZ
Vice President of Media Relations & 
Communications

MICHELLE MOON, CMP
Chief Advancement Officer

LANCE WHEELER
Vice President of Sales

ANDRES MUÑOZ
Chief Marketing Officer

JUSTIN MUÑOZ
Chief Engagement Officer

TYLER ORWIG
Chief Sales Officer
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