GALVESTON PARK
BOARD UPDATE

The 2019-2020 fiscal year certainly presented many
challenges to our destination. The COVID-19 pandemic
impacted the tourism industry worldwide. Galveston’s
beaches and expansive coastline made it an attractive
option for those seeking fresh air and the ability to practice
social distancing.
As a result, the fiscal year’s hotel occupancy tax
performance was only down 16% from the pre-COVID
budget and 31% higher than the budget that was adjusted to
account for the expected downturn.
Penny value came in at $1,721,523 compared to the preCOVID forecasted budget of $2,051,659 for the twelvemonth period of September 2019 through August 2020.
It is important to note that some destinations were down
60%-70% year over year and are still struggling to bounce
back.
Although several challenges have been encountered
through the first half of the year, including a limited supply
of the vaccine, a slow return of the meetings market,
uncertainty of the cruise industry and the cancelation of
festivals and events, we are forecasting to finish 20202021 with a Penny value of $1,800,000 compared to the
budgeted $1,539,870. Some of the key drivers include a
vibrant Vacation Rental market, an increase in drive-market
visitation, home schooling, the continuation of a remote
workforce and the return of special events.

SPRING BREAK OVERVIEW
Spring Break signals the beginning of the summer
tourism season in Galveston. Beach parks open and many
attractions adopt an open-daily schedule in coordination
with area school districts’ calendars. These weeks are
significant to the organization and the island’s overall
economy because successful spring breaks often indicate
the ultimate success of the summer tourism season.
The CVB marketing and public relations team
communicated the organization’s messaging aimed at
balancing visitation with preserving the health and wellbeing of visitors and residents. The central theme was
“Coastal Distancing.”
The CVB sales team worked to bring sports tournaments
and cheer and dance competitions to the island.
Additionally, they maintained close contact with meeting
planners in anticipation of rebooking business that was
postponed or canceled because of the pandemic. Those
strategies are paying off with many groups planning to
return over the next several months.
Based on the following page’s statistics and planned
initiatives, the Park Board predicts a healthy and prosperous
tourism season for the island.

Coastal Distinancing Ad

RESULTS
BEACH PARKS
Park Board managed parks have seen a marked increase in revenue year over year. Galveston’s proximity to Houston and
regional markets, like Austin and Dallas, are seeing an influx in new residents which bodes well for the island as a drivemarket destination.
The rate for parking along the seawall increased from $1 to $2 per hour prior to Spring Break. During March, the number
of transactions increased by more than 50% year over year indicating a significant increase in the number of visitors.
KEY PERFORMANCE
INDICATORS

MARCH 2021

MARCH 2020

MARCH 2019

Seawall Urban Park Transactions

34,951

21,966

28,075

Seawall Urban Park Revenue

$210,952

$56,929

$66,982

Dellanera Park Revenue

$96,764

$77,341

$61,850

Stewart Beach Revenue

$82,443

$30,381

$48,104

East Beach Revenue

$62,314

$14,388

$19,848

Seawolf Park Total Revenue

$101,354*

$47,166*

$125,734**

*Excludes Cavalla Historical Foundation (CHF) payments per fee schedule agreement | **Includes ½ of CHF sub and ship ticket collections

HOTEL OCCUPANCY RATES & FORECAST
The CVB and industry partners predict that as more people are vaccinated and feel comfortable to travel, hotels and
short-term rentals will continue to see high occupancy and average daily rate numbers. The following data is tied to hotel
performance and occupancy levels pulled from the Smith Travel Research report. As a reminder, this only takes into
account the traditional lodging properties and does not include vacation rentals (which performed amazingly well). Looking
at the two-week run of Spring Break, we had our best Spring Break in history in terms of Revenue and Average Daily Rate.
Occupancy was not as strong coming in 6th position over the last 8 years, but clearly visitors were spending more.

SPRING BREAK: MARCH 7-20, 2014-2021

Sourced from Smith Travel Resource for Only Hotels

YEAR

OCCUPANCY

ADR

REVENUE

2021

72.6%

$167.9

$9,174,464

2020

50.8%

$115.1

$4,501,370

2019

75.9%

$141.9

$7,562,182

2018

74.7%

$151.6

$8,009,337

2017

76.9%

$147.2

$8,028,574

2016

77.7%

$145.5

$7,506,288

2015

73.9%

$135.9

$6,618,202

2014

71.0%

$133.7

$6,305,786

‘19-’21 Difference

-4.3%

18.3%

21.3%

‘14-’21 Difference

2.3%

25.7%

45.5%
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