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Methodology

SAMPLE

A total of 2,068 travelers were interviewed for this study, providing a maximum margin of error of +/-2.2% at 
a 95% confidence interval. 

This presentation includes breakouts among Texas Prospects (1,600N with a maximum margin of error of +/-
2.5% at a 95% confidence interval), San Antonio Prospects (236N with a maximum margin of error of +/-6.4% 
at a 95% confidence interval) and Feeder Markets* (400N with a maximum margin of error of +/-4.9% at a 
95% confidence interval).

TARGET AUDIENCE

The Alamo Brand Perception Research was conducted among a professionally managed panel of attractions 
visitors living in Texas (with 37% being Hispanic), Washington, D.C., San Francisco, San Jose, Los Angeles, San 
Diego, Denver and Phoenix. Respondents (called prospects throughout the report) were screened to ensure 
they were leisure travelers, household decision makers regarding travel and attractions visitors. Additionally, 
an oversample in the city of San Antonio was gathered, with 63% of this oversample being Hispanic. 

*Feeder Market Prospects include prospects of Washington, D.C., San Francisco, 
San Jose, Los Angeles, San Diego, Denver and Phoenix. 
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Executive Summary
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Project Overview

The purpose of conducting the Brand 

Perception Research for The Alamo was to 

provide decision makers with a benchmark that 

measures how attractions visitors across the 

ǊŜƎƛƻƴ ǾƛŜǿ ¢ƘŜ !ƭŀƳƻΩǎ ōǊŀƴŘ ŀǎ ŀ ǘǊŀǾŜƭ 

destination. 

This research also explores how The Alamo compares 

to other San Antonio attractions in its competitive set 

ŀƴŘ IнwΩǎ tǊƻǇǊƛŜǘŀǊȅ LƴŘǳǎǘǊȅ bƻǊƳǎ όIнw bƻǊƳǎύΣ 

which for this study are comprised of attraction 

brand scores tested since 2014. 
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ǐThe Alamo is a well-known authentic American attraction 
with very strong top-of-mind brand awareness. More 
than one-third (35%) of target travelers in this study 
identified it as a historical/cultural attraction in the state 
of Texas that first comes to mindτdominating all other 
landmarks across the state. Hispanics prospects reported 
a slightly higher percentage at 36%.

ǐ[ƛƪŜǿƛǎŜΣ ¢ƘŜ !ƭŀƳƻΩǎ ŀƛŘŜŘ ōǊŀƴŘ ŀǿŀǊŜƴŜǎǎ ƛǎ ƴŜŀǊƭȅ 
universal at 98% and, as expected, is highest among San 
Antonio prospects (100%) followed closely by Hispanic 
prospects (99%), Texas prospects (99%) and Feeder 
Markets outside of Texas (95%). 

ǐMarket potential (those who have visited or considered 
visiting The Alamo) is also strong overall at 93%, 
exceeding the competitive set average (+25 points) and 
the H2R Norm (+22 points) significantly*. This ratio is 96% 
among both Hispanic prospects and Texas prospects, 
ranking second behind only the San Antonio River Walk 
for both groups. The Alamo also has a high market share 
among Hispanic prospects, with 86% having visited 
beforeτthe same as Texas prospects. 

The Alamo is Top-of-Mind Among Travelers

ϝ¢ƘǊƻǳƎƘƻǳǘ ǘƘƛǎ ǇǊŜǎŜƴǘŀǘƛƻƴΣ ǘƘŜ ǘŜǊƳ άǎƛƎƴƛŦƛŎŀƴǘέ ƛƴŘƛŎŀǘŜǎ ŀ ǎǘŀǘƛǎǘƛŎŀƭƭȅ ǎƛƎƴƛŦƛŎŀƴǘ ŘƛŦŦŜǊŜƴŎŜΦ 
6
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ǐThe Alamo earns stronger brand health scores among 
Hispanics than other ethnicities ςand this is true in San 
Antonio, across Texas and in the Feeder Markets. Hispanic 
consumers exhibit higher aided awareness of The Alamo 
and are more likely to have visited the landmark recently. 

ǐ[ƛƪŜǿƛǎŜΣ IƛǎǇŀƴƛŎ ŎƻƴǎǳƳŜǊǎΩ ŀŎǊƻǎǎ ǘƘŜ ǘŀǊƎŜǘ ƳŀǊƪŜǘ 
view The Alamo somewhat more favorably than either 
Caucasians or other ethnicities, although not by 
statistically significant levels. And, Hispanics living in San 
Antonio and in Texas are significantly more likely to have 
seen advertising (41% and 32%, respectively) for The 
Alamo than Caucasians living in San Antonio (34%) and 
Texas (25%). 

ǐPerhaps most importantly, Hispanic travelers exhibit a 
much higher intent to visit. Hispanic consumers across 
Texas (+18 points), in San Antonio (+12 points) and in the 
Feeder Markets (+41 points) are all significantly more 
likely to visit The Alamo than their Caucasian 
counterparts. Unaided comments deliver similar 
sentiments.

Brand Health Stronger Among Hispanics

7
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ǐOverall, prospects have an overwhelmingly favorable view 
of The Alamo. Nearly nine out of ten (85%) have a positive 
opinion of The Alamo, with the historic attraction ranking 
second behind San Antonio River Walk (90%). This metric 
significantly exceeds the competitive set average (+14 
points) and the H2R Norm (+17 points). As might be 
expected, Texas (87%) and San Antonio (88%) prospects 
have a more favorable opinion of The Alamo than Feeder 
Market prospects (78%), but Hispanic prospects outrank all 
four segments (89% favorable opinion).

ǐIntent to visit The Alamo is highest among San Antonio 
prospects (61%), followed by Hispanic prospects (59%), 
Texas prospects (49%) and Feeder Market prospects (29%). 
But overall, intent to visit The Alamo is comparable to the 
San Antonio Competitive Set and the H2R Norm. Nearly 
five in ten (46%) said they would be likely to visit in the 
next 12 months, significantly lower than intent for the San 
Antonio River Walk (62%).

ǐThe Alamo also receives excellent scores on review sites 
such a TripAdvisor. Coming in second for number of 
reviews (15,718) among the competitive set, The Alamo 
earns a satisfaction score of 4.43 ς0.06 points higher than 
the competitive set average.

Favorable Opinion, But Average Intent

8
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ǐEight in ten Alamo Visitors across these target markets 
indicate they entered The Alamo on their last visit, while 
20% say they visited but never actually entered. This ratio 
is similar across all three geographic segments. The Alamo 
is not considered a highly repeatable guest experience. 
Overall, 24% of Visitors indicate they have just visited The 
Alamo once. As expected, San Antonio visitors are most 
likely to have visited more than once (90%), followed by 
Hispanic prospects (83%), Texas prospects (79%) and 
distantly Feeder Markets (47%).

ǐNearly half of Visitors (47%) indicated they visited The 
Alamo with children under age 18 in their party. This is a 
similar ratio compared to Historic Landmarks/Places 
overall last year at 45%1 and higher than overarching U.S. 
travelers at 36%2.  Hispanic Visitors (60%) San Antonio 
Visitors (53%) and Texas Visitors (48%) are significantly 
more likely to have visited The Alamo with children 
compared to Feeder Market Visitors (34%).

ǐDemographics across Visitors and Non-Visitors are 
remarkably similar to Non-Visitors.

One-Fifth Do Not Enter The Alamo

9
1 PGAV Destinations & H2R Market Research (April 2018), Voice of the Visitor 2018
2 OmniTrak (May 2018), TravelTrakAmerica
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ǐAmong Hispanic Visitors to The Alamo, those ages 55 and 
older were significantly more likely to visit and enter The 
Alamo (87%) compared to their younger counterparts 
(75%). However, younger Hispanics were significantly more 
likely to visit this year (+15 points). And, as one might 
expect, older Hispanics were far less likely to have children 
in their Visitor party (45%) compared to Hispanics under 55 
(64%). 

ǐWhile activity participation was similar among both 
Hispanic age groups, the emotional drivers for their visit 
had some variations. The top emotional drivers for both 
age groups were the desire to learn about history and 
desire to provide my family with a memorable experience. 
But for younger Hispanics, the desire to learn/experience 
something new (+18 points), reconnect and spend time 
with friends/loved ones (+18 points) and experience a new 
event (+18 points) were significantly more important in 
motivating their visit. 

Emotional Drivers for Hispanics Vary

10
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ǐ! ά.ǊŀƴŘ aŀǇέ ƳŀǇ ŀƴŀƭȅǎƛǎ ǊŜǾŜŀƭǎ ¢ƘŜ !ƭŀƳƻ Ƙŀǎ Ƴŀƴȅ 
strengths in the eyes of Visitors. These include self-guided 
tours, on-site historic museums/structures and being a 
place where all ages can learn and have fun. While most 
of these strengths were found across the different 
segments, Texas, San Antonio and Hispanic prospects 
were more likely to see The Alamo as a multi-generation 
destination with something that appeals to everyone. 

ǐWhile The Alamo has numerous strengths, a few unmet 
needs exist as well. Visitors (overall, by geographic 
segment and among Hispanics) feel The Alamo lacks fresh 
new events, attractions and activities and it would also 
benefit from having a greater variety of things to see and 
do on-site. Visitors also believe there is a lack of shade 
from the heat and would like the opportunity to buy a 
ticket online and choose a specific tour time. This means 
ǘƘŀǘ ǘƘŜǎŜ ŀǘǘǊƛōǳǘŜǎΩ ƛƳǇƻǊǘŀƴŎŜ ƻǳǘǿŜƛƎƘŜŘ ±ƛǎƛǘƻǊǎΩ 
satisfaction with them as they relate to The Alamo.

Brand Strengths & Unmet Needs 

11
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ǐAmong the eight elements that were tested, consumers 
agree most that The Alamo could most benefit from 
having more reverent space (73%) and more shade trees 
on the site (73%). These were the top two elements 
among Texans, Hispanics, San Antonio prospects and 
Feeder Market prospects. Reclaiming and delineating the 
footprint (69%) ranked third overall. Texas, Hispanic and 
San Antonio prospects were significantly more interested 
in the state-of-the-art museum than were Feeder Market 
prospects. 

ǐAmong Hispanics, older prospects ages 55+ were 
significantly more likely to agree with removing 
ŎƻƳƳŜǊŎƛŀƭ ŀŎǘƛǾƛǘƛŜǎ ƭƛƪŜ wƛǇƭŜȅΩǎ ŀƴŘ ¢ƻƳō wŀƛŘŜǊ ŦǊƻƳ 
the historic core (+13 points) compared to younger 
Hispanics. Younger Hispanics, however, were significantly 
more likely to agree with giving The Alamo entrance a 
real wow factor (+13 points). It is important to note, 
however, that these two elements ranked 7th and 8th

overall and by age group. And, the same trends were seen 
overall. 

Reverent Space & Shade Top Concept Elements

12
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ǐ²ƘƛƭŜ Ƴƻǎǘ ƻŦ ¢ƘŜ !ƭŀƳƻΩǎ ōǊŀƴŘ ƘŜŀƭǘƘ ƳŜǘǊƛŎǎ ŀǊŜ 
excellent, retention runs around average at 46%, indicating 
The Alamo has a higher ratio of Lapsed Visitors relative to 
its total market share. Guests have visited, but they need a 
reason to return. 

ǐVisitors are not the only segment that feel The Alamo is in 
need of some variety or new experiences. Among Non-
Visitors and Lapsed Visitors, the top issues that align most 
closely with low consumer intent to visit include never 
comes to mind, not for me/not interestedand no must sees 
compelling me to visit. These derived barriers rank among 
the top five issues overall, and among Texas prospects and 
Feeder Market prospects. 

ǐOther derived barriers among Texas Non-Visitors/Lapsed 
Visitors include having other places to visit in San Antonio
and a lack of variety to keep everyone in the travel party 
entertained. As expected, distance and/or proximity is 
more of a barrier for Feeder Market Non-Visitors/Lapsed 
Visitors, as is a lack of recommendations. Travelers from 
out of market need to visit San Antonio before The Alamo 
can efficiently convert them into Visitors.

Barriers to Visitation Led by Product Issues

13
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The data in this study suggests The Alamo has 

strong brand healthτboth overall and among 

segments. The next step, based upon the 

preponderance of evidence revealed in this 

research, is to provide prospects with a 

compelling reason to visit or return. 

Consumers are ripe for new experiences that will 

entice prospects to visit and get those who have 

already visited to return to The Alamoτso it is ideal 

timing to proceed with the Phase 2 Concept Testing. 

Thoughts to Consider
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Thoughts to Consider

ǐLeverage emotional drivers.Those who entered The Alamo said a desire to learn about history, 
to provide a memorable experience and to learn/experience something new motivated their 
visit. These were also in the top for Hispanics, along with the desire to have a fun/entertaining 
experience. These emotional drivers should be kept in mind when creating possible concepts to 
add to The Alamo and could be highlighted in marketing materials. 

ǐAddress pain points.IŀǾƛƴƎ ǊŜƭƛŜŦ ŦǊƻƳ ǘƘŜ ǎǳƴ ŀƴŘ ƘŜŀǘ ƛǎ ǾŜǊȅ ƛƳǇƻǊǘŀƴǘ ǘƻ ¢ƘŜ !ƭŀƳƻΩǎ 
prospects (79%), but only half of Visitors (51%) are satisfied with this aspect of their experience 
at The Alamo. And, prospects overall and across geographic segments rated providing more trees 
and shade on site in their top 2 elements that were tested. Addressing this need is important. 

ǐCourt Locals. The Alamo has a strong base of local visitors that have a positive opinion of the 
attraction and are likely to recommend it. Leveraging this group on social media or with a "bring 
out-of-town guests" promotion may also help spur locals to bring in more visitors.

ǐActively Leverage Brand Ambassadors.Recommendations and references from friends and 
family have equity that paid advertisements do not. Given that seven in ten (73%) Recent Visitors 
said they would recommend the attraction to friends/family, it would be wise to actively reach 
out to these brand ambassadors and provide them with information they can share with their 
friends and social network followers to help organically grow interest in The Alamo.



Brand Penetration
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Brand Penetration KPIs*

34%

Unaided Brand Awareness

98%

Aided Brand Awareness

93%

Market Potential

36%

Visitation in Past 2 Years

17*Key Performance Indicators

(Percentage of Visitors 
And Considerers)
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The Alamo is a top-of-mind Texas icon, with an unaided awareness level 
significantly higher than other Texas attractions.

Q13: When you think of historical/cultural attractions in 
the state of Texas, which ones first come to mind?

35%

4.6%

2.3%

0.8%

0.6%

0.2%

0.2%

0.1%

0.1%

Alamo

San Antonio Riverwalk

Six Flags (non-specific)

SeaWorld

Six Flags Fiesta

Hemisphere

Tower of the Americas

El Mercado

The Pearl

Top of Mind Historical/Cultural Attractions in Texas

RESPONDENT BASE: ALL RESPONDENTS | N=2,068

36%
Among Hispanic 

Prospects


