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 The purpose of this research was to provide an evaluation of

3

Oklahoma’s 2017 tourism advertising campaign in terms of:

 Awareness of Oklahoma’s advertising

 The bottom line return on Oklahoma’s investment in the 

campaign in terms of:

 Incremental travel to Oklahoma

 Incremental traveler spending in Oklahoma

 Incremental state and local taxes generated



 The study was conducted among a representative sample of 

adult travelers residing in Oklahoma’s advertising markets*.
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Sample allocation was proportional to population

 “Travelers” are respondents who had taken a day and/or 

overnight trip for pleasure in the past 3 years and intend to take 

another in the next 2 years.

 The survey was conducted via a major NorthAmerican 

online consumer panel which is demographically balanced to 

represent the national population.

 1,401 individuals responded to the survey

*Survey sample markets were Oklahoma, Dallas-Ft. Worth TX, Wichita Falls TX, Amarillo TX, Austin TX, San Antonio TX , Houston TX, 

Ft. Smith/FayettevilleAR, Little Rock AR, Kansas City MO/KS, Springfield MO, St. Louis MO, Wichita, KS



 Questionnaire content included:

 Travel to Oklahoma

 Respondents reported the number of day and overnight trips they 

took to Oklahoma during the advertising campaign and shortly after.

 Advertising Awareness

 Actual creative from the January to June 2017 campaign was 

exposed and respondents reported recall of each.

 We use this forced exposure approach to ensure that we are 

measuring the state-sponsored advertising only – not that of other 

Oklahoma destinations or private-sector businesses
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 ROI calculation:

 The Longwoods R.O.EYE™ method quantifies the

relationship between awareness of campaign elements 

and trip taking.

 A baseline measure is generated to estimate the level of

visitation that would have occurred in the absence of

advertising activity.

 Using the principles and techniques of experimental

design, we control for the effects of internal and external

factors that could otherwise influence the result, such as

economic conditions, catastrophic weather events, prior

visitation, etc.
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Main Findings



Short Term

Conversion



 The campaign generated 917,519 incremental trips that would not

otherwise have taken place, which brought almost $135.9 million in

incremental visitor spending and $10.7 million in state and local taxes.

 Every $1 invested in the Oklahoma ad campaign in the evaluated

markets generated $75 in visitor spending and $6 in tax revenue for the

benefit of Oklahoma residents.

 It cost $1.98 in advertising to generate each incremental trip.

 In addition to the short-term impacts, we estimate that the advertising

has influenced the planning of a further 1.5 million trips to Oklahoma in

2017 and 2018. Although not all of these trips will happen, we expect

that a sizeable number will convert, adding significantly to the return on

Oklahoma’s investment in tourism marketing.
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*Spending is based on $200.25 per person for overnight trips and $64.69 per person for day trips in 2016

** Based on effective tax rate of 7.9% (4.6% state and 3.3% local)

2015 2016 2017

Ad Investment $2.2M $2.3M $ 1.8M

Incremental Trips 1,222,257 1,422,071 917,519

Incremental Visitor 

Spending*

$204.6M $210.0M $ 135.9M

Incremental Taxes** $15.5M $16.6M $ 10.7M
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Every $1 invested in the 2017 Oklahoma advertising campaign generated

$75 in direct visitor spending and $6 in taxes in the state

2015 2016 2017

Spending ROI $91 $93 $75

Tax ROI $7 $7 $6

State Tax ROI $4 $4 $3.50

Local Tax ROI $3 $3 $2.50
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2015 2016 2017

Ad $s per Trip $1.84 $1.59 $1.98

Trips per Ad $ 0.5 0.6 0.5
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* Among those who did not visit Oklahoma in 2017

Intend to visit Oklahoma 

in Next 12 Months*

Overnight Trip Intenders 809,311

Day Trip Intenders 715,421

Total Intenders 1,524,736



Advertising 

Awareness



 As a result of the 2017 campaign, awareness in Oklahoma’s 

advertising markets was 47% across all media. The awareness 

level decreased 5% from 52% in 2016, back to the same level as for 

the 2015 campaign.

 Among those who saw Oklahoma ads in several types of media, ad 

recall was highest for social media (35%) and print ads (32%), 

followed by digital ads (28%) and TV (26%).

 Among the individual media types, Social Media ad awareness was similar for 

the videos, but slightly lower for the Facebook ads.

 Print ad awareness was highest for the Midwest Living ad and lowest for the

Tulsa Visitor’s Guide.

 Digital ad awareness was similar across the different ads, but of the two video

ads that were shown on TV, the “Quiet/Loud” ad had higher awareness than the

“Vacation” ad.
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Impact of Ads on 
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34 *All visits to the TravelOK.com website came from those aware of the advertising
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35 *All visits to the TravelOK.com website came from those aware of the advertising
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Base: Total Travelers

A hotel or resort 11

Brochures 9

www.TravelOK.com 8

Digital (ie: Facebook, Twitter) 8

Advice from relatives or friends 8

Personal experience from past visit(s) 8

Hotel websites 7

Online booking engines (eg. Expedia) 6

Television advertising 5

Other online sources 4

Travel articles in magazines 4

A local visitors bureau/chamber of commerce 4

A travel agent 3

Other destination websites 3

http://www.TravelOK.com/


Base: Total Travelers
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Magazine advertising

A government tourism office 3

Television travel shows

Airline websites
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An airline/commercial carrier 2

Radio advertising 2

Newspaper advertising 2

Car rental websites 2

An auto club 2

A toll-free number 1

Newspaper travel section 1

Editorials 1

A company that specializes in group tours 1


