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1. Proximity influences Oklahoma travel. The state itself and nearby states continue to be the dominant source 

markets for visitor trips. Though Oklahoma experienced a four percent decline in overall visitor volume, this 

percentage drop was on par with the national average. Given the challenges many states face as they emerge from 

the pandemic, relative proximity and drive markets will likely have an even greater impact. For Oklahoma Tourism & 

Recreation, proximity offers greater flexibility in timing marketing efforts in response to situational changes and 

developing quick promotions to drive visitation.

2. Oklahoma's activity mix motivates travel and generates revenue. Oklahoma's strong activity mix especially in 

regard to outdoor activities and rural sightseeing continues to bode well for the state. Rural sightseeing is a top six 

activity and is particularly attractive to visitors in a pandemic climate regardless of whether a visitor is from out-of-

state or in-state. State Parks/Monuments/Recreational Areas are recognized by in-state visitors as a top activity but 

not by out-of-staters. As such, Oklahoma Tourism & Recreation could increase messaging around this activity 

strength especially in the current travel climate.

3. Oklahoma will benefit from closer-in trip planning and decision making. Nearly 50 percent of Oklahoma visitors 

planned and decided to visit the destination within two weeks of their visit, compared to approximately a third 

of typical U.S. travelers to a given destination. This provides an opportunity for the Oklahoma Tourism & Recreation 

team to market to and influence travelers who have potentially shortened their trip planning windows due to 

uncertainty in the travel marketplace created by the pandemic.

Key Takeaways
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Oklahoma Tourism & Recreation 
(OTRD):

Å Produce quarterly and 

annual Oklahoma visitation

Å 6th report generated for 

OTRD

Å Continuous online data 

collection via TravelTrak

America

Visitors to the State of Oklahoma 
by type and purpose of trips:

Å Overnight

Å Day

Å Business

Å Leisure

Å Residents

Å Non-Residents

Visitor Characteristics:

Å Source markets: State, DMA

Å Demographics: age, children, 

employment, income, etc.

Trip Characteristics:

Å Spending on Oklahoma trip

Å Length of stay

Å Activities ïincluding visitor 

value by niche activity 

Å Transportation 

Å Quarterly trends

Niche Activity Visitor Segments:

Å Understand visitor segments 

generating the highest yield 

within the state

Competitive Analysis:

Å Comparison of visitors to 

competitor states (Arkansas, 

Kansas, Missouri, and Texas) 

on market share, intent to visit, 

length of stay, satisfaction, 

spending, demographics, etc.

Report Overview
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Oklahomaôs visitor volume follows the national trend in 2019

8

Å Oklahoma welcomed 20.6 million visitors during 

CY 2019, a decrease of 4% from the previous 

year. During the same period, domestic travel 

within the United States also experienced a 

decline of 4%.

Å Oklahomaôs overall decrease in visitor volume is 

largely the result of fewer leisure travelers.

Å Oklahoma residents traveling within their home 

state were responsible for 48% of Oklahomaôs 

total visitor volume, an increase from 46% the 

previous year, with in-state travel representing 

nearly 9.8 million visitors in CY 2019.

Å Out-of-state travelers accounted for 52% of 

Oklahomaôs total visitors volume, down from 

54% the previous year, with nearly 10.8 million 

out-of-state visitors traveling to the state.
54%

52%

46%

48%

CY 2018

CY 2019

Oklahomaôs In-State and Out-of-State Visitors

Out-of-State In-State
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20,577 21,089
15,946

34,552

103,685

3,957 3,018 2,913 6,137

28,996

Oklahoma
5.2

Arkansas
7.0

Kansas
5.5

        Missouri
          5.6

Texas
3.6

Visitors vs. Population
(in thousands; visitors in person-trips)

Visitation Population

Tourism generates revenue for Oklahoma

9

Å Tourism generates revenue for businesses and in turn, tax revenue 

(sales/lodging/etc.). 

Å The ratio of visitation per population helps illustrate the relevance of 

tourism to Oklahoma. With a ratio of 5.2 visitors per resident, 

Oklahoma finds itself in the middle of its competitive set, above 

Texas but slightly below Missouri. 

Å Spending among Oklahoma visitors reached an average of $343 

per travel party/trip in CY 2019, a slight decline from the previous 

year. Most other regional states also experienced a spending drop 

with the exception of Texas, which experienced a six percent 

increase in trip spending per person.

Ratio:

$354 $350 $335

$437 $417

$343 $323 $331

$393
$441

Oklahoma Arkansas Kansas Missouri Texas

Average Total Trip Expenditure Per Travel Party
(based on total trip expenditure for entire travel party)

CY 2018 CY 2019



Proximity influences travelðwhere visitors come from and where they go
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Å Adestinationôs top source markets are often border states. Oklahoma, however, draws most of its visitors from within the state itself, in 

addition to Texas, Arkansas, Kansas, and Missouri. 

Å As one would expect, Oklahoma visitors are drawn to the state's largest cities.

28%

28%

7%

6%

6%

5%

4%

2%

30%

28%

8%

8%

4%

8%

4%

3%

26%

28%

6%

5%

8%

2%

4%

1%

Oklahoma City

Tulsa area

Norman

Lawton

Muskogee

Ardmore

Stillwater

Bartlesville

Top Oklahoma Destinations
(in trips)

Total Visitors

Out-of-State Visitors

In-State Visitors

47%

25%

5%

4%

3%

1%

1%

1%

1%

1%

1%

1%

50%

23%

4%

4%

2%

2%

1%

1%

1%

1%

1%

1%

Oklahoma

Texas

Arkansas

Kansas

Missouri

California

Florida

North Carolina

Ohio

Iowa

Tennessee

Illinois

Top States for Oklahoma Trips
(in trips)

CY 2019

CY 2018

24%

17%

17%

3%

4%

2%

2%

1%

2%

2%

2%

1%

24%

19%

16%

4%

3%

3%

2%

2%

2%

1%

1%

1%

Oklahoma City

Tulsa
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Ft. Smith-Fayetteville-
Springdale-Rogers
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Shreveport

Houston

Springfield, MO

Joplin-Pittsburg

Los Angeles

Top DMAs for Oklahoma Trips
(in trips)

CY 2019

CY 2018



Most visit Oklahoma for leisure, drive, and stay overnightðmany taking 

advantage of the state's abundant outdoor features
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Avg Nights

(excl. 0)

Note: drive figures reflect own vehicle or rental;

35%

21%

12%

9%

8%

6%

5%

5%

5%

41%

24%

13%

8%

10%

7%

5%

6%

4%

28%

18%

10%

10%

6%

6%

5%

3%

6%

Visiting friends/relatives

Casino/gaming

Shopping

Fine dining

Rural sightseeing

Museums

Fishing

Historic sites/churches

State park/Monuments/Rec areas

Top Activities of Oklahoma Visitors

Oklahoma Visitors

Oklahoma Out-of-State Visitors

Oklahoma In-State Visitors

Å Oklahoma visitors are similar to those that travel to neighboring 

states; most are drive visitors and approximately 90% are leisure 

travelers. The percentage of Oklahoma visitors who are traveling with 

children from their household is smaller compared to neighboring 

states and overnight visitors stay for shorter time.

Å Most in-state and out-of-state leisure visitors to Oklahoma traveled to 

visit friends or relatives. Casino/gaming was the second most reported 

activity among both in-state and out-of-state leisure visitors, but those 

from out-of-state are much more likely to take advantage of Oklahomaôs 

gaming opportunities. 

74% 74%
78%

83%
78%

89%
85%

82%
87%

84%

21%

31%
26%

33%
30%

Oklahoma
2.9

Arkansas
3.2

Kansas
2.8

Missouri
2.9

Texas
3.2

Trip Purpose, Primary Transportation, Children, Nights

Leisure Drive Traveling with Children



Å Although Oklahoma visitors who participated in 

activities with their Family/Friends account for the 

largest share of the stateôs visitors, this activity 

segment has the lowest average trip spend in the 

state at $414, making them a much less lucrative 

target.

Å Oklahomaôs biggest spenders tend to be travelers 

who participated in Festivals/Fairs/Rodeos/Theme 

Parks and Sports & Recreation activities; however, 

both activity segments represent a relatively small 

portion of Oklahomaôs visitors and therefore, 

generate a smaller portion of total spending.  

Å Entertainment & Amusement activitiesðnotably 

casinos/gamingðand Sightseeing & Shopping 

activities represent the largest share of visitors 

with moderately high spending, making them an 

attractive segment to target.

Niche activities can motivate travel and generate spend

12
*small sample size

Note: glossary for activities describing each niche (slide 65)

36%

28%

24%

16%

11%

11%

8%

6%

4%

2%

Family/Friend Activities

Entertainment/Amusement

Sightseeing & Shopping

Art & Culture

Sports & Recreation

Nature/Outdoor Activities

Parks/Gardens

Festivals/Rodeo/State
Fair/Theme Parks/Zoos

Adventure Sports*

Breweries/Distileries/Wineries*

% Active in Category Type

Average 

Oklahoma Trip 

Spend 

Average Age 

of Oklahoma 

Visitor

$414 46.4

$633 52.6

$666 46.2

$709 44.2

$697 45.3

$657 43.0

$637 42.5

$816 41.8

$606 39.0

$438 43.6



37%

29%

25%

13%

7%

6%

4%

4%

2%

40%

33%

18%

17%

8%

8%

7%

7%

4%

Own experience

No plans made for destination

Friends/relatives

Search engines

Destination website
(state, city or attraction)

Facebook

Travel provider website
(airline, hotel, etc.)

Travel provider in person or by phone
(airline, hotel, etc.)

Online full service travel website
(Expedia, Travelocity, etc.)

Top Trip Planning Sources

Oklahoma Visitors Oklahoma Leisure Overnight Visitors

57%

11%
8% 7% 6%

4%

43%

16%

10% 11% 10%

5%

No bookings
made for

destination

Travel provider
(airline, hotel,
etc.) in person
or by phone

Destination
website

Destination/
attraction in
person or by

phone

Travel provider
website

(airline, hotel,
etc.)

Online travel
agency

(Expedia, etc.)

Top Trip Booking Methods

Oklahoma Visitors Oklahoma Leisure Overnight Visitors

Oklahoma visitors mostly use their own experience or friends/relatives to plan 

their trip. For bookings, travel providers (airlines, hotels, etc.) were the most 

popular booking channel used by leisure overnight visitors

13Note: figures reflect respondents vising Oklahoma at the state level, demo weight



Oklahoma sends leisure visitors home happy, which can help encourage 

visitors desire to return

14

84%
79%

84%
87% 89%

Oklahoma Arkansas Kansas Missouri Texas

Satisfaction with Leisure Visit to Regional States
(% Extremely/Very Satisfied) 

87%

77%

87% 89%
86%

Oklahoma Arkansas Kansas Missouri Texas

Repeat Leisure Overnight Visits to Regional States
(% of respondents who visited before within past 5 years)

Å More than eight out-of-ten Oklahoma visitors were satisfied with their 

Oklahoma visit. In-state residents ð who have greater familiarity with 

the state ð reported stronger satisfaction than non-residents. Among 

the competitive set, Texas ranks highest for satisfaction.

Å Oklahoma benefits from a high portion of repeat visits among leisure 

overnight travelers, with 87% of leisure overnight visitors having 

visited before within the past five years.ða positive indication of 

Oklahoma's ability to retain leisure travelers to the state.
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SHARE OF VISITORS
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U.S. 
Non-Regional

86.6%

Oklahoma 1.5%

Arkansas 1.5%

Kansas 1.2%

Missouri 2.5%

Texas 7.6%

Regional 
States,
13.4%

Oklahoma welcomed approximately 20.6 million visitors in 2019

17

Market Overview:

Å Oklahoma visitation reached 20.6 million in 2019, down 4% from 2018.

Å Oklahoma visitation accounts for nearly two percent of total U.S. domestic travel.

Å The ratio of Oklahomaôsvisitation to its population, remained on par with the

previous year at approximately 5.2 visitors per resident.

Note: Visitation defined as  person-trips, where trips are at least 50 miles from home (one-way) or include an overnight stay

Oklahoma Population 

2019 Census estimate

Oklahoma Visitors 

CY 2019

3,956,971 20,577,000

Regional States & Non-Regional Share 

of U.S. Domestic Travel 
(multiple response)



24%

24%27%

25% Jan-Mar

Apr-Jun

Jul-Sep

Oct-Dec

Oklahomaôs distribution of quarterly visitors in 2019 was similar to 2018, with July-

September accounting for the most person-trips. 

18Note: Visitation defined as  person-trips, where trips are at least 50 miles from home (one-way) or include an overnight stay

23%

25%27%

25% Jan-Mar

Apr-Jun

Jul-Sep

Oct-Dec
53%

52%

54%

51%

52%

47%

48%

46%

49%

48%

Oct - Dec 2019

Jul - Sep 2019

Apr - Jun 2019

Jan - Mar 2019

CY 2019

Out-of-State In-State

Oklahoma Visitor Source by Quarter
(in person-trips)

CY 2019

CY 2018

Oklahoma Visitation by Quarter
(in person-trips)



Oklahomaôs share of in-state and out-of-state visits moved towards a more equal 

distribution visitors in 2019

19

48%

43%

73%

37%

66%

47%

54%

52%

57%

27%

63%

44%

53%

46%

Oklahoma  Visitors

Oklahoma Overnight Visitors

Oklahoma Day Visitors

Oklahoma Leisure Overnight Visitors

Oklahoma Leisure Day Visitors

Oklahoma Leisure Visitors

Oklahoma Business Visitors

2019

Note: Oklahoma visitors reflect trip level person-trips and  figures for Oklahoma segments reflect state level person-trips

Visitor Segments Travel In-State vs Out-of-State
(in person-trips)

54%

42%

66%

41%

57%

47%

45%

46%

58%

34%

59%

43%

53%

55%

Oklahoma  Visitors

Oklahoma Overnight Visitors

Oklahoma Day Visitors

Oklahoma Leisure Overnight Visitors

Oklahoma Leisure Day Visitors

Oklahoma Leisure Visitors

Oklahoma Business Visitors

2018



Oklahoma visitation experienced a decrease in both in-state and out-of-state visitors

20Note: Visitation defined in terms of person-trips, where trips are at least 50 miles from home (one-way) or include an overnight stay

16,403 16,728 16,650 17,299 
15,953 

6,987 7,397 6,988 7,334 6,666 
9,416 9,330 9,661 9,965 9,288 

2,170 2,037 1,590 1,423
1,288 

1,003 984 843 694
577 

1,166 1,053 747 729
711 

3,350 3,251
2,901 2,772

3,335 

1,992 2,011
1,872 1,966 2,540 

1,358 1,240 1,029 806
795 

21,924 22,016
21,141 21,494

20,577

9,982 10,392
9,703 9,993 9,783

11,941 11,624 11,438 11,501
10,794

CY 2015 CY 2016 CY 2017 CY 2018 CY 2019 CY 2015 CY 2016 CY 2017 CY 2018 CY 2019 CY 2015 CY 2016 CY 2017 CY 2018 CY 2019

Trends in Oklahoma Visitation by Primary Purpose of Trip
(in person-trips; in thousands)

Leisure (Net) Business (Net) Personal Business/Other

Oklahoma Out-of-State Visitors Oklahoma In-State VisitorsOklahoma Visitors
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Proximity influences travel, with nearby and border states as well as their respective 

cities continuing to dominate out-of-state source markets 

22Note: 2018-2019 data combined to obtain a more robust sample. Figures reflect respondent trips to Oklahoma projected to reflect trips by all U.S. households

Top States for Oklahoma Trips
(in Trips)

Top Origin DMAs for Oklahoma Trips
(in trips)

47%

25%

5%

4%

3%

1%

1%

1%

1%

1%

1%

1%

1%

50%

23%

4%

4%

2%

2%

1%

1%

1%

1%

1%

1%

1%

Oklahoma

Texas

Arkansas

Kansas

Missouri

California

Florida

North Carolina

Ohio

Iowa

Tennessee

Illinois

Arizona

CY 2019

CY 2018

24%

17%

17%

3%

4%

2%

2%

1%

2%

2%

2%

1%

2%

1%

24%

19%

16%

4%

3%

3%

2%

2%

2%

1%

1%

1%

1%

1%

Oklahoma City

Tulsa

Dallas-Ft. Worth

Sherman-Ada

Ft. Smith-Fayetteville-Springdale-Rogers

Wichita Falls & Lawton

Wichita-Hutchinson Plus

Shreveport

Houston

Springfield, MO

Joplin-Pittsburg

Los Angeles

Austin

Kansas City

CY 2019

CY 2018



40%

60%

Oklahoma Trips by Type
(in trips)

Day Trips Overnight Trips

57%

43%

Oklahoma In-State Trips by Type
(in trips)

Day Trips Overnight Trips

24%

76%

Oklahoma Out-of-State Trips by Type
(in trips)

Day Trips Overnight Trips

Overnight trips remain most common among Oklahoma visitors, especially among 

those visiting from out-of-state

23
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Oklahoma visitors continue to decide to travel closer to their actual trip than a 

typical U.S. traveler taking a domestic trip.

25

Trip Planning Time Frame by Travel Segment

U.S. Domestic Travel Oklahoma Visitors
Oklahoma In-State 

Visitors

Oklahoma Out-of-State 

Visitors

Oklahoma Overnight 

Visitors
Oklahoma Day Visitors

Trip Decision Timing CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019

Considered

Less than 2 weeks before visit 33% 34% 46% 49% 58% 59% 31% 41% 35% 42% 62% 61%

2 ï4 weeks before visit 17% 18% 19% 16% 17% 16% 21% 17% 22% 15% 14% 18%

1 ï3 months before visit 20% 21% 16% 16% 13% 13% 19% 19% 18% 22% 12% 9%

3 ï6 months before visit 14% 14% 10% 8% 5% 6% 15% 10% 13% 10% 4% 5%

6+ months before visit 17% 14% 11% 10% 7% 6% 15% 13% 12% 12% 8% 7%

Decided

Less than 2 weeks before visit 40% 35% 54% 51% 66% 60% 41% 43% 43% 45% 71% 61%

2 ï4 weeks before visit 18% 19% 18% 17% 15% 17% 20% 16% 21% 15% 13% 20%

1 ï3 months before visit 20% 20% 14% 14% 10% 11% 18% 17% 18% 18% 8% 8%

3 ï6 months before visit 12% 13% 7% 9% 4% 6% 11% 12% 10% 12% 3% 4%

6+ months before visit 12% 12% 7% 9% 5% 6% 9% 12% 8% 11% 5% 7%

Note: figures reflect respondents vising Oklahoma at the state level, demo weight



A greater portion of Oklahomaôs overnight visitorsðboth in-state and out-of-stateð
made their trip decision closer to their trip departure, compared to the previous year.

26

Trip Planning Time Frame by Travel Segment

Oklahoma Out-of-State Overnight 

Visitors

Oklahoma In-State Overnight 

Visitors

Oklahoma Leisure Out-of-State 

Overnight Visitors

Oklahoma Leisure In-State 

Overnight Visitors

Trip Decision Timing CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019

Considered

Less than 2 weeks before visit 48% 37% 51% 51% 25% 34% 26% 52%

2 ï4 weeks before visit 22% 16% 22% 14% 22% 17% 22% 16%

1 ï3 months before visit 16% 22% 16% 21% 19% 22% 19% 22%

3 ï6 months before visit 7% 11% 5% 8% 17% 12% 19% 6%

6+ months before visit 7% 14% 7% 6% 16% 15% 15% 4%

Decided

Less than 2 weeks before visit 57% 39% 59% 57% 33% 36% 34% 59%

2 ï4 weeks before visit 19% 17% 18% 11% 23% 18% 23% 11%

1 ï3 months before visit 14% 18% 14% 18% 21% 19% 20% 19%

3 ï6 months before visit 6% 13% 5% 9% 14% 13% 15% 7%

6+ months before visit 6% 13% 5% 6% 10% 14% 7% 3%

Note: figures reflect respondents vising Oklahoma at the state level, demo weight



34%

26%

25%

15%

9%

7%

7%

6%

5%

4%

4%

4%

4%

3%

3%

3%

3%

3%

2%

2%

Own experience

Friends/relatives

No plans were made for this destination

Search engines

Destination website (state, city or attraction)

Facebook

Travel provider website (airline, hotel,é

Travel provider in person/phone (airline,é

Online full service travel website (Expedia,é

Someone else planned for me and I don'té

Destination printed material

TV

Instagram

Travel review sites (TripAdvisor, Yelp,etc.)

Corp. travel dept. (in person/phone)

Magazine

Travel Agent (in person/phone)

Travel club (AAA)

Corp. desktop travel tool/Intranet

Pinterest

Oklahoma visitors primarily rely on their own experience (37%) and advice of their 

friends/relatives (29%) when planning their trip

27

U.S. Domestic Visitors Oklahoma Visitors

Top Information Sources Used for Planning State Visit by Segment

Note: figures reflect respondents vising Oklahoma at the state level, demo weight

37%

29%

25%

13%

7%

6%

6%

4%

4%

2%

2%

2%

2%

1%

1%

1%

1%

1%

1%

1%

Own experience

No plans were made for this destination

Friends/relatives

Search engines

Destination website (state, city or attraction)

Facebook

Someone else planned, don't know

Travel provider website (airline, hotel, etc.)

Travel provider in person/phone (airline,é

Online full service travel website (Expedia,é

Destination printed material

TV

Travel review sites (TripAdvisor, Yelp,etc.)

Instagram

Corp. travel dept. (in person/phone)

Magazine

Travel Agent (in person/phone)

Travel club (AAA)

Corporate desktop travel tool/Intranet

Pinterest



40%

33%

18%

17%

8%

8%

7%

7%

4%

4%

36%

31%

24%

13%

8%

9%

1%

7%

7%

3%

Own experience

Friends/relatives

No plans made for destination

Search engines

Destination website (state, city or attraction)

Facebook

Travel provider in person/phone (airline,
hotel, etc.)

Travel provider website (airline, hotel, etc.)

Online full service travel website
(Expedia, Travelocity, Priceline, etc.)

Travel review sites

CY 2019

CY 2018

Oklahomaôs leisure overnight visitors mostly use their own experience (40%) and 

advice from friends/relatives (33%) when trip planning, while two in five leisure day 

visitors report making no plans

28

Oklahoma Leisure Overnight Visitors YOY Oklahoma Leisure Day Visitors YOY

Top Information Sources Used to Plan by Segment

Note: figures reflect respondents vising Oklahoma at the state level, demo weight
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40%

24%

10%

7%

3%

2%

37%

40%

15%

4%

5%

3%

5%

Own experience

No plans made for destination

Friends/relatives

Destination website (state, city or attraction)

Search engines

Destination printed material

Facebook

CY 2019

CY 2018



41%

36%

18%

15%

9%

8%

8%

7%

4%

3%

3%

36%

32%

16%

19%

10%

9%

9%

1%

8%

2%

1%

Own experience

Friends/relatives

Search engines

No plans made for destination

Facebook

Destination website (state, city or attraction)

Travel provider website (airline, hotel, etc.)

Travel provider in person/phone
(airline, hotel, etc.)

Online full service travel website
(Expedia, Travelocity, Priceline, etc.)

Travel club (AAA)

Instagram

CY 2019

CY 2018

29Note: figures reflect respondents vising Oklahoma at the state level, demo weight
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35%

29%

31%

8%

1%
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9%

2%
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4%

Own experience

Friends/relatives

No plans made for destination

Search engines

Travel provider in person/phone
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Destination website (state, city or attraction)

Facebook

Destination printed material

Travel review sites

Online full service travel website
(Expedia, Travelocity, Priceline, etc.)

Travel provider website (airline, hotel, etc.)

CY 2019

CY 2018

Among Oklahomaôs leisure overnight visitors, those from out-of-state are more likely to 

use online sourcesðincluding search engines (18%), Facebook (9%), travel provider 

websites (8%), and destination websites (8%) for trip planning their visit to the state than 

in-state visitors

Oklahoma Leisure Overnight Out-of-State Visitors YOY Oklahoma Leisure Overnight In-State Visitors YOY

Top Information Sources Used to Plan by Segment
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No bookings made for destination

Directly with travel provider in
person/phone

Destination website

Directly with destination (visitor center etc.)
or attraction in person/phone

Travel provider website (airline, hotel, etc.)

Online travel agency (Expedia, etc.)

Corp. travel dept.

Travel club (e.g. AAA)
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Oklahoma Visitors
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61%
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3%

8%

6%
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3%

2%
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No bookings made for destination

Directly with travel provider in
person/phone

Destination website

Directly with destination (tourist/visitor
center etc.) or attraction in person/phone

Travel provider website (airline, hotel, etc.)

Online travel agency (Expedia,
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Travel club (e.g. AAA)

Corp. desktop travel tool/intranet
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U.S. Domestic Trips vs. Oklahoma Visitors Oklahoma Visitors YOY

Top Booking Methods for Travel Components by Segment

Note: figures reflect respondents vising Oklahoma at the state level, demo weight

Oklahoma visitors are more likely to not make any bookings for their Oklahoma trip 

than a typical domestic traveler to a given destination
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Most Oklahoma visitors travel to/within the state using their own vehicle and are 

primarily visiting their friends/relatives

32

U.S. Domestic Travel Oklahoma Visitors
Oklahoma In-State 

Visitors

Oklahoma Out-of-State 

Visitors

Oklahoma Leisure 

Overnight Visitors

Oklahoma Leisure Day 

Visitors

CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019

Primary Trip Purpose

Leisure (net) 80% 82% 76% 73% 68% 65% 84% 80% 100% 100% 100% 100%

Visit Friends/Relatives 42% 44% 39% 41% 36% 37% 43% 44% 56% 62% 44% 43%

Outdoor Recreation 9% 9% 7% 5% 7% 5% 7% 4% 10% 6% 8% 6%

Entertainment/Sightseeing 14% 13% 12% 14% 9% 9% 15% 18% 12% 16% 24% 25%

Other Personal 15% 15% 17% 14% 16% 14% 19% 14% 22% 16% 23% 26%

Personal Business 8% 7% 11% 13% 18% 20% 2% 6% - - - -

Business 10% 8% 9% 8% 7% 9% 11% 8% - - - -

Other 3% 3% 5% 6% 7% 5% 4% 6% - - - -

Primary Transportation Mode

Own Car/Truck 75% 73% 88% 87% 92% 94% 84% 81% 89% 88% 94% 95%

Rental Vehicle 5% 6% 3% 3% 0% 2% 5% 3% 3% 3% 1% 1%

Air Travel 13% 13% 4% 5% 1% 1% 7% 9% 3% 6% 1% 1%

Other 7% 7% 5% 5% 7% 3% 4% 7% 5% 3% 4% 3%

Note: figures reflect respondents vising Oklahoma at the state level, demo weight



3.40

2.43

3.56

2.87

U.S. Domestic Overnight
Travel

Oklahoma Overnight
Visitors

1.92

2.80

2.24

3.19

Oklahoma In-State
Overnight Visitors

Oklahoma Out-of-State
Overnight Visitors

CY 2018 CY 2019

2.21

4.26

2.70
2.90

Oklahoma Leisure Overnight
Visitors

Oklahoma Business
Overnight Visitors**

Although Oklahomaôsovernight business visitors, on average stay the most nights in
the state, they represent less than one-tenth of Oklahomaôsvisitor volume.

**Sample size less than 100 
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Overnight Visitors Average Length of Stay by Segment
(in Nights)

Note: figures reflect respondents vising Oklahoma at the state level, demo weight



The average travel party size of overall Oklahoma visitors remained relatively 

consistent year-over-year. The percentage of family travel parties increased among 

in-state visitors but fell among those visiting from another state

34

U.S. Domestic 

Travel
Oklahoma Visitors

Oklahoma In-State 

Visitors

Oklahoma 

Out-of-State Visitors

Oklahoma Leisure 

Overnight Visitors

Oklahoma Leisure 

Day Visitors

Oklahoma Business 

Visitors

CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019

Average Travel Party Size 2.56 2.64 2.41 2.36 2.24 2.38 2.60 2.34 2.39 2.46 2.63 2.22 2.33 2.41

Adults in Travel Party

One Adult 30% 30% 35% 32% 39% 32% 31% 32% 35% 28% 24% 32% 63% 42%

Two Adults 54% 53% 52% 54% 51% 58% 53% 50% 56% 55% 56% 56% 17% 37%

Three Adults 8% 9% 8% 8% 7% 5% 9% 10% 5% 11% 13% 5% 7% 7%

Four or More Adults 7% 7% 6% 6% 4% 5% 8% 7% 5% 6% 6% 6% 14% 14%

Family Travel

Travel with children from household 26% 29% 23% 21% 21% 27% 26% 16% 28% 23% 21% 21% 4% 8%

Average Number of Children in Party 1.72 1.71 1.64 1.58 1.54 1.58 1.74 1.58 1.63 1.63 1.81 1.50 1.85 1.50

Note: figures reflect respondents vising Oklahoma at the trip level, demo weight



35%

21%

12%

9%

8%

6%

5%

5%

5%

5%

34%

7%

21%

14%

10%

11%

5%

11%

8%

9%

Visiting friends/relatives

Casino/gaming

Shopping

Fine dining

Rural sightseeing

Museums

Fishing

Historic sites/churches

State park/Monuments/
Recreation areas

Urban sightseeing

Oklahoma visitors are more likely to enjoy casinos and gaming than overall U.S. 
travelers

Note: figures reflect respondents vising Oklahoma at the state level, demo weight; only activities with a sample size of 22 or greater are shown. 35

Top Activity Participation while Visiting States in CY 2019
(ranked by Oklahoma visitors)

4%

4%

4%

4%

4%

3%

3%

3%

3%

3%

4%

4%

6%

5%

4%

8%

5%

5%

6%

5%

Camping

Gardens

Hiking/Backpacking/Canyo
neering

Local/folk arts/crafts

Musical performance/show

Art galleries

Family reunion

Sports Events

Wildlife viewing

Zoos/ Aquariums/ Aviaries

U.S. Domestic VisitorsOklahoma Visitors
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1%

5%
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2%

1%

ATV/Four-wheeling

Farms/ Ranches/Agri-tours

National
park/Monuments/Recreaé

Native American
ruins/Rock art

Nature travel/ecotouring

Nightclub/dancing

Old homes/mansions

Other nature (photography,
rockhound, etc)

Rock/mountain climbing

Symphony/opera/concert



The top four activities that Oklahoma visitors participated in during 2019 were visiting 

friends/relatives, casino gambling, shopping and fine dining

Note: figures reflect respondents vising Oklahoma at the state level, demo weight; only activities with a sample size of 22 or greater are shown. 36

Top Activities/Attractions for Oklahoma Visitors YOY
(ranked by Oklahoma visitors)
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After visiting friends and relatives, casinos and gaming are the second most enjoyed 

activity among out-of-state and in-state Oklahoma visitors, although a higher 

percentage of out-of-state visitors report casinos and gaming than in-state visitors

37Note: figures reflect respondents vising Oklahoma at the state level, demo weight; only activities with a sample size of 20 or greater are shown.

Oklahoma Out-of-State Visitors YOY Oklahoma In-State Visitors YOY

Top Activities/Attractions for Oklahoma Visitors by Segment YOY
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Oklahoma leisure overnight visitors traveling from another state spent the most per 
trip on average and account for 39% of visitation. Oklahoma business visitors had 
the second highest spending, but only represent 7% of visitors.

39

Å * small sample size

Average Expenditure in Oklahoma Per Travel Party Oklahoma by Visitor Segment

$354

$493

$232

$505

$124

$365

$480 $477

$575

$347

$132

$245

$566

$343 

$429 

$244 

$485 

$129 

$384 

$520 

$462 

$558 

$436 

$140

$276

$449 

Oklahoma
Visitors

Oklahoma
Out-of-State

Visitors

Oklahoma
In-State
Visitors

Oklahoma
Overnight
Visitors

Oklahoma
Day Visitors

Oklahoma
Leisure
Visitors

Oklahoma
Leisure

Overnight
Visitors

Oklahoma
Leisure

Out-of-State
Visitors

Oklahoma
Leisure

Out-of-State
Overnight
Visitors

Oklahoma
Leisure
In-State

Overnight
Visitors

Oklahoma
Leisure Day

Visitors

Oklahoma
Leisure
In-State
Visitors

Oklahoma
Business
Visitors*

CY 2018 CY 2019

Note: expenditure figures reflect respondents vising Oklahoma at the state level, demo weight; visitation percentages reflect person-trips



Oklahomaôs leisure out-of-state overnight visitors spent the most per trip, with the 
largest portion of their total spending put towards Casinos, while Oklahoma day 
visitors and leisure day visitors spent the least, with the highest portion of their 
spending also on casinos.
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* small sample size
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4%

6%
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12%
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Oklahoma Business Visitors ($449)*

Oklahoma Leisure Day Visitors ($140)

Oklahoma Leisure In-State Overnight Visitors ($436)

Oklahoma Leisure Out-of-State Overnight Visitors ($558)

Oklahoma Leisure Overnight Visitors ($520)

Oklahoma Leisure Visitors ($384)

Oklahoma In-State Visitors ($244)

Oklahoma Out-of-State Visitors ($429)

Oklahoma Overnight Visitors ($485)

Oklahoma Day Visitors ($129)

Oklahoma Visitors in CY 2018 ($354)

Oklahoma Visitors in CY 2019 ($343)

Lodging Food/Beverage/Dining/Groceries Casino Transportation within State Shopping Entertainment Other

Average Expenditure Per Travel Party Per Trip in Oklahoma by Segment
(figures exclude transportation cost to get to state and include responses of $0)

Note: Expenditure figures reflect respondents vising Oklahoma at the state level, demo weight



In terms of dollar amount, Oklahoma visitors spent more on food, and casinos within 

the state, compared to the previous year. As observed last year, business visitors 

spent the most on lodging

41

$188

$108

$125

$120

$77

$50

$96

$124

$87

$75

$142

$45

$103

$129

$121

$94

$77

$101

$120

$44

$89

$90

$42

$45

$87

$141

$124

$96

$37

$113

$102

$39

$53

$77

$61

$24

$69

$72

$71

$54

$46

$56

$67

$27

$51

$51

$9

$7

$31

$47

$42

$29

$14

$30

$34

$6

$16

$23

$7

$17

$30

$29

$29

$25

$16

$21

$24

$11

$14

$19

$2

$8

$15

$12

$9

$3

$12

$12

$2

$43

$8

Oklahoma Business Visitors ($449)*

Oklahoma Leisure Day Visitors ($140)

Oklahoma Leisure In-State Overnight Visitors ($436)

Oklahoma Leisure Out-of-State Overnight Visitors ($558)

Oklahoma Leisure Overnight Visitors ($520)

Oklahoma Leisure Visitors ($384)

Oklahoma In-State Visitors ($244)

Oklahoma Out-of-State Visitors ($429)

Oklahoma Overnight Visitors ($485)

Oklahoma Day Visitors ($129)

Oklahoma Visitors in CY 2018 ($354)

Oklahoma Visitors in CY 2019 ($343)

Lodging Food/Beverage/Dining/Groceries Casino Transportation within State Shopping Entertainment Other

Note: Expenditure figures reflect respondents vising Oklahoma at the state level, demo weight

Average Expenditure Per Travel Party Per Trip in Oklahoma by Segment
(figures exclude transportation cost to get to state and include responses of $0)
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32%

25%
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3% 4% 3%
2% 1%

35%

25%
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4% 4% 4% 5%

3%

31%

25%

10%

4% 5%
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4%
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31%

27%

7%
6%

5%
4% 4%

2%

Oklahoma City area Tulsa area Norman Lawton Muskogee Ardmore Stillwater Bartlesville

Trends in Top Oklahoma Destinations for Visitors

CY 2016 CY 2017 CY 2018 CY 2019

Oklahoma City and Tulsa dwarf other Oklahoma destination choices, though the 

percentage of Oklahoma visitors to Oklahoma city held steady year-over-year while 

Tulsa rose slightly. 

Note: figures reflect respondents vising Oklahoma at the state level, demo weight



Oklahoma City and Tulsa also dwarf other Oklahoma destination choices among 

each of the visitor segments.

44

31%

27%

7%
6%

5%
4% 4%

2%

22%

26%

7%
6%

4% 4% 4%

1%

36%

27%

7%
6%

5% 5%
4%

3%

33%

26%

7%
6%

4%

7%

4%
3%

28% 28%

7%
6%

5%

2%
4%

1%

Oklahoma City area Tulsa area Norman Lawton Muskogee Ardmore Stillwater Bartlesville

Top Oklahoma Destinations for Visitors, Overnight Visitors, and Day Visitors in 2019

All Oklahoma Visitors Oklahoma Day Visitors Oklahoma Overnight Visitors Oklahoma Out-of-State Visitors Oklahoma In-State Visitors

Note: figures reflect respondents vising Oklahoma at the state level, demo weight



CY 2015 CY 2016 CY 2017 CY 2018 CY 2019

Oklahoma City area 37% 31% 36% 33% 36%

Tulsa area 23% 28% 28% 25% 27%

Norman 7% 6% 8% 12% 7%

Lawton 5% 4% 5% 5% 6%

Ardmore 3% 4% 4% 7% 5%

Muskogee 3% 3% 4% 4% 5%

Stillwater 4% 2% 5% 6% 4%

Bartlesville 3% 2% 3% 3% 3%

CY 2015 CY 2016 CY 2017 CY 2018 CY 2019

Oklahoma City area 25% 35% 34% 28% 22%

Tulsa area 17% 20% 20% 26% 26%

Norman 7% 8% 4% 8% 7%

Lawton 1% 2% 4% 4% 6%

Muskogee 8% 5% 4% 6% 4%

Ardmore 3% 3% 4% 5% 4%

Bartlesville 4% 1% 3% 2% 4%

Stillwater 4% 2% 4% 1% 1%

Although the two largest cities continue to dominate among Oklahoma visitors, the 

percentage of day visitors to Oklahoma City declined, while overnight visitors to 

Oklahoma City increased.
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Oklahoma Overnight VisitorsOklahoma Day Visitors

Trends in Top Oklahoma Destinations for Overnight and Day Visitors

Note: figures reflect respondents vising Oklahoma at the state level, demo weight



CY 2015 CY 2016 CY 2017 CY 2018 CY 2019

Oklahoma City area 30% 35% 38% 29% 28%

Tulsa area 21% 22% 28% 27% 28%

Norman 4% 7% 6% 11% 7%

Lawton 5% 3% 3% 6% 6%

Muskogee 6% 6% 4% 6% 5%

Stillwater 5% 2% 6% 3% 4%

Ardmore 3% 2% 3% 7% 2%

Bartlesville 3% 1% 4% 3% 1%

CY 2015 CY 2016 CY 2017 CY 2018 CY 2019

Oklahoma City area 34% 30% 33% 33% 33%

Tulsa area 20% 29% 23% 23% 26%

Norman 11% 7% 6% 10% 7%

Ardmore 4% 5% 5% 5% 7%

Lawton 3% 3% 5% 3% 6%

Stillwater 3% 2% 4% 5% 4%

Muskogee 4% 2% 4% 3% 4%

Bartlesville 3% 2% 3% 2% 3%

Out-of-state visitors to Oklahoma City and Tulsa remained consistent year-over-year.
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Oklahoma In-State VisitorsOklahoma Out-of-State Visitors

Note: figures reflect respondents vising Oklahoma at the state level, demo weight

Trends in Top Oklahoma Destinations for Out-of-State and In-State Visitors
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Satisfaction with their Oklahoma visit among in-state visitors was on par with last 

year, while satisfaction dipped among out-of-state visitors.
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Oklahoma Out-of-State Visitors Oklahoma In-State Visitors

10% 7% 11% 12% 11% 14% 16% 14% 15% 19%

31% 37% 35% 36%
44% 42% 40% 47% 44% 42%

56%
55%

53% 52%
43% 43% 43% 37% 38% 35%

87%
92%

87% 88% 87% 85% 83% 85% 82%
77%

CY 2015 CY 2016 CY 2017 CY 2018 CY 2019 CY 2015 CY 2016 CY 2017 CY 2018 CY 2019

Satisfaction with Oklahoma Visit among In-State and Out-of-State Visitors

Extremely Satisfied

Very Satisfied

Somewhat Satisfied

Not Satisfied

Note: figures reflect respondents vising Oklahoma at the state level, demo weight
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Demographics

50Note: figures reflect respondents vising Oklahoma at the state level, demo weight

All U.S. Visitors Oklahoma Visitors Oklahoma In-State Visitors Oklahoma Out-of-State Visitors

CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019 CY 2018 CY 2019

Male 42% 33% 35% 29% 33% 28% 38% 30%

Age

18-34 33% 32% 24% 28% 22% 24% 26% 32%

35-54 34% 35% 31% 32% 27% 33% 37% 32%

55+ 33% 33% 45% 40% 52% 43% 36% 37%

Average Age 45.7 45.7 50.3 48.6 52.6 50.0 47.6 47.4

Household Income

Under $50,000 47% 48% 60% 57% 68% 62% 52% 52%

$50,000-$74,999 20% 24% 22% 25% 20% 29% 24% 21%

$75,000-$99,999 15% 18% 16% 16% 15% 17% 18% 14%

$100,000+ 38% 34% 23% 27% 18% 21% 29% 33%

Employment

Full-Time 51% 51% 42% 51% 32% 46% 54% 55%

Retired 20% 19% 30% 24% 38% 27% 20% 21%

Marital Status

Married 62% 62% 61% 66% 56% 71% 66% 62%

Ethnicity/Race

Caucasian/White 86% 85% 88% 89% 88% 90% 88% 88%

African-American/Black 5% 6% 3% 4% 4% 3% 3% 5%

Hispanic 7% 9% 4% 4% 2% 1% 7% 6%

Children

Children in Household 37% 40% 35% 31% 28% 36% 43% 27%

Education

Bachelor Degree or Higher 53% 51% 40% 42% 38% 37% 43% 46%



COMPETITIVE ENVIRONMENT

3


