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KEY TAKEAWAYS




Key Takeaways

1. Oklahoma visitor volume continues an upward trajectory in 2022. During CY 2022, Oklahoma welcomed 183 million
visitors, a 3.3% increase in visitation over the previous year. Growth in visitation to the state during CY 2022 outpaced
domestic travel overall, which did not have a year-over-year increase . Despite this growth in visitor volume, travel intent
fell to pre -pandemic levels, suggesting the period of pent -up travel demand due to COVID-19is over.

2. Oklahoma visitor spending grew at a faster rate than nearly all its regional competitors in 2022. Only Texas (+14%) saw a
larger year-over-year increase in travel party spend among its visitors than Oklahoma (+12%). Visitor spending increases in
Oklahoma can be attributed to a higher proportion of out -of-state visitors than the previous year. They take more
overnight trips than their in-state counterparts and they stay longer on their trips, resulting in more money spent while
on their trip .

3. While gaming opportunities in Oklahoma attract the r A A Anhb$t rlucrative visitors, Arts & Culture looks to be another
attractive visitor segment . Casinos/gaming was the most popular activity for out -of-state visitors in 2022. These visitors
also represented the second -largest niche activity segment (29%) and spent more than any other niche segment ($872).
The Arts & Culture segment spent the second -most, at $806 per travel party . While the share of visitors in this segment is
only 14%, it is +3 pts higher than the previous year, suggesting potential growth opportunity . Oklahoma could look to
focus its efforts by targeting culture -driven travelers who are seeking out historic sites and museums .

Y4 Omnitrak 4
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OVERVIEW




Introduction

AB A d A cRavel and Leisure Division is fueled by a scrappy team of travel research professionals who are passionate about
destination research and thrive on a "Perfect Storm" of Creativity, Geekiness and Storytelling .Omnitrak works with some of
North ! B N cd, @ygst tourism offices who subscribe to the Qe B n A ATravelTrakAmerica study of U.S. travelers with an
annual sample exceeding 108,000 .

This Oklahoma Visitor Profile & Insights report provides intelligence on U.S.domestic travelers and Oklahoma travel trends
for Calendar Year 2022.The 2022 Oklahoma visitor profile is based on a weighted sample of 818 household trips .

This report has been produced for Oklahoma Tourism & Recreation (OTRD) with quarterly and annual data continuously
extracted from the TravelTrakAmerica syndicated dataset . The CY 2022 report isthe 9 report generated for OTRD.

Y4 Omnitrak



Overview

Visitor Type

Information is provided on total U.S. Domestic and Oklahoma visitors along with

Oklahoma visitors segments . These segments include in-state, out -of-state, day, overnight,
leisure, and business .

Visitor Profile

Visitor Characteristics : Source markets (state/DMA) and demographics (age, children,
employment, income, etc.)

Trip Characteristics : Spending in Oklahoma, length of stay, travel party, activities (including
value by niche activity), transportation, travel timing & planning, and quarterly travel trends

OKLAHOMA

tﬁ.ﬂ,&'k

Benefits

Niche Activity Visitor Segments :Understand niche visitor segments generating the highest
yield within the state

Competitive  Analysis : Comparison of visitors to competitor states (Arkansas, Kansas,

Missouri, and Texas) on market share, intent to visit, length of stay, satisfaction, spending,
demographics, etc.

Y4 Omnitrak
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SUMMARY




Oklahoma visitor volume continues an upward trajectory

Domestic Travel Trends within U.S. and Oklahoma

AAt KAt eBAyr Wdrdaeaxe WeA?BN 7 &eN7 Ae
million during CY 2022, up from 17.7M in the

previous year. During this period, Oklahoma 1435M 3 351m 1316 1440M 1.373m

visitation increased by 3.3%, while domestic 1108m 1L18M L % /wg“"
travel within the U.S. plateaued. lseM  224M  200M  218M  220M  211M  215M  20.6M

17.0M 17.7M 18.3M

A In-state visitation declined by ~ -14%, . . . . . . . . . . l
representing only 37% of total Oklahoma

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

d e Jl
_ O%(Iaho a Visitors =¢==J.S. Domestic Travel

visitation.
A 11.5M OUt'Of'S_tate residents traveled to the Oklahoma vs Regional Competitors Oklahoma In -State vs Out -of -State
state, a +17% increase compared to the Visitors

previous year. oxas

Al KK eR At AKAteBAyr &N deAAK,QF
spike in visitor volume in CY 2022, with
Kansas having the largest boost at +14%. Arkansas

86.7M UL
20.1v R LI ADZ A

m Out-of-State
H |n-State

eRlVE +5%

Oklahoma MESRCIVE +3%

Kansas p¥RYl +14%
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Proximity influences where visitors travel from

A Four out of five trips made to Oklahoma were either by residents living within the state or a neighboring regional state in
2022. Oklahoma itself was the top source for trips to/within the state, contributing to 37% of total trips. Notably, nearly h alf
Va high potential source of higher -spending visitors.

(45%) of Oklahoma trips are travelers from neighboring regional states
A Dallas -Fort Worth overtook Oklahoma City as the top origin market for Oklahoma trips in 2022 (20% vs 17%).

Top Origin DMAs for Oklahoma Visitors

Top Origin States for Oklahoma Visitors
(in trips) | (in trips)
Oklahoma 37% 5 Dallas-Fort Worth 20%
Texas Oklahoma City 17%
Kansas Tulsa
Arkansas Sherman, TX-Ada, OK
Missouri Fort Smith-Fayetteville-Springdale-
Rogers
California
Joplin-Pittsburg
North Carolina
Wichita Falls & Lawton
lllinois
Indi 1% Wichita-Hutchinson
ndiana . ;
° H Regional _ H Regional
Kansas City I Non -Regional

Tennessee 1% M Non -Regional

¥4 Omnitrak
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Proximity also influences where visitors travel to

A Travelers visiting Oklanoma are drawn to the state's largest cities including Oklahoma City and Tulsa.

A Among the less -visited cities within Oklanoma, Norman and Bartlesville were the most frequented destinations.

Top Oklahoma Destinations Top Oklahoma Destinations for In -State Visitors Top Oklahoma Destinations for Out -of -State Visitors
| i 0
Oklahoma City area 29% 5 Oklahoma City area 28% Oklahoma City area 29%
? ;
Tulsa 25% 5 Tulsa 26% Tulsa 25%
i Norman
Norman Bartlesville
Bartlesville Norman Stillwater
Stillwater Stillwater Ardmore
Ardmore Lawton Bartlesville
Lawton Ardmore Muskogee
Lawton
Muskogee Muskogee

¥4 Omnitrak



Tourism generates revenue for Oklahoma

A The ratio of visitors an area receives relative to its resident A States, cities and local areas benefit financially from the
population can be used as a tool to help gauge tourism's tourism industry. Tourism not only generates revenue
ENANYWAAQON AADZ R?AQadeA Ar AA dA Dz Qlitectly far induRtry KusitieBses thateeihpiog, residings,
As the ratio rises, increased focus should be placed on but it also produces revenue in the form of taxes.

rowing responsible travel.
J gresp A Oklahoma had the second  -largest travel party spend

A With a ratio of 4.6 visitors per resident, Oklahoma lands year -over -year increase, behind Texas, with visitors
in the middle of its neighboring competitors. spending an average of $492 in 2022.
Visitors vs. Population Average Travel Party Spend Within Destination

m Population | Visitors wCy 2021 mCy 2022

86.7M

$606
$559 $569 $530

$492 $501

Oklahoma Arkansas Kansas Missouri Texas Oklahoma Arkansas Kansas Missouri Texas
Ratio: 4.6 6.4 4.3 4.7 2.9

\§/,/\:/§\ Omnitrak Note: Visitors shown in person  -trips 12



Most travelers visit Oklahoma for leisure, drive, and stay
overnight

A-Ndr?aEaN AcEAYNA Qe AAdA?NDZ ae Dz Bd AR NisitingNherdd/relatiBed was the\neodt pogulaBactivity

industry in CY 2022, particularly among out -of -state visitors. among in -state visitors, while casino/gaming had the
A At KAt e B Aypfestate isitors were more likely to stay C:g?grsst activity participation rate among out -of-state
overnight than in  -state visitors (75% vs 49%). '

Trip Purpose, Drive* Visits, Overnight Stays, and Family Travel Top Oklahoma Activities**

H Leisure H Drive m Overnight H Family Visiting friends/relatives

92% 93% 92% Casino/Gaming
82% 85% =

Shopping

Fine dining

Rural sightseeing

® Oklahoma Visitors

Historic sites W In-State Visitors

Avg Niah Oklahoma Visitors In-State Visitors Out-of-State Visitors . = Out-of-State Visitors
vg Nights : Fishin 11% o
(excl. 0) 25 22 26 5 ’ ’
o *Drive includes own/rental vehicle, camper/RV, motorcycle.
%Q Omnitrak **Top percentages reflect any participation and not the activity as a motivation for their trip 13



Distance impacts Oklahoma visitors timing of travel decisions
and the sources they use when planning travel

A While nearly half (49%) of out  -of-state visitors decided on A Out -of-state travelers were more likely to rely on search
their trip less than 2 weeks before traveling, 61% of in - engines and destination websites, while in -State visitors
state travelers decided during the same timeframe. went to friends/relatives more often to plan their trip.

Advance Decision to Visit Oklahoma Top Planning Sources for Oklahoma Visit

Own experience
m Oklahoma Visitors H |n-State Visitors | Out-of-State Visitors
Friends/relatives

Search engines

Destination website

17%17%17% 1405  18% | Someone else planned, do not know
7% 7% 7% :

Advertising m Oklahoma Visitors
Less than 2 2-4 weeks before 1-2 months 3-5 months 6+ months
weeks before visit before visit before visit before visit ! H In-State Visitors
the visit : Social networks

m Out-of-State Visitors

Y4 Omnitrak 14



Niche activities motivate travel and generate spend

A Travelers who are motivated to visit Oklahoma for niche Share of Oklahoma Visitors Motivated to Travel Average
activities provide value by contributing to total spending by Niche Activity Spend
in the state.

. . . . . . . Family & Friends 41% R $376

A At KAt eBAyr Beran K?QxcAAdWN AdOt N AOadWdgnar r At N
Casino/Gaming niche. Visitors in this segment not only _ _
represented the second -t ¢, t Nr A necadeA eR At AA(CPBENIY e $872
visitors in 2022, but they were also the highest spending.

This combination makes them an attractive segment to Urban Explorer - 17% $563
target.

A Although travelers motivated to visit their friends and Arts & Culture - 14% $806
family in Oklahoma account for the largest share of the
rAAANYyr Wdrdaeaer R At N faEedNADZ A foﬁdgogR&rreaﬁoré”g,Q-ﬁoQAqwq,/\r $569
segment spent less than all other segments, making
them a much less lucrative target.

Entertainment - 11% $639

A The Arts & Culture niche segment was middle of the

pack, in terms of share of visitors. However, they were the Nature & Rural Explorer - 9% $541

second -highest spending segment, averaging over $300
more than overall Oklahoma visitors.

\§/,/\:/§\ Omnitrak Note: glossary for activities describing each niche (slide 75)



Oklahoma sends leisure visitors home happy, which can help
encourage their desire to return

A Satisfaction runs high among leisure visitors to Oklahoma and its neighboring competitors, as nearly four out -of-five
Oklahoma visitors reported high satisfaction with their visit. Among regional competitors, Oklahoma had the second -
highest proportion of leisure visits who were highly likely to recommend a visit.

A High satisfaction and likelihood to recommend among visitors results in a strong repeat visitor base for Oklahoma.

Satisfaction with Leisure Visit to Likelihood to Recommend Visit to Repeat Leisure Overnight Visits to
Regional States . Regional States . Regional States
(% rating highly satisfied) ; (% rating highly likely) ; (% visiting before within past 3 years)
Oklahoma — 78% | Oklahoma _ 78% | Oklahoma _ 84%
Arkansas [N 770 Arkansas [ 3% ~ Arkansas [ 74%
Kansas [N so% Kansas [ 0% - Kansas [N 00%
vissouri [N sco Missour [N 7% wissour | o

A . *High satisfaction and high likelihood to recommend rating includes those who
\)
\>’/\§\ Ommtrak have rated their trip satisfaction/likelihood to recommend as 8 -10.



Leisure travel intention decreases for Oklahoma, as well as Its
competitors

A Year-over -year decreases for intent to visit in the next A Leisure travel intent to visit Oklahoma is strongest from
Ane " NAEer o N&EN r NNA Reac NAOQt r Adutsite stdtdlines twAhAT exasBesiylents and California
competitive set. residents making up the largest portions of travelers

_ _ considering an Oklahoma leisure trip within the next 2

A The decline drops Oklahoma to pre -pandemic levels.

years.
Intent to Visit States within Next Two Years Top States for Oklahoma Leisure Travel Intent
mCY 2021 mCY 2022 Texas 9 3%
12.4%
California
Oklahoma
Florida
4.6% New York
3.4% 3.5% Kansas
2.4%
lllinois
H Regional
Missouri 3.4% M Non -Regional

Oklahoma Arkansas Kansas Missouri Texas

¥4 Omnitrak
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Visitation to Oklahoma increases in 2022

Market Overview:

A Oklahoma hosted 18.3 million travelers in 2022, an increase
of 3.3% from the previous year. At the same time, domestic
travel within the U.S. plateaued.

Oklahoma Population

Oklahoma Households
Census Estimate

1,776,666

Oklahoma Visitors
CY 2022

18.3 million

Census Estimate
4,019,800

Domestic Travel Trends within U.S. and Oklahoma

mmm Oklahoma Visitors =e=U.S. Domestic Travel

1,435M 1,321M 1,316M 1,440M 1 373Mm

1,708m 1,185M 1,184M 1,128M 1,129M
o= - 901M
18.8M 224M 209M 21.8M 220M 21.1M 215M 20.6M

17.0M 17.7m 18.3M

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Y4 Omnitrak

Note: Visitation defined as person

-trips, where trips are at least 50 miles from home (one

A Travel to Oklahoma accounted for 1.6% of total domestic

travel within the U.S. during 2022, which is on par with the
previous yeatr.

Market Share of U.S. Domestic Travel:
Oklahoma & Competitors

OK 1.6%
AR 1.7%
KS 1.1%
u.S. MO 2.6%
Non -Regional
85.3%
TX7.7%

-way) or include an overnight stay

20



While out -of-state visitation rose in CY 2022, the Q4 travel spike can
be attributed to an increase in proportion of in -State travel

Oklahoma Visitation by Quarter
(in person -trips)

CY 2022

CY 2021

A .
%Q Ommtrak Note: Visitation defined as person

m Jan-Mar
H Apr-Jun
m Jul-Sep
m Oct-Dec

m Jan-Mar
H Apr-Jun
m Jul-Sep
m Oct-Dec

Oklahoma Visitor Source by Quarter
(in person -trips)

CY 2022 63% 37%

Jan - Mar 2022

Apr - Jun 2022

Jul - Sep 2022

Oct - Dec 2022 54% 46%

m Qut-of-State m |In-State

-trips, where trips are at least 50 miles from home (one -way) or include an overnight stay

21



Among nearly every travel segment, the proportion of out -of -state
visits grew in 2022

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

W Out -of-State M In-State

2021 Oklahoma Visitors 2022 Oklahoma Visitors

Oklahoma Overnight Visitors Oklahoma Overnight Visitors

Oklahoma Day Visitors Oklahoma Day Visitors

Oklahoma Leisure Overnight Visitors Oklahoma Leisure Overnight Visitors

Oklahoma Leisure Day Visitors Oklahoma Leisure Day Visitors

Oklahoma Leisure Visitors Oklahoma Leisure Visitors

Oklahoma Business Visitors

Oklahoma Business Visitors

A .
N
%Q Ommtrak Note: Oklahoma visitors reflect trip level person -trips and figures for Oklahoma segments reflect state level person -trips
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Proximity influences travel, regional states and cities continue to be
At KAt eBAyr D2BJdAAAAN eEdi dA BAE:L NAT

Top Origin Source Markets
Top Origin States for OK Trips Top Origin DMAs for OK Trips

20%

Oklahoma 37% Dallas-Fort Worth
Texas Oklahoma City 17%
Kansas Tulsa
Arkansas Sherman, TX-Ada, OK
Missouri Fort Smith—FayetteviIIe—
Springdale-Rogers
California Wichita Falls & Lawton

Joplin-Pittsburg
m Regional State

3% = Non -Regional State

North Carolina
Wichita-Hutchinson

Illinois

24

Figures reflect respondent trips to Oklahoma projected to reflect trips by all U.S. households

Y% Omnitrak



Dallas -Fort Worth overtook Oklahoma City as the top origin market

for Oklahoma trips in 2022

Top States for Oklahoma Trips
(in Trips)

37%
40%

Oklahoma
Texas
Kansas
Arkansas
Missouri
California

North Carolina

Illinois

Y% Omnitrak

“

mCY 2022 |
u CY 2021

Top Origin DMAs for Oklahoma Trips

(in trips)
20%
Dallas-Fort Worth 19%
_ 17%
Oklahoma City 20%
Tulsa

Sherman, TX-Ada, OK ECY 2022
mCY 2021

Fort Smith-Fayetteville-
Springdale-Rogers

Wichita Falls & Lawton
Joplin-Pittsburg

Wichita-Hutchinson

Figures reflect respondent trips to Oklahoma projected to reflect trips by all U.S. households

25



Oklahoma visitors were more likely to take a day trip than U.S.
domestic travelers in CY 2022

U.S. Domestic Oklahoma Visitors Oklahoma In -State Oklahoma Out  -of-State
: (in trips)

(in trips) (in trips) (in trips)

OO

= Day Trips = Overnight Trips m Day Trips = Overnight Trips m Day Trips = Overnight Trips = Day Trips

Y4 Omnitrak

m Overnight Trips

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

26



At KAt e B Asfate visitagks were more likely to stay overnight in

2022

U.S. Domestic Travelers
(in trips)

= Day = Overnight

CY 2021 CY 2022

Y4 Omnitrak

Oklahoma Visitors
(in trips)

= Day

= Overnight

CY 2021

CY 2022

Oklahoma In -State , Oklahoma Out -of -State
(in trips) (in trips)

= Day = Overnight = Day = Overnight

43% 49%
57% 51%
CY 2021 CY 2022 CY 2021 CY 2022

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

27
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Oklahoma visitors took more time to make their travel decision,
compared to the previous year

Advance Trip Decision by Travel Segment

B CY 2021 mCY 2022

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

82%799

0
5% 71%

69% 6504

61%
55%

25%

13%14%

Lessthanl  1-2  3orMore i Lessthanl  1-2  3orMore | Lessthanl 1-2  3orMore i Lessthanl  1-2  3orMore
Month Months Months Month Months Months Month Months Months Month Months Months
Y4 '
\\/,Q Ommtr f:lk Note: figures reflect respondents vising Oklahoma at the state level, demographic weight

29



Oklahoma visitors still take less time than domestic travelers with
most travel decisions being made within two weeks of traveling

Advance Decision to Visit

W Less Than 2 Weeks m2 -4 Weeks m 1 -2 Months m 3 - 5 Months m More than 6 Months

67%
61%

54%

0
49% 46%

37%

7% 0. 17% 17% 18% 17% 18%
0
0,
8% 7% 9% w0 7% 9% 79 7% 6% 10% go4

3%

U.S. Domestic Oklahoma Oklahoma Oklahoma Oklahoma Oklahoma
In-State Out-of-State Day Overnight

A .
%Q Omnitrak Note: figures reflect respondents vising Oklahoma at the state level, demographic weight 30



Travel decisions are affected by proximity

A Domestic trips were slightly more planned out in 2022, resulting in an increase in trips considered and decided on at least a
month in advance.

A While Oklahoma visits were also more planned out in 2022, nearly eight out of ten in -state trips (78%) and seven out of ten
out -of-state trips (66%) were still decided on less than a month ahead of time.

U.S. Domestic Oklahoma Oklahoma Oklahoma Oklahoma Overnight Oklahoma
Travel Visitors In-State Visitors Out -of -State Visitors Visitors Day Visitors
Considered
Less than 2 weeks before visit 35% 31% 49% 44% 60% 52% 40% 40% 40% 36% 64% 59%
2 V4 weeks before visit 18% 17% 19% 19% 17% 18% 21% 20% 23% 19% 14% 18%
1V 2 months before visit 20% 21% 16% 18% 12% 17% 19% 19% 19% 21% 12% 12%
3 V5 months before visit 13% 15% 9% 9% 6% 7% 11% 11% 11% 11% 4% 6%
6+ months before visit 14% 17% 7% 10% 5% 7% 9% 12% 8% 12% 6% 6%
Decided
Less than 2 weeks before visit 42% 37% 57% 54% 68% 61% 49% 49% 49% 46% 71% 67%
2 V4 weeks before visit 19% 18% 17% 17% 14% 17% 20% 17% 21% 17% 11% 17%
1V 2 months before visit 20% 21% 13% 14% 10% 9% 16% 18% 16% 18% 9% 7%
3 V5 months before visit 10% 13% 7% 8% 3% 6% 10% 9% 8% 10% 5% 3%
6+ months before visit 9% 12% 5% 7% 4% 7% 6% 7% 6% 8% 5% 6%
Y4 Omnitrak

Note: figures reflect respondents vising Oklahoma at the state level, demographic weight
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Timing of travel decisions increased for overnight visitors,

compared to the previous year

Trip Decision Timing

Less than 2 weeks before visit
2 V4 weeks before visit

1V 2 months before visit

3 V5 months before visit

6+ months before visit

Oklahoma Out

-of -State

Overnight Visitors

CY 2021

35%

24%

20%
11%
9%

CY 2022

33%
20%
23%
12%
13%

Oklahoma In -State
Overnight Visitors

CY 2021

51%
18%
16%
11%
4%

CY 2022

46%
18%
18%
10%
9%

33%
24%
21%
13%
8%

Oklahoma Leisure Out
State Overnight Visitors

CY 2021 CY 2022

31%
22%
23%
12%
13%

Oklahoma Leisure In

Overnight Visitors

CY 2021

53%
18%
14%
12%
4%

CY 2022

46%
18%
18%
11%
7%

Less than 2 weeks before visit 45% 43% 59% 54% 42% 42% 62% 54%
2 V4 weeks before visit 23% 17% 17% 18% 23% 17% 14% 19%
1V 2 months before visit 17% 22% 15% 11% 18% 23% 15% 11%
3 V5 months before visit 9% 11% 6% 9% 10% 10% 6% 8%
6+ months before visit 7% 8% 3% 9% 7% 7% 3% 7%

-State

Y% Omnitrak

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

32



Oklahoma travelers are more likely to visit without making plans
than domestic travelers

Top Information Sources Used to Plan Trip

m U.S. Domestic Travelers m Oklahoma Visitors

42%

7%

0 0
4% 4% 20

No Own Friends/ Search Destination Someone else Advertising Social Online
plans experience relatives engines website planned, do networks Travel
made not know Agency

A .
N
%Q Ommtrak Note: figures reflect respondents vising Oklahoma at the state level, demographic weight

3% 2%

Destination
travel office
printed
material

33



Out -of -state travelers rely more on search engines and destination

websites than in  -state visitors

Top Information Sources Used to Plan Trip

m Oklahoma In-State m Oklahoma Out-of-State

m Oklahoma Visitors

8%
0,
N TS
No Own Friends/ Search Destination Someone else Advertising Social Online Destination
plans experience relatives engines website planned, do networks Travel travel office
made not know Agency printed
material

34

Note: figures reflect respondents vising Oklahoma at the state level, demographic weight
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for their trip

Top Information Sources Used to Plan Trip

m Oklahoma Visitors m Oklahoma Day m Oklahoma Overnight

54%

0,
10% 9% 11% 20

No Own Friends/ Search Destination Someone else Advertising Social Online Destination
plans experience relatives engines website planned, do networks Travel travel office
made not know Agency printed

material

A .
N
%Q Ommtrak Note: figures reflect respondents vising Oklahoma at the state level, demographic weight 35



At KAt eBAyr
planning sources

B Oklahoma Leisure Overnight Visitors

)
36% 3505 7%

29% 29% 29%
26%

24%

No Own Friends/
plans experience relatives
made

Y4 Omnitrak

Top Information Sources Used to Plan by Segment

B Oklahoma Leisure Out-of-State Overnight Visitors m Oklahoma Leisure In-State Overnight Visitors

13%

10% 109% 11%
8% 010%

5% 6% 5o, 5% 5% 6%

3% 294 4% 3% 4% 3% 30 4%
0%
Search Destination Someone else Advertising Social Online Destination
engines website planned, do networks Travel travel office
not know Agency printed
material

Note: figures reflect respondents vising Oklahoma at the state level, demographic weight 36



Overnight leisure visitors are most likely to use personal experiences,

friends/relatives, and search engines to plan their visit

Top Information Sources Used to Plan by Segment

B Oklahoma Leisure Visitors B Oklahoma Leisure Day Visitors

54%

12% 119%12%

8% 10%
5% 5% 3g °%
No Own Friends/ Search Destination Someone else
plans experience relatives engines website planned, do
made not know

Y4 Omnitrak

m Oklahoma Leisure Overnight Visitors

4% 5%

204 3% 4% 3% 29 204 3%
Advertising Social Online
networks Travel
Agency

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

0 3%
2% 0%

Destination
travel office
printed
material

37



Oklahoma visitors are less likely than overall U.S. domestic travelers to
use websites and apps when researching and selecting a destination

11%

Hotel website

Y4 Omnitrak

8%

Other website

Top Websites/Apps Used to Research and Select Destination

m U.S. Domestic Travelers B Oklahoma Visitors
8%
7% 7%
5% 6% 5%
4%
4%
3%

2%

Facebook Expedia/ AirBnb TripAdvisor Booking.com YouTube
Travelocity/
Orbitz

5%

2%

Airline website

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

3%
1%

Priceline



Out -of -state visitors rely on more websites/apps than in -State
visitors, with top platforms being hotel websites and
Expedia/Travelocity/Orbitz

Top Websites/Apps Used to Research and Select Destination

m Oklahoma Visitors m Oklahoma In-State m Oklahoma Out-of-State

11%

7%

6%

5% 6% 504

5% 4%
0, 0
3% 9, 4 3 4 3%
20/ 2% 2%
° 2% 2%
1%
Hotel website Other website Facebook Expedia/ AirBnb TripAdvisor Booking.com YouTube Airline website
Travelocity/
Orbitz

A .
N
%Q Ommtrak Note: figures reflect respondents vising Oklahoma at the state level, demographic weight

2%
1% 1%

Priceline
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Overnight visitors utilize a wider range of websites and apps than
day visitors, including hotel websites and Facebook

Top Websites/Apps Used to Research and Select Destination

m Oklahoma Visitors m Oklahoma Day m Oklahoma Overnight

12%

9%

7%
6%

5%

5%  °%
4% 4% 4% 0
3% 3% 3%
2% 0
100 204 2% 2% 2% 2%
° 1%

Hotel website Other website Facebook Expedia/ AirBnb TripAdvisor Booking.com YouTube Airline website

Travelocity/
Orbitz

A .
N
%Q Ommtrak Note: figures reflect respondents vising Oklahoma at the state level, demographic weight

1% 2%
0%

Priceline
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Travel for leisure expanded in 2022, thanks to an increase among in -
state visitors

A Among in -state and out -of-state Oklahoma trips, visiting friends and family rose +2 pts and +1 pt., respectively. It remains
At AAt eBAyr AKAAEif Nran rt AeN R Wdgrdgnaneaers éNAAAGQWN Ae At N Csiis

EeBNr A
relative share of Oklahoma travel V suggesting potential room for growth in this segment.

A Entertainment/sightseeing travel increased to a share of 22% of Oklahoma visits, outpacing overall domestic travel.

U.S. Domestic Oklahoma Visitors Oklahorr_w_t In -State Oklahoma_ _ Oklahqma L_ei_sure Oklahomq ITeisure
Travel Visitors Out -of -State Visitors Overnight Visitors DEVAVIS[(0] 65
CY 2021 | CY 2022 | CY 2021 | CY 2022 | CY 2021 | CY 2022 | CY 2021 | CY 2022 | CY 2021 | CY 2022 | CY 2021 | CY 2022
Leisure (net) 83% 84% 81% 82% 75% 78% 85% 85% 100% 100% 100% 100%
Visit Friends/Relatives 43% 41% 38% 39% 39% 41% 36% 37% 49% 49% 43% 43%
Outdoor Recreation 11% 11% 7% 7% 7% 8% 6% 6% 9% 10% 6% 4%
Entertainment/Sightseeing 14% 17% 21% 22% 13% 16% 27% 26% 24% 26% 28% 30%
Other Personal 15% 15% 16% 15% 16% 14% 16% 16% 18% 16% 23% 24%
Personal Business 7% 6% 8% 8% 12% 12% 4% 5% = = = =
Business 7% 7% 7% 5% 7% 5% 7% 5% = = = =
Other 3% 3% 4% 5% 6% 6% 4% 5% = = = =

Y4 Omnitrak

Note: figures reflect respondents vising Oklahoma at the trip and state level, demographic weight 42



Oklahoma visitors were more likely to drive and less likely to
travel via airplane than domestic travelers in 2022

899 92%g-4, 91%gg0,

Transportation
To Destination

7% 6% 0 0
0% o 1% 5% 3% gg 5% 4

% 4% 1% 1% 1% 1% 1% 1% 2% 1% 0% 1% 1% 1% 2% 1% 0% 1% 1% 1%
|

Own Auto/Truck Airplane Rental Car Motorcycle Camper/RV Bus

94%  91%
87% 82% °84%

76%

Transportation
Within Destination

10%
4% 106 6% o5 5% 6% 204 105 3% 105 3% 2% 1% 0% 2% 1% 2% 1% 1% 1% 1% 1% 1% 2% 1% 0% 1% 1% 1%
| .
Own Auto/Truck Rental Car Shared Economy Airplane Ship/Boat Camper/RV
m U.S. Domestic m Oklahoma m Oklahoma In-State m Oklahoma Out-of-State m Oklahoma Day m Oklahoma Overnight

Y4 Omnitrak 43
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In 2022

Length of Stay by Segment

mO Nights ®m1Nights m2Nights ®3Nights m®4-6 Nights B 7+ Nights

51%

36%

27%

8%
6%
3% 4% 5

U.S. Domestic Oklahoma Oklahoma In-State Oklahoma Out-of-State
Average 25 1.6 1.1 2.0
(incl 0)
Average
(excl 0) 3.4 2.5 2.2 2.6

Y4 Omnitrak 44



Despite an increase in length of stay among overnight travelers,
Oklahoma still falls below the national average

Overnight Visitors Average Length of Stay by Segment
(in Nights)

mCY 2021 mCY 2022

3.84

3.51

3.37

256 2.63

2.44 2.49 035 244

2.14 2.18

U.S. Domestic Oklahoma Oklahoma In-State Oklahoma Out-of-State Oklahoma Leisure Oklahoma Business
Overnight Travel Overnight Visitors Overnight Visitors Overnight Visitors Overnight Visitors Overnight Visitors**

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

\>,\\:/§\ Omnitrak **Sample size less than 100 45



Oklahoma overnight visitors were more likely to be traveling
with their children, compared to day visitors

Travel Party Composition

m Alone B Spouse/Significant Other/Partner B Friend(s) ® Children ®m Grandchildren/Great Grandchildren m Other Family Members m Other

59% 60%

0
55% 56% 53% 53%

25%
19% 21%
14% 15% 13% 16% 14% . 16%
9% 10
0,
3% M 295 d B2 4% N 5o, 4% N 5o 3% [ 3% -

U.S. Domestic Oklahoma Oklahoma Oklahoma Oklahoma Oklahoma

In-State Out-of-State Overnight Day
Average

Party Size 2.68 2.53 2.48 2.56 2.56 2.47
\>:\\’/§\ Omnitl‘ak Note: figurgs reflect respondents indicating who was iri their travel party, regardless qf wheiher they reside in the same hou sehold.
72 For this reason, the percentage of children may differ from the percentage of children in household shown on slides 63 and 71 .



Oklahoma visitors were more likely to enjoy casinos and gaming
and less likely to go shopping than U.S. travelers

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

33% 3206

m U.S. Domestic Visitors m Oklahoma Visitors

10% 9%

7%

6%
Visiting Casino/ Shopping Fine dining Rural Historic Fishing Museums Wildlife
friends/ Gaming sightseeing sites viewing
relatives
A :
%Q Omnitrak Note: figures reflect respondents vising Oklahoma at the state level, demo weight

8%
5%

Local/folk
arts/crafts

47



Activity participation levels in 2022 remain at similar levels as the
previous year

Top Activities for Oklahoma Visitors YOY
(ranked by Oklahoma visitors)

mCY 2021 mCY 2022

32%

30%

14% 14%

90, 10% 10%

% 1% 7%

5% 50 6%

Visiting Casino/ Shopping Fine dining Rural Historic Fishing Museums Wildlife
friends/ Gaming sightseeing sites viewing
relatives
. .
%Q Omnitrak Note: figures reflect respondents vising Oklahoma at the state level, demo weight

5%
3%

Local/folk
arts/crafts

48



While casino/gaming is the top activity for out
visiting friends/relatives remains at the top for in

Top Activities of Oklahoma Out -of -State Visitors

Casino/Gaming
Visiting friends/relatives
Shopping
Fine dining
Rural sightseeing
Historic sites
Museums
Wildlife viewing
State park/Monuments/Rec areas
Unique local cuisine
Zoos/Aquariums/Aviaries
Fishing
Local/folk arts/crafts
Hiking/Backpacking/Canyoneering
Native American ruins/Rock art
Urban sightseeing
Family reunion
Camping
Nightclubs/Dancing

Y4 Omnitrak

34%

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

-of -state visitors,
-state visitors

Top Activities of Oklahoma In-State Visitors

Visiting friends/relatives
Shopping
Casino/Gaming
Fishing
Fine dining
Rural sightseeing
Historic sites
Museums
Local/folk arts/crafts
Hiking/Backpacking/Canyoneering
Camping
Swimming
Wildlife viewing
Native American ruins/Rock art
State park/Monuments/Rec areas
Special events/Festival
Nightclubs/Dancing
Symphony/Opera/Concert
Family reunion

35%

49



Activity participation rates were higher for overnight visitors than

day visitors in 2022

Top Activities of Oklahoma Day Visitors

Visiting friends/relatives

26%
Casino/Gaming 24%
Shopping
Rural sightseeing
Fine dining
Museums

Historic sites
Sports events (spectator)
Zoos/Aquariums/Aviaries

Unique local cuisine
Local/folk arts/crafts
Native American ruins/Rock art
Craft breweries
Special events/Festival
Family reunion
Urban sightseeing
Gardens
Wildlife viewing
Fishing

Y4 Omnitrak Note:

Top Activities of Oklahoma Overnight

Visitors

Visiting friends/relatives
Casino/Gaming
Shopping
Fine dining
Historic sites
Fishing
Rural sightseeing
Museums
Wildlife viewing
Hiking/Backpacking/Canyoneering
State park/Monuments/Rec areas
Local/folk arts/crafts
Nightclubs/Dancing
Camping
Unique local cuisine
Zoos/Aquariums/Aviaries
Native American ruins/Rock art
Family reunion
Swimming

35%

figures reflect respondents vising Oklahoma at the state level, demo weight
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On average, travel parties spent more in Oklahoma in 2022

$492

Total Spend in
Oklahoma

Y4 Omnitrak

Casinos

Lodging
(incl. Daytrips)

Average Spend in Oklahoma by Category

Eating/Drinking
(excl. Groceries)

(per travel party)

mCY 2021 mCY 2022

$25  $23 $24  $28

Other Shopping Groceries Entertainment
(excl. Casino)

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

$14 $20

Transportation
Within State

52



Travel party spend across nearly all travel segments in Oklahoma
Increased in 2022

Average Spend in Oklahoma Per Travel Party Oklahoma by Visitor Segment
mCY 2021 mCY 2022

$668 $685
- $570 $593 $587 $608 $595 $600
$492 $509 $522 $479
$438 i $461
: $408 $406
$335 $319
$265 $280
$187 $193
Oklahoma Oklahoma Oklahoma Oklahoma Oklahoma Oklahoma Oklahoma Oklahoma Oklahoma Oklahoma Oklahoma
Visitors i Out-of-State In-State Overnight Day Visitors Leisure Leisure Leisure Leisure Leisure Day Business
Visitors Visitors Visitors Visitors Overnight Out-of-State In-State Visitors Visitors**
Visitors Overnight Overnight
Visitors Visitors
\>:\\:/§\ Omnitrak Note: figures reflect respondents vising Oklahoma at the state level, demo weight

**Sample size is less than 100



Overnight travelers spent more than twice as much as day travelers

Average Expenditure Per Travel Party Per Trip in Oklahoma by Segment

Oklahoma Visitors ($492) 20% 19% 33% 5% 10% 7% 6%
Oklahoma Day Visitors ($280) 16% 38% ) 14% 6% 16%
Oklahoma Overnight Visitors ($608) 25% 20% 32% 3% 9% % 4%
Oklahoma Out-of-State Visitors ($593) 21% 19% 37% 5% 8% 7% @ 4%

Oklahoma In-State Visitors ($335) 20% 14% 7% 13%

Oklahoma Leisure Visitors ($509) 20% 3% 9% 7% 6%

Oklahoma Leisure Overnight Visitors ($600) 23%

8% 8% 6% 3%

Oklahoma Leisure Out-of-State Overnight Visitors ($685) 21% 10% 8% 6% 4%

Oklahoma Leisure In-State Overnight Visitors ($406) 27% 17% 9% 6% 14

Oklahoma Leisure Day Visitors ($319) 12% 33% 9% 5% 13%

**Oklahoma Business Visitors ($479) 17% 15%

24% 26% 19%4% 13%
B Lodging B Eating/Drinking/Groceries m Casino m Transportation Within State 1 Shopping m Entertainment m Other
& . ** small sample size <100
Y& Omnitrak P

Note: Expenditure figures reflect respondents vising Oklahoma at the state level, demo weight
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At KAt eBAyr KA AiadklBhoma Cyanddilsa V are
consistently the most visited destinations in the state

Trends in Top Oklahoma Destinations for Visitors
mCY 2020 mCY 2021 mCY 2022

0
30% 29%

27%
21% 21%
7% 7%
6% (% v
II ... o S . o A% .50 4% |5/° 4% .M 4% 4% .5% .5% 3%

Oklahoma City area Tulsa area Norman Bartlesville Stillwater Ardmore Lawton Muskogee

25%

W 1
\>/>§ Ommtrak Note: figures reflect respondents vising Oklahoma at the state level, demo weight 56



Oklahoma City and Tulsa are consistently the top destinations

across all visitor segments

Top Oklahoma Destinations in 2022 by Visitor Segment

Oklahoma In -State Oklahoma Out -of-State Visitors Oklahoma Overnight Visitors Oklahoma Day Visitors
klahoma Ci | i . .
Oklahoma City 28% | Oklahoma City 29% Tulsa area 29% Oklahoma City
area : area area
: . Oklahoma City 8%
Tulsa area 26% Tulsa area 25% i area 0 Tulsa area
Bartlesville Norman Norman Bartlesville
Norman Stillwater Stillwater Norman
Stillwater Ardmore Bartlesville Lawton
Lawton Bartlesville Ardmore Stillwater
Ardmore Muskogee Lawton Ardmore
Muskogee Lawton Muskogee Muskogee
A .
%Q Omnltrak Note: figures reflect respondents vising Oklahoma at the state level, demo weight

30%

S7
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In -state visitors were more likely to have high satisfaction than out -
of -state visitors, leading to a stronger repeat visitor base

Satisfaction Likelihood to Recommend Repeat Visitors

mLow (1-5) = Medium (6-7) m High (8-10) mLow (1-5) m Medium (6-7) m High (8-10) m First Visit ® Repeat Visit

Oklahoma Oklahoma In- Oklahoma Out- Oklahoma Oklahoma In- Oklahoma Out- Oklahoma Oklahoma In- Oklahoma Out-

State of-State State of-State State of-State
7 . .. .
\§ S i Note: Figures reflect respondents vising Oklahoma at the state level, demo weight
’/§ Omnltrak Note: Repeat visits only include those who visited before in the past 3 years 59



Oklahoma leisure travel intent regressed to pre -pandemic

levels

Considering Oklahoma Leisure Trip within Next 2 Years

3.9%

3.0%
2.8%
I27% I : I

2.8%

Top Origin States for Oklahoma Leisure Intent

Texas 22.3%

California 10.2%

2.7% | Oklahoma 6.1%

B Regional State
5.1% H Non -Regional State

Florida

New York

4.3%

Kansas 3.8%

CY 2016 CY 2017 CY 2018 CY 2019 CYZ2020 CY 2021

Y4 Omnitrak

Illinois 3.4%

Il

CY 2022

Note: figures reflect respondents past year travelers at the respondent level, demo weight;

60
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Oklahoma Out -of-State

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

Visitors
Age
1834 32% 32% 27% 27% 32% 30% 23% 26%
35-54 34% 33% 34% 34% 33% 32% 35% 35%
55+ 35% 35% 39% 39% 35% 37% 42% 40%
Average Age 46.0 46.6 47.4 48.3 454 47.6 48.8 48.8
Household Income
Under $50,000 25% 24% 34% 28% 40% 25% 31% 29%
$50,000 -$74,999 24% 22% 23% 23% 23% 30% 23% 20%
$75,000 -$99,999 19% 16% 18% 17% 17% 19% 18% 16%
$100,000+ 32% 38% 25% 32% 21% 27% 28% 35%
Employment
Full -Time 55% 55% 46% 54% 44% 53% 48% 55%
Retired 17% 18% 22% 22% 17% 22% 25% 21%

& .
\§,§\ Omnitrak Note: figures reflect respondents vising Oklahoma at the trip level, demo weight 62
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higher increased from 41% to 48% in 2022

wdr dgaeacr

Oklahoma Out -of-State

All U.S. Visitors Oklahoma In -State Visitors

Oklahoma Visitors

Visitors

Marital Status

Married 2% 2% 78% 80% 76% 80% 78% 79%

Ethnicity/Race

Caucasian/White 83% 83% 83% 87% 84% 85% 83% 88%

African -American/Black 6% 6% 4% 4% 2% 2% 5% 5%

Hispanic 8% 8% 5% 6% 4% 4% 6% 7%

Children

Children in Household 37% 36% 36% 33% 41% 33% 33% 33%

Education

Bachelor Degree or Higher 53% 53% 41% 48% 40% 48% 41% 48%
@:Q Omnitrak Note: figures reflect respondents vising Oklahoma at the trip level, demo weight 63



COMPETITIVE
ENVIRONMENT




