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As Stillwater’s destination marketing organization, we promote our community as an attractive 
travel destination and enhance Stillwater’s public image as a dynamic place to live and work. 
Through the impact of travel, we strengthen our economic position and provide opportunities in 
our community.

Our core mission is to enhance Stillwater’s economy, image, and quality of life through the 
promotion, marketing, and development of the region’s visitor economy. In response to an ever-
changing travel and tourism industry, most recently caused by the COVID-19 pandemic, we have 
continued to broaden our efforts from marketing to visitors to communicating with residents to 
support our local business partners. 

Visit Stillwater coordinated and promoted the Holidays 2021 campaign to incorporate downtown’s 
Merry Main Street event, along with other locally-held events, sales, and promotions throughout 
the community. The Stillwater Savings Pass enables us to incentivize residents to shop local while 
motivating visitors to shop and experience Stillwater during the holidays. Additionally, our new 
geocaching tour and Stillwater/OSU/Payne County map appeals to both visitors and residents 
alike. 

Visit Stillwater represents the hotels, restaurants, meeting facilities, event venues, museums, 
attractions, other hospitality professionals, and business partners serving the traveling 
public. Guided by our mission, our dedicated staff, a dutiful board of directors, and a constant 
commitment to our stakeholders and clients, Visit Stillwater looks forward to unwavering and full 
engagement with the City of Stillwater to continue the impact and growth of the areas powerful 
tourism industry.

Sincerely,

Chris Norris, Chairman of the Board 

BOARD OF
DIRECTORS



SEMI-ANNUAL 
HIGHLIGHTS
The Visit Stillwater team maximized the impact of an evolving comprehensive marketing 
plan, sales, and service resources, over the first six months of the 2022 fiscal year. 
Flexibility and local partnerships contributed significantly toward the ability to attract 
visitors – primarily representing the agriculture industry – to our community. We ensured 
community-wide safety protocols were easily found, and did everything possible to 
enhance Stillwater’s image as a safe visitor destination. 

The 2022 Stillwater Visitor Guide - Guide to the Local Scene 
- was designed to provide visitors – and residents – a quick 
reference to easily plan activities in Stillwater. It is offered as a 
traditional print publication with a digital version available at 
VisitStillwater.org. 100,000 copies of the 44-page annual 
publication were printed this year, featuring original 
Stillwater icons and attractions on the cover. Digital and 
online marketing efforts consistently increase Visitor Guide 
requests. 

We continue to customize and upgrade VisitStillwater.org to 
best assist our local business partners and increase website 
users. We feature user-generated images throughout our 
site by utilizing visual content marketing software. We 
have also added virtual tours, including 360° images, to our 
business partner’s listings to give visitors a more interactive 
experience. 

Our digital marketing efforts were served primarily to markets within an approximate 
300-mile radius, including the Dallas-Fort Worth metroplex, for the drive-in market and 
those who can choose to fly American Airlines directly into the Stillwater Regional Airport 
(SWO). 

The Holidays 2021 campaign, including Merry Main Street and the Stillwater Savings Pass, 
was our primary focus communicated to residents through local media partners and 
served regionally within Oklahoma through digital marketing platforms. 

Visit Stillwater utilizes social media platforms to post daily reminders of the events 
occurring in our community, the variety of hotel and dining options, and the unique 
attractions available to visitors and locals. We optimize our content through ads 
and boosted posts, listen to our audience, and connect with them through tagging, 
commenting, and interacting. Social media is a very quick avenue in which to update 
residents and visitors of event postponements and/or cancellations.
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SEMI-ANNUAL 
HIGHLIGHTS

Video continues to serve as one of the most popular methods in which to connect with 
visitors and residents. We continue to produce monthly videos spotlighting 6 to 7 events, 
attractions, or businesses. We added closed-captioned messaging to better connect with 
the majority of viewers who watch videos on their phones while on silent.

Upon request by our hotel partners, we continue to produce rack cards to distribute from 
their front desks and within their lobbies. Rack cards spotlighting Holidays 2021, Merry 
Main St., the Stillwater Savings Pass, FlySWO, the OSU football schedule, and the park and 
ride program were also available in the 24/7 Visitor Information Center, the airport visitor 
information stands, OnCue convenience stores, local business partners, as well as all 
hotels located in Perry, Guthrie, and Cushing. 

Visit Stillwater also created a microsite for Holidays 2021 and Merry Main Street, a column 
for the Stillwater News Press, coordinated local television appearances, spotlighted on 
local radio stations, featured throughout social media channels and monthly videos, and 
provided banner placement on the visitor center stands. Approximately $20,617.50 in 
earned and paid marketing was provided for the evolving annual event.

Visit Stillwater coordinates the most extensive local calendar of events for residents to 
support organizations and businesses and to provide motivation for individuals to decide 
to visit Stillwater. The calendar is user-friendly to enable event coordinators to add their 
events and graphics. It also enables individuals to search by date, date range, or area of 
interest - such as live music, athletics, or a specific event.

park & Ridepark & Ride
Catch the shuttle at 7th and Lewis in Downtown

Stillwater for free, round-trip service to 
Boone Pickens Stadium starting three hours 

before kick off and continuing after the game!

#FlySWO on American Airlines

(Masks may be required)
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Sept. 4
Sept. 11
Sept. 18
sept. 25
oct. 2
oct. 16
Oct. 23
oct. 30
nov. 6
nov. 13 
nov. 20
nov. 27

Missouri State
tulsa
@ Boise STate
kansas state
baylor
@ texas
@ iowa state
kansas
@ west virginia
tcu
@ texas tech
oklahoma

November 21 

January 1
to

Enjoy light displays, special 
events, shopping, and more!

Stay, eat, shop, and play in
America’s Friendliest College Town!

Simply scan the QR code and unlock the savings!

For more information, go to
visitstillwater.org/stillwater-holidays

Explore unique vendors,
holiday crafts, and festive 

treats on Block 34 in
Downtown Stillwater: 

November 26-28
December. 2-5
December 9-12

December 16-19

2021 Holiday Rack Card Design 

Snapshot from our December 2021 Video
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SEMI-ANNUAL 
HIGHLIGHTS

Visit Stillwater maintains visitor information stands within the inbound and outbound 
terminals at the Stillwater Regional Airport and provided approximately $40,193.00 
in earned and paid marketing July through December 2021. “FlySWO” is a consistent 
message within virtually all digital and printed marketing efforts. 

To further encourage residents to shop local and visitors 
to make the trip to Stillwater for holiday shopping, the 
Stillwater Savings Pass was launched in November 2020. 
The Savings Pass combines tickets, purchases, and 
special offers into a fully branded experience available 
instantly on mobile phones. By establishing a one-to-one 
communication channel with each visitor or resident, 
we can fluidly enhance the on-site experience. Local 
businesses will see more customers, and visitors and 
locals will explore and experience the best of our community.

The Stillwater visitor/lodging tax is ONLY paid by a person 
staying in a hotel, bed and breakfast, or short-term 
rental within Stillwater.

Do I, as a citizen of Stillwater, have to 
pay this tax?

What is a Visitor/Lodging Tax?

What is Stillwater’s current Visitor/Lodging 
Tax rate?

Tuesday, February 8, 2022
VisitStillwater.org/visitor-tax

It is a tax that is charged to a person for each day they stay 
in a hotel, bed and breakfast, or short-term rental. 
(Previously called a “hotel tax”.)

How does this impact me as a resident 
of Stillwater?

The additional 3% visitor/lodging tax revenue will provide  
further visitor development and quality of life amenities - 
such as athletics facilities, expanded cultural districts, and 
attractions - so local property taxpayers  are not burdened 
with the costs.

In 1985, Visit Stillwater was created as a result of a 4% 
visitor/lodging tax that was passed by a vote of the 
citizens of Stillwater. Approval of the 3% increase will be 
the only proposed increase in 36+ years and change the 
visitor/lodging tax to 7%. For example, the total tax for a 
hotel room that costs $100 would increase by only $3. 
The total tax for a hotel room that costs $150 would 
increase by only $4.50. The total tax for a hotel room 
that costs $200 would increase by only $6.

Perry, Enid, and Ponca City to the north are all 8%. Sand 
Springs to the east is 7%. Cushing, Guthrie, and Edmond 
to the south and west are currently 4%. When overflowing 
visitors go to these communities during Stillwater 
city-wide events, room rates not tax rates are considered 
when making lodging decisions.

Visitor development creates jobs, generates business for 
local hotels, restaurants, attractions, retailers, and service 
providers, and increases our sales tax revenue through 
visitor purchases. Also, hotels are among the largest users 
of city utility services; therefore, an increase in overnight 
stays will generate more utility revenue for the City of 
Stillwater to further enhance our quality of life.

The tax will generate approximately an additional $600,000 
the first year.  The total visitor/lodging tax will generate 
approximately $1.3M in the first year. 30%, or an estimated 
$400,000, will be invested in visitor development amenities 
and 70%, or an estimated $920,000, will be invested in a 
comprehensive marketing and sales plan for the community 
and over 200 businesses and 2,000 events a year.

What is the Visitor/Lodging Tax rate in
other Oklahoma communities?

How will the additional revenue be invested?

This additional revenue will keep local property taxpayers
from being burdened with the cost of new visitor 
development and quality of life amenities - such as athletics 
facilities, expanded cultural districts, and attractions. With 
the recent announcement of a convention center 
development, convention sales and services will be included 
in efforts to substantially increase business. An increase 
will also enhance the number of visitor development 
incentive grants and sponsorships available.

Why is visitor development important?

How much will the 3% increase in 
Visitor/Lodging Tax yield annually?

VisitStillwater.org/visitor-tax

WebsiteFacebook

Vote YES! Rack Card Design 

Proposition No. 2 on the February 
8, 2022 ballot is an increase in the 
Stillwater visitor tax from 4% to 7% - 
the first increase since its inception on 
July 1, 1985. 70% to be invested in Visit 
Stillwater efforts to continue long-
range strategic destination marketing 
and management professional 
services and 30% to be invested in 
visitor development and quality of life 
amenities – such as athletics facilities, 
expanded cultural districts, and 
attractions. 
 
Rack cards, signs, and banners to 
promote a “Yes!” vote for an increase to 
the Stillwater visitor tax were designed 
before the end of the calendar year to 
ensure they would be produced and 
ready for distribution the first week of 
January. Both a Stillwater visitor tax

landing page at VisitStillwater.org/visitor-tax and Facebook page @stillwatervisitortax 
were developed and ready to formally launch on January 3, 2022.
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SEMI-ANNUAL 
HIGHLIGHTS

Through a partnership with Groundspeak, Inc, we 
coordinated a geocaching trail to engage residents and 
visitors in location-based, experiential walking tours, 
interactive challenges, and treasure hunts. Geocaching is 
predominately an outdoor recreation activity that utilizes 
Global Positioning System (GPS) navigation to hide and 
seek containers called “geocaches”. Outdoor family-
friendly activities have proven very popular given the 
impacts of the COVID-19 pandemic. 

To date, 37 individuals from 7 different states (Kansas, 
Minnesota, Missouri, Nebraska, South Dakota, Texas, and Oklahoma) have completed 
the tour and earned a Stillwater GeoCoin. They have spent 17 nights in local hotels, 5 in 
Airbnbs, and spent at least $10, 942 in our community.

Stillwater maps continue to be the most requested item in the 24/7 Visitor Information 
Center across all age groups and by both locals and 
visitors. We listened to suggestions and feedback to 
produce a map that would align with those utilizing it. 
It is a manageable size, includes Stillwater with a street 
index,  Payne County, and through a partnership with 
OSU their new campus map. We worked with a local 
cartographer and designer to produce our first map. We 
printed 12,500 copies and anticipate producing a map 
semi-annually to keep up with demand and our ever-
changing community. 
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LODGING
TAX
Visit Stillwater is funded primarily through a 
contracted amount of the Stillwater Lodging 
Tax that is to be, “used exclusively for the 
purpose of encouraging, promoting and 
fostering conventions, conferences, and tourism 
development in the city” (ARTICLE IV. – HOTEL 
ROOM TAX Sec. 39-272. - Use of funds).

A Professional Services Agreement between 
the Stillwater Economic Development Authority 
(SEDA) and Visit Stillwater specifies the sum of 
$720,000 of the Lodging Tax will be utilized by 
Visit Stillwater to carry out the services outlined 
within the Visit Stillwater Business Plan and 
scope of work.

Lodging Tax
Stillwater is home to 18 hotel properties with an inventory of 1,406 total rooms. The University Inn 
and Suites has remained closed, which decreased total inventory by 115 rooms. The total available 
listings for short-term rentals ranged from 87 to 113, July 1 – December 31, 2021.

According to STR (subscribed source for hotel data benchmarking, analytics, and marketplace 
insights), the running 12 months report ending 2021, reflected Stillwater hotel properties had 
a 44.7% occupancy rate, $94.61 ADR (Average Daily Rate), and $42.32 RevPAR (Revenue Per 
Available Room). The figures were up from 33.2% occupancy, $77.90 ADR, and $25.86 RevPAR for 
the running 12 months ending December 31, 2020. 14 of 18 properties reported their data to STR 
during the fiscal year. 

Visit Stillwater has invested in data for Oklahoma communities in which we compete for events 
(Ardmore, Bartlesville, Chickasha, Claremore, Duncan, Edmond, Enid, Muskogee, Norman, Ponca 
City, Shawnee – and a comparable Big 12 Conference city – Manhattan, Kansas). However, Norman, 
our Division I, Big 12 Conference partner, is part of the Oklahoma City metroplex with two and 
a half times our population and a hotel inventory of 3,100 hotel rooms. We do not compare in 
location, size of community, or hotel inventory with fellow rural communities. Therefore, for a 
significantly reduced annual contract, we chose to receive only STR data relevant to the Stillwater 
market moving forward.

Through our membership in the Oklahoma Hotel and Lodging Association, we receive the 
STR report for the state of Oklahoma and will continue to provide data points for our state. The 
Oklahoma data includes all reporting hotel properties including economy, upper midscale, 
upscale, and luxury class properties, and communities of all sizes, including urban and rural.

June 20 | June 21 | Dec 21 June 20 | June 21 | Dec 21 June 20 | June 21 | Dec 21

Occ % ADR RevPAR

Stillwater 39.7% | 40.0% |   44.7% $88.94 | $82.55 | $94.61     $35.31 | $33.03 | $42.32  

Oklahoma 39.3% | 52.6% |   53.6% $71.51 | $76.52 | $80.03 $28.08 | $40.27 | $42.93 

Hotel Data: 

July - December 2021 
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LODGING
TAX

June 30, 2020 June 30, 2021 Dec. 31, 2021

Room Nights 2,843 2,936 3,530

Listing Nights 1,116 1,083 1,287

Occupancy 53.4% 59.9% 49.4% 

ADR $158.67 $163.17 $200.85

RevPAR $84.81 $97.79 $99.16

Airbnb and VRBO Data: 

July 1, 2019, the Oklahoma Tax Commission (OTC) began collecting the Stillwater lodging tax. There is 
now a difference in timing of the tax revenue receipts by 2 months, rather than 1 month when the City 
of Stillwater collected the tax. As a result, there were only 11 months of hotel room taxes remitted during 
FY 2020. Total lodging tax collections for fiscal year 2022 to date reflects a 78% increase, a substantial 
improvement over the previous year.

Beginning July 1, 2019, lodging tax was also collected from short-term rental properties through Airbnb 
and remitted directly to the OTC. According to AirDNA (Vacation/Short-term rental market data), on 
December 31, 2021, there were 109 total available listings in Stillwater. 

Stillwater’s short-term rental properties ended the month of December 2021 reflecting a 49.4% 
occupancy rate, $200.85 ADR (Average Daily Rate), and $99.16 RevPAR (Revenue Per Available Room).

Short-term rental properties gained popularity during the COVID-19 pandemic because they are primarily 
private residences that serve as quarantine or social distancing retreats while traveling.

July - December 2021 
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VISIT STILLWATER
DELIVERABLES

A. Marketing & Communications FY 19-20 FY 20-21 FY 21-22 Goal % of 
Goal

Increase website traffic by 25% 281,164 297,711 183,798 372,139 49%

Increase website pageviews by 10% 446,488 462,329 302,597 508,562 60%

Increase website sessions originating from 
Dallas DMA by 5% 55,255 58,685 32,987 61,619 54%

Increase referred traffic from social media 
to website by 10% 18,570 23,702 15,662 26,072 60%

Increase social media followers by 10% 22,663 25,889 28,942 28,735 101% 

Produce 125 sweepstakes giveaways 64 89 43 125 34%

Promote 1,000 locally held events 2,411 1,185 917 1,000 92%

Distribute 125 news releases promoting 
Stillwater attractions, events, and activities 57 148 84 125 67%

Produce 12 videos promoting Stillwater 
attractions, events, and activities 9 12 6 12 50%

Write 24 blog posts promoting Stillwater 
attractions, events, and activities

26 29 13 24 54%

VisitStillwater.org is heavily focused on our events page, which is trending more in line with pre-
pandemic regularity, and our “Sweepstakes Giveaway” program is also picking up again due to 
the increased number of events.

July - December 2021 
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VISIT STILLWATER
DELIVERABLES
Market/Assist the following City of Stillwater Events & Attractions 

07 08 09 10 11 12 01 02 03 04 05 06

Stillwater Regional Airport X X X X X X

Lake McMurtry X X X X X X

Downtown Stillwater Cultural 
District X X X X X X

Downtown Stillwater X X X X X X

Stillwater Arts Festival

Halloween Fest (Canceled) 

SMC Trunk or Treat X

Boomer Blast X

Friday Food Trucks & Tunes 
(Canceled) -- -- -- -- -- -- -- -- -- -- -- --

Christmas Parade X X X X X

Merry Main St. X X X X X X

Dancing with Daddy (Canceled) -- -- -- -- -- -- -- -- -- -- -- --

Mummy and Son Dance 
(Canceled) -- -- -- -- -- -- -- -- -- -- -- --

July - December 2021 
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VISIT STILLWATER
DELIVERABLES
B. Meeting & Event Sales	 FY 19-20 FY 20-21 FY 21-22 Goal % of 

Goal

Increase new events booked through Visit 
Stillwater efforts by 10% (1a) 41 43 28 47 59%

Increase attendance at existing events and 
activities booked through Visit Stillwater 
efforts by 10% (1b)

13,979 14,628 12,360 16,091 76%

Generate 80 hotel room blocks (2) 92 83 66 80 82%

     *Number of Potential Room Nights (3) 11,463 10,218 2,467 --- ---

     *Number of Actual Booked Room Nights (4) 3,965 2,884 1,773 --- ---

     *Number of Groups Serviced (5) 142 128 68 --- ---

Increase new client sales accounts by 20% (6) 97 98 39 118 33%

Increase assisted sales account leads by 25% 
(7) 63 53 36 66 54%

1a & 1b. We are starting to see more events occuring in person.
2. Hotel room blocks include Definite, Tentative, and Lost Business.
3. Potential room nights include Definite and Tentative.
4. Actual booked room nights only include Definite.
5. Groups serviced includes Definite, Assisted, Tentative, and Lost Business.
6. It some markets it remains challenging to get planners to discuss potential in-person events.
7. The number of groups to assist is picking up and in different ways, such as distancing and virtual options.

Hotel occupancy was, and continues to be, impacted by the COVID-19 pandemic. We have 
continued to work with event coordinators, assisiting them in the planning stages of their event. 
We have been able to retain and recruit numerous livestock events to the Stillwater area during 
this time, due to the facilities at the Payne County Expo Center. We have been able to once again 
utilize event and athletic venues throughout the community and OSU campus.

These events include: 

•	 AGR Winter Bonanza
•	 Chuck Wagons for Heroes
•	 Cowboy Cup
•	 Cowboys of Fall Music Festival
•	 Heart of America Brown Swiss Show
•	 Oklahoma Art Education Conference
•	 Pistol Pete Classic Sheep Show 
•	 You Gott’a Believe Livestock Camp
•	 Response Classic Hog Show

July - December 2021 



Visit Stillwater														             13

VISIT STILLWATER
DELIVERABLES

Reasons Why a New Event Chose Stillwater:

1. We have been to shows at the Payne County Expo Center before and had a great experience.

2. Stillwater is close to home and we love hosting shows here.

3. The Tumbleweed does a great job catering to us and fits all of our needs from a tradeshow to nightly 
concerts.

4. We can grow our music festival at The Tumbleweed.

5. We really appreciate all the support we got not only from Visit Stillwater, but the event venue as well.

Reasons Why a Prospective Event Chose Another City:

1. Our board decided to go another route.

2. We can hold our hybrid event on our own property.

3. We are going to do online training and not in-person this year.

4. We could not find a date that would fit our schedule and the accomodations needed.

5. Our group is not growing and we need a free venue for our event.

C. Meeting & Event Client Services FY 19-20 FY 20-21 FY 21-22 Goal % of 
Goal

Coordinate 12 site inspections or familiarization 
(FAM) tours				    12 8 5 12 41%

Number of communications with existing 
clients	 1,696 1,131  596 --- ---

Reasons Why an Event Previously Held in Stillwater Moved to Another City:

1. With our event being a national event, we have to move it every year or every other year.

2. We were unable to host the complete event this year and could host it in a smaller facility.

3. We have new committee members who are going in a different direction this year.

July - December 2021 
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VISIT STILLWATER
DELIVERABLES
D. Enhanced Visitor Experiences	 FY 19-20 FY 20-21 FY 21-22 Goal % of 

Goal

Distribute Stillwater Visitor Guides to visitors 
through available distribution channels and in 
response to online and telephone requests

2020 
Guide

100,000

2021 
Guide

100,000

2021 Guide
28,629
to date

Per 
Edition

100,000
---

Gather demographic data on Stillwater visitors --- --- --- --- ---

Report the number of walk-in visitors to Visit 
Stillwater office and Visitor Center 7,107 4,036 3,139 --- ---

The Stillwater Visitor Guide - Guide to the Local Scene - distribution is tracked by the 
edition produced on the calendar year, rather than on a fiscal year basis. 

The visitor tracking equipment records each trip through the doorway, including staff, 
board members, and groups utilizing our conference room. It also doesn’t track each 
individual when a door is held open for large groups to enter together. Therefore, we 
have estimated approximately 45% of the count is reflective of the number of visitors who 
stopped by the 24/7 Visitor Information Center for assistance.

July - December 2021 
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STILLWATER REGIONAL
AIRPORT REPORT

This report includes activities and avenues in which Visit Stillwater has utilized 
advertising, promotions, partnerships, public relations, social media, and the Visit 
Stillwater website to market commercial air service through the Stillwater Regional 
Airport and American Airlines.

•	 $3,252.50
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STILLWATER REGIONAL
AIRPORT REPORT
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STILLWATER REGIONAL
AIRPORT REPORT
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MERRY MAIN ST. 

This report includes activities and avenues in which Visit Stillwater has utilized 
advertising, promotions, partnerships, public relations, social media, and the Visit 
Stillwater website to market Merry Main Street activities. 
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MERRY MAIN ST. 
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MERRY MAIN ST. 
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MERRY MAIN ST. 
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MERRY MAIN ST. 
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MERRY MAIN ST. 


