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The Norman Convention & Visitors Bureau’s 
fiscal year runs July 1 through June 30. 

By the time the final numbers were being 
tallied for the fiscal year, the Norman CVB 
experienced a change in leadership. The 
report has been prepared by the remaining 
staff members.

We are enormously pleased to report that 
occupancy rate increased during the fiscal 
year, which is arguably the most important 
number that we can report. Additionally, 
there were increases in the other key 
measurables: transient guest tax collec-
tion and sales tax collection.

Other significant increases included the 
estimated number of  room nights sent 
out as leads to our hospitality partners 
and the number of hotel rooms booked 
as a result of leads sent out by the CVB 
to our partners.

On the leisure travel side, the number of 
unique visitors to VisitNorman.com more 
than doubled in the fiscal year. This huge 
increase is important to note as travel trends 
show increasing number of people who 
plan trips online.

Sincerely,

Stefanie Brickman
Interim Executive Director

From the 
interim
executive 
director

ncvB Board 
& StaFF 
aS oF June 30, 2013
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 fy 2012   fy 2013
leisure travel advertisement & communications   
number of programs  173    176

number of gross impressions  12,939,050    11,865,547 

visitors guides distributed  39,332 	 35,562 

unique visits to visitnorman.com 37,733 		 82,146

leisure travel media relations     

media placements 336    588 

number of impressions  46.09 million    510 million 

advertising equivalency  $140,733.93    $352,278.58 

convention/sports performance measures   

number of qualified eads  36    27

estimated number of room nights 11,049   15,329 

number of bookings  26   28 

estimated number of booked room nights  6,666   14,653 

number of groups serviced  17    33

visitor volume measures    

ncvb expenditures $619,664 	 $626,390

occupancy of hotels, motels and b&bs 62.7 percent  	 63.3 percent

average daily rate $80.30  	 $78.21

transient guest tax collection $1.133 million    $1.287 million

sales tax collections $50 million    $51.4 million

economic impact of tourism *estimated every other year $146.6 million  $158 million
(economic impact of tourism defined on page 8.) 

per person expenditure (overnight) *estimated every other year $608  	 $608 

per person expenditure (day trip) *estimated every other year $172  	 $172

Year at a 
GLance

+
+
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{sales}
The NCVB sales staff sent 

out 27 QUALIfIED LEADS 

during the fiscal Year and 28 

groups have contracted to 

hold their events in Norman 

representing 14,653 ROOM 

NIghTS more than double 

the number of booked 

nights from the previous 

year. Some of the booked 

groups represent leads that 

were sent out in prior time 

periods.

As the NCVB services 

more and more groups, 

we started tracking the groups serviced separately. In fY 2013, 

the NCVB serviced 33 gROUPS, nearly doubling the number of 

groups from the previous time period.

Activities leading to these increases include our attendance at six 

national trade shows making more than 100 individual appoint-

ments, networking through state and national associations and 

increased contacts with meeting professionals and sport event 

managers in our ever-increasing database.
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During fY 2013, the NCVB conducted 176 MARkETINg 

PROgRAMS, seen by 11.8 MILLION PEOPLE. 

The NCVB promoted Norman at seven trade shows in three 

states, gathering contact information for nearly 1,000 potential 

visitors.

Print advertisements promoting Norman appeared in NATIONAL 

PUBLICATIONS with circulation exceeding 500,000 READERS.  

Norman was also represented in the state travel guide, two 

regional guides, regional newspapers and Oklahoma Today.

The overall marketing efforts resulted in MORE ThAN DOUBLE 

the number of user sessions to VisitNorman.com, from 37,733 to 

82,146. 

At the NORMAN WELCOME CENTER, the number of visitor 

guides distributed at the center increased from 394 to 797 while 

walk-in visits jumped from 140 to 225 and phone calls went up 

from 199 to 320.

{marketing}
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{public relations}
During the fiscal Year, there were 558 MEDIA PLACEMENTS, 

reaching 510 MILLION READERS and totaling $359,278.58 IN 

ADVERTISINg EQUIVALENCY.

The communications manager generated 139 press releases 

that resulted in 241 MEDIA INQUIRIES. She attended four 

media blitzes and hosted an Australian travel writer who has 

been traveling throughout the United States in calendar year 

2013, visiting 50 states in 50 weeks.

The communications 

manager also prepared 

a plan for the Transient 

guest Tax Campaign 

bringing together the 

Norman Arts Council, 

City of Norman Parks & 

Recreation Department 

and CVB, passing with a 

78-percent Yes vote.

The NCVB continues to 

provide media relation 

services to more than a 

dozen Norman festivals 

and events.
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{website}

During the fiscal Year, the number of user sessions, unique users 

(visitors), repeat visits and number of webpage view counts to 

VisitNorman.com more than DOUBLED. (A unique user is a first-

time visitor to the website while a user session means a visitor 

may have visited the site more than once.)

The number of online referrals through Book Direct (Jack Rabbit) 

increased from 77,793 to 99,483.

The mobile-friendly site rolled out in the previous fiscal year 

which continued to reflect impressive traffic including an increase 

of 103 PERCENT within the fiscal Year (July to June). The usage 

rates of the mobile site jumped from 21 percent of all online visi-

tors to 39 percent from fiscal Year 2012 to fY 2013.

Norman’s presence in social media increased as the number of 

followers and fans on Twitter and facebook respectively grew 

steadily, YIELDINg NEARLY A MILLION IMPRESSIONS. 
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ADVERTISINg EQUIVALENCY 

What coverage in a magazine, 

newspaper, online, radio or 

television would cost if it were 

advertising space (or time).

AVERAgE DAILY RATE (ADR) 

A metric used in the hospitality 

industry to indicate the average 

realized room rental per day.

BLITz (SALES OR MEDIA) a 

high volume series of appoint-

ments scheduled with targeted 

meeting planners or media 

professionals over a day or two.

BOOkED BUSINESS (Booked 

hotel Room Night) When a 

group (conference, meeting, 

sporting event) contracts with 

a hotel to house attendees or 

participants in the contracted 

hotel.

ESTIMATED ECONOMIC 

IMPACT CALCULATOR This 

calculation is derived from an 

industry-standard formula. The 

figure is a multiplier based on 

the effect the visit (day or over-

night) in Norman will have on the 

State of Oklahoma. The calcula-

tion used in this annual report 

came from the Oklahoma Tourism 

and Recreation Department. for 

example, the amount of money 

an overnight visitor to an event in 

Norman would spend on transpor-

tation, lodging and entertainment 

would have a $608 economic effect 

on the State of Oklahoma.

IMPRESSION The number of people 

who may have seen an article about 

or advertisement for Norman.

QUALIfIED LEAD Sharing specific 

group (conference, meeting or 

sport) details with hotel partners 

to communicate a clients’ needs in 

order to prepare a proposal per the 

groups’ request for proposal (RfP).

MEDIA INQUIRY When a media 

member contacts the CVB as a 

response to a generated press 

release or request for information 

or assistance in the news gathering 

process.

OCCUPANCY The percentage of 

hotel, motel and bed and breakfast 

rooms that are occupied by guests 

at a given time.

PROgRAMS Marketing initiatives 

undertaken by the CVB to attract a 

potential visitor to inquire about 

information, visit our website, 

call or visit our welcome center 

(a conversion). Programs include 

advertising online, in print, elec-

tronically or outdoor (billboard), 

being present at trade shows or 

exhibition booths, travel infor-

mation center fulfillment, visitor 

guide fulfillment, and/or search 

engine marketing.

SEARCh ENgINE MARkETINg 

The promotion of websites 

by increasing their visibility in 

search engine results pages 

(SERPs) through optimization 

(both on-page and off-page) as 

well as through advertising (paid 

placements, contextual adver-

tising, and paid inclusions).

SERVICED BUSINESS (Serviced 

Room Nights / groups) Any 

group (conference, meeting, 

sporting event) to whom the CVB 

has provided service. Service 

could include welcome bags / 

visitor guide fulfillment, registra-

tion assistance, media relations, 

name badge printing, or pre-

event /attendance generation 

mailers.

{glossary}


