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OVERVIEW

TRAVEL TEXAS OVERVIEW
MISSION
The mission of Travel Texas is to enhance and extend local economic development efforts by marketing
Texas as a premier travel destination in out-of-state domestic and international markets, generating
non-Texan travel to the state, thereby creating revenue and jobs.
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TRAVEL TEXAS OVERVIEW
ADVERTISING
The Travel Texas Advertising department produces advertising and marketing campaigns promoting Texas
as a premier travel destination to new and repeat visitors through national and international advertising.
In addition to the production and placement of national television commercials, the department executes
campaigns across various media platforms, including domestic and international TV, digital, social, print
and out-of-home advertising.
The goal of the advertising campaign is to positively change consumer perceptions, increase top-of-mind
awareness of Texas as a leisure travel destination, and ultimately increase advertising-influenced travel to
the state. The campaign also strives to increase consumer brand engagement and encourage consumers
to visit the TravelTexas.com website for inspiration, information, and travel planning. To help industry
partners increase their reach with cost efficiency, cooperative advertising programs are offered for both
public and private sector organizations.
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TRAVEL TEXAS OVERVIEW
PUBLIC RELATIONS
The Public Relations and Marketing program area works proactively with travel trade and media to
promote and market the Texas travel experience. Through activities such as travel trade and consumer
shows, sales and media missions, educational seminars, familiarization tours, and promotions,
marketing and promotional efforts ultimately target domestic travelers as well as those in top international
source markets. In addition, ongoing public relations efforts in these markets develop positive media
coverage of Texas travel experiences, and leverage working with the travel trade industry.

4

TRAVEL TEXAS OVERVIEW
RESEARCH
The Travel Texas Research area directs a comprehensive tourism research effort by providing
estimates for the economic impact of the Texas travel industry, travel industry statistics relating to
domestic and international travel to Texas destinations, and hotel performance across the state. The
research department is also responsible for tracking ongoing advertising and marketing
activities for Travel Texas. This research ensures that the latest travel trends are used to inform and direct
activities to promote Texas as a premier travel destination and provides a measurable return on investment
for the state.
Primary travel and tourism research is conducted by contracted research vendors using industry
standard methodologies. Findings are updated annually and available through research reports which can
be requested at www.gov.texas.gov/travel-texas. Research estimates are often available at the regional,
county or city level to assist travel industry partners with developing tourism in their community. Additionally, the
research area serves as a resource for Texas communities interested in encouraging tourism as an
economic development strategy through consultations, presentations and a community tourism
assessment program targeting tourism development in rural areas.

5

TRAVEL TEXAS OVERVIEW
TEXAS TRAVEL INDUSTRY
The travel and tourism industry in Texas provides significant economic impacts for the state and is a
proven job creator. Tourism industry employment continues to grow with an estimated 1.2 million Texas
jobs supported directly and indirectly in 2018.
In 2018, travelers to and within Texas spent $80.3 billion, an increase over the previous year after
adjusting for inflation. Tourism accounts for slightly more than 2% of the Texas Gross Domestic
Product ($38.5 billion in 2018), primarily through earnings paid to workers in travel industry jobs.
Compared to other industries, tourism generates higher levels of tax revenues relative to GDP impacts.
The travel industry accounted for nearly 7% of state government tax revenue primarily through sales,
motor fuel, hotel occupancy and other taxes. With more than half of visitor spending coming from outside
the state, a substantial share of this tax revenue is not borne by Texas residents.
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DOMESTIC MARKET

DOMESTIC MARKET
$135.40*

AVERAGE PER PERSON

PER DAY SPEND

*

3.29
AVERAGE NIGHTS

Domestic travelers account for the majority of both visits to Texas destinations and visitor spending across
the state. An estimated 90% of visitor spending at Texas destinations in 2018 was generated by domestic
travel. Texans account for the majority of travelers to Texas destinations. However, travelers from outside
the state spend more on average per trip so the amount of visitor spending at Texas destinations
generated by both groups is nearly equal. Travel to and within Texas increased at a faster rate than travel
throughout the United States as a whole.
Leisure travel has accounted for 70-80% of domestic travel to and within Texas annually over the past few
years with the remaining travel being for business purposes. In 2018, leisure travel to and within the state
grew while business travel was slightly down resulting in the leisure share of total travel increasing. This
trend was also seen at the national level where business travel was flat over last year in total volume. More
than half of non-resident overnight leisure travelers stayed in paid accommodations with 41% staying in
hotels and 15% staying in other paid accommodations.

*Non-resident overnight lesiure only.
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TARGET AUDIENCE
Travel Texas is legislatively mandated to target out-of-state markets. These travelers spend more on
average compared to in-state travelers while bringing in money from outside the state supporting Texas
jobs and generating state and local tax revenues as an export-oriented industry. Travel trends among
leisure visitors traveling for a vacation-oriented purpose of trip (general vacation or get-away weekends)
help to guide tactics as these travelers spend more than non-vacation leisure travelers (visiting friends
and relatives). Vacation travelers are also more likely to be considering competing states and destinations
when making travel plans, increasing the importance of Texas being part of that consideration set. By
generation, Millennials accounted for the largest share of non-resident overnight leisure vacation travel
days for vacation in 2018 followed by Boomers, Gen X and Traditional generations.
Nine out of ten non-resident overnight leisure travelers participate in multiple activities on a trip, which
often includes shopping or a culinary/dining experience. Texas is a year-round destination for overnight
leisure travel from outside the state with vacationers in 2018 more likely to visit in summer and spring. The
average one-way distance of a non-resident overnight leisure trip to Texas is 798 miles. Top origin
designated marketing areas (DMA’s) for non-resident overnight lesiure travel to Texas include Oklahoma
City, OK; Chicago, IL; Los Angeles, CA; Tulsa, OK; Wichita-Hutchingson, KS; New York City, NY; Shreveport,
LA; Lafayette, LA; Denver, CO; and Baton Rouge, LA.
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ADVERTISING - DOMESTIC
ADVERTISING MEDIA MIX
The Travel Texas leisure advertising campaign will showcase a variety of uniquely Texas travel moments.
The “Let’s Texas” campaign is designed to promote Texas as a premier vacation destination to non-Texans
through various audience outreach channels driving potential travelers to TravelTexas.com. The
advertising program will reach prospective vacation travelers efficiently, while delivering high awareness
levels and a large return on ad spend.
While demographic targeting allows us to reach desired generational segments, we will take it a step
further by leveraging people-based data using consumer spending and behavioral data to narrow in on one
shared conceptual mindset - to ensure that they are all travel intenders. With this proven relevancy
strategy, Millennial and Gen X audiences will continue to be our primary target audiences in all markets
and Boomers will remain an important secondary target in 2020.
Our overall media approach will give us high reach against our audience segments and help us stand
out against competitive state destinations. Our audience outreach strategies build upon the successes
achieved in 2019 and will consist of four parts:
• A-B-CTV or Advanced-Blended-Connected TV, inspiring through all video forms by leveraging the latest
in technology such as opt-in ACR viewing data from Advanced TV, to Blended TV (programmatic linear
TV, OTT, digital and social video strung together better) to all the Connected TVs.
• IBC or Integrated Branded Content, integrating with and customizing high-profile owned and operated
content to create ownable content for Travel Texas.
• SOCIAL, influencing with passion through social media.
• DIGITAL, informing digital advertising with curated and controlled data points.

CO-OP ADVERTISING

The 2020 Co-op Advertising is available for purchase. Please visit https://gov.texas.gov/travel-texas/page/
advertising for more information and to view the 2020 co-op plan.

10

PUBLIC RELATIONS

DOMESTIC
The domestic public relations and marketing efforts of Travel Texas target U.S. travelers living outside of
the state of Texas, as well as key U.S. travel industry professionals. In 2018, out-of-state domestic travelers
to Texas generated 44% of all visitor spending in Texas destinations.
Domestic public relations activities will target both national and regional media in major drive and fly
source markets. Efforts include ongoing proactive pitching efforts, media missions to target markets,
hosted FAMs, and more. Domestic travel trade activities will include marketing the Texas travel product at
industry shows and conferences.
In addition to the planned public relations and marketing activities, Travel Texas will further influence
domestic travel to the state through the strategic use of social media programs and influencer marketing
campaigns. Ongoing engagement on key social media platforms will continue to inspire trips to and within
the state and build a community for potential travelers. User generated content - in tandem with
#TexasToDo, the official hashtag of Travel Texas - will be used to highlight the wide array of unique travel
experiences available in Texas.
The Texplorer program, which taps the audience and reach of established influencers to promote the Texas
travel product, enjoyed great success in FY ‘19. This program will continue to be utilized, providing potential
travelers with a trustworthy, first-person perspective and enhancing the perception of Texas as a top leisure
travel destination.
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PUBLIC RELATIONS
& MARKETING

DOMESTIC
TRADE SHOWS & TRADE MISSIONS
EVENT

DATE

National Tour Association (NTA)
December 8 - 12, 2019
Travel Exchange
American Bus Association (ABA)
January 10 - 14, 2020
Marketplace
Reverse US & Canada Marketplace/FAM April 2020

LOCATION

Fort Worth, TX
Omaha, NE
San Antonio, TX

MEDIA MISSIONS
EVENT

Media Mission*
IMM Media Marketplace
Media Mission*

DATE

POSTPONED
January 2020
June 16-18, 2020

LOCATION

New York, NY
New York, NY
Chicago, IL

*Subject to change

TEXAS TRAVEL INDUSTRY EVENTS
EVENT

TTIA Travel Summit
TTIA Unity Dinner
Texas Travel and Tourism Week
Texas Association of Convention and
Visitors Bureaus Annual Conference

DATE

LOCATION

September 23 - 25, 2019
March 4, 2020
May 3 - 9, 2020

Fort Worth, TX
San Antonio, TX
Texas

August 17-21, 2020

South Padre Island, TX
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INTERNATIONAL MARKETS

INTERNATIONAL MARKETS
International travelers are an important target for Travel Texas activities, as international visitors spend
more and stay longer than domestic visitors on average. They are also more likely to visit multiple Texas
destinations on the same trip. Scheduled direct air service connects 44 countries and territories to
Texas, making it easier than ever for international travelers to visit the state.
International travel to Texas has been growing in importance since 2010 and was estimated to account for
10% ($6.9 billion) of visitor spending at Texas destinations in 2018. This spending supported 60,600
tourism industry jobs and generated $494 million in state and local tax revenues. Texas continued to be
competitive with other states in 2018, capturing 4.86% of all U.S. visitation from overseas markets. Longterm forecasts for international travel to Texas predict growth from Mexico, Canada, and overseas markets.
Travel Texas will extend the advertising campaign into the following international markets in 2020: Mexico,
Canada, the UK, Germany, and Australia. The campaign is designed to promote Texas as a premier
vacation destination to international visitors in key markets through various audience outreach channels
driving consumers to TravelTexas.com. Travel Texas will work with in-country experts to plan for optimal
placements to achieve and sustain awareness levels of the Texas travel product. While the Domestic plan
will provide overall guidance for the International media approach, in-country decisions will be made based
on high reach and engagement opportunities that distinguish Travel Texas from other U.S. destinations.
The events listed on the following page target international travel from around the globe. Planned activities
for specific countries are included in the Public Relations & Marketing sections that follow.
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PUBLIC RELATIONS
& MARKETING
INTERNATIONAL TRADE SHOWS & MEETINGS MARKET
EVENT

Go West Summit
IPW
North America Golf Tourism
Convention (tentative)

DATE

LOCATION

POSTPONED
May 30 - June 3, 2020

Portland, Oregon
Las Vegas, Nevada

June 7 - 10, 2020

Reno, Nevada
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PUBLIC RELATIONS
MEXICO
7.9 MILLION

VISITOR VOLUME

10
AVERAGE NIGHTS
*

Mexico is important to the Texas travel industry as the largest international source of visitation to Texas,
and the second largest source for the United States. Mexican travel to Texas is projected to grow by 19%
by 2023. Facilitating visitation, direct flights between Mexico and Texas remain significant with 80 direct
flights between 24 outbound Mexican cities to Houston, DFW, Austin, San Antonio, and McAllen. Mexican
visitors arriving by automobile remain the largest segment of the market. The growth of competition for the
Mexican traveler contributes to the need for ongoing marketing activities in order to positively influence
continued travel to Texas.

1st MARKET 80
LARGEST

Top Activities: SHOPPING, HISTORIC SITES, NIGHTLIFE
Direct airline routes from 24 Mexican cities

Marketing efforts dedicated to bringing more visitation to Texas will focus on Mexican states close to the
Texas border and also heavily populated Mexican cities. Public Relations and marketing activities will aim
to enhance the perception of what there is to see and do in Texas in order to encourage growth in length of
stay, spend and repeat visitation. Public relations and marketing activities will include consumer activation
events, a sales and media mission, participation in trade shows, travel trade training, social media
promotion, and collaborations with industry partners such as airlines and online travel agencies. In
addition to this outreach, ongoing public relations efforts such as generating positive media coverage and
developing strategic partnerships with key media and travel trade brands will be important in keeping
Texas top-of-mind for Mexican travelers when considering a trip to the United States.
*Mexico air travelers only; Average nights are in Texas only
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PUBLIC RELATIONS
& MARKETING

MEXICO
TRAVEL TRADE SHOWS
EVENT

ARLAG

DATE

May 12-15, 2020

LOCATION

Guadalajara, Mexico

TRAVEL TRADE TRAINING
EVENT

Expomayoristas

DATE

POSTPONED

LOCATION

Puebla & Queretaro, Mexico

SALES & MEDIA MISSIONS
EVENT

Sales and Media Mission
Reverse Sales Mission
(Sports Focus)

DATE

POSTPONED
POSTPONED

LOCATION

Mexico City, Leon & Merida
Arlington, Texas

CONSUMER TRAVEL ACTIVITIES
EVENT

Movie Theater Promotion
Outlet Viaja y Vuela

DATE

POSTPONED
May 2020

LOCATION

Monterrey, Mexico
Mexico City, Mexico
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PUBLIC RELATIONS
CANADA
497,000

$339 MILLION
VISITOR VOLUME TOTAL SPEND

*
15.9
AVERAGE NIGHTS

As the largest international source market of visitors to the U.S. and second largest to Texas, Canada
continues to be an important source of travel for both the U.S. and Texas. Texas saw high visitation from
Canada in 2018 and Canadian travel to Texas is expected to continue increasing. Texas supports 17 direct
flight routes with 5 Canadian cities, with airlines exhibiting confidence in the growth in travel between Texas
and Canada. Optimistic long-term projected forecasts and the addition of a new direct flight route help to
maintain Canada’s significance in Texas’ international tourism marketing efforts.

2ndMARKET 17
LARGEST

Top Activities: SHOPPING, SIGHTSEEING, NIGHTLIFE
Direct airline routes from 5 Canadian cities

As Canada continues to be a leading source of visitors and tourism revenue to Texas, Travel Texas will
maintain its marketing efforts to ensure market growth. In recent years, Travel Texas marketed and
promoted the state with increased emphasis on integrated consumer campaigns and “call to action”
initiatives. Those efforts will continue in order to maintain a high level of brand awareness. Travel Texas will
develop and undertake other promotional initiatives targeting consumers and travel trade across Canada
and sustain marketing partnerships that increase reach and awareness.
Public relations and marketing efforts will continue to educate Canadians on the many diverse travel
experiences offered throughout the state while keeping Texas top of mind with media and travel trade in
key provincial markets. Planned activities will target media FAM trips (group and individual), location
broadcasts/filming of travel content, PR mission/marketplace and proactive outreach will continue to
generate positive media coverage of Texas destinations. Traditional and non-traditional media will be
targeted with increased efforts towards digital, social media and influencers. These activities will ensure
that Texas is prominently positioned with the travel trade and key distribution networks in market.
*Average nights are in Texas only
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PUBLIC RELATIONS
& MARKETING

CANADA
MEDIA MISSION & REVERSE MARKETPLACE
EVENT

DATE

LOCATION

Canadian Media Mission

March 9-13, 2020

Toronto & Vancouver, Canada

Reverse US & Canada Marketplace/FAM

POSTPONED

San Antonio, TX

CONSUMER TRAVEL SHOWS
EVENT

DATE

LOCATION

Zoomer Show

October 25-27, 2019

Toronto, Ontario, Canada

The Outdoor Adventure Show

February 21-23, 2020

Toronto, Ontario, Canada

The Travel & Vacation Show

POSTPONED

Ottawa & Montreal, Canada

TRAVEL TRADE ACTIVITIES
EVENT

Agent Training in conjunction with
The Travel & Vacation Show

DATE

POSTPONED

LOCATION

Montreal & Quebec, Canada
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PUBLIC RELATIONS
UNITED KINGDOM
177,000

VISITOR VOLUME

$363 MILLION

TOTAL SPEND

*

10.2
AVERAGE NIGHTS

As the third largest international source market of visitation to Texas in 2018, the United Kingdom remains
key to the Texas travel industry. Currently, Texas benefits from 7 direct flights between the United Kingdom
and Texas cities. The combination of optimistic long-term visitation forecasts, strongly supported direct
flights, and an increased opportunity for market growth helps to support the importance of maintaining a
marketing and public relations presence in the United Kingdom.

3rd MARKET 7

LARGEST Top Activities: SHOPPING, SIGHTSEEING, SMALL TOWNS/COUNTRYSIDE
Direct airline routes from London and Manchester

To promote growth within this market, marketing activities will aim to keep Texas top-of-mind among UK
travelers, travel trade, and travel media with activities such as marketing at trade shows, travel trade
training events, consumer shows and activations, and media events. These activities are strategically
scheduled in order to maximize the presence of Texas within the UK prior to their heavy booking period
(typically late winter and early spring). These events also aim to promote positive media coverage to
increase awareness of the Texas travel product. Public relations and marketing events will educate UK
travelers on the wide range of travel activities that can be experienced while on vacation in Texas.

*Average nights are in Texas only
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PUBLIC RELATIONS
& MARKETING

UNITED KINGDOM
MEDIA EVENTS
EVENT

World Travel Market
Visit USA Meet the Media
International Media Marketplace
Visit USA Fourth of July Event
Visit USA Media Awards

DATE

November 4 - 6, 2019
January 2020
March 2020
July 2020
July 2020

LOCATION

London, UK
London, UK
London, UK
London, UK
London, UK

TRAVEL TRADE & CONSUMER SHOWS
EVENT

Visit USA Roadshow
World Travel Market
Destinations the Holiday and
Travel Show
Holiday World
Unite
Visit USA Fourth of July Event

DATE

LOCATION

October 2019
November 4 - 6, 2019
January 2020

Edinburgh, Liverpool, & Reading, UK
London, UK
Manchester & London, UK

January 2020
March 2020
July 2020

Dublin, Ireland
London, UK
London, UK
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PUBLIC RELATIONS

CONTINENTAL EUROPE
GERMANY
120,000

VISITOR VOLUME

$221 MILLION

TOTAL SPEND

10.9
AVERAGE NIGHTS
*

Germany remains an important source of visitation as the 7th largest international source market for
Texas in 2018. With 7 direct flights from Frankfurt and Munich, Texas has the opportunity to stimulate
increased visitation from this market. Travel Texas will utilize leading market travel trade shows in Berlin
and Frankfurt to increase the amount of packaged Texas travel product available to German consumers.
Marketing efforts will also target key travel influencers (e.g. travel agents) given that the German market
continues to utilize these booking channels when planning long-haul vacations. Public relations efforts will
ensure the promotion of the wide-array of travel experiences throughout Texas.

7th MARKET

LARGEST

Top Activities: SHOPPING, SIGHTSEEING, SMALL TOWN/COUNTRYSIDE
7 Direct airline routes from Frankfurt and Munich

FRANCE &

THE NETHERLANDS

Apart from Germany, continental Europe contains other prominent in-bound markets for the
U.S. and Texas. The marketing efforts of Travel Texas will touch on the secondary markets of France and
The Netherlands. With six non-stop flights between Texas and these markets (three direct flights from
Amsterdam, three direct flights from Paris), Texas can leverage working with travel trade and media to
target consumers looking for the U.S. vacation experience. Marketing activities will help educate
consumers and travel trade professionals about the Texas travel experience, while public relations efforts
will generate positive media coverage highlighting the variety of experiences offered in Texas.
*Average nights are in Texas only
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PUBLIC RELATIONS
& MARKETING

CONTINENTAL EUROPE
MEDIA EVENTS
EVENT

International Media Marketplace
International Media Marketplace

DATE

March 2020
March 2020

LOCATION

Paris, France
Berlin, Germany

TRAVEL TRADE EVENTS
EVENT

Fly to the West
FTI Touristik Roadshow
Sales and Media Mission
VUSA France Workshop
USA & Canada Experience
Vakantiebeurs
ITB Berlin
Sales and Media Mission

DATE

October 2019
October 2019
November 7 - 9, 2019
November 2019
November 2019
January 2020
CANCELLED
POSTPONED

LOCATION

Zwolle, & Breda, Netherlands
Germany
Frankfurt, Munich, & Cologne, Germany
Paris, France
Zeist, Netherlands
Utrecht, Netherlands
Berlin, Germany
Rotterdam, Amsterdam
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PUBLIC RELATIONS
CHINA
148,000

VISITOR VOLUME

$1.06 BILLION

TOTAL SPEND

26.0*

AVERAGE NIGHTS

Chinese travel to the U.S. and Texas is projected to continue growing. There are currently five direct flights
between China and Texas (Beijing – IAH, Taipei – IAH, Beijing – DFW, Shanghai – DFW, and Hong Kong –
DFW). These direct flights and the increase in projected visitation make China an important international
target market for Texas. Travel Texas will target Chinese travel trade, media and consumers through a
variety of activities.

5th MARKET 5
LARGEST

Top Activities: SHOPPING, SIGHTSEEING, CULINARY
Direct airline routes from Beijing, Shanghai, Taipei and Hong Kong

Travel Texas will continue to increase brand awareness and knowledge of the Texas travel product among
Chinese consumers through digital and social media activities leveraging the reach and influence of
tour operators, online travel agencies, and travel influencers. A Texas sales and media mission will provide
Travel Texas and Texas travel partners the ability to generate new Texas travel product and media coverage
in the China market. Travel Texas will market the Texas travel product to receptive wholesalers and travel
agents through educational seminars and related activities. Ongoing in-market public relations activities
will continue to develop travel trade relationships and generate positive media coverage of the Texas travel
experience to keep Texas a bookable and top-of-mind part of Chinese travel planning to the U.S.
*Average nights are in Texas only
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PUBLIC RELATIONS
& MARKETING

CHINA
SALES & MEDIA MISSIONS
EVENT

East West Marketing Sales
Mission
Brand USA Asia Mission

DATE

LOCATION

October 7 - 15, 2019

Guangzhou, Hangzhou, Shanghai

TBD 2020

Japan, Korea

TRAVEL TRADE/PROMOTION
EVENT

DATE

LOCATION
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PUBLIC RELATIONS
AUSTRALIA
121,000

VISITOR VOLUME

$259 MILLION

TOTAL SPEND

*
9.5
AVERAGE NIGHTS

As the 6th largest international market for Texas in 2018, Australia is an important market for travel to the
state. Australian visitation is expected to gradually increase in the years ahead. There are currently two
direct flights from Sydney to DFW and Sydney to IAH. The expected growth of the Australian market and
steady airline support continue to demonstrate the value of this market to the Texas travel industry.
Marketing and public relations events will continue to keep Texas top-of-mind for these long-haul travelers
with travel trade and consumer marketing activities in major cities. Public relations efforts will help
generate positive media coverage and appeal to the adventurous traveler interested in U.S. travel
experiences.

6th MARKET 2

LARGEST Top Activities: SHOPPING, SIGHTSEEING, HISTORICAL SITES
Direct airline routes from Sydney

NEW ZEALAND
Similar to Australia, the New Zealand market shares interest in authentic American experiences including
the cowboy western culture and outdoor travel experiences offered in Texas. Currently, there is one
direct flight between Auckland and IAH. The marketing activities for the New Zealand market will target
tour operators, travel agents, and travel media as part of an Australian sales and media mission and the
Brand USA Discover America Roadshow. Ongoing public relations efforts will work with key media outlets to
help promote positive coverage of the many travel experiences Texas has to offer.
*Average nights are in Texas only
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PUBLIC RELATIONS
& MARKETING

AUSTRALIA &

NEW ZEALAND

MEDIA EVENTS
EVENT

International Media Marketplace

DATE

February 2020

LOCATION

Sydney, Australia

TRAVEL TRADE EVENTS
EVENT

Sales and Media Mission
Visit USA Roadshow
Brand USA Roadshow
Visit USA Roadshow

DATE

July 20-24, 2020
February 2020
February 2020
February 2020

LOCATION

Sydney, Melbourne & Brisbane
Melbourne, Brisbane, & Sydney, Australia
Auckland, & Wellington, New Zealand
Perth, Adelaide & Newcastle, New Zealand
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MEETINGS MARKET

MEETINGS MARKET
Business travel is an important segment of visitation to Texas. In 2018, 21% of all domestic visitation to
Texas destinations was business-related travel. About 43% of domestic business travel to Texas in 2018
was for attending group meetings (i.e. conventions, conferences, exhibitions, etc.) whereas the remaining
57% was for transient business purposes (i.e. sales, client services, construction, government/military,
etc.). International travel to Texas follows suit with a higher likelihood for business travelers coming to
Texas when compared to the U.S. Texas attracts business travel with over 775 direct out-of-state domestic
flight routes, roughly 200 direct international flight routes, six international airports, and a geographically
central location within both the United States and North America.
The meetings market activities for Travel Texas will target: meetings, conventions, incentive, exhibition
travel, and new airline route development. To support the growth of meetings market events in Texas by
out-of-state groups, Travel Texas works with state travel industry partners at a limited number of meetings
market events both domestically and internationally. The marketing efforts of Travel Texas at these events
provides support for partners in attendance and serves to market the entire state’s world-class meetings
market product and the variety of destinations throughout Texas.
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MEETINGS MARKET MARKETING
& ROUTE DEVELOPMENT
EVENTS
EVENT

IMEX America

DATE

September 10 - 12, 2019

LOCATION

Las Vegas, Nevada

31

Travel Texas is located within the Office of the Governor, Economic Development & Tourism division. For additional
information including the latest Travel Texas marketing plan, research reports and cooperative advertising, public
relations and marketing opportunities available for partnership please visit: www.travel.texas.gov.

