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Orlando Visitor Snapshot

Visitor Volumes (millions) 2006 2007 2008 08 vs 07
Total 47.800 48.745 ---
Domestic 45.114 45.907 45.515 -0.9%
Leisure 34.490 35.334 35.282 -0.1%
Business 10.624 10.574 10.233 -3.2%
Overnight Conv/Group Meeting 3.959 3.782 3.488 -7.8%
International 2.686 2.838 ---
Canada .693 .783
Overseas 1.993 2.055

United Kingdom 973 .990



What's New

WaIdorf—Astgria The Hilton Orlando The Peabody Orlando
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What's New

Universal Orlando Walt Disney World SeaWorld Orlando
Resort




What's New

Performing Arts Florida Citrus Bowl Events Center
Center
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National Travel Trends & Outlook

e V/olume down 2.2% compared to last summer.

e Previous summers have been flat — so this summer may rank among the
worst in many years

e Leisure travel may improve only slightly in the last half of
2009 and gains seen in 2010 will not be enough to offset
the losses in summer 2009.

e Greater strength in drive than in air market as gas prices
are half of what they were last July and air travel costs
down a more moderate 4.1% through March.

Source: Summer 2009 Outlook, U.S. Travel Association



National Travel Trends & Outlook

e Americans cutting back on spending, taking fewer trips,
reducing both the distance and duration of trips, and
traveling closer to home

o A fourth of U.S. adults expect to spend less this summer
on their leisure trips compared with summer 2008 and
the majority are reducing both distance traveled and
number of nights spent away from home.

e Compared to last year, Americans plan to take more day

trips or long weekend getaways in lieu of the weeklong
vacation.

Source: Summer 2009 Outlook, U.S. Travel Association



National Travel Trends & Outlook

e Great travel deals may be sufficient to entice Americans to

travel, especially at the last minute.

e TravelHorizons™ quarterly survey by US Travel & YPartnership revealed
that 45 percent of intended summer leisure travelers will plan their trip —

and 39% will book it — within two months or less of departure

Source: Summer 2009 Outlook, U.S. Travel Association



National Meetings & Conventions

e In 2008, the exhibition industry experienced its first
decline since 2002, decreasing 3.1% versus 2007,
according to The CEIR Index by The Center for Exhibition
Industry Research (CEIR).

e The CEIR Index found the number of attendees for the

overall exhibition industry declined 4.0% in 2008 versus
2007, after increasing each year since 2004

Source: The CEIR Index, The Center for Exhibition Industry Research



National Meetings & Conventions

e With the 2008 year-over-year contraction of the exhibition
industry linked to the recessionary economy, all
indications point to continued declines for the industry in
2009, as the economy is not expected to recover until the

second half of 2009 or first quarter of 2010.

e Using the industry’s recovery following 2001, and with
economic forecasts predicting a second half 2009
recovery for the U.S. economy, the exhibition industry
overall may not see growth until the second quarter of
2010 and possibly later.

Source: The CEIR Index, The Center for Exhibition Industry Research



National Meetings & Conventions

e Regardless of the timing of an economic recovery, two of

the most prominent challenges facing the industry are:

e the role/importance of live events to young professionals and the next
generation of workers
e the impact of the Internet and virtual events

Source: The CEIR Index, The Center for Exhibition Industry Research



Key Lodging Markets

Market

New York, NY

Atlanta, GA

Chicago, IL

Los Angeles-Long Beach, CA
Boston, MA

San Diego, CA

Orlando, FL
Anaheim-Santa Ana, CA
Las Vegas, NV*
Philadelphia, PA
Norfolk-Virginia Beach, VA
Washington, DC

Top 25 Markets

Total U.S.

March 2009 versus prior year

Occupancy Rate Average Daily Rate

2009 % Change 2009 % Change
64.7% -15.5% $195.10 -18.9%
52.1% -15.0% $87.51 -6.2%
45.9% -14.0% $103.27 -10.4%
62.1% -13.7% $118.38 -8.4%
47.5% -13.4% $126.15 -8.2%
59.4% -13.2% $125.88 -8.9%
64.5% -13.1% $106.91 -11.9%
60.2% -12.8% $114.53 -8.5%
80.6% -8.3% $98.48 -25.3%
53.6% -9.1% $110.60 -7.6%

43.3% -4.5% $70.50 -3.3%
59.1% -3.1% $161.85 6.4%

56.9% -11.9% $120.98 -8.9%
51.4% -10.9% $100.13 -7.7%

* Las Vegas does not report to STR — numbers reported are from LVCVA Executive Summary for March 2009
Source: Smith Travel Research



U.S. Travel Association
Travelhorizons Survey

The good news: 65% of U.S. adults expect to

travel for leisure purposes between now and
October 2009. This represents an increase of

nearly five percentage points from leisure travel
intentions measured in the April 2008 survey.

US Travel Association, TravelHorizons — May 2009



U.S. Travel Association
Travelhorizons Survey

How likely are you to visit the following

destinations in the next year. (Top 3 Box on a 10
point scale)

Orlando, FL

New York City, NY

Las Vegas, NV

Washington DC

Los Angeles — Anaheim, CA

San Francisco, CA
Myrtle Beach, SC
Atlanta, GA
Nashville, TN
Williamsburg, VA

Total

18%
17%
15%
14%
14%
12%
11%
10%
10%
7%

May 2009

Travel with
Children

25%
18%
15%
17%
14%
12%
13%
11%
10%
11%

US Travel Association, TravelHorizons — May 2009



U.S. Travel Association
Travelhorizons Survey

Reasons for Never Having Been to Orlando and/or Not Visiting Orlando Within

Next Two Years. (multiple response) ABRf ALY
Economic conditions 34%
Too expensive 33%
Been before and want to go somewhere different 28%
Too Crowded 28%
Too Commercialized 20%
Isn't easy to get there/too far away 18%
Doesn’t have activities I'm interested in 15%
Not a place to relax 15%
Just a place for families with kids/not enough adult activities 10%
Concerned about gas prices 9%
My kids not the right age 8%
Weather 4%
It's unsafe 1%

US Travel Association, TravelHorizons — May 2009



Where People Want to Go

Extremely/Very Interested in Visiting during the next two years:*

Hawaiian Neighbor Islands (i.e. Maui, Kauai, etc.)
National parks (i.e. Grand Canyon, Yellowstone, etc.)
Honolulu, Hawaii

The Florida Keys

Orlando, FL

New York City, NY

San Francisco, CA

San Diego, CA

Las Vegas

Lake Tahoe (California & Nevada)

64%
62%
60%
45%
42%
41%
40%
39%
37%
35%

*Top two box on a 5 point scale
Ypartnership/Yankelovich, Inc. 2008 National Leisure Travel MONITOR



Orlando
2009 Key Drivers

Stronger retail (value) message while staying true to
brand

Grow targeted international opportunities

Increase new meetings and conventions opportunities

Increase medical/healthcare/bio and meetings &
conventions

Increase co-op opportunities (domestic and
international)

Continue diversity marketing initiative



Messaging

Global Leisure Global Meetings
Key Messages Key Messages
Value Orlando is a serious
Affordability business destination
Accessibility Innovative
Hospitality Affordability
Accessibility

Creativity



Branding







Leisure Marketing
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Domestic Smile Campaign

& \ ORIANDO
U MAKES MESMILE

ORLANDO SMILE CARD“"

Orlando/Orange County Co gntion & Visitors Bureau, In




Smile Campaign Advertising

Second Quarter
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Twitter and Facebook
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Smile Campaign Publicity Results

THE WALL STREET
JOURNAL.

THE
TAMPA CNN.com.
The Wiami Herald  IRIBUNE
sz msnbc.com




Campaign Results

Year-Over-Year Change

80.0%

Leisure Web Site
OJan 09 WMFeb 09 OMar09 OQ109

Unique Users Total Visits




International Focus
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Orlando Makes Me Smile

ORIANDO

ME HACE FELIZ
Spanish

ORIANDO

E SO ALEGRIAY

Portuguese

ORIANDO

SOURIS A LAVIE!

French




ORIANDOE SO ALEGRIAY

Ecbnomizanda
dinheiro am

“ minNes ms
am Orle

Ggitando nas
tanhas-
2

Clique aqui e veja as ofertas

Viva as suas ferias de cabeca para baixo, com
uma viagem para Orlando. Comece a planejar a
sUa viagem com muila emogao e ecanamia

e e S —— E SO ALEGRIA!
! 2 »



ORIANDO

INTERNATIONAL POW
MAY 15-19, 2010 WOW
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Meetings & Conventions

ORIANDO



Meetings Mean Business

Want to lose one million
more jobs?

Just keep talking.
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President Obama Engages

| AP Associated Press |

White House Says It Encourages Business Travel

Source: U.S. Travel Association



2009 Meeting Incentive

250RIANDO

Meetings Incentive Package
With Value Adds from:
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#1 Medical Meetings Destination for
Last 12 Years

HEALTHCARE
1b CONVENTION
Q & EXHIBITORS
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Medical Meetings Destinations

e Orlando hosted more medical events in ~ Top Destinations for
. Medical Meetings, 2008
2008 than any other city.

e Every 5 days, Orlando hosted a new 1 Orlando
healthcare meeting. Chicago

San Diego

e Over the last 12 years, Orlando has _
Washington, DC

averaged more medical events per

year than any other destination. Las Vegas

OO U1 A~ W N

Boston

7/ San Antonio
8 (tie) San Francisco
8 (tie) Phoenix

10 New Orleans

Healthcare Convention & Exhibitors Association, 2009 State of the Industry Report
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Strategic Medical Leadership Council
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American Osteopathic Association National Association of Photoshop Professionals

American Pet Products Association National Basketball Association

Operation Connect

American Society of Health-System Pharmacists National Marine Manufactures
American Society of Plastic Surgeons National School Boards Association
American Society of Training and Development National School Supply & Equipment Association
American Sociological Association National Science Teachers Association
American Speech Language and Hearing Association National Wood Flooring Association
American Sportfishing Association NBAA
American Urological Association North American Association of Food Equipment
American Wind Energy North American Christian Convention
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Church of God International Women's Ministries ServiceMaster Clean
Church of God Ministries SHOT Show



Telemarketing Campaign

UNIVERSITY
OF CENTRAL FLORIDA
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Community Initiatives

ORIANDO






Strategic Sports Council

Crty oF ORLANDO

ORLANDO STRATEGIC SPORTS COUNCIL

ORIANDO
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