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\ Economic Indicators




State of the Economy

e The Great Recession is behind
us, GDP is growing again, and
Christmas retail sales were as
strong as they have been in a
decade.

e Although things are clearly
looking up, it’s too early to say
the storm has passed.

e Consumer confidence remains
low and unemployment
remains high relative to historic
standards.




Consumer Prices

The Consumer Price
Index increased by

1.1% over the past
12 months.
However, food prices

are up 1.5% and

o energy prices are up
+ 1 [ 1 /o 3.9%.

Variance over prior 12
months.




Consumer Price Index- All Items

Consumer prices, however, have been held in check for the past 18 monthes.
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U.S. Average Gasoline Prices

The average U.S.
Regular Convention
Retail Gasoline Price

averaged $2.95 per
gallon in
December 2010.




Average U.S. Gasoline Prices

Gasoline prices have been moving upward these past few months, but still remain

much lower than the $4.00/gallon peak reached in June 2008.
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6.

asoline prices have been \

increasing sharply over the
past 4 months with some now

forecasting $4 gasoline
prices by summer.

\_




Dow Jones Industrial Average

The Dow Jones
Industrial Average
(DJIA) has
increased 52%
since its low in
March 2009.

+10.5%

in 2010.
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Dow Jones Industrial Average

The DJIA is +52% from its low point in 2009, but still lags behind its level in May 2008.
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Index of Leading Economic Indicators

The Conference
Board Leading
Economic Index® (LEl)
for the U.S. increased
1.1 percent in
November to 112.4
(2004=100), following
a 0.4 percent
increase in

October, and a 0.6
percent increase in
September.

+1.1%

in December 2010.
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Index of Leading Economic Indicators

The Index of Leading Economic Indicators continues to show positive signs for '11.
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Weekly Leading Index
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Annualized Growth
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Consumer Confidence

-2.1%

from Dec 2009

The last time the
consumer confidence
index was at 100 or
higher was in

August 2007 when
it was 105.0.

Consumer
Confidence now
stands at 52.5 where
90 is considered
necessary for

sustainability and
100 is required for
growth.
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Consumer Confidence

Consumer confidence remains perilously low.
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U.S. Unemployment Rate

Unemployment is

now at 9.8%* and

has been over 8.0%
since February 2009.

*Current number is
9.0%.
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U.S. Unemployment Rate

U.S. unemployment remains high by historic standards.
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Light at the end of the tunnel:

Unemployment is down to 9% and the number of
people applying for unemployment benefits the
last week of 2010 fell to its lowest level since July
2008.




New Healthcare Initiative

According to a recent study by Manta, 44% of small
businesses said the additional cost of health care reform
is their most significant concern. Likewise, 45% said
they planned to reduce their number of employees in
order to absorb the additional cost of doing business
associated with the plan.

Some experts believe that unemployment may remain
high for the foreseeable future until small business
people have a better idea how the new health care
reform act is going to affect them.

21



Real Gross Domestic Product
Percent Change, Seasonally Adjusted

The GDP, which decreased four consecutive quarters in 2009-2009 has since posted three

consecutive increases. Some experts, however, worry this trend may be difficult to sustain.
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Travel Industry
Performance




Smith Travel Research
U.S. Room Demand Variance
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/ However, the rebound is not \
universal. Luxury and

upscale hospitality price

points are performing much
better than mid-price, economy and

\ budget price points. ‘




Smith Travel Research
Room Demand by Price

YTD through November
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Smith Travel Research

Room Demand by Region
YTD through November
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Travel Industry 2011
Outlook




Leisure Travel Intentions for
Next Six Months Up Modestly

Plan to take a leisure trip between November and April
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Traveler Sentiment Index
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“Affordability of Travel” Still Positive, But...

It’s Down 16 Points from Last Year

March 2007 = 100
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Trend Watch

« “"Interest in travel” — up slightly

- “Time available for travel” — NC
- "Money available for travel” — NC
- “Quality of service” — NC

- "Safety of travel” - NC



Sustained, But Slow Growth Expected in 2011

Domestic Domestic International Domestic  |nternational
Leisure Business Visitors Spending Spending*
Volume Volume

(2 8%) 2.6% .
(4.2%) 3.7%
(8.0%) 4.5%
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Sources: U.S. Travel Association: Oxford Economics/Tourism Economics; W0

U.5. Department of Commerce- Offce of Travel and Tourism Industries
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Opportunities Exist to Entice Over 49 Million
“Not Sures” to Travel for Leisure

Not Sure
21%
49 Million

Source: U.S. Travel Association/Ypartnership, travelhorizons™, October 2010



According to the U.S. Travel
Association, travel prices
increased 4.2% in 2010 and

2.8% while business travel

\improved by 4.2%.

leisure trips increased

35



Leisure Trip Forecast

Industry experts expected leisure trips to rebound (+2.8%) in 2010, but experience somewhat slower

growth in 2011 (+1.6%).
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Business Trip Forecast

Business travel posted its first increase in six years in 2010 (+4.2%) and is expected to continue

moderate growth for the foreseeable future.
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What to Expect in 2011?

2010 was better than 2009, but growth rate may slow in 2011.

Corporate/consumer anxiety and conservatism may prevail,
resulting in reluctance to add jobs and spend money.

Domestic travel will increase modestly, but business travel is
expected to continue to out-perform leisure travel.

High unemployment keeps a bit of a lid on consumer spending
and constrains near-term leisure growth.

Top-down recovery for lodging industry; rates will strengthen
in 2011.

Welcomed improvement, but do not confuse this with a return
to “normal.”
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Branson’s 2011 Projection
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2010 Overview s

S AREA

After two years of mild decline in 2008-2009,
tourism visitation was up 2.0% in 2010 —
certainly not ideal, but better than many
destinations in the recent economic climate.
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Overall Visitation

BRANSON
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Year-End 2006-2010
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City of Branson Tourism Tax

BRANSON

LAKES AREA

2006-2010

12,500 +70% ¥6.69%
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+10.8%
10,500 -

($000s)

8,500 -

7,500 -

2006 2007 2008 2009 2010
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City of Branson Sales Tax

BRANSON

LAKES AREA

2006-2010

10,500 g
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TCED Tourism Tax
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BRANSON

LAKES AREA

2006-2010
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Comparative Destinations

BRANSON

LAKES AREA

2010 Room Demand Variance
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Comparative Destinations

BRANSON

LAKES AREA

2010 Room Revenue
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YE 2010

Visitation by Distance

301+ mi
4,474,422
o
B 56.3%
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Source: BLACC/CVB Research Committee;
Marketsource Research Center
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2010 By Market _

BRANSON

S AREA

Core Markets (0-100 mi.) +37%
Primary Markets (101300mi) -1%
Outer Markets (301-650 mi.) -4%

National Markets 650+ mi.) -4%
OVERALL VISITATION +2%
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1991 - 2010
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Visitor Composition

BRANSON

LAKES AREA

Family visitation remains at one of the highest percentages in recent history.
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Average Age of Adult Visitors: 3=

56.7 yrs. vs. 57 yrs. in 2009 Akes Anen

Fewer than half of Branson’s visitors are over 55 years of age, a slight decrease compared to 2009.

History of % Over 55 Years
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