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State of the Economy

w While the recession is over
and GDP has grown the past
three quartersconsumer
confidence remains very low
and unemployment remains
highrelative to historic
standards.

w The recovery has been rocky
and anything but universal.
Luxury and upscale segments
have returned to near normal,
but middle class Americans
continue to strugale




State of the Economy

wAsS a whole, consume
spending (which
comprises 70% of the
economy) remains
sluggish ag\mericans
are still reluctant to
pull out their
pocketbooksand
resume spending.




Consumer Confidence

Consumer confidence remains perilously low. An index of 90 is required for sustainabi

and 100 is needed to represent growth.
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U.S. Unemployment Rate

U.S. unemployment remains high by historic standards.
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/Unemployment ratesvary @
region of the country. But, the

West South Centrabouth
Atlantic and West Coast states

continue to have thdlighest
unemployment rates

\ nationwide. l Gt
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June 2010 Unemployment by State
Seasonally Adjusted
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Dow Jones Industrial Average

Thanks to steady increases in corporate profits the DJIA performed well in 20

but has produced mixed results over the past six months.

12,000 m Bottomed Out in

\—o—\ March 2009
10,000 MW

8,000

6,000

4,000

2,000

O T T T T T T T

3??\ @?Q @Vt\ 30\/ 9(8

T T
éOA S & < P > Y NS o J\,Q )\‘}

Source: Dow Jones Industrial Average 10



Weekly Leading Index

The WLI, which looked great at this time last year, has waned in recent mant
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Index of Leading Economic Indicators

Recent figures from the Conference Board appear to echo the concerns raised by other mea
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Real Gross Domestic Product
Percent Change, Seasonally Adjusted

The GDP, which decreased three consecutive quarters in 2800, has since

posted three consecutive increases.
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Average U.S. Gasoline Prices

And, while gasoline prices remain by historic standards, they are still much lower than t

$4.00/gallon peak reached in July 2008.
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/ Gasoline pricesave \

remainedfairly constant

over the past 12 months and
most of our feeder markets

enjoycomparatively
Inexpensivegasoline prices.
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USA National Gas Price Heat Map

Mow yaou can see what gas prices are around the country at a glance. Areas are color coded according to their price for the average price for
regular unleaded gasaline. Click here for the Canada Mational Gas Price Heat Map.

Search by City, State OR Zip:

|'33 Link To Map | = | Email To Friend

Copyright 2006-2010 GasBuddy - Last Updated: 7/27/2010 4:00:00 AM EST
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Travel
Industry

Overview
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/According to the U.S. Travel Association,
nationaltravel prices are up 3.5%is

year andleisure trips are

expected to rebound 2.3%
while business trips will likely be up 4.4%.

o /
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Travel Price Index

PP
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Leisure Trip Forecast BRANSON

LAKES AREA

In 2010, expect leisure trips to rebound (+2.3%) back to 2008 levels after falling 2.3% last year.
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Business Trip Forecast BRANSON

LAKES AREA

Business travel fell much further last yeai6(3%) but is likewise rebounding stronger (+4.4%) this yea
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Smith Travel Research
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U.S. Room Demand Variance
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However, tha'ebound IS not
universal Luxury and

upscalenospitality Price
POINtSareperforming much

better than midprice, economy and

budget price points.

~

/
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Smith Travel Research Room

BRANSON

LAKES AREA

Demand by Price YTD through June
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Smith Travel Research

Demand by Region YTD through June
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Comparative Destinations

BRANSON

LAKES AREA

YTD Room Demand Variance thru June
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Comparative Destinations

BRANSON

LAKES AREA

YTD Average Daily Rate thru June
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Map of STR Room Demand

Variance by State YTD through June
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Other Relevant Travel Industry =

BRANSON

Performance Indicators

w Consumer Income

w Consumer Spending

w Business Spending

w Domestic Air Traffic

w Domestic Airfare

w Travel Prices

w International Air Traffic

w U.S. Dollar Foreign Exchange

0 1.0%
0 1.9%

0 28.2%

Down 1.5%

U
U
U

0 9.0%
0 8.5%

0 1.1%

Down 7.2%



Consumer Trends
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Pricewaterhouse Coopers SaANSON

At least In the short-term, there will not

be a wholesale return to previous
shopping patterns and behaviors. When
it comes to retirement and savings,
Boomers have lost the most, which
means they now have very different
spending habits; the affluent segment of
Generation X and the young Generation
Y may lead spending In the recovery.

Sources: PricewaterhouseCoopers; Retail Forward
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Pricewaterhouse Coopers EaiNSon

To succeed during the recovery, marketers
will need to recognize that some shopper
segments will still be in a 'recession'’
shopping mode... shoppers will be more
deliberate in their spending, as
conspicuous consumption will give way to
more practical consumerism. Rampant
deal-seeking will be replaced by more
purchase selectivity and the use of

shopping techniques and tools discovered
during the recession.

Sources: Pricewaterhouse Coopers; Retail Forward
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As shoppers' "wants" are steadily
re-introduced into the equation,
trading-down behavior related to
the choice of retailer, product, or
brand will lose some traction Iin the
recovery.

Sources: PricewaterhouseCoopers; Retail Forward



In the next 12 months, do you expect to spend
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more or less for leisure than you did in the
most recent 12 month period?

BRANSON

LAKES AREA
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Sources: State of the American Traveler, Destination Analysts.
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Reasons Keeping You from 3=

BRANSON

Traveling More This Year

Personal financial reasons | 55.‘.43%

Gasoline too expensive | 40.7%

Airfare too expensive | 36.0%

| 27.9%

Too busy at work

No vacation time | 20.8%

Child care responsibilities 9.9%

Health/illness | 9.8%

Safety concerns 8.4%
Other personal responsibilities 6.7%

No travel companions 6.5%
Lack of availability 3.6%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%
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Actions Likely to Take

BRANSON

LAKES AREA

To Save Money on Travel

Look for travel discounts | | 61.9%
Visit less expensive destinations | | 29.3%
Reduce number of trips | | 23.8%
Take at least one staycation | | 22.6%
Reduce length of stay | | 22.1%
Shorten distance traveled | | 20.8%
Use less expensive modes | | 18.0%
Cancel a planned trip _:| 4.2%

0.0% 20.0% 40.0% 60.0% 80.0%
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Fun That is Worth It e iReon

LAKES AREA

Travelers seem to need to give
themselves permission to
spend money. One place
where consumers are giving
themselves that permission is
anything involving family,
relationships or getting in touch
with oneself. Consumers are
absolutely willing to spend
money as long as they feel
they are spending it
responsi bl y. | t
feel about the purchase that is
probably the most impactful
thing.
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Fun That is Worth It

BRANSON

LAKES AREA

All the discounting,
rebating and value-added
offers that dominate travel
create cognitive
dissonance in consumers.
t makes you wonder if a
nurchase was worth the
orice. And, as soon as
people start doubting, they
close their wallets.
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Celebration Travel iton

LAKES AREA

n the past, a milestone
nirthday might have meant
puying a new car or jewelry.
Today, it is often marked with
a once-in-a-lifetime
experience with close friends
and family. People are
spending more time alone on
the computer, and studies
show the number of friends
diminish every year. People
are looking for ways to
connect when they celebrate
a life event.




Celebration Travel

According to the Y-
Partnership, two-
thirds of leisure
travelers based a trip
onalifeeventsuch B &R ol
a_S a Wedding, = FA ’Y P POT
birthday or 2| (L Q};SPNIFN
anniversary |
celebration In

the past year.
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Celebration Vacations iton

LAKES AREA

Two-thirds of American travelers have taken a celebration trip over the past 12 months
nearly half of those were for the celebration of birthdays.

Type of Celebration Trip Taken
Taken Celebration Trip Past 12

Mo? Birthday | | 45.0%
Anniversary | | 37.0%
Wedding | | 35.0%
Reunion | | 28.0%

Graduation | 19.0%

Retirement : 5.0%

Bonus/Raise : 5.0%

Newjob [] 3.0%

0% 20% 40% 60%
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Branson Update ‘

f . j Second Quarter 2010
yES performance

\ //5
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Overall Visitation

BRANSON

LAKES AREA

YTD thru June 2006-2010
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City of Branson Sales Tax

BRANSON

LAKES AREA

YTD Thru June 2010

7,000

6,000 +2.5% +1.1% +1.2%*

4,000 -

($000s)

3,000
2,000
1,000 -

2006 2007 2008 2009 2010

* CY thru June adjusted to reflect tax generated/business activity S



City of Branson Tourism Tax
YTD Thru June 2010

BRANSON

LAKES AREA

+7.9%
4,800 -2.1% +5 304

2006 2007 2008 2009 2010

CY thru June 45



TCED Tourism Tax

YTD Thru June 2010 BRANSON

3,050,000 +3.8%

3,000,000
2,950,000
2,900,000
2,850,000
2,800,000
2,750,000
2,700,000
2,650,000
2,600,000

2007 2008 2009 2010
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Branson Visitor Profile J

What else do we kn OoOw

about Branson visitors in 2010?



June 2010

Visitation by Distance

301+ mi
1,685,825
101-300m 95.3%
788,808

24.2%

515,366
0-100 mi
20.4%

Source: BLACC/CVB Research Committee;
Marketsource Research Center
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2010 Market Growth

Thru June 2010

Core Markets (0-100 mi.) +21%
Primary Markets o1-300mi) -9.0%
Outer Markets @o16s0mi)  -1.0%

National Markets @s0+mi) -5.0%
OVERALL VISITATION -0.4%




YTD June 2010 vs. =
YTD June 2009 rves antr

2010 2009
A Spending per Party $856.86 919.34
AFirst-Time Visitors 26.8%  32.1%

A Length of Stay 4.32 4.50
A Satisfaction 4.45 4.56
A Families 41.3%  41.3%

A Average Adult Age  56.6 56.9
A Travelled by Air 8.2% 6.0%

50
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Ailr Travelers to Branson

BRANSON

LAKES AREA

Thru June 2010

2010 2009
A Branson Airport 42.9% 31.9%
A Springfield/Branson 26.3% 38.2%
A Kansas City 6.0% 6.6%
A St. Louis 12.1% 6.1%
A Tulsa 3.3% 4.9%
A Other 9.0% 3.2%

"We have a national association with members scattered from coast to coast.
Had the Branson Airport not been a part of the picture, there is no way our
group could have selected Branson to h

Jim Gaunt, CAE, Executive Director for the National Railway Tie Assn. 51



Web Inquiries

YTD Thru June 2010 THng e

+12.3%
1,000,000 +103%

800,000

+18.2%
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Web Highlights

BRANSON

YTD thru July 2010

A 1.14 million total visits

A 6.8 million total pages viewed
A 6:57 average time on site

A 69% new visitors

A 1.1 million outbound clicks to Branson
businesses
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2010 - 2012 Strategies and Tactics f comzon

A Monitor changing media, economic, and tourism
trends during development of 2011 marketing
plan

A Continue to market in selected markets closer to
Branson to leverage the trend of travelers
staying closer to home, without abandoning
national cable outreach.

A Stress new product in our advertising messages
to Increase appeal to a repeat audience.
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2010 - 2012 Strategies and Tactics f comzon

A Stress the value that Branson affords its
travelers in all of our messages.

A Increase allocations for Web Marketing/SEO,
Public Relations and Research.

A Organize marketing co-ops to coordinate and
leverage local marketing resources.

A Leverage PR wherever possible.



2010 Fall Television Spots SRANEoN

LAKES AREA

Fall National Cable

(August 23-Sept.19)

Fall Primary Markets
(Sept. 6-October 17)
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BRANSON

2010 Creative Concepts

A Entertainment, Nature, Hospitality
A VALUE message/Hot Deals online
A Consistency of Music, VO, 877# and URL
A Seasonal Appeals create urgency

A New Opportunities due to low cost air
service: AirTran, Frontier, Allegiant,
Branson Al r EXpress a
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Current Initiatives BRANSON

A Working with
Sterling
Brands to re-
visit 2004
Branding
Study 1 rethink
and update
Branson brand
strategy.




Current Initiatives

A Working with Veterans, Historic Downtown,
and RV/Campground organizations to
develop/maximize funding and coordinate
marketing efforts.

BRANSON
VETERANS

HOMECOMING WEEK

NﬂVEMBER 5 -11, 20410} . W\
EXPLOREBRAN:SON.GOM, waoH#Z="BRANSON 7 s




Current Initiatives ERANSON

LAKES AREA

A Working to unite the community in an area-wide
Strategic Destination vision. Currently in process:
finalization and implementation planning for short
and long term strategic initiatives for development
and promotion of the Branson tourism industry.
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