P‘j;‘;l Beach County Florida

THE BEST OF EVERYTHING!

Report on Palm Beach County Tourism
Fourth Quarter 2008

(October, November and December)

Prepared for:
Tourist Development Council of Palm Beach County

Prepared by:

[ yY» " "
PROFILE
MARKETING RESEARCH
4020 S. 57 Avenue
Lake Worth, FL 33463
(561)9658300
www.profile-mktg-res.com

February 11, 2009



Introduction: 4th Quarter 2008

Background
A

February 11, 2009

The following report contains information collected during the 4th
Quarter of 2008 (October, November and December), first quarter of
Fiscal Year 2008/2009.

Results are shown for individual months within the quarter, as well
as combined quarterly information for the current quarter and the
previous four quarters.
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Property Manager Survey: 4th Quarter 2008

Occupancy Rates

ADuring the fourth quarter of 2008, the average occupancy rate for responding Palm Beach
County hotels was 57.8%. This was 4.2 percentage points higher than last quarter (53.6%),
yet 5.0 percentage points lower than 4Q2007 (62.8%).

A The average occupancy rate among larger (101+ rooms) and smaller (50-100 rooms) properties was
59.1% and 51.1%*, respectively.

A The average occupancy rate for smaller hotels (50-100 rooms) is at parity with last quarter (40.9%), but
down considerably compared with this time last year (58.7%). Hotels with 101+ rooms have had greater
consistency in terms of average occupancy (4Q2007 i 63.5%, 3Q2008 i 56.0%, 4Q2008 1 59.1%).

AProperties in the Central region of Palm Beach County experienced the highest average
occupancy rate (61.2%) among the three regions (Northern i 51.4% and Southern i 57.4%).

A Hotels in the Central and Southern regions experienced increases in the average occupancy rate relative
to last quarter (Central 7 up 7.7 percentage points from 53.5%; South 7 up 3.8 percentage points from
53.6%), while hotels in the Northern region saw a decrease in their occupancy rate compared to 3Q2008
(down 2.5 percentage points from 53.9%).

A Compared to the same quarter last year, the average occupancy rate decreased among properties in all
three regions (North i a 6.3 percentage point decrease from 57.7%, Central i a 2.6 percentage point
decrease from 63.8%, South i a 7.2 percentage point decrease from 64.6%).

ADuring the fourth quarter of 2008 the approximate number of hotel room nights occupied**
was 783,412 1 an increase of 55,876 room nights relative to 3Q2008 (727,536), but a decrease
of 61,498 room nights compared to 4Q2007 (844,910).

AAccording to participating hotel managers in 4Q2008, 5.4% of hotel guests traveled
internationally. This was 2.6 percentage points lower than in 3Q2008 (8.0%), while at parity
with 4Q2007 (6.5%).

A Property managers from smaller hotels (50-100 rooms) stated that, on average, 5.1% of their guests
traveled from outside of the United States, while those managers from larger properties (101+ rooms)
claimed that, on average, 5.4% of their guests were international travelers.

A During the fourth quarter of 2008, hotels in the Central region of Palm Beach County experienced the
highest percentage of guests traveling internationally (6.4%). Property managers in the Northern and
Southern regions reported that 3.3% and 4.7% of their guests, respectively, were international travelers.

ADuring 4Q2008, leisure travelers occupied the greatest percentage of room nights in Palm
Beach County (38.3%), followed by business travelers (34.4%). Convention/group travelers
occupied 27.4% of 4Q2008 hotel room nights.

AHotel managers from convention hotels stated that 29.1% of their reservations were made by
convention/group travelers; at parity with 3Q2008 (30.3%) and a 2.1 percentage point
decrease relative to 4Q2007 (31.2%).

* Please note that the response rate for hotels with 50-100 rooms was low in October (29.7%), November (29.0%) and December (31.5%).
** Properties well below 50 rooms are only included in room count and total inventory.
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Property Manager Survey: 4th Quarter 2008

Average Daily Room Rate (ADR)

AAs reported by participating Palm Beach County property managers, the ADR for PBC
properties in 4Q2008 was $150.60 i this represents a 24.1% ($29.21) increase compared to
3Q2008 ($121.39), but was at parity compared to 4Q2007 ($150.18).

A Hotel managers of smaller properties (50-100 rooms)* reported an increase in their ADR compared to
3Q2008 (up 26.9 percentage points from $112.09); however, they cited a minimal decrease in ADR
relative to 4Q2007 (down 2.3 percentage points from $145.62). Managers of larger properties (101+
rooms) stated an increase in 4Q2007 ($152.88) compared to 3Q2008 (up 24.0 percentage points from
$123.30), while remaining at parity with the same quarter last year ($151.60).

A During the fourth quarter of 2008, managers at hotels with 101-219 rooms reported an ADR of $107.49
(a 15.8 percentage point increase from 3Q2008, $92.83) and hotels with 220-500 rooms saw an ADR of
$156.92 (a 9.5 percentage point increase from 3Q2008, $143.28). Furthermore, hotels with 101-219
rooms witnessed an 8.8 percentage point increase in their ADR compared to 4Q2007 ($98.77), while
hotels with 220-500 rooms experienced a 7.9 percentage point decrease in their ADR relative to
4Q2007 ($170.29).

Future Business Outlook

ARegarding the business outlook for the next two months as relative to the same months
last year, more than seven-in-ten responding hotel managers expected a decrease in total
room revenue (72.1%; 68.6% Group/Individual Business, 72.6% Individual Vacation). Nine
percent of surveyed hotel managers anticipated an increase (13.0% Group/Individual
Business, 5.4% Individual Vacation) and the remaining 19.0% anticipated no change
(18.5% Group/Individual Business, 22.1% Individual Vacation) in future business outlook
compared to the same months last year.**

A Among hotel managers who expected an increase in room revenue compared to the previous year, the
average increase projected was 9.8% (9.6% - Group/Individual Business, 8.1% - Individual Vacation).**

A Among hotel managers who anticipated a decrease in room revenue relative to the past year, the
average decrease predicted was 14.6% (15.4% - Group/Individual Business, 14.6% - Individual
Vacation).**

AWhen predicting changes in room revenue for the following third and fourth months
compared to the same months last year, 72.3% of responding hotel managers were
expecting a decrease (67.7% Group/Individual Business, 70.1% Individual Vacation), only
7.2% of surveyed managers expected an increase in total room revenue (9.7%
Group/Individual Business, 5.9% Individual Vacation) and about one-in-five (20.5%)
predicted no change (22.7% Group/Individual Business, 24.0% Individual Vacation).**

A Among hotel managers who anticipated an increase in room revenue relative to the previous year, the
average increase forecasted was 11.0% (6.9% - Group/Individual Business, 8.2% - Individual
Vacation).**

A Among hotel managers who expected a decrease in room revenue compared to the prior year, the
average decrease predicted was 13.3% (14.9% - Group/Individual Business, 14.4% - Individual
Vacation).**

* Please note that the response rate for hotels with 50-100 rooms was low in October (29.7%), November (29.0%) and December (31.5%).
** Based on those responding for each (total, group/individual business, individual vacation)
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Property Manager Survey: 4th Quarter 2008

Bookings Via Third Party Websites

ADuring 4Q2008 an average of 15.9% of Palm Beach County hotel bookings were made
through third party websites (such as Orbitz, Travelocity, Expedia, hotels.com, etc.). This
was a decrease of 2.5 percentage points compared to 3Q2008 (18.4%), while remaining at
parity relative to 4Q2007 (15.1%).

A As in prior quarters, smaller properties (50-100 rooms) continued to see a greater percentage of
reservations sold via third party websites (19.1%) than larger properties (101+ rooms, 13.7%) in
4Q2008.

Market Focus

AAs in prior quarters, the major focus for hotel managers, in terms of marketing, advertising
and promotion, during the fourth quarter of 2008 was on the Florida Leisure Drive Market
(78.8%).

AWnhen asked about the greatest challenges for the remainder of 2008 and the upcoming
2009 calendar year, responding hotel managers most often mentioned the economy in
general. A full, detailed list can be found on pages 23 and 24.
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Hotel Visitor Survey: 4th Quarter 2008

Characteristics of Stay

ADuring the final quarter of 2008 the average party size of surveyed hotel visitors was 1.9%,
while the median party size was 2.0, as was the case for all months within the quarter, as
well as last quarter and last year.

AOn average, 4Q2008 surveyed hotel guests spent 3.7 nights in a hotel (an increase
compared with last year (3.2) and last quarter (3.5)) and occupied an average of 1.2 rooms
per night*.

Planning the Trip to Palm Beach County

AThroughout 4Q2008, six-in-ten surveyed hotel guests (60.2%) were in Palm Beach County
on a business trip (conference/convention/business meeting); approximately one-half were
in town specifically for a business meeting (50.8%). Guests traveling for vacation made up
approximately one-third of surveyed guests (33.6%).

A The proportion of business to leisure travelers was consistent with 4Q2007 and 3Q2008. Of note,
compared to last quarter, the percentage of Palm Beach County business travelers increased while the
percentage of vacationers decreased in 4Q2008 (business travelers i up 4.3 percentage points, leisure
travelers i down 2.3 percentage points).

A6 Wo Rédated T r iwm®the reason nearly sixty-percent of surveyed hotel visitors selected
Palm Beach County instead of another destination (58.7%). 6 Vi Briite nd s / R@0.3%0j i
and/or 6 Pr e v V io si(50L660) were other responses frequently citied by guests as to why
they chose Palm Beach County rather than another destination.

A Citing of 6 Wo Related T r iap @ reason for selecting PBC over other destinations remained at parity
compared to 4Q2007 (59.8%), but increased by 3.6 percentage points relative to 3Q2008 (55.1%).

Aln the last quarter of 2008, nearly six-in-ten participating hotel guests cited 6 E mp | oag e |
the decision maker regarding the trip to Palm Beach County (57.2%), which was at parity
with 4Q2007 (57.7%), yet 5.1 percentage points higher than in 3Q2008 (52.1%).

A Nearly four-in-ten surveyed hotel guests claimed that their decision to come to Palm Beach County was
made by the 6 H e af Hlousehold/Other a d u(B8t1%).

AMore than one-half of 4Q2008 surveyed hotel guests in PBC planned their trip one month or
less in advance (56.3%), which was a 10.9 percentage point decline compared to last
quarter (67.2%) and 3.2 percentage points lower than in 4Q2007 (59.5%).

* Starting in January 2002, if oO6party sized is greateithh hbhapasgtyr
and 6number of rooms occupiedod is excluded from anal ysi stigs.refl e
February 11, 2009 Profile Marketing Research Page 6



Hotel Visitor Survey: 4th Quarter 2008

Booking a Trip to Palm Beach County

AOne-quarter of participating hotel guests in 4Q2008, utilized a travel agent (25.7%), which
was at parity with the same quarter last year (25.0%).

ANearly one-half of surveyed hotel visitors booked at least part of their trip to PBC on the
Internet (46.0%), which was a decrease of 5.1 percentage points relative to 4Q2007
(51.1%), yet at parity with 3Q2008 (47.4%).

A More than eighty percent of surveyed hotel guests who utilized the Internet to book any part of their
trip to PBC did so to book hotel rooms (81.0%), two-thirds reserved airfares (66.0%), and
approximately one-in-three used it to book a rental car (31.3%).

A During the fourth quarter of 2008, more than eighty percent of hotel visitors surveyed (81.0%) utilized
the Internet to reserve hotel rooms, which was a 3.3 percentage point increase compared to those
surveyed during the same quarter last year (77.7%), yet remained at parity with last quarter (82.7%).

A Hotel websites were utilized by more than four-in-ten surveyed visitors who reserved hotel rooms
online in 4Q2008 (41.2%), which was 6.1 percentage points higher than 4Q2007 (35.1%) and 3.2
percentage points higher than in 3Q2008 (38.0%).

A Only 5.1% of surveyed hotel guests during the fourth quarter of 2008 stated that their trip to Palm
Beach County was part of a package (that may have included airfare, lodging, meals, rental car, etc),
which was at parity with the same quarter last year (4.1%) and last quarter (6.2%).

Visitor Expenditures

ADuring 4Q2008, in Palm Beach County, the average spending per party* was $1,406,
which was $125 (9.8%) more than the average spending per party last quarter ($1,281),
but at parity with the average spending per party in the same quarter last year ($1,382).

A Compared to the fourth quarter of 2007, 6 Lod ganch@Bnt er t ai n me rincréaBed dnr e a
4Q2008 ( 6 L o d-drorm$§88 to $725, a 5.4 percentage pointincrease, 6 Ent er t ai nment / R
from $26 to $44, a 69.2 percentage point increase), while all other spending categories remained at
relative parity although slight declines in spending in these categories was evident.

A The largest decrease pertainedto 6 Gi f t s/ Svhich pv@sidowg 6.7 percentage points (from $163
in 4Q2007 to $152 in 4Q2008).

A The average per person expenditure in the current quarter ($740) increased compared to 3Q2008
($610, up 21.3 percentage points), but remained at parity relative to 4Q2007 ($728). Please note that
the number of nights in PBC increased, accounting for an increase in overall spending despite a decrease in per
day expenditures.

AOn average, surveyed guests vacationing in PBC spent $1,644 per party, while those
traveling for business spent an average of $1,274.

A Leisure and business t r a v epereparty @xpenditures increased relative to 3Q2008 (leisure - up
3.3%, from $1,591 to $1,644 and business i up 14.9%, from $1,109 to $1,274).

A Relative to 4Q2007, leisure t r a v epkreartg €pending decreased by 7.0 percentage points (from
$1,768 in 4Q2007 to $1,644 in 4Q2008), while business t r a v epkrearty gpending increased by
7.2 percentage points (from $1,188 in 4Q2007 to $1,274 in 4Q2008).

* Starting in January 2002, if Oparty sized is gr eawitehi n h@ama r8t
and 6number of rooms occupiedd is excluded from anal ysi sties.ref | ¢
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Hotel Visitor Survey: 4th Quarter 2008

Characteristics of Visitors

AlIn 4Q2008, more than nine-in-ten PBC visitors were White/Caucasian (93.4%).

AAs in prior quarters, those visiting PBC during the fourth quarter of 2008 between the ages of 35
and 54 comprised more than one-half of surveyed guests (54.5%).

AMore than six-in-ten responding hotel guests in 4Q2008 cited having professional/managerial
jobs (64.3%).

ANearly seventy-percent of surveyed hotel guests in 4Q2008 claimed an annual household
income of $100,000 or more (68.2%).

ADuring the fourth quarter of 2008, hotel guests traveling for pleasure typically traveled to PBC
\(/vith o] ,)A d Eamity Members and/or F r i e (7416869 while business hotel guests traveled solo
60.1%).

Travel Details

ASimilar to prior quarters, Palm Beach County was the main destination for nine-in-ten surveyed
hotel visitors in 4Q2008 (90.2%).

AThree-in-ten surveyed hotel guests claimed this was their first time visiting Palm Beach County
(29.9%).

AMore than three-quarters of surveyed hotel guests traveled by airplane to Palm Beach County in
4Q2008 (77.2%), which was an 8.1 percentage point increase from 3Q2008 (69.1%), yet at
parity with 4Q2007 (75.9%).

A At 28.6%, automotive travel decreased by 7.0 percentage points compared to 3Q2008 (35.6%),
but remained at parity relative to 4Q2007 (29.7%).

AWhile more than eighty-percent of 4Q2008 surveyed visitors traveled from within the United
States (84.2%), this was a 3.9 percentage point decrease relative to 4Q2007 (88.1%) and a 3.3
percentage point decrease compared to 3Q2008 (87.5%).

Attitudes toward Palm Beach County

AAt 42.4%, 6 Cl i mat e /covenaed hoehavé been cited by surveyed hotel visitors during
4Q2008 as the aspect they liked the best about PBC.

A6 Tr af fDrci/ vB@BIdE6) was the top mentioned feature that 4Q2008 surveyed guests
claimed to not like about Palm Beach County. 6 Hu mi di Wg & P ldalowéd as the next
most frequently mentioned response (16.8%).

Activity Participation

AAs was the case for all months within the quarter, as well as last quarter and last year, more
than nine-in-ten surveyed visitors dined at local restaurants while staying in Palm Beach County
(95.6%). Shopping (32.5%), Going to the beach (26.3%), Swimming (14.0%), Visiting
downtown West Palm Beach Attractions/City Place (10.5%) and/or Golf/Tennis (10.4%) were
among other specific activities guests enjoyed during their stay in PBC.

AThe top cited activities in which hotel visitors stated they participated during a recent trip, yet
wished they could have done in Palm Beach County were going to the beach (23.6%) and
golfing (11.2%) (both of which are currently available in PBC).
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Hotel Visitor Survey: 4th Quarter 2008
Hotel Visitor Study

Return Visits

AComparable to previous quarters, more than eighty-percent of surveyed hotel guests
plan to return to PBC in the future (82.1%). Only 3.2% claimed they will not return. The
remainder (14.7%) were not sure if they will come back to PBC in the future or not.

A More than two-thirds of those who plan to visit Palm Beach County again cited they will do so in the
next year (67.6%), more than one-third (34.3%) plan to return to PBC within the next three months.

A Reasons for those claiming they will not be visiting PBC again include: 6 N dusiness in the
area/Relocation of me et i16nTgddm t / Dilem@ ¢ | | mat e/ dwkrdtheed &st i ndfTio@n ¢
e x p e n iDw diké,Palm Beach/U.S.6 ¢ G o itorotiper places/l like changingd e st i n@tUisoma$ ©
go to west coast of F | o r and & Ndirect f | i g Nearly forty-percent of surveyed visitors who do
not plan to return did not provide a reason for such (37.2%).

Vacation/Leisure Visitors

ADuring 4Q2008, approximately sixty percent of surveyed leisure visitors cited traveling
within the United States for their last vacation (59.7%). Locations in Florida (19.9%) and the
Far West (19.7%) were the top domestic destinations mentioned.

AFour-in-ten participating leisure hotel guests vacationed in a country abroad on their last trip
(40.3%); countries in Latin America/Caribbean (19.2%) or Europe (13.2%) were visited most
often.

AMore than one-half of responding leisure visitors considered other domestic destinations
when planning their vacation (52.3%), all of which cited a location in Florida.

AThroughout 4Q2008, PBC was seen as comparable to other vacation destinations. More
than one-half of responding leisure visitors claimed that PBC was about the same as their
most recent vacation destination in terms of the following:

A Being appreciated as a tourist or visitor (64.7%)

Being able to always find a new place to see or a new thing to do (61.0%)
Being a great place to go again and again (59.8%)

Being great for discovering nature-based activities/ecotourism (58.1%)
Being a good value (56.0%)

Being great for historical sights and places (55.3%)

Being great for museums and other cultural activities (53.1%)

> > > > > >
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Methodology

Property Manager Survey

Each month, self-administered surveys are completed by hotel
Property Managers throughout Palm Beach County.

The occupancy rate is derived by weighting the responding
occupied room nights by the available room nights* in Palm Beach
County.

The product of the average daily room rate for each hotel size
category and the occupied room nights in the county for each
corresponding category equals lodging revenues per size category.
The addition of all the individual lodging revenue equals total
lodging revenue for the county.

The average daily room rate (ADR) is computed by dividing the
total lodging revenue by the occupied room nights in the county*.

* Properties well below 50 rooms are only included in room count and total inventory.
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Property Manager Survey: 4th Quarter 2008

Total Total Total Total Total
40 2008 Oct. Nov. Dec. 40 2007 10Q 2008 20 2008 30 2008
Occupancy Rate
Month/Quarter 57.8% 54.9% 57.9% 60.8% 62.8% 78.9% 65.5% 53.6%
FYTD 57.8% 54.9% 56.4% 57.8% 62.8% 70.8% 69.0% 65.2%
(OCt. _ Sept.) B 0 . 0 . 0 B 0 . 0 . 0 B 0 B 0
. . 1*
Room Nights Occupied
Month/Quarter 783,412 250,402 255,599 277,411 844,910 1,050,605 876,238 727,536
"ot - Sept) 783412 | 250,402 | 506,001 | 783,412 | 844,910 | 1,895515 | 2,771,753 | 3,499,289
Percentage of Room Nights Occupied
Leisure 38.3% 28.9% 38.7% 46.2% 41.2% 40.9% 35.7% 36.6%
Business 34.4% 36.8% 35.8% 31.0% 31.4% 29.3% 32.8% 36.9%
Convention/Group 27.4% 34.4% 25.5% 22.8% 27.4% 29.8% 31.5% 26.5%
Average Dail
9 y $150.60 $132.08 $148.18 $168.85 $150.18 $232.14 $154.58 $121.39
Room Rate?
1. Room nights occupied = ((# total rooms*occupancy) * (# of room nights per month/quarter))
2. ADR = Average rate per occupied room.
* Properties well below 50 rooms are only included in room count and total inventory.
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Property Manager Survey: 4th Quarter 2008

Occupancy Rate
QTurzrrlgrs bg'n';"?:?fc‘él 01/02 | 02003 | 03004 | o405 | osi06 | oel07 | o7/08 08/09
Year
?ct)hctcflt: ane 9 575 | 598 | e42 | 798 | 731 | 646 | 629 57.8
Oct 54.3 59.2 61.7 84.5 61.2 62.0 59.6 54.9
Nov 59.6 60.8 67.0 80.8 82.3 69.0 65.6 57.9
Dec 58.4 59.4 64.0 74.0 73.8 62.7 63.1 60.8
1st Quarter
(Jan/Feb/Mar) 76.2 77.9 83.8 88.3 84.7 80.8 78.9 N/A
2nd Quarter
(April/May/June) 65.1 67.0 71.8 72.7 71.0 68.5 65.5 N/A
3rd Quarter
(July/Aug/Sept) 57.3 57.8 64.2 63.0 56.9 56.0 53.6 N/A
Fiscal YTD
(Oct. i Sept.) 64.1 65.7 70.9 76.0 71.2 67.4 65.2 57.8
Number of Room Nights Occupied in 4th Quarter* 844,910 | 783,412
* Properties well below 50 rooms are only included in room count and total inventory.
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Property Manager Survey: 4th Quarter 2008

Total Total Total Total Total
40 2008 Oct. Nov. ec. 40 2007 10 2008 20 2008 30 2008

Conference/Convention Bookings

All Hotels

% Occupied Room Nights 27.4% 34.4% 25.5% 22.8% 27.4% 29.8% 31.5% 26.5%
in County

ggﬁ‘;ged Room Nights in 214,588 86,067 65,255 63,266 234597 | 313863 | 276,256 192,286

Occupied Room Nights in
County 214,588 86,067 151,322 214,588 234,597 548,460 824,716 1,017,002

FYTD (Oct.- Sept.)

Convention Hotels

% Occupied Room Nights 29.1% 35.8% 29.0% 23.7% 31.2% 31.7% 35.6% 30.3%
Occupied Room Nights 137,795 53,908 | 44,413 39474 | 156420 | 192,168 | 186,568 131,933
Occupied Room Nights 137,795 53,908 | 98,321 137,795 | 156,420 | 348588 | 535156 667,089

FYTD (Oct.- Sept.)

Available Inventory*

Rooms in County 44,145 14,715** | 14,715* 14,715** 43,934 43,946 44,175 44,130
Room Nights 1,353,780 456,165 | 441,450 456,165 1,347,398 | 1,333,012 | 1,339,981 | 1,353,315
Room Nights 1,353,780 | 456,165 | 897,615 | 1,353,780 | 1,347,398 | 2.680.410 | 4020391 | 5.373,706

FYTD (Oct.- Sept.)

Response Rate

Month/Quarter
(for all hotels in County) 61.2% 63.5% 60.1% 60.0% 62.8% 60.2% 61.6% 63.6%
FYTD (Oct.- Sept.) 61.2% 63.5% 61.8% 61.2% 62.8% 61.5% 61.6% 62.1%

* Properties well below 50 rooms are only included in room count and total inventory.
** Number of rooms used for research purposes/data projections; actual total number of rooms available in Palm
Beach County is 18,375.
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Property Manager Survey: 4th Quarter 2008

Occupancy Total Total Total Total Total
Rate 40Q 2008 Oct Nov. Dec. 4Q 2007 | 102008 | 202008 | 3Q 2008
Size of Hotel
50 - 100 Rooms 51.1% 49.6% 49.4% 54.1% 58.7% 74.5% 52.7% 40.9%
101 + Rooms 59.1% 56.0% 59.6% 62.0% 63.5% 79.6% 67.8% 56.0%
101-219 57.6% 54.3% 58.9% 59.6% 63.1% 78.8% 63.5% 53.3%
220-500 62.0% 57.7% 62.8% 66.3% 64.7% 80.4% 72.7% 60.3%
All Properties 57.8% 54.9% 57.9% 60.8% 62.9% 78.9% 65.5% 53.6%
Geographic Region
North 51.4% 47.5% 53.0% 54.5% 57.7% 78.5% 65.9% 53.9%
Central 61.2% 59.3% 62.1% 62.2% 63.8% 83.4% 66.4% 53.5%
South 57.4% 54.0% 55.7% 62.2% 64.6% 74.7% 64.3% 53.6%
What percent
of your _ Total oot - G Total Total Total Total
occupancy is 40Q 2008 — — I 402007 |1Q2008 | 202008 | 3Q 2008
international?
Size of Hotel
50-100 Rooms 5.1% 9.7% 3.1% 1.7% 10.9% 7.1% 7.0% 19.4%
101 + Rooms 5.4% 6.7% 5.2% 4.3% 5.7% 5.0% 4.4% 6.2%
101-219 5.0% 6.6% 4.5% 4.3% 7.8% 5.1% 5.2% 7.4%
220-500 5.7% 6.3%* 6.3%* 3.9%* 4.3% 7.3% 4.8% 5.4%
All Properties 5.4% 7.3% 5.0% 3.9% 6.5% 5.5% 4.8% 8.0%
Geographic Region
North 3.3% 2.6% 4.9% 1.5% 3.1% 3.0% 2.5% 4.6%
Central 6.4% 8.5% 6.1% 5.0% 5.3% 4.6% 4.9% 6.5%
South 4.7% 7.6% 3.3% 3.0% 8.8% 7.8% 5.9% 12.0%
* Caution: Extremely Low base
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Property Manager Survey: 4th Quarter 2008

Average Daily Total Total Total Total Total
Room Rate 4Q 2008 Oct. Nov. Dec. 402007 | 102008 | 202008 | 30 2008
Size of Hotel
50 - 100 Rooms* $142.22 $110.08 $139.11 $172.56 $145.62 $255.89 $140.17 $112.09
101 + Rooms $152.88 $136.37 $150.52 $169.49 $151.60 $229.51 $157.39 $123.30
101-219 $107.49 $94.44 $102.85 $123.14 $98.77 $160.13 $114.20 $92.83
220-500 $156.92 $150.69 $173.30 $146.87 $170.29 $249.30 $164.54 $143.28
All Properties $150.60 $132.08 $148.18 $168.85 $150.18 $232.14 $154.58 $121.39

* Please note that the response rate for hotels with 50-100 rooms was low in October (29.7%), November (29.0%) and December (31.5%);
the hotels that replied are more upscale with higher rates (i.e. Chesterfield, Colony and Brazilian Court Hotels in Palm Beach). fi Al |
50 rooms.

propertieso
February 11, 2009

includes

those

wi t h

fewer
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Property Manager Survey: 4th Quarter 2008

Occupied Room Nights * Rg)cf%l\%ts % Change

4Q

2006 858,302

2007 844,910 -1.6
2008 783,412 -7.3
October

2006 277,921

2007 273,342 -1.6
2008 250,402 -8.4
November

2006 299,322

2007 286,244 -4.4
2008 255,599 -10.7
December

2006 281,059

2007 285,324 15
2008 277,411 -2.8
1Q

2006 1,138,435

2007 1,070,734 -5.9
2008 1,050,605 -1.9
2Q

2006 964,792

2007 935,524 -3.0
2008 876,238 -6.3
3Q

2006 769,629

2007 763,604 -0.8
2008 727,536 -4.7
FYTD (October i December)

2006 858,302

2007 844,910 -1.6
2008 783,412 -7.3

* Properties well below 50 rooms are only included in room count and total inventory.
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Property Manager Survey: 4th Quarter 2008

Future Business Outlook “Fotzl Fiaei Group/Indiv. Individual
(for each month as compared to the same = TEETE Business Room Vacation Room
month in previous year) —_— Revenue Revenue
November 2008 / December 2008 predictions from October
Foresee Decrease 71.4% 71.8% 69.2%
Average decrease
(among those who foresee decrease) 13.1% 12.4% 15.5%
Foresee No Change 17.0% 12.3% 23.7%
Foresee Increase 11.6% 16.0% 7.0%
Average increase
(among those who foresee increase) 15.0% 15.4% 9.2%
December 2008 / January 2009 predictions from November
Foresee Decrease 75.9% 60.9% 64.7%
Average decrease
(among those who foresee decrease) 13.8% 14.3% 13.7%
Foresee No Change 15.5% 22.6% 28.3%
Foresee Increase 8.6% 16.6% 7.0%
Average increase
(among those who foresee increase) 7.4% °.6% 6.4%
January 2009 / February 2009 predictions from December
Foresee Decrease 69.5% 73.6% 84.6%
Average decrease
(among those who foresee decrease) 16.9% 19.7% 14.7%
Foresee No Change 23.7% 20.7% 13.6%
Foresee Increase 6.8% 5.0% 1.8%
Average increase
(among those who foresee increase) 4.3% 5.7% N/A
Fourth Quarter predictions from October, November and December
Foresee Decrease 72.1% 68.6% 72.6%
Average decrease o o o
(among those who foresee decrease) 14.6% 15.4% 14.6%
Foresee No Change 19.0% 18.5% 22.1%
Foresee Increase 9.0% 13.0% 5.4%
Average increase
(among those who foresee increase) 9.8% 9.6% 8.1%
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Property Manager Survey: 4th Quarter 2008

Future Business Outlook el [ Siaar Group/Indiv. Individual
(for each month as compared to the same REETEEE Business Room Vacation Room
month in previous year) e Revenue Revenue
January 2009 / February 2009 predictions from October
Foresee Decrease 71.4% 71.1% 69.2%
Average decrease
(among those who foresee decrease) 14.4% 15.1% 16.1%
Foresee No Change 17.0% 17.2% 23.7%
Foresee Increase 11.6% 11.7% 7.0%
Average increase
(among those who foresee increase) 13.5% 7.6% 9.2%
February 2009 / March 2009 predictions from November
Foresee Decrease 75.2% 60.9% 61.9%
Average decrease o o o
(among those who foresee decrease) 11.9% 12.0% 13.1%
Foresee No Change 18.0% 25.3% 31.2%
Foresee Increase 6.8% 13.8% 7.0%
Average increase o o o
(among those who foresee increase) L Sk 6.4%
March 2009 / April 2009 predictions from December
Foresee Decrease 70.6% 71.4% 79.9%
Average decrease
(among those who foresee decrease) 13.5% 17.2% 14.1%
Foresee No Change 25.7% 25.7% 16.5%
Foresee Increase 3.8% 2.9% 3.5%
Average increase
(among those who foresee increase) 8.3% 5.0% 9.9%
Fourth Quarter predictions from October, November and December
Foresee Decrease 72.3% 67.7% 70.1%
Average decrease
(among those who foresee decrease) 13.3% 14.9% 14.4%
Foresee No Change 20.5% 22.7% 24.0%
Foresee Increase 7.2% 9.7% 5.9%
Average increase
(among those who foresee increase) 11.0% 6.9% 8.2%
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Property Manager Survey: 4th Quarter 2008

Bookings via
third party Total Total Total Total Total
website 40 2008 Oct. Nov. Dec. 40 2007 | 102008 | 202008 | 3Q 2008
Size of Hotel
50 - 100 Rooms 19.1% 27.7% 13.8% 13.0% 24.8% 21.8% 16.8% 29.0%
101 + Rooms 13.7% 13.3% 14.4% 13.2% 11.2% 9.4% 11.3% 13.6%
101-219 13.7% 13.8% 14.3% 12.9% 11.1% 9.9% 12.1% 14.0%
220-500 16.2% 13.7% 18.7% 17.9% 12.8% 8.1% 8.1% 13.6%
All Properties* 15.9% 19.3% 14.5% 13.9% 15.1% 14.5% 13.4% 18.4%
* AAL propertieso includes those with fewer than 50 rooms.

February 11, 2009
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Property Manager Survey: 4th Quarter 2008

Total Total Total Total Total
4Q 2008 Oct. Nov. Dec. | 402007 | 102008 | 202008 | 302008
MARKET FOCUS (in terms of marketing, advertising and promotion)

Florida Leisure 78.8% 86.6% | 80.3% | 70.3% 67.1% 88.2% 88.9% 70.0%
DriVe Mal’ket . 0 . 0 . 0 . 0 . 0 . 0 . 0 . 0
E'ﬁ;fiﬂgtfgess 63.2% 61.6% | 66.9% | 60.8% | 59.7% 72.7% 71.3% 56.2%
Florida

Association 52.9% 48.1% | 53.7% | 55.7% | 43.8% 45.5% 57.6% 63.3%
Market

Weddings 60.8% 62.0% | 55.6% | 645% | 53.0% 62.2% 64.0% 57.4%
é\%‘ﬁg‘” Sports 54.8% 58.1% | 54.2% | 52.7% | 50.9% 61.5% 58.4% 59.9%
(N:g:‘t‘r’]‘z’;é?” - 27.8% 282% | 335% | 22.3% | 23.7% 22.8% 17.9% 26.9%
ﬁ?(;“ﬂ:'n‘ilnc 25.9% 302% | 27.8% | 204% | 12.6% 11.4% 10.0% 21.4%
gggt"he”t'on - 29.4% 327% | 25.7% | 29.9% | 15.2% 21.5% 19.9% 28.0%
Convention - 18.8% 222% | 16.0% | 182% | 10.9% 11.2% 14.0% 20.8%
Midwest

Other* 18.9% 159% | 16.3% | 23.2% N/A N/A 12.3% 20.3%

** OTA's - Third party Sites, Conventions Consortia, NE, Small meeting groups, training, business,
Pharma, Kravis Center (one mention each), Corporate (two mentions), No Answer (seven mentions)
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Property Manager Survey: 4th Quarter 2008

Greatest challenges for the remainder of 2008 and the upcoming 2009 calendar year* Total

Economy/Economic slow down/Economic down turn both in the United States and Abroad/Economy i 37
not as many travelers

Transient booking window is shrinking even further to within 7 days. Group commitments are 3
happening in the month for the month.

Corporate group cancellations due to public perception of luxury travel

Rate loss

Competition - too many hotels in this market

NININIDN

Short term booking window for both group and transient segments. Transient segment is booking as
gho_rt as 2 weeks out which is extremely short compared to past years, especially for first quarter
usiness

Decrease in flights coming into PBI

Increases of every kind

Days Inn and InTown Suites offering $40 rates for groups

Maintaining and shifting marketing share
To Increase OCC % and REV PAR
Growing ADR at the property

Terrorist attacks that put the Hospitality sector in a negative light

Low Convention Center Convention business

Gas prices may increase again

Companies decrease their traveling expenses for training

First quarter, both transient and group business are pacing 30% down compared to previous years

Competition not maintaining rate integrity

Maintaining loyalty in a tough market

Maintaining ADR while driving occupancy through April

Bernard Madoff scandal

Airlines

Human fear that we are in a recession!

Job Loss

The economyds effect on Local Corporate Businegs

Rate resistance

Public relations

Groups

RPlrlr|lRr|lrlr|lRrlrRrlr|lRrlRrRr|IRPrIRrIR|RPr|IRr|R|RPr|IRr|R|RL]N

Increase our rate. We have dropped our rate so much to obtain higher occupancy. That we would like
to see eventually our rates going back to normal.

* Multiple responses accepted.
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Property Manager Survey: 4th Quarter 2008

Greatest challenges for the remainder of 2008 and the upcoming 2009 calendar year

(continued)* Total
Keeping up with the new supply coming into the market 1
Corporate Group business 1
Holding rate 1
Finding corporate businesses that are going to continue to spend money on travel 1
Not losing room nights to other properties 1
Market demand will be soft 1Q2009 1
Drive occupancy by competitive rate structuring 1
Heads in beds 1
Bookings are coming in one to three weeks prior to arrival so forecasting is a wait and see situation 1
these days
To increase our occupancy without losing significant ADR 1
Demand keeps going down while the inventory is growing 1
Weak demand from New York City metro area 1
Attrition 1
No money to travel 1
Business trip cancelled due to cut backs 1

* Multiple responses accepted.
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Methodology

Hotel Visitor Survey

Each month, approximately 250 self-administered surveys are
completed among visitors staying at hotels throughout Palm
Beach County. The hotels were selected according to size and
geographic location to represent all hotels in the county.

Survey Changes

In October 2005, the vi s i tswrveg Wwas revised and updated to
better address the Tourist Development C o u n ¢ nekeds sn terms
of tourist information.

The changes that were made and impact this report are as follows:

Multiple responses are now accepted for the question i Wh made the

decision to come to P B C? Also, the responses 0 F e madae@ of

hous e hoioMadhéad of h o u s e lamdl6dO& lraveling c o mpani onod
were merged into 6 H e afdhousehold/Other A d u land&he response

0 F a nfivinlg in P B Gaéas added as an option.

- The question A Wh i af the following influenced your trip to PBC? 0
(Question 3) was combined with the question i Whdid you choose to
visit PBC over other d e st i n a(Questions5). ®ue to this change
some of the closed-end answers were revised, added or excluded as
follows:

A6 Wo relited trip i did not have a choiceind e s t i raadt6 W medated trip 7 |
had a choice in selectingd e s t i rbecanmed® W rel&tedt r.i p 6

A6Convenient Fi n ghapgeddosoi Cvoen v emliiegnhtt s 6

A6 Tr aAgeadyr e c o mme n changed 6 @ r aAgelncy o
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