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Item 7. Financial Statements and Exhibits
(c) Exhibits

99.1 Slide presentation for analyst conference.
Item 9. Regulation FD Disclosure

On June 11, 2003, representatives of Gaylord Entertainment Company (the “Company”) will host a conference for securities analysts at which they will make
presentations using slides containing the information attached to this Form 8-K as Exhibit 99.1, which is incorporated herein by reference.

The information contained in this report, including the text of the attached slide presentation, is furnished by the Company pursuant to Regulation FD
promulgated by the Securities and Exchange Commission and pursuant to Item 9 of Form 8-K and shall not be deemed to be “filed” for the purposes of Section
18 of the Securities Exchange Act of 1934 or otherwise subject to the liabilities of that Section, unless the Company specifically incorporates it by reference in a
document filed under the Securities Act of 1933 or the Securities Exchange Act of 1934. By filing this report on Form 8-K and furnishing this information, the
Company makes no admission as to the materiality of any information in this report that is required to be disclosed solely by reason of Regulation FD or that the
information includes material investor information that is not otherwise publicly available.

The information contained in this report, including the information contained in the attached slide presentation, is summary information that is intended to be
considered in the context of the Company’s SEC filings and other public announcements it makes, by press release or otherwise, from time to time. The Company
undertakes no duty or obligation to publicly update or revise the information contained in this report, although it may do so from time to time as management
believes is warranted. Any such updating may be made through the filing of other reports or documents with the SEC, through press releases or through other
public disclosure.

This report contains statements as to the Company’s beliefs and expectations of the outcome of future events that are forward-looking statements as defined in
the Private Securities Litigation Reform Act of 1995. These forward-looking statements are subject to risks and uncertainties that could cause actual results to
differ materially from the statements made. These include the risks and uncertainties associated with economic conditions affecting the hospitality business
generally, the timing of the opening of new hotel facilities, costs associated with developing new hotel facilities, costs associated with changes to the Company’s
historical financial statements, business levels at the Company’s hotels, the ability to complete potential divestitures successfully and the ability to consummate
financing for new developments. Other factors that could cause operating and financial results to differ are described in the filings made from time to time by the
Company with the Securities and Exchange Commission. The Company does not undertake any obligation to release publicly any revisions to forward-looking
statements made by it to reflect events or circumstances occurring after the date hereof or the occurrence of unanticipated events.




Table of Contents

SIGNATURES
Pursuant to the requirements of the Securities Exchange Act of 1934, the Registrant has duly caused this report to be signed on its behalf by the undersigned
hereunto duly authorized.
GAYLORD ENTERTAINMENT COMPANY

Date: June 11, 2003 By: /s/ Carter R. Todd

Name: Carter R. Todd

Title: Senior Vice President
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EXHIBIT 99.1

Gaylord Entertainment 2003 Analyst Conference

Gaylord Opryland Resort & Conwvention Center

Jume 10-11, 2003 ¢ Noshvile, Ternnessee




Privacy statement GAYLORD

ENTERTAINMENT™

The information contained in this slide presentation is summary information that is intfended to be
considerad in the context of Gaylord Entertainment’s SEC filings and other public announceaemeants
it makes, by press relecse or otherwise, from time to Hime. The Compary undertakes no duby or
obligation to publicl vpdate or revise the information contained in this slide presentation,
although it oy do so from time to time as management believes iz warranted, Ary such
updating meory be made through the filing of reports or documents with the SEC, through press
reledses or through other Public disclosure,

This slide presentation contains statements as to the Company's beliefs and expectations of the

outcome of future events that are forward-locking statements as defined in the Private Securities
Litigation Reform Act of 1975, These forward-loaking statements are subject to risks and
uncertainties that could cause actual results to differ materially from the statements made. Thase
include the risks and uncerainties associated with economic conditions affecting the hospitality
business generally, the timing of the opening of new hotel facilities, costs associated with
developing new hotel faciities, business levels at the Compary's hotels, the ablity to successfully
complete potential divestitures, and the ability o consummate the fincmcin? for new
developments. Other factors that could cause operating and finoncial results to differ are
described in the filngs made from time to fime by the Compary with the Securities and E><chc:n%;e
Commission. The Compary does not undertake any obligation to release publichs arvy revisions to
forward-locking statements made by it to reflect events or circumstances occuring G%er the date
hereof or the occurrence of unanticipated events.

Flecsze note that cur slide presentationinclodes non-GAAP financial measures, as defined by 3EC
Fegulation G. A presentation of the most directhy comparable GAAF financial measures and o
reconciliation of the nor-GAAFR financial measures 1o the most directly comparable GAAP
financial measures has either been provided in this presentation, in our last eamings relecse and
o will bbe available on ourwebsite at www.gaylordentertainment.com under the Ivestor
RFelations section.
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Overview & strategy

Colin Reed

President & Chief Executive Officer
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Company transformation
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Financial fransformation

(F millions)
LTM LTM
1Q03" 1Q02"
Revenues 34200 323189
EBITDA 657 31.8
% margin *! 16%, 10%

Total debt 33389
Net debt ® 275.1

Net debt / EBITDA 4.2

[1] Loast hoeslve rronths enced.

$398.6
368.6

11.86x%

GAYLORD

ENTERTAINMENT™

[2] Defined as total dekt ks cash and ecuivalents of $63 58 rillion and $2300 milion, respectively, for 1603 and 1 G02.

[2] ERMTDA cincd ERITCUA prcirging ke wzad in this presentation becouse Goylord believes they alliow for o rnoe cormplete
andlysiz of opercting pefornance by presenting on anabysis of operction: sepoarate from the eamings impoct of copital T
tronsoictions and becouse they provide an additional rnec:zue of our ability to ssriice delt, fund copital expenditoe:
and growe our kbuziness. A reconciliction of these iterns to operdting income is provided on poge 92,
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Gaylord Hotels A

o Gaylord Hotels is the only lodging brand focused solely on the large
group meetings segment
s parket estimated to be 384 billion

= QW core customers are meeting planners who service ldrge groups
(200+ peak room nights)

* We provide custom-tailored solutions for our customers’ unigque
needs

o We will continue towin the long-term loyalty of our custormers and
further strengthen our sustainable competitive adwvantages




Superior
Product

Superior
Service

Entertaining
Envirohment

n

Gavlord Hotels — Defined by our Differences ..o, o

10




Gavlord Hotels — superior product A

e Significant scale

s Highest ratio of meeting space per room drnong our competitors

Superior
Service

s Can accomrmodate multiple large groups simultaneoushy

Entertaining
Ervironment

o Allin one place
= GUest rooms, meeting spoce, entertainment

s Mokes meeting planner’s jolo easier — reduces organizational f
logistical planning

s mproves attfendee experience — enhances interaction and
reduces logistical hassle

o State-of-the-art facilifies
s Proprietary advanced meeting planner communicdtions system
= Stealth check-insystern
= Kiosk [/ express check-out

s Flexible mesting rooms enable efficient set-up and Toke-down
11




Gavlord Hotels — superior service A

* Services 1o assist meeting planner

s Single point of contact to plan event

Superior | Superior
Product Service

Entertaining
Ervironment

s “Morketing toolkit™ to attroct attendees

s Comvention services rep. to ensure srmooth event execution

o Goylord University
= Training prograr teaches service culture to all employvess

s “Consider it Done™ philosophy

o Customer satisfaction-based bonus plan

s Aydilatle to all employees within our hotels

o Organization / capability to handle fremendous varability
N guest flows (i.e., check-infout and movement among venues

12




Gavlord Hotels — entertaining environment., ...

s Unigue enterfainment options inside each property

= Expansive, therne-based atriumms

Superiar
Froduct

Superior
Service

= Ayyord-winning restourants; high-guality bonguet food

Entertaining
Ervvironment

= MNighttime entertainment, spas, retail outlets, etc.

o Local attractions supplement destination appeal

tHashille Orlande
= Grand Ole Cpry v Universal theme parks
= Springhouse Golf Course » Canyon Ranch SpaCiub
= Generdl Jackson Show oot » Falcon's Fire Golf Coure
= Ryman Auditorium Grapevine
= Wildhore Saloon * Lake Grapevine

v Dallos Cowlboy's Golf Coune

= Might clul entertainment

s Lleqds o "bounce back” business

s Comvention aftendees return with family or friends for g 13
leisure stay




Gaylord Hotels — brand development ﬁ .

Customer behavior drives our brand development,

Brand Development ]
Superior Superior Entertaining
Product Service Environment
Superior } Q
Knowledge &
Relationships
Q Customers:
Meeting Planners & Attendees

1l

Sustainable
Advantage

14
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Superior knowledge

o Compefitive intelligence helps build sustainable advantage

o 25 yvedrs of custormer relationships and historical database of
spending patterns

o Currently conducting extensive nationdal research studhy

= Screening approxirnotely 12,000 meeting planners

« Developing comprehensive, proprietary database of meesting
planner needs and purchasing patterns

s Frequency » Brond awareness s Freferences
s Theoretical worth = Rotgtion potterns = Froduct needs
= Market awareness = Unfulfilled needs = Motivation

o Will give Gaylord Hotels a distinct advantage over our com pe’ri’ri%ﬁ

s Such o dotobose does not exist is The industry today




Superior knowledge (continued) orioa otan

o INfimate knowledge of our customers’ needs and purchasing
patterms will allow us 1o better segment customer needs

* Rogadmap for confinuous product / process improvement 1o
strengthen our competitive position on many fronts

s Development — notional footorint selection + asset scale segrmentation
s Design f Construction — enhoncements to physical structures
s Hotel operations — enhoncements 1o customer service

s Sqles f Morketing — more effective orgonization and programs

16




Gavylord Hotels — competition

s | ess than 100 hotels in the U.S.
s Generdlly 1,000 rooms

s Hove adegucte meeting spoce, or are connected 1o/ within walking
distance of a municipal corvention center

o Yariety of brands, but not a major focus for any single brand

= Barriott = Starwood
= Hilton
= Hyatt

» [nfercontinental

17




Competitive operating models

Adeguacy of
mesting space

Eose of planning

Eose of logistics

Control of service
environment

Yield driven by
group business

Gaylord
Hotels

Municipal
Convention Center
/ Host hotel

Meeting space /
room (< 200 sq. ft.)

RN NN

v

v

15




GAYLORD HOTELS

How have we performed?

19




The economic environment has been 2
Chqllenging. GAYLORD HOTELS

Upper-Upscale N peyPAR

15%
105%

5%

0%
-5,
-10%% 1
-15%%
-20%%
-25%

% Change =)

1Q01
24101
3Q01
4Q01
1GQ02
24102
34102
4Q02
1Q03

[11  Srnith Troweel Resecrch 20
2] Reflect:s gquorterowvergquarter percentage change (e, 1001 compared o 1 G007,




Despite the environment, our RevPAR index if‘
has improved dramafically...

Gavlord Hotels RevPAR Index

120% -
100%
80% -
60% 1
40% -

207 -

0% -

Palms Nashville

B ] Q2002 1 Q2003 21




..as has our hospitality segment profitability.

(% millions)

Revenues
Rooms
Food & beverage
Other
Total

Departmental Profit

Rooms
Food & beverage
Other

Total

EBITDA

% margin

1Q03 A 1Q02 A Yarignce
$47.0 $39.8 $7.2
40.3 3032 10.0
12.2 102 2.0
$%7.5 $20.3 F12.2
$36.4 $29.6 $6.8
1&.4 &8.7 77
3.6 A 0.0
35563 341.9 $14.5
¥21.9 $17.5 $14.4
32.0% 21.8% 10.2%

22




Our 2002 bookings were quite strong. %

Roorm hights booked i

thougaincls
| |

1999 2000 2001

B Nashville OPalms O Texas

23

11 Rt aill future petods.




Qur rotation and retention trends are v
reflecting our fundamental health.

70%

80% -
50% -
40% -
30% -
20% -
10% -

0%

[11 2002 rnulti-propety booking: ce o percentoge of total Star account bookings.

1
Fofation bookings 5

53.6%

J6.0%

25.5% 30.8% I
1G02 2Q02 3Q02 4Q02

[2] Stor account: Elbooking within 4rnonths of their stonge.

257

2077

15% 1

10%% 1

5% 1

0% -

GATLORD HO

Fefention bookings

(2)

19.55%
2.5%
2001 2002
24




GAYLORD HOTELS

What is the next challenge®

25




Opportunities to recapture lost prospects 7

38.5% of prospects lost over the last 6 months selected another City.

Reasons for Lost Prospects at all Gavlord Hotels

Mot in
Propery’s contral

It Property®s

control
10.1%
8.9 Apncther
Furnction city
Space 5_?% 35.5%
&0
Cuestrooms e
5.9%
In-houze 1.7% 12.0%
conflict
Ne Cancellad
Rezponse Brogram

26

Hote: Rec:ons in propethy ™: contiol include rote, F&RB guidelines not rnet, rate guidelines not met, negotive brand experience.




Expansion opportunities %

Satisfaction = Loyalty = Rotation = Growth

27

* fszociction ond conporote top cities. Sounse: 2002 Mestings MMatet Repor.




Gaylord Hotels summary oo

o Only brand focused solely on the meetings & convention segment
o Unique assets custom-tdilored 1o meet customers unigue needs

o Industry-leading customer service based onwell-frained &
incentivized workforce

» Superior customer knowledge to deliver continuous product & sales /
markseting improvements

» Expanding network of properties to capitalize on rotation

28







Grand Ole Opry

e AN Amercan icon with a 75+ year hertage as the cornerstone of
Country music

» Nationally and internationally renowned brand with extraordinary
Chvvareness and imagery

o 70 million “Country Lifestyle” consumers in the United States

o Opportunity 1o strategically position the brand and capitdlize on its
elasticity

o Non capitalintensive growth engine for Gaylord

3a




The Grand Ole Opry is among the most widely recognized “"Country
Lifestyle" brands in the United States.

West BRST
Midwest B9%,

South B3%

31




Consurmers describe the Grand Ole Opry with overwhelmingly positive
atftributes.

Legenddary
Al-Amercan
High quality
Traditional
Original

AlThentic

0% 20% 40% 60% 80% 100%

Bz Those who were of lecet somewhct fornilicr with the Grand Sle Doy numioers eflect percentage of those 32
wihio falt the ottribute: deschlbad the Cyary ek wadl ™ or sl ™ Source: Future brand July, 2002




Brand development & extension

Distribution is the first step:

Distribution ‘#’Glue to artists/
I record labels
Brand ‘

extension Atist demand
for appearance

Increased I

brand vulue High quality
content

33




Opry brand extension

o The building blocks have been established through allionces with
distribution partners

.‘r‘ Cuable Television
Terestrial Radio (Fi)

Terrestrial Radio (AM)

Terrestrial Radio (FM)

SIRIUSﬂ; Satellite Radio

o We are currently developing and / or exploring additional products
to capitalize on brand affinity and owdreness

s Recorded music s Television specials = Others

= Touring live shicwy = Retail products
34




Consurmers show strong wviews foward extending the Grand Ole Opry
orand.

Recorded music “
Restaurants
Collectibles
Clothing
D:}"E 2!‘2"% 40% 60% 80% 100%

35

Bose: Those who wiete of lecket somewhct farmilior with the Gromd Ole Oy Source: FutueBrand July, 2002




Grand Ole Opry summary

Extracrdinary brand awdareness from 75+ year heritage as
cornerstone of country music

wery positive brand imagery

High consumer receptivity for brand extension

Low-cost distribution channel for artists and record labels 1o reach
millions of fans; will insulate and reinforce brand quality

2]




GAYLORD HOTELS

Jay Sevigny
President, Gaylord Opryland Resort & Convention Center

a7




Challenges in 2001

» Experiencing declines in
= Star accounts
s Advance reservations
s CCCUDONCGY

» Challenge of opening a new hotel in post-2/11 ervironment

o Declining employes safisfaction and customer satisfaction

o What dicl we do. ..

s




Qur new vision

STAR employees delivering
flawless service to customers
seeking meeting, conventions

and leisure experiences

34
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Superior service

e Service bedins with the right leadership
« Jay Sevigny, President, Gaoviord Oprviand Resort and Convention Center
+ John Caparella, Senior Vice President, Gaoyvlord Palms Resort & Convention Center

« John Imaizumi, Senior Vice President, Gaviord Oprviand Texas Resort &
Cohvention Center

» Functiondl leadership at Gaylord Opryland Nashwville and the
Attractions upgraded

o A branded approdach to training our STARS to deliver flawiess service
o Al STARS hove completed our proprietary Service Basics Frogram

« Developed Gayiord University to ersure our leadership and fraining efforts are in
kesping with our vision ond culfure

o Guest-satfisfaction ncentive plan implemented to reinforce our
principles and commitment of providing flawless service A0




Guest satisfaction AT

» We medsure customer satisfaction through an outside firm

o Qur oufstanding service experience rose Across our network from
767 N 2001 1o 88% in 2002

 The number of guests who rated Gavlord an excellent
price/value expetience rose from 4% in 2001 to /6% in 2002

e AS aresult, a guest satisfaction-based incentive bonus was paid
N 3Q02, 4002 and 1Q03

» Todate, the company has paid out o combined 3543k in guest satisfaction
bonuses at the two hotel properties

a1




Superior product AT

» OUr properties logistically meet the needs of our target customers —
meeting planners and convention attendeess

s Generous meeting space per hotel room is a distinct competitive
advantage over our competitors

» Froduct enhancements have been made to provide flawless service
cnd 1o excesd our Clients’ expectations

Food & Beverage product guality

Froprietary advanced meeting planner communication system

Kiosk/Express Check-out

online Electronic Lock Systern

Espressol Systern

Ernail Confirmmations with Attractions Marketing

Astro Vision Picture

Stedlth Check-ins

Marketing Consulfancy 47
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Awards & recognition —Gaylord Opryland._,, ...

» Honored with the prestigious “Gold
Key Elite" award by Meetings &
Conventions magdazine

o Old Hickory Steakhouse awarded
the prestigious DIRONA Award

o Nationdl media coverdge:

@

. Ll sk s ey
» President George W. Bush was the Ay ol
keynote specker at the NEB ) Ebunsﬂmh

conference L Al . R D

» The Food Network fimed a segment of : b, ot
Food Fight featuring Executive Chef
Feter D" Andred

s Hosted CBS Wheel of Fortune Taping for
ter shiows

s Feoturedin USA Network’s production
of Nashviile Star

s Refiections in Block, o Goylord Hotels
sponsored exhibit at the Frist Center,
generdted positive exposure




Awards & recognition — Gaylord Palms *

..... CAYLORD HOTELS

- 't’_ -
o AAA Four Diamond Award 2003 @5”‘“‘; %‘“ ;".
- \Clwa
» Pinnccle Award 2003 @zw DINNACLE A
- [NNACLE AWA
s [nCentive magozine Platinum 200

Parther cward

e Digital City: Best Breakfast, Best
S5pd

e Society of American Trawvel
Writers wisit in Now. 2003

o 2003 Larson Award

o National TV Price is Right,
Elimidate

44
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Financial discipline and results
2003 vs. 2002 Financial Performance
January 2003 LRI « Compared To prior vear, 1
Revenue §IB022.010 §$13144599 4287701 \
EBITDA § 3262841 § SEBEO4 § 2,676,147 showed marked improvement
Incremental Flow Through N Revenue Qﬁd EBITDA

s AE% incremental flowy through
February 2003 2002 Variance )
Revenue $19979572 316756566 42223306 e Fopvordble Jroup business and
EBITDA § 6144765 § 4029646 $2,115,119

responsible fiscal management

Ineremental Flow Throagh |ed TO-

s [1.5% point incredgse in EBITDA

March 2003 2002 Variance morgin
Revenue §20017 943 §15964219 § 4,053,724 L ,
ERITDA § GB4TE07 § 3F20824 $ 3,226,783 » 3.0% point improvement in Rooms
profit rmargin
e tal Flow Throug! B0 o .
ferementat ow Thratgh = 10.7% point improvement in F&B
profit margin
1zt Ot 2003 2002 Variance
Revenue §55 020225 §45 065484 $9,154,741
EBITDA §16256 213 § B237164 § 801849

Incremental Flow Through B85 A5




GOylord Opryland Nashville %

« The crown jewel of the -
Gaylord Hotels family, this W
showcdse resort lavishes B
guests with genuine
Southern delights and
hospitality

» Themed atriums include:
= Magnolic
s Gorden Conseryatory
» Cascades
= Delta

46




2

GOYlord POlmS GAYLORD HOTELS

o Just minutes from Disney
World in Kissimmes-5St.
Cloud, this magical
property invites guests on
a spirited journey of the
Sunshine State

» Themed atriums include:
= fey West

s Bverglodes
= 5 Augustine

a7
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CAYLORD HOTELS

Mesting and
Comvention

Eriironmment

Enterfainment




GATLORD HOTELY
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bservations
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CAYLORD HOTELS

j{ible meeting space A

» OUr meefing spdace to guest room
ratio s the best in our industry

o “"Hotelwithin a hotel” can be
accomplished

o Cur hotels can handle multiple
aroups of varying size with
distinctive needs at the same fime

fMagnolia Boardroom
Saylord Opryland Resort & Convention Center

2,

Presidential Ballroom a3

Gaylord Opryland FEesort 8 Conwvention Center




: e
Square footage comparisons n

Gaylord Hotels average 241 square feet of meeting, exhibition and pre-
function spdce per gueast room.

Hotel Total Space Rooms Space/Room
Gaylord Opryland Nashville 600,000 2,881 208
Gaylord Opryland Texas™ 400,000 1,511 265
Gaylord Palms 400,000 1,406 284
Whyndam Anatole 315,000 1,614 195
Disney Swan & Dolphin 254,000 1,509 165
Chicago Hilton 234,000 1,543 152
Adam's Marlk Dallas 230,000 1,842 125
Marriott VWorld Center 214,000 2,000 107
Westin Diplomat 209 000 998 2049
Fountainebleu Hilton 120,000 920 207

fSaplord's competitire hotels do not include facilities in Las Vegas, Reno, or Atlantic Cily.

Opening Apri 2004

54




CAYLORD HOTELS

fﬂguraﬂon options | *

CONFERENCE
SERVICES PRESIDENTIAL PORTICO PRESIDENTIAL
TEHH£SSEE l L=t S .- Rm“ GquRHDHFS
: / | BALLROOM
<t

GALLERIA LOBBY B ‘B C D

1§ / CHAMBER

v i RUSTYS - STAGE m

- — ‘YEHIKCLE
PRESIDENTIAL BUSESS SERVICE | access
L CHAMBER |2

umnmu TELEPHOMNES & / §

RESTROOMS
DELTA ——*
BALLROOM
/ . T S |1 D

LEVEL 2 TO DELTA ISLAND J r-'“\..,‘

Gaylord Opryland Resort & Convention Center 58
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CAYLORD HOTELS
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GAYLORD OPRYLAND TEXAS

RESORT & CONVENTION CENTER
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Dpryland Texas — January 2002 ...




CAYLORD HOTELS

Opryland Texas — April 2003




Gaylord Opryland Texas
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CAYLORD HOTELS
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CAYLORD HOTELS

éféfined marketing message *
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élopmen’r *

CAYLORD HOTELS

Launched re-designed Gaylord Hotels and Gaylord Opryland welbsites.
o Consistent brand look and feel across properties

s Nesting spoce guide

s 340-degree views

o
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Walcoma To Gaylerd Hotals

WELCOME

Welcome To Gaylord Hotels

Gaylord Hotels comprisa a family of . . &5 Print This Fags
three extraordinary properies, E-Mail Thiz Page
providing guests and stbendees the E ! i
finast in state-of-tha-art mastings and
convention fadlities, luxurious

Gaylord Opryland sccommodations, and entertainment.
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CAYLORD HOTELS

brand image *

Extended consistent brand look and feel across attractions and direct
mail marketing.
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GAYLORD

ENTERTAINMENT™

David Kloeppel

Executive Vice President & Chief Financial Officer
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GATLORD HOTELS

Large group focus A

82% of our business comes from group business.
19% of groups generdte 877 of group room nights.

Group

Total Room Nights Groups Room Nights

18% Non-Group

FiE

82% Group
121

127

O Star (400+)
O Target (201-599)

B Exec. Migs. (10-200) 79

Hote: Infornotion bossd on 2002 oocuponcy.
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Customer characteristics

A large association segment contribution provides revenue visibility and
stability.

Customer Segmentation Averdge Booking Window
5 -
4.2
18% 4 4
1% 3 1
49% e 2.5
x 2.1
- 2
22°% 1.
B Associalion
O Corporate 0 1
O Other Group
O  Leisure

73

Hote: Infarnotion bossd oncurent bookings forall fotoe pehods.




Life cycle of a booking

S

Measuring the pipeline and its components provides indications for
future occupancy.

Informction
Eecuest

fMeet rate guidelines?
MMesting space ratios?

A ailabzility?

No

Yes

&7 weeks

>

Prospect

Yes

Contract proposed?  m——

Mo

A

Tentative
Yes

Contract signed?  e—

No

Tumdown / Cancel

Mew Definite
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New prospects
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INnventory of prospects

Inventory of prospects has been incredsing over the last vear.

Prospect Inveniory

2,500,000 4

2000000 4

1,500,000

Foomnights

1,000,000 4

500,000 4

2602 aG02 4C02 1G03
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Conversion

Conversion ratios have improved over the past 18 months.

Corversion Ratio of Prospects 1o Definites

257

30

257 ]

207

15

107

—8— Trailing a-meonth averags




Conversion

*

GATLORD HOTELS

Small changes in conversion ratios produce meaningful iINCreases in

future revenue.

New prospects / veadr (room nights)

Conversion rafio change

Room nights

ADR

Food & beverage

Future revenue impact

7.2 million

15

/2,000

$150.00

$150.00

321 .6 million

78




New defin

Foomnights [000)

130
140
140
120
100

80

Al
40

20
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Total RevPAR drives operating margins ﬁ

Exam ple ADR +5% OCC +5%

Drooupanoy T5 0% FTEOER Ba%
ADR $13000 $157.50 F1a0.00
RewFo R F112.50 $1158.13 F118.13
Food & beverage PAR $a8735 $37 .35 $21.7
Cther FAR $35.05 3505 $3880
Total RevF AR $23490 $240 52 F246 64
Food & beverage per Ocoupied Room $11646 $116.46 F11 648
Othear Revenue par Qc cupied Rootm $46.74 46,74 4674
Total Revenue per Occupied Room $313.20 $320.70 $313.20
Revenues

Roorms $176.0 $1848 $1848
F&B 136.7 1367 143.5
Cther 548 548 578
Total Revearnes $367.6 $376.4 $3859

Operaling Margin

Rootms 0T $135.5 $1423 $142.3
Fab 350F 47 475 502
Other 20 0F 155 155 16.7
Total $199.3 $206.1 $2003

Hote: Biaamiple cose is for discussion punooses anby . Assornes onbe Polbng and Opryland Hoshville rooie ars in sehice. a0
Business mix and operoting rongin: ae indicotive of Soylord Hotels buzivess model but ae not indicotion: of historical

of future operoting perfornonce.




EBITDA sensitivity A

GATLORD

The following table highlights the impact to EBITDA from changes to
cerfdin operating metrics:

(% millions)
10,000 room nights =%1.5
1 occupancy point =32.3
$1 ADR =%1.1
1% incredse in EBITDA margin =33.6

81

Hate: Azsurnes only Palrns and Opryland Hoskille in operation. $150 average ADER, $1.50 FAR and ather revenue cnd S0% cverage roargin.

{
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Attractions — how we make money » f:

» The Attractions segment is comprised of a numiber of businesses

s Grand Ole Opry » Generdl Jackson Showboat = Grand Ole Opry Tours
s Byrman Auditorium = Corporcte Magic » Acuff Theater
s Springhouse Golf Clul = Wildhorse Saloon m WS- A

o Having one-of-a-kind atfractions create a “unigque destination™ that
is appedling 1o meeting planners and distinguishes us frorm our
competitors

o Provides pricing flexibility allowing us to leverage them as o
“sweetener” when competing for g large hotel contract; attractions
discounts can be used 1o Close o contract and protect our hotel rate
INfegrity

o Opportunistically leverage attractions to credte promaotional
opportunities creating hotel brand exposure and sell room night g;
packages (l.e. Nashwville Star)




Attractions — how we make money e

(continued)

s FPockage room nights and attractions 1o stimulate transient and
group leisure segments

» Generdlly correlated with the to-line growth of our Gaylord
Opryland Nashwville property

o Target segment EBITDA margin of mid-to-low teens

o Grand Ole Opry will drive segment growth over time

g3
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Balance sheet GAYLORD

ENTERTAINMENT™

(1

Debt outstanding [ milions] 1&03 Fro-forma

CMBS [THN) 2.2 212
Mezz (TN) £6.0 £6.0
Zenior Bank (FL) a0.0 0.0
Senior Bank {FL/TX) 0.0 150.0
Mezz [FLITX) 0.0 50.0
Copitalized leqses 1.7 1.7
Total debt 338.9 478.9
Net debt 275.] 2242
Net debt / EBITDAR! 4.2x 3.4x

[1] Prodfowna forrodio sale (anticipoated fo closs in 3002 ) and closing of kbonk fincncing.
[2] Defined as total dekt les: cash and equivakents of $63 2 milion and $2.54. 7 million, respectivety, for 1 305 and protonno, 85
[2] Loast hweslve rronths encied ERITDA.




Financing strategies for future development . .0 ..

o A5 the Gaylord Hotels brand contfinues to mature, we will evaluate
ways 1o unlock capital from our redl estate holdings 1o accelerate

arowth.
s Recycle capitalinvested inrecl estate

r |ncrecse returns on invested capital
s Move tojoint-venture f monagement fee model

s We will also continue to utilize cash frorm non-core asset sales to fund future
growyth

g6




Non-core assets

Bass Pro Shopos

MNashville Predators

Oklahoma Redhaoparks

Various redl estate

Ownership
19.0%

12.8%

7675

GAYLORD

ENTERTAINMENT™

g7




Bass Pro Shops profile

o OUtdoor products category-killer
e 16 stores in 10 states; primarily in eastern United States

o Adding 5 new stores by yvedr-end 2003 and af ledast 5 new stares by
2004
o Owhnership structure:
GET 19.0%
JW Childs 28.5%
Jobinry Morris and offiliates 52.5%

g8




Guidance GAYLORD

ENTERTAINMENT™

o We remdadin comfortable with our previously issued guidance
= Q22003

RayPAR = 7% - 5% growth

revenus = F100 - $103 milion

EBITDA = $14 - $14 million

CAPEX = $a0 - £68 million

» 2003
" RevPAR = 4% - 7% growth
» CAPEX = 5230 - $235 million

s Future BevPARE bosed on current booking Trends and assurning no significant
2CONOMIC recoveny:

= 2004 = bazically flat o 2003
= 20052007 = high single-digit growth each wear

g4




Vision for the future GAYLORD

ENTERTAINMENT™

Today Tomorrow
$‘=' M
GAYLORD HOTELY GATLORD HOTELY
v O propetty platform « Extended propery platform
¢ Mozcent brand ”|:| + Developed mesatingr-bazed brand;
recoghized gz expers in masatingz

v nverted own capitalte prove busi
buzinezs model HaIn S
+  Relationzhips with capital partners for

v Significant real estate eownerzhip arowth

. : ionshi 3-5Years
Extensive customer relationships + Unlock capital from real estate holdings

« Leverage custemer relationzhips to

" buildwalue through product
|:||:| improvements f exdenzions

+ AN, cable, satellite o
distibution complets
«  Fii distribeotion limited

_ +  Fi AN, cable and satellite
* Limited product set distikution complete

+ Broadproduct zet and licenzing
relationzhips

Non-Core

— e . =11
ﬁwﬁ %\U @ Mon-Core Assels Monetized




Investment considerations GAYLORD

ENTERTAINMENT™

:3\;3 » Large market opportunity ($84 billion)
A = Superior product offering
reRm e » Well-seasoned rmanagement team
s Strong revenue visibility / stability

= Significant growth opporfunities

s Lorge morket opportunity (70 million *Country Lifestyle™ consurners)
GRANDOLE » leading industry brand

OPRY = Mamy unutilized ossets

s Low capitakintersive means of growth

s Significant “hidden™wvalue in non-core assets and construction in
progress

Other

a1




EBITDA reconciliation to operafing GAYLORD
income ENTERTAINMENT™

i} millicng)
Lest Twelve Maonds Ended 102003
a0z 2002 1303 LT Af, 1203 LT A0 10302
3 hhargin 3 Mhargin $ Mhargin $ Margin 3 Margin
Consolidated Revenue $ w7 $ a0s53 $ 1144 $ 4200 $316 8
Operafing hoome | {Los) F (157 157 Fo234) EE%O% 50 43% § 25 0% $0383) -120%
Flus: Deoreciction & Arnodizotion F o152 1538 F 65 13%%  § 148 127% § 5558 133%  $ 443 140%
Plus: Fre-Opening Caosts § 54 s4% § 2% 22% 0§ 14 14% 0§ &1 128§ 195 2%
Plus: Mok Coish Pesion Chorges $ =z zam § 23 osm  § - oo%  § - oo%  $ 22108
Plus: Hon-Cosh Lecse Expense $ 15 1% § &5 16% 0§ 18 14% § 65 16% § 18  05%
Plus: Mon-Cessh Mewning Rights $ o0z 0§ 10 03% § 03 02% 0§ 10 0z% 0§ 11 03%
Consolidaked EBITDA %103 0.2 % B30 1271% & 230 20 1% & &LT 1E6% 3 318 10.0%%

[1] ERTDA cainidd ERITCUA prcirging should ot be considerad o an dtemctive to any mecsure of pedformoancs s prornulgoted under
accounting principle:s generolly acceplted inthe United Stote: [such o operating income, net incorne or coch from
operotions), nor should they be considerad as an indicotor of our cverall finoncicl pefornonce. ERTRA does not fully consider
the mpoct of inveding or fincncing tronsactions, as it specifically exclude: depreciction and intem:t changes, which should g2
also ke considersd in the ovenall evaluotion of our esults of opertion:. Surmethod of colculating ERTDA oy be differsnt
frarn the rmethod uzed by other cormpanie: and therefore comparabiliy ooy be limited.
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