


Filed by Gaylord Entertainment Company

Pursuant to Rule 425 under the Securities Act of 1933
Subject Company: ResortQuest International, Inc.
Registration Statement No.: 333-108890

This document is being filed pursuant to Rule 425 under the Securities Act of 1933 and is deemed filed pursuant to Rule 14a-12 under the Securities Exchange
Act of 1934.

This filing relates to the proposed merger pursuant to the terms of that certain Agreement and Plan of Merger, dated as of August 4, 2003 (the “Merger
Agreement”), among Gaylord Entertainment Company (“Gaylord”), GET Merger Sub, Inc. and ResortQuest International, Inc (“ResortQuest”). The Merger
Agreement is on file with the Securities and Exchange Commission as an exhibit to the Current Report on Form 8-K filed by Gaylord on August 5, 2003, and is
incorporated by reference into this filing.

Additional Information About This Information

This communication is not a solicitation of a proxy from any security holder of Gaylord or ResortQuest. Gaylord and ResortQuest filed a registration statement
on Form S-4 with the SEC in connection with the merger. The Form S-4 contains a prospectus, a proxy statement and other documents for the stockholders’
meetings of Gaylord and ResortQuest at which time the proposed transaction will be considered. Gaylord and ResortQuest mailed the proxy statement and
prospectus contained in the Form S-4 to their respective stockholders on October 13, 2003. The Form S-4, proxy statement and prospectus contain important
information about Gaylord, ResortQuest, the merger and related matters. Investors and stockholders should read the Form S-4, the proxy statement and prospectus
and the other documents filed with the SEC in connection with the merger carefully before they make any decision with respect to the merger. The Form S-4,
proxy statement and prospectus, and all other documents filed with the SEC in connection with the merger are available free of charge at the SEC’s web site,
www.sec.gov. In addition, all documents filed with the SEC by Gaylord in connection with the merger are available to investors free of charge by writing to:
Gaylord Entertainment Company, One Gaylord Drive, Nashville, Tennessee 37214, Attn: Investor Relations. All documents filed with the SEC by ResortQuest in
connection with the merger are available to investors free of charge by writing to: ResortQuest International, Inc., Suite 203, 8955 Highway 98 West, Destin,
Florida 32550, Attn: Investor Relations.

Gaylord, ResortQuest, their respective directors and executive officers may be deemed participants in the solicitation of proxies from Gaylord’s stockholders and
ResortQuest’s stockholders. Information concerning Gaylord’s directors and certain executive officers and their direct and indirect interests in Gaylord is
contained in its proxy statement for its 2003 annual meeting of stockholders. Information concerning ResortQuest’s directors and certain executive officers and
their direct and indirect interests in ResortQuest is contained in its proxy statement for its 2003 annual meeting of stockholders. Additional information regarding
the interests of these participants in the merger is available in the proxy statement regarding the merger. Investors can obtain free copies of these documents from
the SEC’s website, Gaylord and ResortQuest using the contact information above.




On November 13, 2003, management of Gaylord made a presentation to Morgan Keegan, Inc. The following is a series of slides used by Gaylord management in
the presentation.




Gaylord Entertainment Company
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GAYLORD

EMTERTAINMENT™

The information contained in this slide presentation is summary information that s
intended to be corsidered in the context of SEC filings and other public
announcements made by Gondord Entertainment [the "Compary]. by press release
or otherwise, from time to time. The Company undertakes no duby or obligation to
publichy update or revise the information confained in this slide presentation,
although it may do so from fime to time as management believes ik warranted. Ay
such updating may be made through the filing of reports or documents with the SEC,
through press relecses or through other public disclosure,

This slide presentation containg statements oz to the Comparny’s belief: and
expectalions of the outcome of future events that are forward-looking statements as
defined in the Private Securities Litigation Reform Act of 19945, These forward-locking
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, business levels at the Company® hotels, the dbility to successfully
complete potential divestitures, and the ability to corsummate the financing for new
developments. Other factor that could cause operating and financial results to
differ are described in the filings made from time to time by the Compoary with the
securifies and Exchange Commission.  The Comparny does not undertake ary
obligation to release publichy ary revisions to forward-locking statements made by it
to reflect events or circumstances cocuring after the date hereof or the ccourrence
of unanticipated events.







GAYLORD
The new Gaylord

Gaylord Entertainment

LTM PFl!) Revenues: $414.8 million
LTM PF Adj. EBITDA (2 $85.0 million

Hospitality Attractions and Opry ResortQuest® Corporate and Other
LTM PF Revenues: 53483 LT# FF Revenues: 360.% LTMA PF Revenues: 31873 LTAA FF Revenumed: 503
LTM PF Adj, EBITDA; $98,2 LTM FF Adj. EBITDA: .6 LT PF Ad). EBITDA: 5140 LTAA PF Ad). EBITDA:  5(34.0)

* leaderinthe $115 » Attractions segment « Largest parficipontin » 19.1% ownership interest
billion meetings suppoarts hospitality the $10 billion in Bass Pro Shops
segment vacation v 12.8% ownership inferest

v Total number of large condominium and in Mashvlle Predaters to
group meetings is home rental properties  pe sold
24,000 per year P marke v Includes corporate

SHDENSES

(1} The profarma LTM Infarmation presented has been prepored to glve effect fo the campany's 8% senlor notes and the
appicafion of their proceesds, and the sropased merger of Gaylord and Resod Quest, the sals of the baa FM radic
satiens completed in July 2003 and the joint sales agreemeant,

[2) jee definition and reconcilialion of Adjuded EBITOA b end of presenialion

(3 Demand Assesment Study, tolal direct spending

[4)  Mote that the ResortCuest transocton has not yet clessd




GAYLORD HOTELS




Gaylord Hotels - overview AT

» Gaylord Hotels is the only lodging brand focused solely on the large
group meetings segment of the hospitality industry
— market estimated o be $115 billion 1)
— our core customers are meeting planners who service lorge groups (200+

pedk room nights)

» We provide custom-tdilored solutions fior our customers’ unigue needs

» OUr customers offen have a rotational pattem, as they change the
location of thelr meetings around the country from yedr 1o year

» We will continue 1o win the long-term loyalty of our customers and
further strengthen our sustainable competitive advantages

[1] Goylord dernond czssssmment shochy




Gaylord Hotels - product scale A

Qur hotels are large and nationdlly-recognized. Unigue enfertdinment
options inside each property are supplemented by local destination appedl.

Guest Convention &

rooms meeting space Restaurants
Gaylord Opryland Nashvile 2,681 £00,000 s5q. f1. 12
Gaylord Padlms Flordd 1,406 400,000 sq. ft. 3
Gaylord Opryland Texas 1,511 400,000 sq. ft. 4

[1] Includes & fad food mstaorcnts in the propety™s food coort




Hotels - properties

CAYLORD HOTELS

Gaylord Opryland Texas

State -of-the -art meeting facilities Indoor alrivms [/ entedtainment




Nashville attractions %‘é




oup meetings drive occupancy-mim

The majorty of Gaylord's customers corsist of large group
associations, frade shows, and corporate meetings

Contracts provide for average daily rate, rooms occupied, and food
and beverage needs, which leads 1o enhanced revenue visilility

Hon-Group
18%

TOTAL ROOM NIGHTS e -
Group ’,/
2% S 0%
."'#’ .r‘I
e '3
- e
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- ’
- i
ff Jn’
' {::- ‘,rf EE%
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Groups Group
Room Mights

BExec Migs (10-200)
Target (201-2937

Haote: Infornotion bossd on 2002 occuponcy

Star (600+)




Large meetings book 3-5 vears in advance oo

= Long lead times provide great visiollity and predictability 1o future

perods
CUSTOMER SEGMENTATION MEDIAN BOOKING WINDOW
B
18%
4 a7
3
11%
b
2
1
22%
0
= Ascociation Corporate = Other Group Leisure

Hote: Infornation bossd on corrent bookings for cll future pedocs




Target customer creates differentiation '};)f

GAYLORD HOTELS

* Gaylord has consistently outperformed the hospitality sector,
demonsirating the strength of the business model and the unigue
characteristics of the convention hospitality niche

- Evenin the wake of 9/11, Gaylord delivered strong operafing

performance
2002 vs. 2001 RevPAR YOY% Change 1H 2003 vs. 1H 2002 RevPAR YOY% Change
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Torge’r size: Peak night of 600 - 2,000 *

_____ GAYLORD HOTELY

= The 24,000 Annudl mesetings with o pedk betweaen 600 - 2,000
roomnights represent 26 million roommnighits

» Association business accounts for the lion’s share of the roomnights in
this size category

ANNUAL MEETINGS PEAK 600-2,000

Total Meetings: Total Roomnights:
24,000 26 Million

54%

# of Events # of Room MNights

m Associations O Caorpor ate




Limited dll-in-one place competition .. ﬁé

o Gaylord's hotels are uniguely positioned against all other large
hotels — Las WVegas included

e Gavlord owns 3 of the & hotels in the all-in-one place gquadrant

LS. COMPETMOMN - 92 HOTELS

Space per Room vs. Rooms

3

< vlord Hotsln
8 ot g 1 Comp Bet P
e oqmn Comp Set ‘m

39

E
2
£ oo All-in-one Place
E
250
m{*,
" &
i oG 1800 25mM B 1] 9 S5
Rooma
furl
& i




Municipal competition

= Forthe 1- 2,000 pedk roomnight meetings, meeting planners are offen
ursdtisfied by the lack of d headquarters hotel, lack of “credture comfort
amenities,” lack of contfrol over the totdl environment, and incredsed
logisticdl issues at municipdl properties

COMPETITIVE LANDSCAPE

Group Size (peak room nights) 0600 600-2,000
Municipal Municipal
Conventioh G::#EOSSD Convention GHA:.:': :;D
Centers Centers
Adeqoacy of Rooms v ¥ v v
Adegaacy of Wkeeting Space ¥ ¥ v ¥
Ease of Logitics ¥ ¥
Comtrol of Service Envitonment ¥ ¥
Ability to Rotate ¥ ¥




Gaylord Hotels — brand development ﬁ .

Target customer behavior drives our orand development

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

1l

Sustainable
Advantage




The core of our strategy

» The Service Profif Chainis the roadmap o our success
» Future growth and profitability begins with our Employees

\/
Empowering Satisfied Lo Higher
= ydal L
Emg:gy;:-:rs Workforce = Workforce =| Picg:’ecéltgtr?
Employes Wcl;r?(?:c?rlce PrDHcii%gﬁ:ri’r _‘v'qlue fo
Sdatisfaction Y Customer

Greater . Customer

Higher —

S Customer e

Hiaher e d Sdfisfaction |Eem REVENUE
g = Customer

&
Loyalty Profitability

Customer
Satisfaction




Customer safisfaction is improving... ?‘h

« Customer and meeting planner satisfaction are measured by
an outside firm
* Both have increased dramatically since 2002

Gaylord Opryland Owerall Staff: Friendly, Helpful, Prompt
Source: Unifocus, Guestscope 2002-2003 data

Level 111 Payout

aa
Giuest Satisfaction ? ; 03

g | Program Initiated | >
Level 11 Payout /
a4 1
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and pipeline improving... %;

GAYLORD HOTELS

= Bookings in 2002 iIncredsed /3% over 2001 and surpdssed 2000 levels
» Az of September 30, 2003, bookings are up 20% over 2002 levels
= Tenfdfive and prospect levels have incredsed and dre at record levels

Tatal Het Definites Booked Tentatives and Prospects Inventory (1)
1.4 \ 36 .
o ! 0] 1
|

E 1.2 i E an i
E 1.0 : E 24 :
=N ¥ ! = i
m | R 1
Lok | o i
= ' ER ¥ !
E 0.4 I E :
o ! o |
202 | & 08 :
I 1
0.0 ! i i

2001 2002 9 Monthe 9 Months 2002 8 Months 8 Manths

953072002 930/2003 9302002 QrAN2003

[1] Tentatives and prozpects inventory wers not fracked piorto 2002




Rotational bookings improving ...

» We are capitalizing on the rotational nature of our customer

ROTATION BOOKINGS

Gaylord Hotel Rotation Bookings (1)

0% -
E0%%

1]
Al
I 2704

a0 e 3% % 2%
20%

20 A 1%
10

Q200 40 2004 1@ 2002 20 2002 2200z 4 2002 G 2003 g zooz 3 2003

[1]halti-property roorn nights os o percentage of fotal Star account roorn nights




Gaylord Hotels — expansion a}j

Satisfaction = Loyalty = Rotation = Growth




4

How do we gain a greater footprinte

We DO NOT commit to projects before
financing is available

«  We pursue projects that have a minimum financial criteria of a 12%
unlevered daffer tax rate of retum

» Werecycle capital invested in our properties 1o fuel our growth

+  We pursue development parthershios 1o utilize redl estate investors’
funcs







= AN AMetican icon with a 75+ veadr hertage as the cormerstone of
country music

= Opportunity to stratedically position the brand and create
gredater brand elasticity

= 0 million “*Country Lifestyle™ consumers in the United States
= One of the most widely recognized brands in the United 5tates

i}
Mortheast 72%%

Midwest 89%%

South 83%%




Distribution Is the key — growing familiarity %

Cable Television (US)
R=aches 25 million howseholds

Coble Television {(Canada)
Reaches 8 million households

Core Proposition

I ‘ Wioilue to adists)

record lokels

Teneshial Rudio (Fivi/ A)
205 stations; 2 million weekly
COnsumers

| WESTWEOD GNE )

Distribtion

L] Temeshial Radic (Fiv)
CLPAL LIS 29 markets

Teneshial Radio {Fivi)
R=aches 0.8 million
consumears: military bases

Increcsed brond fMiﬂ carroind
vallue OF CDpRECrtnGS

N. 7/

Higgh cqucility
content

«  Temeshial Rudio (A,

.

mﬁ;su Internet)
= 33 states and pards of Canada;
internet sheam

Satellite Rudio

sIRIUS Reaches 0.2 million consumers
Sz libe ol




Merchandising and licensing

Braund Extension

Communicabe Ownead
& Operated Businesses

Core Proposition

Listibtion . h’uluc to artistsy

recard labels

Artist demand for
appeamance

Increazed
brand walus

~

iZoylord Hotels

Attractions

158n0 11058y

High quality
content

Taourin

Entertainment Products
¥ Audio studio project with Bkl

YAudioMideo projects of
bluegrass, gospel, comedy, efc.

¥ Cracker Barrel distribution of
audio product

¥ Branded Gibson musical
instruments

¥ SO0 touring show
Lifestyle Products

¥ Outdoor lifestyle products
distriibuted by Bass Pro Shops

¥ Collectibles — coins, plates, ete.
v'Food Products

¥'Print publishing - cooklbook and
calaendar

¥ Slot machines
¥ Lottery games
SO0 Bank One Wisa
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RESORTQUEST
[ NTERNATIONAL
RELAX.




. . 3
ResortQuest International overview ResonrQuesr

HTERMATIOMAL

ReLax

+  ResorfQuest ("RIT) maintains the leading market position in the
vacation property management industry — a $10 billion market )
- The only nationwide branded network of properties
- Manages over 20,000 rental properties

» Combined real estate value of more than §7 billion
- Controls 4-5% market share
+ MNext largest competitor is ~20% of RIT's size
— Books an average of 450,000 family reseryations per yvear

+  Seasondl and geodraphic diversity
— Froperties in 14 states plus British Colurnibic

* Located in more than 50 oremier beach, mountain, desert, and tropical
locations

- Maonoges bothwinter and sumner destinations to minimize seasonality

*  Non-cdpital intensive business

- Capital expenditures averaged less than $10.0 million over each of the lost
4 wedrs

(1) Based on estimated gross lodging revenues




ResortQuest acquisifion rationale pRET

*  Provides competitive advantages in the property vacation
mandadement market via RIT's market leading position

— First rover advantage

— Immedidte scdle

— Industry expetience

— Important customer relafionships

«  Significant growth opporfunity with limited capitdl expenditures

Opportunity 1o build unigue vacdation property delivery system oy
marketing 1o multiple Gaylord custorner bases

»  leverage Gaylord’s brand expertise

— Trarsform RZT into a national brand synonymaous with d supenor
vacdtion home rental experience

— Drive additional demand into network




: %
Gaylord customer interface ResonrQuest

INTEAMATIONAL
RILA

The significont volurne of custorners associated with our various business es gives Us

the ability to copitalize on tremendous cross-selling activity into EesortGuest
properties.

Gaylord opryland Nashville Gaylord Falms
[TH] [ FL]

= 0,000+ quasds fyear
= Upgcale cudomarbase withmaors

dizspozable incams
= odande markat

= Limilion guests fyear

d Cpryland Texas

18 1% awnership interest in company
= large custamerdatabase (2 millian)

= Cugomars generally hawe active
lifeshyle

=000 0+ guasts fyear
= [allas maket
Simulate demand

Quest

Grand Qle opl
media

= ihort widely known platform for Sountry music
!

= Large listenerbazs
in the wa *  Channel reaches 22 fater and
= Miliors ofwesklylitbenars parts of Canada e ach night
= DPistibtion:

= Great Amencan Sountry (18 millon
houszehalds reach] L. 5
- Westwood Sre Flsyndication (1046 statiors) i'g';ﬁmf::* secbrandsd mateting

i P‘jrrncd FDN?“ Rm:!lo = Mhajoralliances include Coca-Cola, Yiza,
» Sifuz $atelite Radic Bmencan Bpress, Smanican fidines,
Southurest Sidines, ATAT, Bellfouth,
<ingular, Hertr, ¢ffice Pepot, ate.

= fodiences in Spry House
R




. e : %
Financial impact of brand maturity ResorTQuts:

» There is d sighificant opportunity for Adjusted EBITDA growth as market
share escalates and margin improves.

($rmm)
Gross Adjusted EBITDA margin G)

Shareof  lodging RZT mgmt.

industry ¥ revenue fee ¥ 15% 20% 25%
4% $480 $168 $25 .2 $33.6 $42.10
6% 720 252 378 504 g3.0
8% 960 336 504 67.2 84.0
10% 1,200 420 3.0 4.0 1050

[1] Assurned for iludrative punposes . Anclysis assormes the industry raches $12 kilion in gros lodging evenue over the nest five years.
(2] Potenticl RIT rionogernent fee mvenue assuring 25% monogerent fes,
2] Show: Adjusted ERITDA pedonrnonce ot vorging kEvels of Adjusted EBITDA mhcigin.




L GAYLORD

ENMTERTAINMEMT™

Owhnership
Bass Pro Shopos 19.1%
MNashville Preddators 12.8%

Yarious redl estate




Vision for the future GAYI;OMRD

Today Tomorrow
4 %“
e ¢
GAYLORD HOTELS GAYLORD HOTELS
" 3propery platform " Extended propery platform
" Invested own capitalte prove ' Capital parther relatienzhips for growth
businezs model v Unlock capital from real estate holdings
v Significant redl estate cwnerzhip v Leverage custemer relationships for
v Extenzive customer relationzhips product improvements / extensions
3-5Years *
% I
- MTE k.; {_ AT
v Dominant brand in the wvacation
|:||:| property management industry
 AM, cabkle zatellite . . .
distibution complete Integrated marketing plan with all of

Gavlord businesses
v FM digtribution limited

' Limited preduct zet m

Non-Core v Digtibution retwork complate

" Broad product zet and licensing

o L%ﬁu @ relationships

Mon-Core Assets Monetized




Overview of cperating/financial metrics




Adjusted EBITDA sensitivity AT

Adjusted EBITDA s sensitive to changes in certdin operating metfrics

(% millions)
10,000 room nights =%1.5
| occupancy point =323
31 ADR =%1.1
1% increase in Ad). EBITDA margin =33.6

THESE ARE NOT MUTUALLY EXCLUSIE

Haote: Assurmes only Palrns and Opkyland Hoskville in operation. $150 averacge ADR, $150 FER and ather revenue, and S0% civardce mndrgin.




Guidance

Gaylord Hotels
s Y2003 RevPAR
» FY2003 Capex
= FY2004 RevP AR 1
» FY2005-07 RewPaR (1)

ResorQuest
s FY2003 revenue
= FY2003 Adj. EBITDA margin

GAYLORD

ENTERTAINMENT™

4% to 5% growth
F230 1o 3240 rillion
estimcted o be flat

high single-digit growth each vear

$150 - $155 million
127 range

(1] Bazed on current booking trends and azsvming no significant sconemic recovery.




GAYLORD

% in millions

Gavylord financial reconciliation N TRRTAINM RS
Gaylord Entertainment Company: PF LTM 2Q03
Income (loss) from continuing operations 31.499

Frowvision (benefit) for income foxes 2787
Dther gains and losses (1.577)
Unredlized gain (loss] on derivatives (57.378)
Unredlized gain {(loss] on Vigcorm stock 7812
Inferest expense, net 55,178

QOperating income / {loss) 58.507
Depreciation 58,771
Arnorfization 8.284
FEestructuring charges, net (0.0a87)
Irmpairrment and other charges 15,234
Noncash ledse expense &.544
MNoncash noming rights for Goylord Arena expense 1,020
Sainonsale of ossets (19.942)
Freopening costs 6,662

Adjusted EBITD A 584,999




Gavylord financial reconciliation

% in millions

Hospitality Segment:
Operdting income | (loss)
Flus: pre opening costs
Plus: noncash lease expanses
Plus: depreciafion & amorteation
Adjusted EBITDA

Opry and Alractions Group:
Operting income | (loss)
Plus: depreciafion & amorteation
Adjusted EBITDA

ResortGue st
MNetIncome
Flus: prowveion [benefit] forincome taxes
Flus: interest and other expense, net
Plus: depreciation
Plus: impairment and other charges
Adjusted EBITDA

Corporate and Other:
Operting income | (loss)
Plus: noncash naming rnights for Saylord Arena
Plus: depreciation & amartzation
Adjusted EBITDA

GAYLORD

EMNMTERTAINMEMT™

PF LTivi 2Q03

$39.250
8862
£.548
45,754

$98212

{$0.792)
5.554

84792

{$9.994)

[3.321)
7.247

&.838
16,238

$156.004

{$41.058)
1.020
6.027

{$34.007)




GAYLORD

ENTERTAINMENT™

Adjusted EBITDA [defined as eamings before interest, taxes, depreciation, amortization, pre-
opening costs, non-cash lease and naming rights agreement expenseas, as well as other
unusudl or non-recuring or non-cash items) i presented supplementally becauvse the
Company believes it allows for a more complaete analysis of operating perdformance by
?reseh’ring an anabysis of operations separate from the eamings impact of capital
rarsactions and without non-cash iterms and tems that do not impact our ongoing
operations such as pre-opening costs, restructuring charges, gains on the sale of assets, and
impairment and other charges, The Company ako believes Adjusted EBITDA provides an
additional measure of our dbility 1o senvice debt, fund copital expenditures and grow our
business. This informaticon should not be consideraed s an alternative to any measure of
gerformdnce as promulgated under accounting prir‘.ciiples generally accepted in the United

tates [such as operating income, net income or cash from operations], norshould it be
corzidered oz an indicator of our overall finandial performance. Adjusted EBITDA does not
fully consider the impact of investing or financing transactions, as it specifically excludes
depreciation and interest charges, which should alzo be corsidered in the overall evaluation
of our results of operations. Our method of calculating Adjusted EBITDA may be different from
the method used by other companies and therefore comparakility may be limited.




GAYLORD

EMNMTERTAINMEMT™

Thiz coemmunication & not o solicitation of o proxy from any zecurity holder of Gaylord Entertainment
Company or ResortGluest Intermational, Inc. Gavlerd and ResortQuest hawe filed o registration statement on
Form S-4 with the SEC in connaction with the mearger. The Form 5-4 containg a prespectus, a prowy statement
and other documents for the stockhelder’ meeting: of Gavlord and ResortCluest at which time the
proposed transaction will be corsiderad. Gavlord and ResortGuest have mailed the prowy statement and
prospectus contained in the Form 5-4 to their respective stockholders. The Form 3-4. prosy statement and
prozpectur contain impotant infermation about Gaylord, ResodCluest, the merger and related matten.
Ihvestor and stockholders should read the Form 5-4, the prosy statement and prozpectus and the other
documents fled with the SEC in connection with the merger carsfully before they make any decizion with
rezpact to the merger. The Form 5-4, prowy statement and prospectusz, and all other documents filad with
the SEC in connection with the merger will be availakle when filed free of charge at the 5EC's web zite,
winow sec gow. In addition, all decurments filed with the SEC by Gaylerd in connection with the mergerwill be
mdade avalakble te investor free of charge by writing to: Gavlerd Entedainment Compary, One Gaylerd
Dttwe, Mazhwville, Tenneszes 3721 4, Attn: v estor Relationz. All doecuments filed with the SEC by RezortCueast in
connection with the merger will be made avalakle to irvestors free of charge by witing to: ResotGuest
International, Inc., Svite 203, 3253 Highway 95 West, Destin, Flonda 32530, Attn: Inv ester Relations.

Gaylord, ResortCluest, thair respective directors and executive officer may be deemed participantz in the
solicitation of promes from Gavlord's stockheldes and Resort@uest's stockholder:. Information conceming
Gaylerd's directors and certain executive officers and their direct and indirect intereste in Gaylerd is
contained in itg proxy statement for e 2003 annual meeting of stockholders.  Information conceming
ResorGluest's directors and certain executive officers and their direct and indirect interasts in ResortQuest iz
contained in its prowy statement for its 2003 annval meseting of stockhelders.  Additional infermation
regarding the interests of these paricipants in the merger will be avalakle in the prowy statement regarding
the mergsr. Inwestors can obtain free copiss of these documents frem the SEC: website, Gayvlord and
Rezot@ueast vzing the contact infermatien abowve.




Q&A GAYLORD

ENTERTAINMENT™
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RESORTQUEST
| NTERNATIONATL




