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B How Jones Lang LaSalle can help the GWCC accomplish its goals

Rea

Who we are

Client-focused full range of real estate services -| l E\I\\/I\I/EEIE[\)( ggﬁR
Over 1200 Project and Development Services
professionals in the U.S. and over 2,400 worldwide SUSTAINED EXCELLENCE

Executed on over 120 single asset and portfolio hotel

transactions totaling over $5.3 billion in 2012 m

. T . 00| WORLD’S MOST
= Experts in all classes of hospitality and leisure assets S| WORLD'S MOST . ’
. . . S| S|WORLD'S MOST
including hotels, resorts, spas, and convention centers YW/ G 4| WORLD'S MOST
wwee EELIIA AL
. . . _EJE ErLNAAT
Highlights & industry recognition EJQ—WWSMKST
MS COMPANIES
Forbes Platinum 400 list 3 years straight Only real estate firm listed 6
years running
Fortune 100 “Best Places to Work” FORTUNE: FORTUNE
y WORLD'S MOST 100 BEST
100 Best Corporate Citizens ADMIRED chpAMES
COMPANIES= T0 WORK FOR
U.S. EPA 2007, 2010, 2011, 2012, 2013 Energy Star Partner of the
2007 & 2008 100 Fastest Growing
Year Companies
2008, 2009 & 2011 Americas Most
Admired Companies
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m Trusted by top worldwide hospitality clients and brands

Real value in a changing world
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ol st Foiteds and Foesorts THEe Rirz-CARLTON® HOTELS & RESORTS

RACEBRQDK

NORTHWOOD =

starwood

Hotels and
Resorts
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HOTELS Development, LLC
PARTNERS

Sheraton

HOTELS & RESORTS

Iﬁ?@ STRATEGIC
oy Fotels & Lesorls
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I ASPEN(\)SNOWMASS.
2 ASPEN SKIING COMPANY
}X\ ST. REGIS
:k;\\\\\\ Hotels & Resorts
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B Selected relevant experience

Moscone Convention Center
San Francisco, CA

JLL led initial cost &
programming feasibility, and
execution of the $56M , 1M s.f.
renovation. Including LEED EB
Silver, new WLAN system, new
finishes & FF&E, graphics &
signage, ADA, & infrastructure
upgradpq

1,500 Room Complexed Hotel
Kansas City, Mo

Prepared financial projections &
assessed the impact of complex
operations under one brand

Selection and negotiation of the
hotel management operating
agreements, related contracts
and technical services
agreement

The New York Palace
New York, NY

Extensive multi-phased
renovation of the 813
guestrooms and 86 luxury
suites, corridors, as part of a
$120 million extensive
renovation including building
exteriors , meeting and public
areas.

Atlanta Marriott Marquis

Atlanta, GA

$90 million phased renovation
included addition of new ballroom
and meeting space as well as,
new concepting of public ,lobby
space and food & beverage
venues. Subsequent Sale of the
Asset by JLL

SERRRRRE

San Francisco Marriott
Marquis
San Francisco, CA

$54 Million Total. 100,000 sq. ft.
Ballroom, Meeting Room & Pre-
Function Renovation- $25M,
2010 Host Hotels & Resorts
Project of the Year; Guest
Room & Suites Renovation
$29M.
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Georgia Tech & Conference
Center - Atlanta, GA

$180M development of a global
learning center for continuing
education and distance learning,
a 250-room hotel and executive
conference center, a university
bookstore and approximately
20,000 square feet of retail and
restaurant space. spaces.
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B Jones Lang LaSalle’s integrated hotel capabilities

= QOperator assessment and selection

= Strategic programming

= |ndustry research

= Financial feasibility and capital raising
= Development advisory

= Design and construction management

= Risk mitigation

=Y
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Over 100 hotel
projects in excess
of $1 billion over the

past five years
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B JLL’s Approach
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Atlanta Market
Economy and Tourism
Overall Hotel Market Performance
Competitive Set Performance
Estimated Effects of Proposed Hotel

Subject

Convention Center Markets

Location Recommendation
Programming Recommendations
Branding

Performance Estimates

Effect on Other Market Participants

Site & Project Attributes

« National Convention Supply and Demand Project Location & Attributes

» GWCC Convention Performance

Surrounding Land Uses

 Competitiveness of GWCC without a HQ Hotel Proximity to Demand Drivers

« Effect of the addition of HQ hotel on

comparable markets

JoNES LANG
LASALLE

lue in a changing world

Downtown Development Trends
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Market Overview
Atlanta Meetings and Conventions

Atlanta is a top-tier convention city, ranking among the top five convention destinations in the country. The Georgia World Congress Center
(“GWCC”) is Atlanta’s primary convention facility. In addition to the GWCC, Atlanta is home to the Atlanta Convention Center and
AmericasMart, Georgia International Convention Center, and numerous hotels with expansive meeting space for meetings.

Georgia World Congress Center (GWCC) Georgia World Congress Center (GWCC)
The GWCC is Atlanta’s largest (and the country’s fourth K& GlEveny  WEHIAGRENED G G
largest) convention center, encompassing 1.4 million 2005 333 1,052,040
oy = o 0,
square feet of exhibit space, 106 meeting rooms, three 2006 £ Lol S
. - 0,
¥ quditoriums and two grand ballrooms. 2007 333 1570639 L)
2008 312 1,312,453 -16%
The GWCC opened in 1976, and most recently added 2009 350 132,956 '90:/°
another 420,000 square feet of exhibit space as part of 2010 331 1,098,328 7260/°
its Phase IV expansion, adding “Building C”. 2011 259 1,134,442 3%
2012 258 985,257 -13%
CAGR -3.1% -0.8%

Georgia International Convention Center

Georgia International Convention Center

. an g . 0
The GICC is the city’s second largest convention center iEvens  Toial Atendance % Chg

and is directly connected to Hartsfield-Jackson airport. iggggggg g’iil 23?’;?: 530,
The center has 150,000 square feet of exhibit space, a 200812009 3’257 258’095 30 50;
40,000 square foot ballroom, 16,000 square feet of . : el
" : . 2009/2010 3,10 243,774 -5.5%
| meeting space and over 400,000 square feet in all.
2010/2011 4,388 314,006 28.8%
CAGR -2.4% -3.8%

AmericasMart Atlanta

. The AmericasMart facility brings together over 7.7 million square feet of trade center and wholesale
trading space. The Mart hosts several trade shows every year including Market Wednesday,
1 Atlanta Apparel, Atlanta Spring Immediate Delivery, and The Atlanta International Gift and Home
Furnishings Market. The Mart brings tens of thousands of visitors to the city each year. The Atlanta
Convention Center, within the Mart complex, has a total of 500,000 square feet of meeting space.
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Market Overview

Atlanta Lodging Market
Atlanta Lodging Submarket Positioning Top 25 U.S. Markets — RevPAR & Size
160 | Downtown Submarket Midtown — F—— 225
#6 Occupancy, # 2 ADR, #1 ADR 200 ¢ New York
140 -+ # 3 RevPAR 175
of 13 Submarkets EE *
o 120 a 150
o > . ® San Francisco
< L 125 4 :
B 100 Buckhead o * L.A. Washington
b #3 ADR § 100 .
o *e ¢ *
E #RewPAR | & 75 * Dallas —Chicago
S 80 - PUTIN e ¢ Dallas *
@ 2 50 2 * Atlanta
60 - S 25 . . . . .
=
10 20,000 40,000 60,000 80,000 100,000 120,000
45% 50% 55% 60% 65% 70% 75% Est. Hotel Rooms Source: STR, JLL
Submarket Occupancy
Atlanta Lodging Performance
105 Road to Recovery — RevPAR vs. Peak (2007) $100 100%
$80 - - 80%
95 $60 - - 60%
/ \ — Atlanta 440 s
85 = Nation ’
75 — </ Atlanta | 0 0°
\/ Laagng $_Q\w%v%%'\%qqxw ‘L‘b_/o
LA EREFT RO AN N NV X
65 T T T T T T T T T T T 1 ‘\9 (\9 (\9 {19 (19 q/% "\9 ‘\9 q’Q (19 (19 (‘9 (\9 «QCEQ\Q(LQ
2007 = 100 LK
2001 2003 2005 2007 2009 2011 Source: STR, JLL == ADR RevPAR === Qccupancy
1 TYD Figures as of June
Source: STR, JLL
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Conventions Market

GWCC Historic Performance
cencon Lot Avg. Room Blocks " GWCC Historic Attendance »
Lost 2004-2013 '
112
No Availability GWCC 603938 12 1;2
106
No Availability Hotels 136,987 § 0.8 104
..-qg_.’ 102
Prefer In-House Facility/Hotel 113069 @ 04 ;go
S
= 96
Rooms / Space Ratio 63,691 0 94
2000 2002 2004 2006 2008 2010 2012
Hotels Can Not Accommodate — Too Large 40,235 mmm Conventions / Tradeshows mm= Consumer Shows

mmm Meetings & Events —CEIR Attendee Index (right)
Source: GWCC Annual Reports, CEIR

GWCC Room Blocks Lost by Reason

1,600,000
1,400,000
1,200,000
1,000,000
800,000
600,000
400,000
200,000
0 -

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

m Hotels can not accomodate/too Large ® No availability GWCC = No availability hotels | Prefer in-house facility/hotel B Rooms\Space ratio R
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Conventions Market
Competitive Performance

Exhibit Hall Occupancy

60% 0.06
GWCC Attendance and Hotel Nights
1,400 — - 0.054
SN 55% T '
1,200 . \
3,000 S~ \ - 0.048
-8, o 50% A
800 N / N~N— \/* - 0.042
3600 ! O~
400 '
200 40% . . . . 0.03
0 . . . . . 2008 2009 2010 2011 2012
2008 2009 2010 2011 2012 — . — -
——Attendance =~ =———Hotel Room Nights GWCC - Occ Comps - Occ
Room niahts are for GWCC Convention center onlv Source: ACVB GWCC-Rental Rate Comps Rental Rate
Comps include other Centers with 500,000 sf or more Exhibit Space
Rental rates = $ / sf/ day Source: PWC
Hotel Nights Generated
- . . 1000 1000
Definite Room Nights / Pace Target Room Nights — -
0
300% % 800 ! 800
250% | = — —
€ 600 - - 600
200% — 2 >
150% | é 400 - - 400
100% 3 200 - - 200
=
50% N [ 0 1 T T T r 0
0% - . . . . . . . 2008 2009 2010 2011 2012
2013 2014 2015 2016 2017 2018 2019 2020 mmmm GWCC-RNs | mmm Comp-RNs |
= GWCC Comps GWCC-RNs/Attendance (right) Comps-RNs/Attendance (right)
Comps include Chicago, Dallas, Houston, Indianapolis, P RNs = Hotel room nights generated
Orlando, San Antonio, Tampa Bay, Washington DC Source: ACVB—TAPReport  RNs/ Attendance = Hotel room nights / 1,000 Exhibit Attendees Source: ACVB, PWC
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Conventions Market
Competitive Room Stock Analysis

Competitive Set Hotel Stock Analysis

SF Exhibiion Space Meeting Space Rooms 1/2 mile Per 1K sf Exhibit Rank Rooms 1 mile Per sf Exhibit Rank
Atlanta GWCC 1,366,000 240,646 1,947 143 14 10,634 7.78 10
Chicago McCormick Place 2,600,000 600,000 800 0.31 15 1,032 040 15
Dallas Dallas Convention Center 929,726 143,429 3,607 3.88 10 6,715 722 11
Denver Colorado Convention Center 584,000 185,000 6,445 11.04 5 7,854 13.45 7
Houston George R. Brown Convention Center 862,000 185,000 2,178 2.53 11 5,053 5.86 12
Indianapolis Indiana Convention Center 566,000 140,000 6,488 11.46 4 6,863 12.13 8
Nashville Nashville Convention Center 118,675 91,500 3,003 25.30 2 3,823 32.21 2
New Orleans Ernest N. Morial Convention Center 1,100,000 275,500 2,309 210 13 13,179 11.98 9
Orlando Orange County Convention Center 2,053,800 479,200 4,482 218 12 11,685 5.69 13
Phoenix Phoenix Convention Center 645,900 227,800 3,049 4.72 9 3,404 527 14
San Antonio Henry B. Gonzalez Convention Center 440,000 203,000 8,321 18.91 3 12,578 28.59 3
San Diego San Diego Convention Center 615,700 204,100 5,295 8.60 7 11,307 18.36 5
San Francisco Moscone Convention Center 538,700 179,500 13,909 25.82 1 26,309 48.84 1
Tampa Tampa Convention Center 200,000 379,646 2,176 10.88 6 2,791 13.96 6
Washington DC ~ Walter E Washington Convention Center 703,000 125,000 4,062 5.78 8 13,296 18.91 4

= In numerous surveys, meeting planners have consistently voiced the opinion that proximity of hotel rooms to the convention facility is of paramount
importance, including a 2012 survey conducted by Watkins Research where 78.8% of respondents said “Proximity of overall hotel package to
convention center” was Extremely Important (only “Best Overall Value” ranked higher).

= In looking at a competitive set of convention facilities, JLL notes that only Chicago has fewer hotels per 1,000 of exhibit space within a 2 mile and
Atlanta ranked ten (of 15) for number of rooms / 1,000 sf exhibit space within a 1 mile radius of the convention center.

= A 920-room facility would be required for Atlanta to overtake New Orleans in the Rooms w/in a % mile per 1,000 sf Exhibit Space category, and over
9,700 to overtake that city in the 1-mile category.

= The addition of proximate room stock would likely improve Atlanta’s competitivity in this important metric.
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Competitive Lodging Market

Competitive Set Location
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Competitive Lodging Market

Competitive Set Performance

Competitive Set Performance

$150 100%
$120 - - 759,
$90 -
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Conventions :
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Competitive Set Estimated Positioning
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Location Recommendation

Site Analysis & Recommendations

! John St NW & g
GWCC Hotel Complex Programming 9 HernDON HOMES % 2 :
Hotel Rooms Units Net SF / Unit Net SF 'zé‘ _ E E E
Standard rooms (King) 374 350 130,900 B ity Pl e g
Standard rooms (Queen-Queen) 566 350 198100 [W (2 iyt I |
Suites 60 700 42,000 e festeurant and Bae = f
Equipmeg = Georgia | |k
Total Rooms 1,000 371,000 H &
) ! "1 Allen Ir Blvd N Studio No 7 ¥{ @  (Cafe Aguaria [ L
Food & Beverage Seats Net SF / Seat Net SF Waf‘l : Simpsan StAN § ¥ | !
Three Meal Restaurant (B,L,D) 350 29 10,150 e \— " : = |
Second 3-meal Restaurant (BLD) 150 2 4,350 I S;:'i?i;;gtgﬂ Coca-Cola
Coffee Bar w/ Grab & Go 90 25 2,250 || - .
| BOrgH (= A H o
Active Lobby Lounge 125 25 3,125 LIJ | 7 Centenr:ial o
Total F&B 715 19,875 | | :
’ - Olympic Park
Rooms Net SF / Room Building C |
Ballroom 1 15,000 15,000 o |
Recommende
Jr. Ballroom 2 6,000 12,000 Site Location |G Werd Building B |
Meeting Rooms 18 900 16,200 Cangress Center Building A
Boardroom 2 700 1,400 % Resty — g \
Prefunction Space 8,920 ¥ Gate B-Geolfia I
. 5t - ia Dome
Total Meeting Space 53,520 o 4 -
£ 2 (5]|ceogiapome 2 S ENONN
Fitness Center w/ Indoor Pool Concierge 3 | Current Site Intermational | | 2 TheOmni Conter o
24-hour Business Center In-Room Dining VINEGTY 8 | i Mg - X
[y amott ormtni
Direct Connectivityto GWCC Mini-bar Georgilg = - ' Gollegé
EasyAccess to Georgia Dome Laundry Senice Y “}_'. : Phillips Arena f:j:;ﬂf}
Retail Area /Constitution &é‘?
L Bldg ¥
Source: Jones Lang LaSalle Hotels q%‘f’
%,
@ Martin Luther King Jr Dr Ny Georgia Dome g
Redevelopment —
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Site Analysis & Recommendations
Branding

g 0 ;
Luxury [ CON R A D ] [G RAND |H YATT] [ lNTERCONoT[NENTAL,] [&;}W
A Y I G B SRR HOTELS & RESORTS )

e

1\ ' HYATT DS
,\\af\;loﬂ WESTIN @ " REGENCY

Upper Hilton OMNI 8 HOTELS
Upscale IH

% H I LOEWS
RENAISSANCE =l - 'y oms - RESORTS
HOTELS & RESORTS
= [% GAYLORD HOTELS‘]
EMBASSY SUITES A Cioblord Eiieiainminnt Compavy
OTELS®

UpSCG'G et DOUBLETREF CROWNE PLAZA

Sheraton HOTEL

Marriott Starwood Hilton Hyatt IHG Other

Indicates brand exists in market
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Site Analysis

Project SWOT
Strengths Weaknesses
= Location connected to GWCC, the nation’s fourth largest = Difficult location within the Downtown submarket - lack of
convention center as well as proximity to the Georgia Dome entertainment and life surrounding the site
and Phillps Arena = Low barriers to entry in Atlanta market — availability of alternate
= Controllable, guaranteed room block for the GWCC sites
= Increase proximate room stock for the GWCC convention = Low ADR lodging market

center, a strategic weakness of the GWCC = Recent property trades have been below replacement cost

= Increasing leisure demand in the downtown market,

: : , - = Likely negative impact on the Downtown lodging market in the
burgeoning Luckie-Marietta district

near term
= Newest product in a competitive market of relatively aged
hotels

Opportunities Threats

= Possible purchase of existing Omni hotel, which could be = Continued economic malaise leaves convention industry and
expanded if necessary the lodging market stagnant
= Use the hotel development to also enhance the entertainment = Group demand does not rebound to pre-recession levels

venues in the area, including retail, F&B and other

_ , : = Additional supply increases in the Downtown submarket
entertainment into the design

JoNES LANG —
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B Executive Summary

Financial Analysis

Based on our analysis of the market, the top-line performance of the competitive market (including the Subject), the Subject and the competitive
market excluding the Subject can be found below.

Market Performance (Including Subject)

2007 (Peak) 2009 (Trough) 2013 2014 2015 2016 2017 2018 2019 2020 2021
Occupancy 68.0% 55.0% 63.2% 64.2% 65.0% 61.8% 64.6% 66.4% 67.6% 67.4% 67.6%
ADR $14728  $140.78  $138.19  $14275  $14973  $15570  $161.40  $165.19  $168.70  $172.08  $175.52

RewPAR $100.22 $77.40 $87.41 $91.69 $97.25 $96.22 $10425  $109.74  $11408  $116.04  $118.69

Subject Performance

2016 2017 2018 2019 2020 2021

Occupancy 52.2% 58.9% 64.5% 65.9% 65.8% 65.9%

Penetration 84% 91% 97% 98% 98% 98%
ADR $150.52  $167.14  $17447  $17820  $181.76  $185.40
Penetration 97% 104% 106% 106% 106% 106%
ReWPAR $78.56 $98.38 $11256  $117.51 $119.53  $122.26
Penetration 82% 94% 103% 103% 103% 103%

Competitive Market Results (Excluding Subject)

2007 (Peak) 2009 (Trough) 2013 2014 2015 2016 2017
Occupancy 68.0% 55.0% 63.2% 64.2% 65.0% 63.2% 65.4% 66.7% 67.9% 67.7% 67.9%
ADR $147.28 $140.78 $138.19 $142.75 $149.73 $156.30 $160.67 $163.92 $167.40 $170.74 $174.16

ReWPAR $100.22 $77.40 $87.41 $91.69 $97.25 $89.60 $94.01 $97.11 $10086  $102.60  $104.94
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@ Conclusions & Recommendations

0)

Real value in a

al

A robust (oversized) Retail / Dining Entertainment area is essential for the successful development of a
Convention (Headquarter) Hotel connected to the Georgia World Congress Center in order to tie the
complex to the Luckie-Marietta area as much as possible.

A new 1,000-room Convention (Headquarter) Hotel connected to the Convention Center and offering a
substantial room block to attendees is anticipated to eventually induce 150,000 new annual room nights
to Downtown Atlanta at a market ADR premium which would generate substantial positive economic
impact in Downtown Atlanta.

A new convention hotel would add group room nights but divert transient demand from existing hotels
currently operating in the market.

A new convention hotel would have a negative short term (2-4 years) impact on the competitive hotel
market but is anticipated to benefit the market over a 5-10 year period.

A new convention (HQ) hotel will cost $250,000 to $300,000 per key to develop

A new convention hotel would require significant subsidy and/or financial (equity/debt) incentives in order
to be considered feasible on economic terms. While Group demand has remained weak, hoteliers have
filled rooms with lower-rated transient demand, leaving overall ADR at trough levels.

Economic Feasibility could be improved through the opportunity to “complex” with the existing Omni or
develop a portion of the new hotel as a dual branded upper upscale full service and upscale select
service hotels also attached to the Georgia World Congress Center.
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Discussion

Greg Hartmann, mai, MRICS,CHA
Hotels & Hospitality Group

Executive Vice-President

Strategic Advisory & Asset Management
North America

t: +1 303 390 5249

Greg.Hartmann@am.jll.com

Fred Battista

Project Development Services
Senior Vice-President

Hotels Specialty Lead for Southeast
t: +1 404 995 2237

Fred.Battista@am.jll.com
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