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IMAGES: Show prospects pictures of
properties, members’ experiences, and more.
Import from the cloud or your computer.

PRESENTATIONS: Have a killer
Keynote or PowerPoint presentation?
Save it here and grab it fast!

VIDEOS: Nothing says vacation like swaying palms,
slaloming skiers, whitewater rafting — you get the idea.
Show them what you have with the touch of a finger. 

AND MORE: Access all your favorites from STK,
save articles, press releases, PDFs, screenshots,
Word documents — virtually anything you need to
take your pitch to a whole new level!

The Interval Sales Tool Kit’s Workspace lets you put everything you
need in one easy-to-reach place so you can seal the deal faster than ever!



WORKSPACE

FAVORITES

THE GLOBE

VACATION CALCULATOR

MAGAZINES

INTERVAL EXCHANGE TRACKER

INTERVAL HD

RESORT DIRECTORY

� Conveniently access your most useful digital content from one place 
� Combine photos, videos, spreadsheets, presentations, articles, and more 
� Sequence components your way, and deliver your sales pitch the way you want to — every time 

� Bookmark your favorite Interval Sales Tool Kit features
� Call up what you need, when you need it, fast

� Interactive 3-D representation of Interval’s world of exchange
� Seamlessly integrates with Resort Directory and Interval HD
� Destination descriptions and images complete the package

� Modernizes the pencil pitch
� Reinforces the value proposition of vacation ownership

� Prospects can view destination features, cruise offers, and more with the 
digital version of Interval World, one of the top-rated membership benefits

� Industry news is just a touch away with the digital edition of Vacation Industry Review

� Vacation exchange comes to life on an interactive map
� Displays where real members are traveling in Interval’s network
� Can be customized to show resort or club-specific exchange activity

� Destination and resort videos
� Helpful videos, including member testimonials and overviews
� Animated Highlights presentations

� High-quality resort images
� Informative descriptions
� Amenities listings

TURN PROSPECTS INTO OWNERS WITH 
THE MOST POWERFUL TOOL IN THE INDUSTRY. 

DOWNLOAD THE FREE INTERVAL SALES TOOL KIT FROM THE
APPLE APP STORE TODAY AND PERFECT YOUR PITCH.
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Choice is king. Options are no
longer an option — they’re a must.
Club Interval Gold® delivers. It’s the
best of traditional timeshare
combined with the flexibility of
points-based programs. Owners
can trade up, trade down, and take
long weekends all around.

And it gets you to the point — fast.
No significant operational changes.
Very little incremental expense
incurred. Plug in and sell. Existing
owners, new purchasers, all of the
above — it’s your call. 

GIVE THE PEOPLE
WHAT THEY WANT.

BRING MORE TO THE TABLE:
Club Interval Gold helps close sales and keeps members engaged year-round.

AND WHEN NEW OWNERS BECOME ENGAGED MEMBERS, WE ALL SUCCEED.

FOR MORE INFORMATION, 
CONTACT YOUR RESORT SALES 
AND SERVICE REPRESENTATIVE.

INTERVALWORLD.COM                                                                                                                            
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ovie buffs will probably be aware
of the significance of October 21, 2015. It’s the
date on which the 1989 film Back to the Future
Part II landed teenaged Marty McFly, traveling in a
truly tricked-out DeLorean, into his own future as a
middle-aged family man. The marketing hype that
drove crowds back to the theaters this past
autumn was the interest in seeing how closely the
writers got to predicting 26 years into the future —
now our present.

Did they get it right? Well, we don’t have shoes
that fasten themselves, although sneakers have
sported wheels and light-up features for several
years now. Cars still don’t fly, but they can self-park
and talk — and they’re getting closer to self-driving.
And hoverboards? Not yet, but the self-balancing,
wheeled electric scooters might be a close second.

Our Own Back-to-the-Future
As I write this column, I’ve been thinking about our
own back-to-the-future. As Interval International
marks 40 years in 2016 (the company opened for
business in January 1976), I’ve tried to mentally
transport to 1976 and imagine attempting to fathom
some of the changes in a world four decades older.

Computers that sit in the palm of your hand.
New verbs such as text and friend. The demise,
then return, of the electric car, vinyl records, and,
now, cassette tapes. Drones. That water is more
often consumed from plastic bottles rather than
the tap.

Then there are changes that have transformed
travel and vacationing. Who could have imagined
back in 1976 — just four years after President Nixon
visited the People’s Republic of China — that one
day a burgeoning Chinese middle class would have
a positive worldwide impact on tourism? Or that
only now would U.S. tourism to Cuba be on the
cusp of opening up. 

Nor could I have fathomed that resort and
hotel guests would be able to bypass the recep-
tion and check-in process by simply opening the
door of their unit with their personal handheld
device. Or a room that knows when you’re there —
and when you’re not.

What Doesn’t Surprise Me
There’s plenty that doesn’t surprise me, though.
That despite increasing hours of work, vacations
are still one of the most valued priorities the world
over. And that timesharing, a nascent industry back
in 1976, has not just survived, but thrived. 

What was once seen as a revolutionary concept
and the realm of risk-taking entrepreneurs is now a
respected and established business model that was
clearly a precursor to the sharing economy’s model.
Most of the largest and respected hospitality brands
in the world have a strong industry presence. Many
companies, including Interval Leisure Group (ILG),
are now publicly traded, lending further evidence
that vacation ownership is here to stay.

Transformational Transaction
One of those brands that stepped up to timesharing
was Starwood Hotels and Resorts. In 1999, the
global company acquired Vistana, Inc. — which
later became Starwood Vacation Ownership — to
establish a presence in the timeshare market. Last
year, Starwood announced its plans to sell its vaca-
tion ownership business — to be known as Vistana
Signature Experiences — to ILG, and its hotel busi-
ness to Marriott International.

This transformational transaction positions ILG
at the forefront of the consolidating shared owner-
ship industry. Along with the exclusive global license
to the Hyatt® brand in vacation ownership, the addi-
tion of the Sheraton® and Westin® brands secures
high-quality inventory for the Interval network.

It’s impossible to imagine what the next 
40 years will bring to the greater world, let alone
our industry. But with the solid foundation of 
well-established businesses such as Interval
International, Hyatt Vacation Ownership, and
Vistana Signature Experiences, ILG can anticipate
a rewarding future, one that not only brings benefit
to ILG, but to its valued resort and business 
partners, as well. 
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N E W  A T  I N T E R V A L

Interval International has introduced several enhancements to its Interval
Sales Tool Kit (STK) app in order to create even more dynamic and
robust presentations, with access to more technology and content.
Upgrades include:

■ More Web-based content, such as YouTube, which can be easily 
incorporated and showcased along with resort and developer information

■ Reveal, an enhancement to the Vacation Calculator that graphically 
displays the cost of timeshare versus hotels in a more interactive fashion  

STK Powers up, Customizes Even Further

Interval Introduces New Elite Resort Tier

D E V E L O P E R ’ S  P I C K

Mussulo Resort by Mantra 
On Brazil’s northeastern coast in the state of Paraíba,
Mussulo Resort is one of the first all-inclusive resorts in the
region, significant because more than two-thirds of
Interval’s Brazilian members surveyed have an interest in
staying in an all-inclusive resort. The property includes
102 one- and two-bedroom bungalows furnished with
items handcrafted in Brazil and Angola in northeast Africa,
home to one of Mantra Group’s founders. 

■ Annotate, allowing sales professionals to emphasize 
key sections of their presentations by drawing and writing
directly onto their iPad screen 

“Today’s digital-savvy buyer expects a customized and
relevant sales experience,” says Bryan Ten Broek, Interval’s
senior vice president of resort sales and marketing. “Whether
speaking to a first-time buyer or upgrading an owner, STK can
help developers tailor their presentations with easy access to

■ A Quality Rating System (QRS) resort inspection conducted by LRA
by Deloitte, a leader in the field of customer experience measurement 

■ Elite Qualifying Criteria (EQC) points, based on multiple combined 
factors from resort location to sheet thread count

■ A high Consumer Satisfaction Index (CSI) score

■ Positive consumer reviews on external travel and leisure sites

As more luxurious and lavish resorts enter the market and push the bar
higher than ever, the definition of “quality” continues to evolve. Known
for decades as The Quality Vacation Exchange Network®, Interval
International has always sought to affiliate resorts that offer exceptional
vacations. And now, the exchange company has launched a top
recognition tier — Elite — which joins the Premier and Select tiers.
Interval International Elite Resorts are the very best of Interval’s network,
providing an extraordinary vacation experience, exceptional service,
and luxurious features and appointments. 

Currently, 125 affiliated resorts are recognized as Elite and are iden-
tified in the online Resort Directory by a lotus, a longstanding symbol of
purity and perfection. 

Elite status is awarded based upon a combination of qualitative and
quantitative scoring elements including:

The new tier designation launched online December 1, 2015, and a
description of the Elite tier is included on the Resort Recognition program
page in the new Travel Planner. An announcement is also scheduled for
the Spring 2016 edition of Interval World. For additional clarification, an
explanation will be included in the FAQs on Community.

“Interval International has been recognized as The Quality Vacation
Exchange Network since its earliest days,” says David Gilbert, Interval’s
president. “And as we reach our 40th year in the business, the creation of
the Elite recognition tier is a further reflection of our commitment to the
remarkable vacations our members can experience through their shared
ownership and exchange benefit.” 

http://www.intervalworld.com/web/my/home
http://www.intervalworld.com/web/cs?a=1500
https://www.resortdeveloper.com/sites/resortdeveloper/products-services/sales-marketing-support/interval-sales-tool-kit
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R E S E A R C H

The recently released 2015 U.S. Membership Profile highlights key metrics
reflecting the travel behaviors of Interval members, including details about their
use of technology in relation to travel. The consensus: Technology is a big part of
the travel experience for Interval members. In fact, it’s so important, according to
the survey, they value Wi-Fi access at resorts even more than on-site restaurants. 

more visual elements.” He points out that Workspace allows for multiple presen-
tations based on the particulars of the buyer and program offered.

Ten Broek adds, “Virtually all of these STK upgrades are based on feedback
from clients who are using the app every day.” 

In addition to the new features, STK includes: Favorites, an easy-to-access
location to download and save preferred sales components; the Interval Exchange
Tracker, which animates member exchanges in near real time on an interactive
map; The Globe, with destination videos on Interval HD, informative articles, and
a summary view of area resorts; and more. 

STK is currently available from the Apple store for complimentary download on
iPad devices. 

Wi-Fi Trumps
Restaurants, According
to New Member Profile

TECHNOLOGY

Social Media**

1 2 3

4 5 6

7 8 9

0

Smartphone iPad/
iPad Mini

E-reader Tablet

TripAdvisor

Yelp

Online Research Asking Friends
or Family

Travel Supplier Online Travel
Agency

Printed Travel
Guides

Travel Research**

Electronic Devices**

Overwhelmingly, U.S.–resident members rely on their own
online research when making vacation plans (nearly nine in 10),
followed by recommendations from friends or family (slightly
more than one in two).

86%

52%

33% 33%
25%

82%

54%

41%

23%
12%

60%

45%
36%

Social media is widely used among U.S.–resident
members, with more than eight in 10 citing Facebook
as a principal channel of communication.

Nine in 10 U.S.–resident  members own
smartphones.

Facebook Google+ YouTube Pinterest Instagram

Orbitz

Expedia

Lonely Planet

Fodor’s

90%

** Multiple responses permitted.

https://www.resortdeveloper.com/sites/resortdeveloper/shared-ownership/Documents/RM1903-0915-2000.pdf
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Shared Ownership Investment
Conference Draws International Audience

“This year, we endeavored to offer a solid mix of fundamentals for new entrants,
as well as more focused topics of interest for existing industry participants,” notes
David Gilbert, president of Interval International. “The new additions to the schedule
were particularly well-received.”

Spanish-Language Sessions
The Latin America portion — a half-day of content conducted in Spanish and
Portuguese, and translated for English-speaking attendees — drew a standing-
room-only crowd. The afternoon session covered a spectrum of topics, including a
case study of a recent timeshare entrant in Brazil, a panel on development and
management, and an analysis of the global market. Also featured were an expert
on marketing and communication in the region, and a roundtable discussion on
getting the right coverage from the media.

“The Latin America program reflects the growing market and product offerings in
Mexico, as well as the countries of Central and South America,” says Marcos
Agostini, Interval’s senior vice president of resort sales and business development
for Latin America. “It made sense to provide attendees with an intensive focus on the
region, as it was relevant to so many of them.”

It may have been the 17th Shared
Ownership Investment Conference,
but the more than 500 attendees were
treated to a few firsts. Two media
panels and a half-day session devoted
to Latin America were just a couple of
the standouts of the two-and-a-half-
day schedule of discussions,
dialogues, panels, and presentations.
Interval International hosted the event,
held at the Fontainebleau Miami
Beach September 30 to October 2.
And the well-rounded coverage of
topics drew one of the largest
international crowds ever to attend,
with 24 countries represented.

By the 
Numbers

https://www.resortdeveloper.com/sites/resortdeveloper
https://www.sharedownershipinvestment.com/
https://www.sharedownershipinvestment.com/


Almost every single panel and speaker was very interesting, relevant, and thought-provoking. In
particular, Alvaro Rattinger on digital marketing trends, Peter Yesawich, who is always very relevant with
consumer and industry trends, as well as the STAR statistics were extremely valuable … the networking
opportunities were quite helpful, as well. — Carlos Aquino, vice president of hospitality, Tafer Resorts & Hotels

Guest speaker David Stillman

David Siegel, president and CEO, Westgate Resorts; Ivan Chavez, executive vice president, Grupo Vidanta; 
Peter Yesawich, vice chairman, MMGY Global; John Burlingame, president, Hyatt Vacation Ownership; 

David Gilbert, president, Interval International



Positive Exposure
A media roundtable was also part of the English-language program, and
featured public relations professionals and veteran travel reporters, who
spoke about how to optimize efforts to get positive media exposure.
“With the rapid growth of social networking and increase in alternative
media, this topic is all too critical to the shared ownership industry,”
notes Bryan Ten Broek, senior vice president of resort sales and market-
ing for Interval International. “The feedback we received regarding the
session has been overwhelmingly positive.”

Equally positive comments were submitted regarding other seg-
ments of the conference. Peter C. Yesawich, vice chairman of MMGY
Global, presented highlights from the 2015 Portrait of American
Travelers (see page 12), with special focus on the proprietary analysis
of leisure travelers familiar with vacation ownership. In another session,
company leaders spoke from their unique perspectives about opportu-
nities and challenges facing the industry. 

Session topics ranged from the broad (the state of the industry,
shared ownership boot camp, and the history of timesharing) to the
focused (cyber-security, structuring financial deals, and high-tech
sales). Certain themes played out in more than one session, including:
the role of technology in travel behavior; the relative health of the econ-
omy; the importance of social media; multigenerational travel; and the
impact of millennials on travel and tourism. 

And regarding multigenerations, luncheon speaker David Stillman
captivated the audience with advice on reaching the four generations:
traditionalists, baby boomers, Generation Xers, and millennials. 

Also part of the luncheon program was the recognition of the

MEETINGS RESORTDEVELOPER.COMvacation industry reviewJANUARY – MARCH 2016
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“Congratulations on a great event — very well-
organized and with great content. I hope that in
the future I can always attend these events, as
they are also very enriching.” 
— Sergio Carmi, director, Mantra Vacation Club

David Gilbert presented the Winners Circle award to Michael Oliveira.

10

http://www.equiant/


Winners Circle: 10 sales professionals who earned the annual North
America incentive awards. Nine received a briefcase with a check for
US$500. One lucky winner — Michael Oliveira from Vacation
Internationale in Bellevue, Washington — was the recipient of
US$5,000.

One of the most valuable benefits to conference-goers was access
to the latest industry research. Attendees received complimentary stud-
ies, including the 2015 industry financial performance, state of the 
vacation ownership industry, and the next generation of timeshare buy-
ers — all from the American Resort Development Association — as well
as Ragatz Associates’ annual survey of the fractional interest industry.

The 18th annual Shared Ownership Investment Conference is
slated for October 25 to 27, 2016, at the Eden Roc in Miami Beach,
Florida. “Since the first one in Barbados 17 years ago, the conference
gets better and better each year,” says Gilbert. “Interval is committed to
continuing this tradition, and attendees of next year’s event can antici-
pate even more improvements.” 
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Sponsors 
The Shared Ownership
Investment Conference was
made possible through the
support of the following
sponsors:

Patron Sponsors
Aqua-Aston Hospitality
BakerHostetler
Capital One
Equiant
Fidelity National Timeshare
Harbor Linen
Hyatt Vacation Ownership
Interval International
JMBM Global Hospitality Group
Preferred Residences
Trading Places International
VRI
Wells Fargo Securities

Corporate Sponsors
DG Film Company
First American Title Insurance 
     Company
Foley & Lardner LLP
Holland & Knight LLP
Meridian Financial Services

Supporting Sponsors
AMDETUR
Capital Source
Caribbean Hotel & Tourism Association
Caribbean Tourism Association
Customized Solutions, LLC
Greenspoon Marder Law
Nordis Direct
Orange SPI Software
Quorum Federal Credit Union
Ragatz Associates
STR
StrataForce
VacayStay Connect
Ward Financial
Wellington Financial

Media Sponsors
Developments
Perspective
Resort Trades
Vacation Industry Review

Exclusive Educational
Partner
Florida International University 
      Chaplin School of Hospitality & 
      Tourism Management

TIMESHARE

TRUST. 

Escondido, CA | Maitland, FL | timeshare@fnf.com | www.�delitytimeshare.com

Your owners trust you to make their 
dreams a reality. Trust us to help you 
simplify the way you do that. 

Title Insurance | Escrow Services | Trustee Services
Default Services | Inventory Control

Trust a proven leader. 

http://www.ragatzsedgwick.com/
http://arda.org/arda/home.aspx
http://vacationinternationale.com/
http://vacationinternationale.com/
mailto:timeshare@fnf.com
http://www.�delitytimeshare.com/
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Travel marketing expert and MMGY Global’s
Vice Chairman Peter Yesawich, Ph. D., pre-
sented highlights from the 2015 MMGY Global
Portrait of American Travelers at the 2015
Shared Ownership Investment Conference. 

The study includes proprietary research
regarding the travel interests and behaviors of
respondents familiar with timesharing — 39
percent of those surveyed. Following are some
observations Yesawich made:

Seven Insights: 
Those familiar with timesharing …

1. Took more vacations. During the past 12 months, respondents
familiar with timesharing took an average of 3.5 vacations as com-
pared with 2.8 trips among those not familiar with timesharing. 

2. Took extended and weekend trips. During the past 12 months,
74 percent took extended vacations and 64 percent took weekend
trips, compared with 62 percent and 58 percent of those unfamiliar
with timesharing.

3. Travel with grandchildren. Of respondents familiar with timeshar-
ing, 24 percent indicated that they are grandparents, compared
with 18 percent among those not familiar. During the previous year,
41 percent had traveled with their grandchildren, and 29 percent
intended to travel with grandchildren in the future.

4. Celebrate special occasions with travel. Celebrating milestone
anniversaries and birthdays appears to be more common among
those familiar with timesharing, with 63 percent having vacationed
to celebrate a special occasion, compared with 51 percent of those
not familiar. 

5.  Own a passport. Of those familiar with timesharing, 74 percent
currently own a passport (64 percent of those not familiar own a
passport), and 44 percent had vacationed outside of the U.S. in the
past two years, compared with 34 percent of those unfamiliar.

6. Are interested in Europe and the Caribbean. These ranked high-
est among international destinations with travelers familiar with
timesharing (see chart, top right).

7. Use home share providers. More than half (51 percent) of travel-
ers familiar with timesharing used home share providers such as
Airbnb in the last 12 months. And that same percentage indicated
an interest in staying in a vacation rental in the future.

The Market Makers
Yesawich’s presentation also covered general travel-related trends,
including generational travel behaviors. In the U.S. today, approximately
84 million people make up the millennial demographic (18 to 35 years
old). Another 74 million are baby boomers (50 to 68 years). 

In expected leisure trips next year (versus the previous year), millen-
nials led the way, with 69 percent responding that they are more likely to

try something new while on a trip, and 57 percent agreeing that taking a
vacation is the event to which they look forward each year.

Yesawich explored the four generations as to what motivates travel.
Boomers rate relaxation and getting away as top motivators, while mil-
lennials say they are most inspired to enhance relationships and explore
new cuisines. Gen Xers indicate they love exploring, and the Matures
(also known as traditionalists) like to experience different cultures.

The Tech-Savvy Traveler
Yesawich noted the explosive use of mobile devices over the past few
years. Respondents accessing the Internet from multiple sources —
laptop computers, smartphones, and tablets — increased from 33 per-
cent in 2013 to 41 percent in 2015. He observed that travel marketers
could do a lot more to leverage the opportunities in this realm.

Yesawich’s overviews of travel-related studies such as the Portrait
of American Travelers have been a popular part of past Shared
Ownership Investment Conferences. And the research promises to con-
tinue to be an important resource for the vacation ownership industry. 
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International Destinations of Interest

Types of Vacations Taken 

By Yahaira Cespedes

What We Learned About
American Travelers
Familiar With Timesharing

https://www.sharedownershipinvestment.com/
http://www.mmgyglobal.com/process/research/
http://www.mmgyglobal.com/process/research/
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Inside the international airport — surrounded by ticket counters, airline
gates, sundries shops, and other services for incoming and outgoing
passengers — a fully furnished hotel room took up space. Passersby
were enticed to come in for a look, perhaps to watch a “guest” settle in
to some desk work or a “housekeeper” make the bed. Many tried on the
3-D glasses and took a virtual tour of hotels and resort properties owned
and operated by Plaza Hotéis in the Brazilian states of Rio Grande do
Sul, Santa Catarina, and Bahia.

During the months of June and July (the height of winter vacation in
Brazil) 2015, Plaza Hotéis operated this innovative marketing promotion
in the Porto Alegre International Airport. Rather than convey its message
via a brochure or website, the company built a full-scale model of a
Plaza Hotéis unit and provided the 3-D glasses to create a virtual
resort experience for the thousands of travelers passing through the
airport each day. 

Reaching the Next Generation
This is all part of the company’s strategy to evolve and attract a new
generation of customers. With nearly 60 years of hotel history in Brazil,
it may be time to appeal to the younger travelers that Roberto Rotter,
Plaza Hotéis’ director, believes are the vacation ownership buyers of
the future. “We are looking to reach the new generation of consumers,
and to achieve that, we need to try new ways of marketing and selling.”

The airport exercise certainly fit the bill. And it proved effective.
“We are very satisfied with the results,” says Carlos Schmidt, the com-
pany’s superintendent director. In an airport that counts 30,000 people
per day passing through its terminal, he says they had a steady flow of
curious travelers who stopped to check out the unusual feature. A sig-
nificant number took cell-phone pictures, texting them to friends, and
posting them on websites. And the event generated 10,000 leads —
including prospects for the Plaza Vacation Club — and more. “We also
drew people looking for business partnerships and investment oppor-
tunities,” says Rotter.

In addition to tangible results the company sought, the most
important goal is also the hardest to measure: creating the message
that the company is changing. “In my point of view, this pushed the
company to a new level,” says Rotter. “We wanted to reposition our
image. We needed to show that the company is evolving with the
changing market dynamics.”

Embracing Change
Change is something Plaza Hotéis has been experiencing in spades
since it launched the Plaza Vacation Club a little more than a year
ago. “It’s important to share that we are very happy with the results of
our vacation club,” Schmidt reports. “The clients are very satisfied.”
The company is in the process of implementing a new CRM program
and expanding its loyalty program to better serve its members.

The Plaza Vacation Club sales efforts are further enhanced with
the sales team’s use of the Interval Sales Tool Kit (STK), according to
Rotter and Schmidt. All the centers are equipped with multiple large-
screen TVs, and there’s an iPad at every table, so that the salespeople
can utilize Interval HD, the Exchange Tracker, and The Globe in their
efforts. “This makes a big difference for the consumers. They really
perceive that it’s a value, and the tools make it easier to explain how
everything works.”

“We’ve worked a lot with the team in helping them to get up to
date,” says Fernando Martinelli, Interval International’s director of
resort sales and service, Brazil. “They needed something that could
bring in this youngest generation.”

With resources such as the STK and innovative promotions like the
airport model, Plaza Hotéis should be poised to achieve its goal of
modernizing its image and appealing to new markets. Says Rotter,
“We want people to think of us as not just a legend company, but a
future company.”
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A full-scale model of a Plaza Hotéis unit — 
complete with “guest”— attracted the attention of 

travelers passing through Brazil’s Porto Alegre airport.

Plaza Hotéis turns to innovative marketing at a
Brazil airport to boost its strong start in the
vacation ownership realm. 
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As consumers gravitate
toward the X Games more
than game, set, match-type
activities, developers begin
taking their amenities to
the extreme.

By J.B. Bissell

Action
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e have officially entered what can best be
described as the dawn of vacation ownership’s
action-packed amenities phase. Since timesharing

first began, developers and property managers have been on a
continuous quest to be right on the cusp of whatever the next big
resort trend might be. On-site restaurants. Organized activities.
Dedicated children’s play areas. Wireless Internet access.

It’s a tough gig, because today’s travelers are more savvy and
more worldly than ever. And, quite frankly, they demand more. Simply
put, a swing set — even one with a second-story fort and firefighter’s
pole — and the special Wednesday-afternoon bouncy house by the
pool aren’t enough to excite kids and parents whose life to-do lists
might include a bungee jump, mountain climb, or ride on the world’s
steepest roller-coaster. 

Those exhilarating activities, of course, are beyond the scope of
most resorts, but that doesn’t mean it’s impossible to provide an
outlet for the adrenaline that fuels them — and to do it right on-site.
Which is where Extreme Engineering comes in. 

“We’re the world’s largest manufacturer of high-action attrac-
tions,” says Bob Craycraft, Extreme Engineering’s executive vice
president of resorts. “That includes zip lines, rock-climbing walls, and
in-line bungee jumpers.” And when Craycraft says high-action, he
means it. Participants on the in-line bungee jumpers, for instance,
can get as high as 35 feet in the air and flip around completely inverted
if they desire.

“It allows you to have the sense of free flight,” Craycraft adds. But
it does so in a very safe and controlled environment. In fact, a big part of
the appeal is that it provides some of the same thrills as bungee
jumping, mountain climbing, and so on without the inherent risks. These
truly are family-friendly activities, suitable for virtually any age group.

Going to the Extreme
Extreme Engineering got started in 1995, but the company’s timeshare-
related work has been a more recent phenomenon. “As the industry
continues to evolve, certain properties can look a bit under-amenitized,
and others — ones that may even already have a good range of ameni-
ties — see us as a way to appeal to an even broader spectrum of
consumers,” says Craycraft. “The main thing developers are looking at
is how the resort can have more appeal to owners and guests.”

“So they’re very aggressively trying to up their game with more
food and beverage, more activities, more outdoor recreation, more
retail — and we fit right in to that movement.”

Simply fitting in, however, may be a bit of an understatement. The
Extreme Engineering team has identified four major benefits these
adventure units provide vacation ownership properties. The first is
straightforward: “Guest and owner satisfaction scores are improved,”
says Craycraft.

Secondly, he says, these activity features are pay-to-play pursuits,
so they also create a fresh revenue stream that, for the most part, does
not cannibalize other alternative income flow at the resort. “Number
three,” Craycraft continues, “they generate new tours, and instead of
giving tickets to nearby attractions to your prospective buyers, you’re
giving them tickets to your own attractions. That keeps money on
the property, and makes consumers say, ‘Wouldn’t this be a great
place to own? We could do this all the time and just walk right to it.’”

Finally, the on-site climbing walls, bungee jumpers, and zip lines

These activity features are pay-to-play
pursuits, so they also create a fresh
revenue stream that, for the most part,
does not cannibalize other alternative
income flow at the resort.

http://www.extremeengineering.com/


provide a mighty boost when it comes to winning the Internet reserva-
tion game. “Especially if the resort activates video of other owners and
guests having fun,” says Craycraft. “Our equipment has a proven ability
to turn website lookers into bookers.”

ROI in Less Than a Year
Central Florida’s Westgate River Ranch recently installed an Extreme
Engineering–designed amusement center that features a rock-climbing
wall, in-line bungee jumper, and a 300-foot-long (91 meters) zip line.

By all accounts — and certainly by the most important one: the bot-
tom line — it’s been a huge success. “Owner and guest response has
been phenomenal,” says Mark Waltrip, chief operating officer at
Westgate Resorts. “And we’ve achieved a full return on our invest-
ment in less than one year.”

Obviously, then, from a purely business standpoint, adding the
attractions was a smart move. What’s more impressive, though, is
that the River Ranch resort was not one of those under-amenitized
developments looking for a boost. Far from it, actually.

“It’s a unique dude ranch resort that provides a
variety of outdoor experiences, including golf,
horseback riding, a petting zoo, a 5,000-foot
(1,524 meters) paved and lighted airstrip, the
largest trap and skeet shooting range in Florida,
and a full-service marina with boat rentals, fishing,
and airboat rides,” explains Waltrip.

Still, the Westgate folks recognized an oppor-
tunity to expand on even that comprehensive
roster of vacation pastimes. Part of the resort’s
appeal is that it’s located in Florida’s quiet interi-
or — far from any hustle and bustle — some 90
minutes south of Orlando. But once the sun
goes down on the countryside, much of the day-
time-focused recreation had to come to a close
and visitors were left with evening hours to fill. 

“We decided to build our new Activity Park to
provide a variety of amenities that our guests can
enjoy both during the day and at night,” Waltrip
says. “It’s located at the entrance to our Rodeo
Arena and River Ranch Saloon, and in its entirety,
it includes an outdoor dance hall, putt-putt golf
course, and mechanical bull, along with the
bungee jumping, climbing wall, and zip line. The
idea was to create a wide variety of amenities that
would appeal to all age groups in a safe and con-
trolled environment.”

Based on the initial response and results, it’s
evident that Activity Park certainly appeals to near-
ly everybody who calls on the River Ranch, yet,
Waltrip does concede one fun fact. “By far, the zip
line is the favorite attraction, especially among the
teens and young adults.”

Sweetening the Value Proposition
According to Craycraft, the zip line is the over-
whelming favorite at the vast majority of their
installations. “That’s the one everybody wants,”
he says. 

Admittedly, it’s also the most expensive
stand-alone feature. A dual-rider that stretches
up to 330 feet (100 meters) starts at US$85,000.
Other costs range from about US$19,000 for a
simple, two-person in-line jumper to approxi-
mately US$250,000 for a complete park, which
would include the in-line jumper, climbing wall,
rope course climbing tower, and the zip line. 

Developers, though, seem to be much more
focused on the potential market gains than the
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“By far, the zip line is the favorite
attraction, especially among the

teens and young adults.”
— Mark Waltrip, Westgate Resorts. 

http://westgateresorts.com/river-ranch/


ultimate costs, according to Craycraft. “They look at the price of
the overall park, of course, but the overall value proposition makes
sense to them,” he explains. 

Indeed, in addition to the aforementioned timeshare-specific
business benefits, Extreme Engineering’s structures provide
myriad other value propositions. Insurance costs are far from
exorbitant. “The largest adventure park we have in the world
only costs the resort $89 per day in additional property and
casualty insurance,” Craycraft continues. “At that location, the
entry fee for the first two people who walk through the gate each
day pays for it.”

Additionally, adventure park staff members do not need to
be as specialized as, say, water park employees who need to be
trained in life-saving techniques. And these activity features
provide an extended outdoor play season. “Even in the north-
east, we are, at minimum, a nine-month attraction,” Craycraft
says. In milder climates, it’s easily year-round — “without any
additional heating costs.” 

A New Identity
Understanding the actual costs, in terms of construction, insur-
ance, and staffing, are crucial when it comes to making what
could be in the neighborhood of a quarter-million-dollar decision.
But perhaps one of the coolest things Extreme Engineering’s
products offer is an updated — or even brand-new — identity,
and that is very hard to quantify monetarily.

“We have a whole theming concept,” Craycraft says. “We’ve
done themed parks that range from pirates to the Wild West to
Polynesia. We have one in development right now based on the

American Revolution, and a proposal to convert an underutilized
indoor tennis center — which does nothing but cost the resort
money — into an adventure park that’s themed after an aban-
doned steel mill. For example, the climbing wall will be painted
glossy black so it seems as though the participants are going up
a wall of coal, and there will be different lighting effects and such.”

This particular example wonderfully summarizes what
seems to be the next big property trend for developers to get
ahead of. Because at one point, that indoor tennis center was
most likely at the forefront of the latest and greatest on-site
timeshare facilities. Times change, though, and right now, at the
beginning of vacation ownership’s extreme amenities phase, it
appears that a simulated-coal climbing wall holds more appeal
than an outdated all-weather hard court.  

See page 2 for currency conversions.
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Swim-Up Aquarium In 
Cabo San Lucas

No matter what sort of cutting edge amenities are in vogue
at the moment, a swimming pool is always a safe bet. Kids
love to splash the afternoon away, and adults are often
quite happy diving into a good book beneath an umbrella —
even if they never actually dive into the water. And since
swimming pools are often the centerpiece of the resort,
they’re also the perfect place to ratchet up owner appeal
and generate positive guest buzz. 

“We always try to come up with a new concept for our
pools,” says Owen Perry, a partner at Villa Group Resorts.
“At Villa del Arco in Cabo San Lucas, we put in a big pirate
ship. In Loreto, at the Villa del Palmar, we made the pool
look like a giant turtle.”

The company’s latest concept will be its most ambi-
tious. At the Villa la Valencia, which is scheduled to open
within two years in the famous Los Cabos corridor, “We will
have five to six acrylic aquariums of different depths
installed inside the pool. They will be saltwater, and the
entire pool, including the color of the tiles, will be designed
to look like a reef. The aquariums will have various species
of fish from the area, and there will be snorkeling masks
next to the towel stand for clients to use so they can have
a snorkeling experience right in the pool.”



While some for-profit voluntourism travel companies have drawn
criticism for appearing to champion the idea that a volunteer can
save the world with a paintbrush and a hug, shared ownership resorts
are inviting owners to take part in long-term grassroots efforts and 
community-outreach programs yielding measurable results. After all,
charity begins at home. Or, in the case of shared ownership, a sec-
ond home.

Getting Involved 
“We have owners who come back at least once a year, if not more
regularly. They consider this their second home and are very con-
nected to Maui,” says Angela Nolan, general manager of the Westin

Ka’anapali Ocean Resort Villas. “Over time, we began to understand
they were interested in getting involved. It started off with them just
doing beach cleanup.”

About six years ago, the resort partnered with Maui Cultural Lands,
Inc., a grassroots land trust organization dedicated to protecting and
restoring Hawaii’s cultural resources. The Westin Ka’anapali staff, own-
ers, and guests joined volunteers from all over the island to clear debris
obscuring the site of an ancient community that had flourished on the
west side of Maui more than 500 years ago. As part of Project Malama
Honokowai, volunteers pull weeds, plant native plants, and get a valu-
able lesson in how the ancient Hawaiians created a fully functional and
sustainable society by living off the land.

By Joyce Hadley Copeland
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Voluntourism  

GIVING BACK

Vacations have always been good for the soul. Unplug. Indulge. Return refreshed. But, could something as
simple as having an opportunity to remove invasive plants, protect endangered sea turtles, or helping to lift
the local community out of poverty make the difference between a good time and a life-changing experience? 

More and more luxury resorts are saying yes, and inserting volunteer experiences between spa treatments
and water sports on their amenities list. It’s all part of a blossoming trend called voluntourism — giving back
on vacation — worth US$2 billion per year, according to Tourism and Hospitality Research, a trade publication
for tourism and hospitality researchers and professionals. 

Westin Ka�anapali Ocean Resort Villas
Westin Ka�anapali Ocean Resort Villas


“I’ve got a half-dozen plants that I planted a few years ago, so
whenever I’m up there, I’ll carefully water them and check their
progress,” says Carolyn Zanko. Her husband, Jerry, laughingly calls
them “our vegetable children.” Volunteers since 2008, the Zankos pack
garden gloves and grubby work shoes for their twice-yearly vacations in
Maui. “If there’s an event to participate in, we’re ready for it,” Jerry says.
“It’s something we look forward to.”

“Our owners who come back each year have realized that there are
only so many times you can go and do a certain activity,” Nolan says.
“Now, they want to enjoy the land and the local way of life, and part of
that is giving back to a place that has given so much to them.” 

It’s often sweaty, labor-intensive work, but photos taken over time
reveal substantial progress in Honokowai, Nolan says, adding, “We reg-
ularly meet with county officials, council members, and the mayor, and
they continue to be impressed by the amount of local involvement we
have from a volunteer perspective.” 

Dissolving Cultural Divides
Vacationing in a luxury resort on a beautiful beach in Puerto Vallarta,
Mexico, can make it easy to miss the daily struggle of residents living in
poverty only 10 minutes away. The stark contrast hit home for one man
after spending time as a guest in the homes of resort employees he
befriended while on vacation at Villa del Palmar Puerto Vallarta Resorts
& Spa. 

The man, Jim McCarthy, enlisted the help of partners and managers
of the resort development company Villa Group Resorts to create
Eagle’s Wings Foundation. Directed by a 12-member executive com-
mittee and board of directors representing the resorts and their commu-
nities, the nonprofit foundation has donated more than US$2 million in
cash and essential items — clothing, books, even two school buses —
to local schools, orphanages, and senior-care centers in communities
surrounding Villa Group resorts. 

Owners are invited to contribute any number of ways, from donating
school supplies to serving breakfast to local children. The personal
interactions have the most profound effect on owners and their families.
“They talk about how beautiful it is to help, and the great impact that
Eagle’s Wings Foundation is having in their lives,” says Eva Contreras,
foundation president. “And they always look forward to returning soon
and serving more often.”

The Feel-Good Amenity
Voluntourism may just be the new wellness. According to United
Health Group’s Doing Good Is Good for You: 2013 Health and
Volunteering Study, respondents said volunteering improves their
mood (94 percent) and reduces stress (78 percent). An overwhelming
majority of volunteers interviewed (96 percent) reported an enriched
sense of purpose in life. No matter what the task, the simple act of
learning about the world and connecting with people in other cultures
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Volunteers at Casa Dorada Los
Cabos Resort & Spa participate in

a sea turtle protection program,
ushering baby turtles to the safety
of the sea during hatching season

on Cabo’s Medano Beach.

Adding
Meaning 
to Your
Amenities
List 

http://eagles-wings-foundation.org/
http://www.villagroupresorts.com/


can significantly enhance an individual’s life (and vacation) experience. 
“Most elephant organizations who take volunteers have them plant

trees or clean up the dung or do all sorts of things around the camp,”
says John Edward Roberts, director of elephants at Anantara Golden
Triangle Elephant Camp & Resort in northern Thailand, bordering Laos
and Myanmar. Very useful, unless it takes away jobs that would other-
wise be done by locals. 

Funded by Anantara Hotels, Resorts & Spas’ Golden Triangle Asian
Elephant Foundation, the camp is a refuge and working village for 25
elephants and 60 mahouts (elephant handlers) who might otherwise be
begging on the streets. Guests may choose to shadow a worker, riding
on the elephant’s neck and bathing the elephant in the river. Or, they
may learn about elephant biology and behavior from the camp’s resi-
dent veterinarian as they roam the grounds with the elephants. 

These and other programs give guests the satisfaction of sup-
porting a stable and sustainable community for local mahouts and
their elephants, while enjoying the kind of authentic cultural experi-
ence today’s tourists crave.

Seeding Awareness
Owners and guests of Casa Dorada Los Cabos Resort & Spa have the
opportunity to learn about important conservation efforts to protect
wildlife that is right underfoot on Cabo San Lucas beaches. 

In 2008, the resort signed on to create a sanctuary for endangered
sea turtles that dig their nests on Medano Beach, and Casa Dorada’s
own Manuel Solano was tapped by local authorities to coordinate sev-
eral federally mandated wildlife protection and conservation projects
conducted by a network of participating Los Cabos businesses. 

During the May-to-December nesting season, Casa Dorada staff
relocates nests to a special humidity- and temperature-controlled area
within the resort. The day they hatch, the resort’s concierge staff alerts
owners and guests and, after dark, up to 80 people gather at the mar-
gins of where the tiny turtles are released to find their way to the sea.
Before the sea turtles set out on their 90-minute journey, resort guests
learn about the life of sea turtles and the importance of protecting them.
Between 2008 and 2015, more than 117,000 sea turtles have been
released in San Lucas Bay. 

Getting the Word Out
Guests may not need much encouragement to get involved. One in four
Americans volunteered through an organization in 2013, according to
the Volunteering and Civic Life in America survey by the Corporation for
National and Community Service. And, of those who volunteer, nearly
eight in 10 contribute money to a charitable cause. The odds are very
good that some of these people are within every owner base.

“If they aren’t volunteering, I would argue that someone isn’t ask-
ing,” writes David Clemmons in The VolunTourist, a newsletter for the
travel trade, arguing that participation is less about demographics than
simply asking. 

The Westin Ka’anapali Ocean Resort Villas makes sure no prospec-
tive volunteer is left behind, plugging events on the activities tab of its
website, in pre-arrival concierge calls, on the resort activities calendar,
and via fliers left in villas. 

Owners are encouraged to share their volunteer experiences by
posting photos to StarwoodVacationNetwork.com. They also sign
waivers so that the Westin Ka’anapali can use photos for external pur-
poses and for internal presentations. “I really love to be able to use our
imagery on social media channels,” Nolan says. 

Dedicated volunteers, such as the Zankos, can become volun-
tourism ambassadors while heading back to their villas after a day of
weeding or roadside cleanup. 

“If it’s a rainy day, you’re muddy, you’re dirty, you’re sweaty,” says
Jerry Zanko. “Going back to your villa, you get perplexed and curious
looks from other guests who are trying to size up what this is all about.
They’ll say, ‘What did you do today that you look grubby?’ We’ll tell
them and they say, ‘Oh wow, I wish we’d known about that!’”

Comfort Level
Of course, not every guests wants to break a sweat on vacation.

“Doing a beach cleanup is very different from hiking down part of
the mountain in Honokowai to get down to the valley,” Nolan admits.
“We’re very clear about where you’re going and if there are any physical
limitations. That hasn’t really been a barrier for our volunteers.” 

The resort provides transportation, sandwiches, water, and juice.
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Riding, bathing, and walking with the
elephants are activities that guests at
Anantara’s elephant camp may
participate in.

http://www.casadorada.com/cabosanlucasresort-en.html
http://goldentriangle.anantara.com/
http://goldentriangle.anantara.com/


“We just ask them to come with good walking shoes and sunscreen,
and a hat and a light jacket if we’re going up to the wind farm area or
down into the valley, because weather conditions could change,”
Nolan adds.

Eagle’s Wings Foundation offers owners and guests a wide range of
ways to participate. They can bring much-needed items such as
crayons, pens, clothing, toiletries, toys, etc., to be delivered to local
schools and orphanages. They can help raise funds through weekly
bingo nights at the resorts, or simply toss their leftover pesos in a box in
the resort lobby before returning home. At an annual meeting, owners
can sign up to lead gift-giving missions to local shelters. The founda-
tion’s activities are updated in a monthly newsletter and on the Eagle’s
Wings Foundation Mexico Facebook page.

Anantara attends to guest preferences without straying too far from
the level of luxury the brand is known for. “It’s a question of insuring a
level of service, then making sure that the premium that people pay to
be part of a five-star experience is going back into the community,”
Edwards says. “We feel we can support the community best, as well as
live up to our role as a luxury hotel chain, by designing guest experi-
ences that allow the expertise of the local community to be harnessed
and to shine through, while allowing the guests to only push their com-
fort zone as far as they choose.”

Err on the Side of Education
In an age of wildlife documentaries and canned entertainment park
experiences, it’s important to offer substance. A sea turtle release or
opportunity to roam alongside Asian elephants can prompt “oohs” and
“ahhs,” but the key is to elevate the experience to the next level and give
guests something substantial they can take away. 

For the Zankos, volunteering has led to a greater understanding of
the importance of the natural resources in Hawaii. Working in Honokowai
valley “makes me very conscious about where the water I’m drinking
here at the resort comes from,” says Carolyn.” I’m much more aware of
the land and the water resources and other natural resources here.” 

Nolan agrees, adding that volunteering together gives parents an
opportunity to instill important values through interactions as a family.
“It’s a great way to educate children on giving back to the places that
you visit,” she says.

“We’ve gotten way more from the Westin Ka’anapali Ocean Resort
Villas than I feel that we’ve contributed,” Jerry Zanko says. “With each
passing year, you acquire more appreciation for the people, for the cul-
ture, for the environment. There’s a change that occurs. I wish more
owners and guests would get involved in some of these projects,
because they have no clue as to what they’re missing out on.” 

See page 2 for currency
conversions.

Joyce Hadley Copeland, based
in Tucson, Arizona, contributes
regularly to travel and
hospitality publications and
websites. 
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           While natural disasters don’t mix well with vacations, owners and
guests may find themselves in a position to lend a helping hand.  
     Heather Lavelle and Graeme Smith had exchanged their Bali
week for a stay at Gokarna Forest Resort, near Kathmandu, Nepal,
before trekking the Himalayas. A week before they were due to leave,
a 7.9 earthquake struck near Kathmandu, leveling villages and set-
ting off multiple avalanches. Assured that the resort was still opera-
tional, the pair decided to carry on with their plans, joining aide teams
and a few other guests staying at the resort. 
     “I am a nurse and I was able to bring quite a few medical sup-
plies,” Lavelle says. “The reception staff were very helpful with
arranging transport for me to deliver the items to a local hospital,
where it was much needed. We also spent a day delivering food sup-
plies to the family and friends of the bar manager. They had all lost
their homes in a village high in the mountains and were living in tents
with very limited supplies. It was a very humbling day.”
     When a major aftershock canceled their Himalayas trek, Lavelle
and Smith left Gokarna Forest Resort. Realizing that an onslaught of
volunteers showing up to help without a plan can hinder relief efforts
when the crisis is as severe as this was, the couple reluctantly
returned home. 
     “The staff were absolutely marvelous and we got to know some of
them quite well. I will go back sometime in the future when the coun-
try has recovered,” Lavelle says.

FINDING HUMANITY IN
EARTHQUAKE CRISIS

Owners and guests at the Westin Ka’anapali get down and dirty as part of
a program that exposes them to Maui’s cultural and botanical heritage.
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Riviera
MAYABy Judy Kenninger

Mixing It
up on

From just south of Cancún to the ancient
Mayan ruins at Tulum, Riviera Maya was
once a stretch of sleepy fishing villages
along beautiful beaches. Caribbean waters
still lap the coastline, but the area has long
since awakened. 



That love is evident. In 2015, the Riviera Maya was predicted to
welcome 4.5 million arrivals, up from just over 4.4 million in 2014 and
1.2 million in 2000, according to the area’s convention and visitors’
bureau. A big part of that growth is fueled by timesharing; the state of
Quintana Roo, home to the Riviera Maya, has become one of the leading
timeshare markets in the world. “We’re still growing,” says Ana Patricia
de la Peña, president of the Mexican Resort Development Association
(AMDETUR). “As a destination, Quintana Roo is just 40 years old. There
is a lot of land left for development.”

Developers here have many advantages, from the spectacular
scenery and ancient ruins to proximity to Mexico’s second-busiest
airport. But perhaps what makes this region stand out is developers’
willingness to try new concepts and strategies. 

Natural Beauty
The exact borders of the Riviera Maya aren’t set in stone, but it’s gen-
erally considered the 85-mile stretch from Puerto Morelos to just north
of Tulum, the site of spectacular Mayan ruins. It’s also the gateway to
Sian Ka’an Biosphere Reserve, a UNESCO World Heritage site and the
world’s second-largest barrier reef. 

When development began four decades ago, there was already
plenty to attract visitors, including underground rivers called cenotes,
sandy beaches with gentle waves, mangroves, and wildlife. Now, how-
ever, those attractions have been augmented by eco-adventure parks,
zip-line tours, brand-name spas, championship golf courses, gourmet
restaurants, and a lively nightlife in Playa del Carmen and other towns.

“The beauty of the Riviera Maya is that it offers an array of different
experiences, from adults-only to family-friendly to spa to the ruins at
Tulum,” says Rafael Feliz, chairman and CEO of Karisma Hotels. “There
are just so many attractions.” The same can be said for Karisma resorts,
where guests, usually on all-inclusive plans, can choose from 10 or more
restaurants, see shows, relax on the beach in shaded Bali beds while
being tended by beach butlers, or participate in myriad on-site activities.

Recently, Karisma’s Azul Beach Hotel and Azul Sensatori Mexico
have even introduced the Nickelodeon Experience, which promises to
welcome guests with a glass of champagne and a cool towel as their
children indulge in a smoothie. The fun continues with breakfasts and
meetings with SpongeBob SquarePants, Dora the Explorer, and other
characters. Other Karisma resorts are geared to grown-ups; adults-
only or couples-only properties are common in the area. 

Diverse Products
Although many resorts in the region are all-inclusive, Feliz and others
stress that the experience today isn’t about standing in buffet lines. “We
call our experience ‘gourmet-inclusive,’” he says. These high-end
restaurants emphasize chef-driven cuisine and locally sourced ingredients.

Agostini agrees with this assessment. “One of the areas where
Mexican developers stand out is the quality of the resorts and service
delivery, including hospitality,” he says. That works for Interval.
“One in three of our North American members say they want to take
an all-inclusive vacation in the next two years.”

The luxurious experience doesn’t rule out budget-minded
consumers. “Many travelers choose all-inclusive because they want to
know how much they will spend,” de la Peña says.

Because prepaid restaurants preclude the need for in-unit kitchens,
hotel-style accommodations are common in Riviera Maya. Many of the
newer resorts are selling a vacation club concept. AMDETUR and other
groups are working to ensure that regulations are keeping up with the

innovations in product form. Right-to-use plans are also offered, with
terms shrinking from the 30 years commonly offered in the 1990s and
before. “The short-term products appeal to the types of clients we
need to attract: millennials and Gen Xers,” de la Peña says. 

Marketing Experience
Because resort experiences are so varied, Erika Garcia, CEO of
Yucatan Holidays, markets the area by interest. “You have customers
for spa, golf, family, honeymoons, adventure, and sightseeing,” she
explains. “The fact is that the Riviera Maya vacationer lands at the
same airport as the Cancún visitor. There’s naturally a bit of jealousy
between the destinations, but we still work together on promotions.”

The Cancún airport has been a key factor in the area’s success. In
2014, the airport handled 17.5 million passengers, a 9.4-percent
increase over the previous year. “When you look at the airlift from North
America and Latin America, as well as Europe, it’s really opened up the
destination,” Agostini says. “It allows developers to target different
consumers.” Beach-seeking vacationers from the eastern U.S. enjoy
shorter, often direct flights. 

The diversity in the travel base helps smooth out seasonality, as
Latin Americans and Europeans prefer the summer months, while
North American travelers generally want to escape snow and ice during
the winter. However, February remains high season. “I wish we could
triplicate ourselves in February,” Garcia says. 

Timeshare consumers don’t vary much from the general visitor pop-
ulation, says Cecilia Mosqueda, marketing manager of TM Real Estate
Group, developer of The Fives at Playa del Carmen, which includes
whole ownership and a rental pool, managed by Karisma. “The time-
share customer is essentially anyone visiting the area,” she says. “What
makes them a timeshare owner is that they have decided they want to
return on a recurring basis and purchase a membership to help them do
so. Timeshare owners do generally stay in larger, more luxurious resorts.” 

Because of intense competition among area resorts and the fact that
most resorts operate as mixed-use properties, today there’s less depen-
dence on traditional OPCs and more focus on in-house programs and
other marketing programs in general for lead-generation purposes. “It’s
very complicated and expensive to be out on the street,” Agostini says.

Opportunity?
Developers who want to get into the mix in Riviera Maya will find land
available at a lower cost than in Cancún, Garcia says, especially around
Puerto Morelos. That land, however, comes with strict environment and
zoning regulations. “The idea was to avoid the skyscrapers that
dominate development in Cancún,” she says. The area must also be
protected, so that the natural beauty that attracts visitors isn’t destroyed.

Capital is another concern as end-loan financing is not generally
available, but that is changing. “This is one of the biggest challenges,
but lenders are becoming more open to providing financing for U.S.
and Canadian buyers,” Agostini says, adding that the industry in
Mexico is well-supported by private capital. 

With more vacationers streaming to the region each year, develop-
ment will certainly continue. “There’s just so much here, and often within
just one flight,” de la Peña adds. 

See page 2 for currency conversions.

Judy Kenninger, RRP, heads Kenninger Communications and has been
covering the shared-ownership and vacation real estate industries for nearly
two decades.
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The growth along the Riviera Maya has been phenomenal,” says Marcos
Agostini, Interval International’s senior vice president of resort sales 
and business development for Latin America. “There’s a sense of bare-
foot elegance, and people love that you really feel that you’re in Mexico.”
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reating a home away from home at vacation ownership
properties isn’t a new concept. And, certainly, with new
and updated amenities devoted to guest comfort

introduced seemingly every year, many developments do a good
job of fulfilling the promise. Simply put, that’s also the goal at
Playa del Carmen’s recently constructed A-Nah Playa del
Carmen — and this particular resort seems quite well-
positioned to deliver. 

Ricardo Montalvo, president of Grupo Inmobiliario Sector, S.A. de
C.V., relied on his more than 25 years of experience developing residen-
tial and commercial projects throughout Mexico when embarking on
this latest endeavor. Further, originally, A-Nah Playa del Carmen was
envisioned as the beginning of a chain of full-ownership condomini-
ums, as in actual homes away from home. 

After some research, though, Montalvo discovered that “the current
demand in the Riviera Maya for a vacation club–type product is
incredible.” Montalvo had never developed a timeshare property, but
the market seemed ripe, so he and his business partners decided to
alter course a bit — not completely change, but shift just enough to
make way for vacation ownership. The result is a seemingly perfect
blend of full- and partial-ownership qualities: cozy, yet practical — and

sometimes even a bit opulent, such as the dramatic rooftop pool —
touches that really do make the property feel like a second residence
for every owner and guest.

“We take care of each and every detail to make sure it is just like
being at home,” adds Julian Abed, the company’s chief operating
officer. Which makes sense because in the Mayan language, A-nah
means “your house.”

The Floor Plan
The “houses” at A-Nah Playa del Carmen are divided between 61
one-bedroom units and 27 two-bedrooms including an attached patio
or terrace. They’re decorated simply but elegantly with modern furnish-
ings. Plush sofas sit opposite the standard 42-inch flat-screen TVs in
the open-area living room while large floor-to-ceiling glass doors and
windows provide plenty of natural light.

The sleeping quarters are equally welcoming. “With so much to
do and see so close to the resort, we don’t think our guests will
spend a lot of time in their bedrooms, but we wanted to be sure that
when they did, they were as comfortable as they would be at home,”
Abed says. “So there’s premium bedding, a ceiling fan, another televi-
sion mounted on the wall, and even a rain forest–style shower with a
handheld showerhead in the master bathroom.”
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Contemporary touches such as these help
ensure that A-Nah Playa del Carmen will maintain a
modern vibe, something that Montalvo says was
important to the development team throughout
construction. “We wanted to build a modern facility
with a family atmosphere,” he says.

Look no further than each unit’s kitchen and dining
area for proof of a mission accomplished. The
kitchen is, of course, fully equipped with a refrigerator,
stovetop, oven, microwave, coffeemaker, and dish-
washer. And the countertops and cabinetry are all
straight lines and 90-degree angles, as if they were
plucked right out of an American city’s newest and
hippest downtown loft project. In other words, the
kitchens look good.

Abed, though, is more proud of what you can’t
see when you first enter the cooking space. “Inside
the cabinets is everything you need to cook a meal
and set a table,” he says. “And what is more like a home away from
home than being able to set a table and sit down to a good family meal?”

More Than a House
Part of the joy of vacation ownership, however, is that oftentimes the
units and properties aren’t merely a home away from home, they’re
much more. Indeed, the assortment of amenities at A-Nah Playa del
Carmen means guests have plenty of options when it comes to taking
full advantage of their resort week.

“We offer a gym and business center,” says Abed. “There’s also
a kids’ club, three hot tubs, a yoga room, and a spa, where guests
can receive various treatments, or they can even order a massage in
their unit.”

One of the most unique features is the open-air cinema. “We set up
a projector out in one of the courtyards and show movies right on the
wall of the building,” says Abed. “There are a few pods — beach beds,
essentially, with a half-dome-shaped canopy — for people to relax and
watch. There’s something about watching a movie under the stars that
everybody seems to like.”

There’s also something about rooftop pools that has universal
appeal, and when it comes to A-Nah’s amenities, the crown jewel is the
elevated swimming area. It’s backed by a whimsical mural of oversized
blue and green and red fish, and features a very in-demand seating area
that’s actually in the water.

“On one of the long sides of the rectangular pool,” Abed explains,
“there’s a submerged ledge, maybe six inches
deep or so, where we position a line of lounge
chairs. It’s wide enough for the chairs and to
be able to walk down the row, like you’re
walking right in the pool. It’s very different
from other pool areas, and guests really like it.
Even though we’re within walking distance to
the gorgeous beach and Caribbean Sea, our
pool is always a popular place.”

Meet Me Downtown
A-Nah Playa del Carmen is about a 15-minute
walk from Playa del Carmen’s main beach, so
owners who do want to spend their days in the
sun and sand certainly won’t be disappointed.
But the property’s position near the heart of
downtown Playa del Carmen means there’s
also much more to do than simply while away

the afternoons at water’s edge. 
“We feel our location is one of our greatest strengths,” Abed says.

“You’ve got the beach and other sightseeing opportunities within walking
distance, but we’re close to a lot of shopping, restaurants, and nightlife,
too, so again, it’s like a home away from home.”

And part of being at home is that you are removed from some of the
hustle and bustle of the tourism activities, which is certainly the case at
A-Nah Playa del Carmen. The famous — and lively — 5th Avenue is just
a few blocks away, close enough that guests can easily get there for
dinner or shopping, but far enough away that the revelry doesn’t
interfere with the serenity of that rooftop pool.

Past Experience
At present, the A-Nah sales team is promoting the resort’s location, the
rooftop pool, and comfortable condominium-like accommodations
mainly through direct-mail pieces and customer referrals. Prices range
from US$6,750 to US$59,999 for 30-year, right-to-use floating weeks.
“The vacation club product obviously is new to us,” Abed says, “so our
active sales effort continues to grow. We’re focusing on consumers in
Mexico, the U.S., and Canada.”

Selling the vacation club product might be a new endeavor, but at
least one of A-Nah Playa del Carmen’s key figures has had some past
experience with the concept. Montalvo himself was a timeshare owner
for a period. “The demand for this type of product in the Riviera Maya
was the motivation behind the business decision to move in this

direction,” Montalvo says, “but when it came
time to actually build, I drew inspiration for the
construction from some of my own timeshare
unit experiences.”

That experience also led Montalvo to select
Interval International when it came time to
choose an exchange provider. “The exchange
program is a very attractive piece of the overall
product for owners and definitely adds an
important value,” he says. “I was already famil-
iar with Interval’s exchange process from my
years as a member, and was very happy with
that, as well as the additional benefits the
program would provide my owners.” 

See page 2 for currency conversions.

Developer: Ricardo Montalvo, president of
Grupo Inmobiliario Sector, S.A. de C.V.
Location: Playa del Carmen, Mexico
Product: 30-year, right-to-use vacation club
with floating weeks
Price: US$6,750 to US$59,999 based on
season
Website: anahsuites.mx
Social Media: Facebook, Twitter, and
Instagram

A-Nah Playa del Carmen
fastfacts

AN INTERVAL INTERNATIONAL SELECT RESORT
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By Judy Kenninger
ARTISAN PLAYA DEL CARMEN

ARTISAN PLAYA DEL CARMENARTISAN RIVIERA MAYA

Handcrafted Luxury and a 
New Vacation Club in Mexico

ARTISAN PLAYA ESMERALDA

Since opening its first resort a decade ago, Artisan
Handmade Hotels Collection has quickly gained a
reputation for creating singular experiences in a
boutique environment. With three resorts open in
Mexico’s top locations and another under
construction, the developer has added a new
dimension: a long-term ownership program, Artisan
Vacation Club. 

 Artisan Handmade Hotels Collection
 Artisan Handmade Hotels Collection


“Our unique portfolio offers vacation experiences designed to
showcase the color, history, and rich cultural diversity Mexico offers,”
says Manuel Pérez Alpuche, chairman of the board of Artisan Vacation
Club (AVC). “Our new vacation club allows both our loyal, long-term
customers and new guests the opportunity to experience the luxury of
Artisan resorts for years to come.”

Since sales kicked off in April 2015, it has become clear that AVC’s
approach is a winning combination; this is an industry player worth
getting to know. 

As is the case with many “instant” successes, the resumes of the
leaders behind it are long and strong. Pérez Alpuche, who created
AVC’s concept, is a former general manager of several Grupo Mayan
resorts, having contributed to the launch of the Grand Mayan brand,
one of the first luxury vacation clubs in Mexico. Among assignments,
he piloted the opening of Grand Mayan properties in Acapulco and Los
Cabos. He has also been involved with other top Mexican timeshare
offerings, including Grupo Posadas and Pueblo Bonito. 

Same Meaning, Many Languages
As is common in Mexico, AVC is a right-to-use, points-based vacation
club. Membership terms range from 10 to 30 years, and prices begin at
US$4,000, but range up to US$26,500, depending on seasonality and
term length. What sets this apart from other clubs, according to Pérez
Alpuche, is the mission: to make every guest’s stay a memorable one.
“We really pamper our guests,” he says. “In every interaction with
guests, we strive to create a masterpiece.” 

This leads to the name chosen for the hotels and club: Artisan. “It
also helps that the word has the same meaning in several languages,”
Pérez Alpuche adds. 

From Oceanfront to Colonial Charm
The AVC resorts currently open have all earned top marks from guests,
including online reviewers, and it’s easy to see why. TripAdvisor
Certificate of Excellence winner Artisan Playa del Carmen is on the
city’s world-famous pedestrian shopping and dining street. The adults-
only property has 22 1,200-square-foot (111 square meters) oceanfront
units with a contemporary aesthetic, along with on-site amenities
including a restaurant and a roof garden with a large terrace, bar, hot
tub, and infinity pool. The adults-only concept helps the resort stand
out in this popular resort destination, Pérez Alpuche says. 

Artisan Playa Esmeralda is located in the state of Veracruz, 250
miles (405 kilometers) east of Mexico City. Set
within landscaped gardens overlooking
Chachalacas Beach on the Gulf of Mexico, the
resort’s 50 units include studios, and one- and
two-bedroom lock-offs. The units at the family-
friendly property are at least 700 square feet
(65 square meters). Amenities include two
restaurants, indoor and outdoor pool, gym, and
minigolf. The family vibe doesn’t mean a lack of
relaxation — the full-service spa offers temaz-
cal, a ritual from ancient Mexican culture
designed to bring recipients “spiritually closer
to Mother Earth and its four elements,” accord-
ing to the brochure.

Artisan Riviera Maya, surrounded by tropi-
cal vegetation on Mexico’s Caribbean coastline,
features 38 studios decorated in a sophisti-
cated, modern design with luxury bedding, LCD
TVs, and complimentary Wi-Fi. On-site ameni-
ties and activities include a restaurant, rooftop

terrace with an outdoor infinity pool facing the sea, entertainment, and
water sports. 

Moving to a more urban environment, Artisan San Miguel de
Allende, now under construction, will be six blocks from the Jardin, or
main square, of the celebrated Spanish Colonial town. A UNESCO
World Heritage Site in the foothills of the Sierra Madre, three hours north
of Mexico City, San Miguel was voted “The World’s Best City” by read-
ers of Condé Nast Traveler magazine in 2013. The 80-unit property will
include a swimming pool, bar, restaurants, concierge, and wireless
Internet. 

Alliance With Interval
AVC’s marketing engine has a multipronged approach. It includes lead-
generation activities (mini-vacation sales) at malls in the Mexico City
area, along with off-premise contact programs in Veracruz and Playa
del Carmen. 

Key to the efforts, however, is the club’s alliance with Interval
International. “Interval exchange guests are always great prospects.
We’re using the Interval Sales Tool Kit — all our sales representatives
have iPads, and we really love the exit program they have helped us put
together,” Pérez Alpuche says. “It helps us to recoup costs, and for
prospects who haven’t stayed with us, it’s an opportunity to experience
our product. They can stay at one of our resorts, see what great value
they receive, and then sit for a presentation.” 

What makes this work, Pérez Alpuche says, is the quality of resorts
in Interval’s exchange network. “The higher-income demographic found
among Interval members aligns with our product,” he says. 

The love goes both ways. “Artisan Vacation Club has developed an
outstanding product that provides travelers with the quality and flexibil-
ity they are seeking,” says Marcos Agostini, Interval’s senior vice presi-
dent of resort sales and business development for Latin America. “The
club’s beautifully appointed properties receive excellent reviews, and
we look forward to supporting the expansion of a brand increasingly
recognized for its exceptional service and attention to detail.”

Artisan Vacation Club members are being enrolled as individual
members of Interval International and also become Interval Platinum®

members, entitling them to a number of flexible exchange opportunities
and upgraded benefits and services. 

Bullish on the Future
Looking forward, Pérez Alpuche is bullish on AVC’s prospects, and his

optimism seems well-founded. Along with surg-
ing tourism arrivals from the U.S. and other
countries, the domestic market is also growing.
Mexico’s economy is among the top performing
in the region; unemployment is just 4.3 percent.
“The leisure travel market continues to grow in
Mexico,” Pérez Alpuche says. “This presents a
wonderful opportunity to increase our presence
in a variety of appealing settings. We’re already
on the iconic beaches of Playa del Carmen,
we’re building on the Spanish Colonial streets
of San Miguel de Allende, and next we plan to
expand to Los Cabos and Puerto Vallarta.
These will be 50-unit resorts with very large, lux-
urious units, similar to what we have in Playa del
Carmen — we’re going for A++.” Looks like
more masterpieces are in the making. 

See page 2 for currency conversions.
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Developer: Artisan Vacation Club
Headquarters: Mexico City, Mexico
Product: Right-to-use, points-based
club
Price: From US$4,000 to US$26,500,
depending on length of term and season
Resorts: Artisan Playa Esmeralda,
Chachalacas, Veracruz 
Artisan Playa del Carmen, Quintana Roo 
Artisan Riviera Maya, Quintana Roo 
Artisan San Miguel de Allende,
Guanajuato (under construction)
Website: artisanhotels.mx
Social Media: Facebook, Twitter

Artisan Vacation Club

fastfacts

https://www.resortdeveloper.com/sites/resortdeveloper/products-services/sales-marketing-support/interval-sales-tool-kit
https://www.resortdeveloper.com/sites/resortdeveloper
https://www.resortdeveloper.com/sites/resortdeveloper
http://www.artisanhotels.mx/en/riviera-maya/
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Nearly 30 years later, the site has blossomed into a multiproperty
vacation destination with more than 200 units that owners long to return
to time and time again. And, yes, Morritt still calls it home. Yet despite
decades of success, he isn’t resting on his laurels: Wide-ranging
improvement projects are underway, including additions to the resort’s
shopping center, buildout of a new fitness facility, and an extensive
multiyear refurbishment project that will add new luxury suites and
overhaul existing units at the original property, Morritt’s Tortuga Club.

“We have regularly updated our units over the years, but this is the
first time ever that the resort has done a renovation project of this scope
and scale,” says CEO Chris Johnson. These renovations include a com-
prehensive demolition and rebuild of the interior spaces. The finished
product comes complete “with high-quality finishes, including large
granite countertops, tile backsplashes, and stainless-steel appliances.” 

Spoiled for Choice
Guests and owners at Morritt’s Resort have three on-site, shared-
ownership properties to choose from, along with 15 whole-ownership
residences. The original shared ownership phase, Morritt’s Tortuga
Club, is located directly on the beach. Its 150 units include nine
studios, 90 one-bedrooms, and 51 two-bedrooms. Both pool and
ocean views are available.

The Tortuga Club’s four-story sister property, Morritt’s Grand Resort,
was built in 2001 and boasts balconies overlooking the beach from each
of its 14 one-bedroom and 25 two-bedroom units. Among its prime
draws is the large oceanfront infinity pool, complete with a hot tub,
children’s pool, and shaded swim-up bar.

The newest property is The Londoner, an upscale product com-
pleted in June 2014. Housed in a six-story concrete building, its four
three-bedroom and 16 two-bedroom units boast open-floorplan interiors
outfitted with modern Caribbean decor and top-of-the-line finishes,
including wood-look ceramic-tile flooring and a chef’s kitchen with
expansive granite countertops and stainless-steel appliances. 

The Londoner is also the closest to the Caribbean Sea. “When you’re
in your unit at the upper floors, you don’t even see the sand,” says
Johnson. “So it’s like you’re on a boat with a complete ocean view.”

Ample Amenities
Guests have access to a wide range of on-site amenities, including the
infinity pool at Morritt’s Grand and the two swimming pools at Morritt’s
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By Jacquelyn Kalis

Morritt’s Resort has come a long way from its
humble beginnings. When developer David
Morritt first laid eyes on the beachfront site on
Grand Cayman’s quieter, less-touristed East
End, it was home to a 12-room hotel. Originally
planning to make the idyllic location his residence,
Morritt quickly decided he couldn’t keep such a
beautiful spot to himself.

Cayman 
Favorite 
Sports a 
New Look

http://morritts.com/
http://morritts.com/the-londoner/
http://morritts.com/grand/
http://morritts.com/tortuga-club/
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Tortuga Club. The large free-form Premier Pool, with a waterfall, children’s
pool, and swim-up bar playing tropical music, is flanked with numerous
lounge chairs and umbrella-shaded tables. For a more serene experi-
ence, the garden-encircled Park Pool is ideal for swimming laps and quiet
relaxation.

Dining options are equally varied — from local, freshly caught fish
and grilled steaks at David’s Deep Blue Restaurant & Bar, which offers
both air-conditioned indoor and oceanside patio dining; to Caribbean-
inspired fare and daily happy hours at Mimi’s Dock Bar & Restaurant, a
one-of-a-kind venue encircled by the Caribbean Sea, allowing patrons
to watch fish swimming to and fro. 

A full range of treatments are offered at La Mer Spa, and across the
street from the resort is a well-stocked grocery store, restaurant, and bou-
tique at Morritt’s Shopping Center. Those looking to venture beyond the
resort can visit the famed Stingray City, swim with dolphins, snorkel, dive,
or go deep-sea fishing, all of which (and more) can be organized by
Morritt’s excursion provider, Red Sail Sports. The Cayman Islands’
capital, the bustling port city of George Town, is just a 45-minute drive
from the resort.

Major Makeover
In line with the opening of its newest property in 2014, Morritt’s has been
hard at work making upgrades and additions across the resort, including
a multimillion-dollar renovation project adding new luxury suites at
Morritt’s Tortuga Club and enhancing the rooms at both the Tortuga and
Morritt’s Grand Resort. A complete renovation of a 20-unit building at the
Tortuga Club is slated for completion in 2016, and some of the nine-unit
buildings have already been tackled.

On the resort’s grounds, several beautification and upgrade projects
have been completed, encompassing the resort’s dock and the dock
restaurant, bar, and veranda, plus other small projects planned for this
year, says Johnson. In addition, a new fitness facility was to be built out
and equipped in fall 2015, he says, and construction on the second
phase of Morritt’s Shopping Center is scheduled for this year. 

A new sports bar going in across the street from the shopping center
should also be completed in 2016, Johnson says. Looking ahead, a
wastewater treatment plant is being constructed, which he says “will
significantly increase our capacity for future expansion, along with
increasing efficiency far above our current facility.”

Personal Sales Approach
Each of Morritt’s three properties is in active sales, which is fully handled
in-house. “As a result, we can control and participate in virtually every
contact a prospective purchaser has with our
resort,” says Johnson. 

The property’s location on a serene, beach-
front section of Grand Cayman is especially
appealing to U.S. residents, who make up the
majority of owners and guests. “It is a safe tourist
destination with little to no crime, there are a sig-
nificant amount of reasonably priced flights to
the island, and, last but not least, the local people
are wonderful,” he says.  

A personal, lower-pressure approach is
especially key at Morritt’s, he adds, as many of
its guests are repeat visitors and owners, many
who have made additional purchases. More
than half of the resort’s sales volume comes
from upgrades or purchases of additional
weeks by current owners. “We make sure that
our sales team treats everyone as if they will
see them for the next 20 years rather than as a

transient purchaser that they may never see again,” Johnson says.
Aside from the resort’s “absolutely breathtaking location” and stand-

out staff, he attributes much of Morritt’s sales success — particularly
among existing members — to developer David Morritt’s passionate,
hands-on approach. He has “continually supported [the resort] and sub-
sidized it when times have been difficult,” Johnson says, “and thus has
credibility with the resort’s ownership base.”

U.S.–Based Servicing
Another key way Morritt’s ensures that its owners receive high-quality
personal service is by running its own reservations and property manage-
ment from the U.S. Founded in 1988, Clearwater, Florida–based L&M
Solutions provides back-office service and support for approximately
12,000 owners at Morritt’s Resort. Its wide-ranging functions include
reservations, budgeting, mortgage processing, sales-inventory control,
and maintenance-fee billing, along with collections, sales support, corpo-
rate communication, and facilitating board meetings. 

When Morritt’s owners do want to venture beyond Grand Cayman,
they have access to properties across the globe via Interval
International’s exchange network. As of 2015, all of Morritt’s properties
are exclusively with Interval.

“Morritt’s Resort has established a reputation as an outstanding
vacation ownership destination on Grand Cayman,” says Neil Kolton,
Interval’s director of resort sales and service for the Caribbean and
Florida. “The addition of such an outstanding Caribbean property to the

Interval Quality Vacation Exchange network is a
win-win for both Morritt’s existing owners and
exchange guests.”

New purchasers at Morritt’s are enrolled as
Interval Gold® members, and have the option of
converting weeks to points by purchasing a Club
Interval Gold® membership. Owners have been
especially receptive to the exchange flexibility
and benefits afforded to them through Club
Interval Gold membership, and sales have
exceed expectations at Morritt’s, which Johnson
also attributes to positive member interaction.
“Many of our owners are active and engaged,”
says Johnson. “They regularly vacation, and so
they see the value proposition of Club Interval
Gold.”

See page 2 for currency conversions.

Developer: David Morritt
Location: East End, Grand Cayman
Product: 99-year, right-to-use lease
Units: Morritt’s Tortuga Club: nine
studios, 90 one-bedrooms, and 
51 two-bedrooms 
Morritt’s Grand Resort: 14 one-bedrooms
and 25 two-bedrooms
The Londoner at Morritt’s Tortuga Club: 16
two-bedrooms and four three-bedrooms
Website: morritts.com
Social Media: Facebook, Google+

Morritt’s Resort

fastfacts

https://www.resortdeveloper.com/sites/resortdeveloper
https://www.resortdeveloper.com/sites/resortdeveloper


Nestled in the scenic beachside town of Palm Cove about 30 min-
utes north of Cairns and the city’s airport, Coral Coast is a short walk
from the shops, restaurants, and popular watering holes of Palm Cove
Village. Members who stay in any of the resort’s spacious apartments
have access to on-site swimming pools, a fitness center, sauna, and a
multisport athletic complex. For those who enjoy teeing it up, smash-
ing forehand winners, or setting sail, the resort is minutes away from a
golf course, tennis courts, and marina.

Ecotourism is also a major draw, as Palm Cove is a well-located
jumping-off point for explorations of the Great Barrier Reef and the
nearby rain forest. Tour operators offer a wide range of options for visits
to both, from diving and snorkeling at several reef sites and skydiving
for the ultimate aerial view of Cairns to guided tours of the Australian
Outback and Atherton Tablelands.

“The location of the resort is one of its biggest draw cards,” says
Brett Becker, general manager of member services at Accor Vacation
Club. “It benefits from being in arguably one of the most spectacular
destinations in all of Australia.”

Distinctive Classifications
All of the apartments at Coral Coast are self-contained with private
balconies. The air-conditioned units are furnished with a kitchen,
washer and dryer, and living room with a flat-screen TV equipped with
a DVD player.

Coral Coast is the latest resort to be included in Accor Vacation
Club’s Resort Series | Coastal initiative, part of the company’s largest
refurbishment project in its 15-year history. The motivation behind the
project, launched in 2011, is to align Accor’s properties with consis-
tently top-tier design and quality standards across the board and
ensure longevity, all while highlighting the resorts’ unique attributes
through a series of distinctive classifications. Properties fall under two
main categories, the Resort Series and the Urban Series, which are fur-
ther divided into subsets: Spa Country, Coastal, Wine Country, and
Heritage-Urban.

The Resort Series | Coastal program was specifically conceived to
consider the environmental and climate conditions associated with

Accor Vacation Club’s properties in that category. The company incor-
porated locally inspired design elements and wall coverings, using a
rich color palette and finishes to create a modern but practical look.

Before beginning the refurbishment of Coral Coast, Accor Vacation
Club’s leadership team studied recent comments from its members,
says CEO Craig Wood. The resort’s pool area also went through an
extensive redesign, including the addition of large outdoor daybeds
and a barbecue facility.

“We listened closely to guest comments to ensure the refurbish-
ment would bring the resort up to the high standard that members
expect from Accor Vacation Club,” Wood says. “The recent feedback
we have received from members has been very encouraging.”

Coral Coast is located near another Accor Vacation Club resort:
The Sebel Palm Cove Coral Coast. While the two resorts operate sep-
arately, both went through the Resort Series | Coastal refurbishment
program around the same time. 

In July 2015, the company announced the arrival of Jody Redman
as the new general manager of both properties. Redman “has an in-
depth knowledge of the local area and can offer all members tailored
suggestions on what to see and do while in the area,” says Becker.
“Our entire team of dedicated staff ensure that every interaction they
have with our members is a memorable one.”

Award-Winning Company
Founded in 2000, Accor Vacation Club is Australia’s first hotel-branded
vacation ownership club. During the Australian Timeshare Holiday
Ownership Council’s National Industry Awards in July 2015, the com-
pany’s staff members took home eight awards. Wood was recognized
for his 25 years of experience in the timeshare industry.

Accor Vacation Club is part of the Accor Group, the largest hotel
group in the Asia/Pacific region. Its parent company, Accor, is one of
the world’s leading hotel operator, with 3,800 hotels in 94 countries.
With a membership base of more than 31,000, Accor Vacation Club
aims to offer owners a world-class vacation club with a quality network
of 22 resorts throughout the Asia/Pacific region.

Accor Vacation Club has a substantial portfolio of properties
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RESORT PALM COVE
By Eric Kalis

The team at Accor Vacation Club was confident that its new
apartments at the Coral Coast Resort Palm Cove would be coveted
by members because of the Queensland, Australia, resort’s unique
location at the doorstep of two of the world’s most magnificent
natural wonders: the Great Barrier Reef and Daintree Rainforest. But
that did not stop the company from giving Coral Coast’s apartments
and common areas a dramatic facelift before making the resort
available to members. This 20-room property adds to the already
impressive 37 rooms of The Sebel Palm Cove, situated nearby.

a Prime Property 
in Australia

A Major Facelift for 

http://www.accorvacationclub.com.au/property/coral-coast-resort-palm-cove/
http://www.accorvacationclub.com.au/
http://www.accorhotels.com/gb/home/index.shtml
http://www.athoc.com.au/index.php
http://www.athoc.com.au/index.php
http://www.accorvacationclub.com.au/property/the-sebel-palm-cove-coral-coast/


spanning Australia, Indonesia, and New Zealand. The range of resorts
in the club is vast: a boutique hotel in Melbourne, Australia, with
Parisian flair; an old-world manor on 14 acres (5.7 hectares) of vine-
yards in Australia’s Margaret River region; a luxurious escape in the
bushlands of New Zealand’s North Island; and a lush island enclave
backed by distinctively green mountains on Bali, Indonesia. One-, two-
and three-bedroom units are sold as part of a points-based club, with
prices ranging from AU$18,400 (US$13,500) to AU$102,000
(US$75,000).

“We have an extensive range of levels that can suit any buyer,
whether it be for a couple looking for weekend escapes or a large fam-
ily looking to make that once-in-a-lifetime holiday,” says Becker.

In 2011, Accor acquired Sebel, one of Australia’s iconic hospitality
brands. That led to a comprehensive rebranding of Accor Vacation
Club’s Grand Mercure properties. Sebel was launched in 1963 with the
opening of Sydney, Australia’s The Sebel Townhouse. Today, there are
more than 20 Sebel locations across Australia
in New South Wales, Queensland, South
Australia, Tasmania, Victoria, Western Australia,
and in Auckland, New Zealand.

The Accor Hotels Select program was cre-
ated in 2012. The program allows Accor
Vacation Club Premiere Plus members to make
reservations at select Accor Hotels using their
points. The program widely expanded the net-
work of accommodations available to these
members in high-demand locales, including
urban destinations in Auckland, New Zealand;
Brisbane, Australia; tropical Cairns, Australia;
the Blue Mountains outside of Sydney,
Australia; and Broome, Australia, the coastal
gateway to the Kimberley region.

Engaged Members
The majority of Accor Vacation Club members
are Australian residents, with more than half

residing in New South Wales and Queensland. 
“However, we do have members from all over the world who enjoy

the Club while in Australia or use their membership globally through
Interval International exchanges,” Becker says. “The member base is
extremely diverse. This comes down to the fact that we are able to
offer membership levels that will suit almost anyone, as well as having
a varied portfolio of properties from tropical climates to central busi-
ness–district locations to wineries and even snow fields.”

To keep members abreast of new initiatives, properties, and refur-
bishment progress, as well as added benefits and resorts through
Interval International and its vacation exchange network, Accor
Vacation Club frequently hosts informational seminars across Australia.
The workshops give members an opportunity to socialize and swap
vacation stories.

The company reported record attendance at 2015 workshops in
Adelaide, Coffs Harbour, and Hunter Valley. Members are encouraged

to share their vacation experiences on vari-
ous social media platforms, including Accor
Vacation Club’s new Facebook, Instagram,
and Twitter sites.

“Interval International and its long-
standing partner Accor Vacation Club go to
great lengths to ensure members are up to
date with the latest offerings and company
news,” says Interval’s Joe Hickman, vice
president and executive director, resort sales
and service, Asia/Pacific. “This constant
communication has proved instrumental in
maintaining high rates of satisfaction among
our Asia/Pacific member base.” 

See page 2 for currency conversions.

Eric Kalis has more than a decade of writing
and editing experience at business-oriented
newspapers, magazines, and websites.
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Developer: Accor Vacation Club, a wholly
owned subsidiary of Accor Hotels; Craig
Wood, CEO  
Location: Cairns, Queensland, Australia
Product: Points-based club 
Units: One, two- and three-bedrooms
Price: AU$18,400 (US$13,500) to
AU$102,000 (US$75,000)
Website: accorvacationclub.com.au
Social Media: Facebook, Instagram, and
Twitter

Coral Coast Resort
Palm Cove

fastfacts

AN INTERVAL INTERNATIONAL PREMIER RESORT
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The club expects to end 2015 with a 29-percent year-over-year
growth, and is busy vetting fresh markets in Japan and the Philippines,
according to Martin Tolan, chief operating officer of Anantara Vacation
Club. But, he’s not taking that head start for granted. 

Doubling Down on Discipline
At this juncture, the focus is on creating an airtight organization built for
solid, long-term growth. A veteran in the shared ownership industry,
Tolan served in key senior leadership positions with Starwood Vacation
Ownership for 15 years before joining Anantara Vacation Club as senior
vice president of sales and marketing. In his new role, Tolan has been
collaborating with chief financial officer Howard Leigh to implement
new processes and make improvements designed to ensure the con-
tinued satisfaction of owners, employees, and shareholders.

“We make a good team,” Tolan says. “Instead of racing at 100
miles per hour, we’re really contemplating how to make things work
and drive shareholder value at the same time.” 

In the space of 18 months, the pair transformed Anantara Vacation
Club from a startup division into a key corporate asset of the Minor
Hotel Group. Founded by William (Bill) Heinecke, who was named Real
Estate Personality of the Decade at the Thailand Property Awards 2015,
Minor Hotel Group is one of the largest luxury hotel owners and opera-

tors based in Asia, with a portfolio of 126 properties in 19 countries.
“Our parent company has really started to grasp the opportunity in

the space and how it fits with the overall Minor Hotel Group,” Tolan
says. “Now we’re part of the story, more than ever. They see the unique
value that the vacation ownership club brings to the overall brand from
a profitability perspective.” 

Grounded Experiences, Global Options
Indeed, vacation ownership adds an elegant synergy to the mixed-use
developments at the heart of the Anantara Hotels, Resorts & Spas
brand. Anantara Vacation Club resorts are developed alongside hotel
properties, giving owners access to world-class facilities and ameni-
ties. Club properties, ranging from secluded beach enclaves to urban
high-rises, reflect the brand’s Asian ethos through its “grounded
hospitality” — weaving in authentic cultural experiences that would
be difficult for globally recognized brands to replicate. 

Owners may also use their points to travel beyond club properties
to 29 Anantara Hotels, Resorts & Spas in Asia, the Indian Ocean, the
Middle East, and Africa through the Club Escapes program. Affiliation
with Interval International adds global choice, making shared owner-
ship irresistible to the Asia/Pacific region’s ballooning middle-class
market, projected to add 100 million consumers each year through

ANANTARA 
VACATION CLUB
By Joyce Hadley Copeland ANANTARA VACATION CLUB PHUKET MAI KHAO

In 2010, Bangkok, Thailand–based Anantara Hotels, Resorts & Spas made a splash by launching its
branded vacation club. Since then, Anantara Vacation Club has been swimming hard, with six luxury
urban and pool villa resorts in Thailand, Indonesia, China, and New Zealand, and another resort set to
debut in early 2016 adjacent to Anantara Chiang Mai Resort, in Thailand. 

Disciplined Growth, Dynamic
Results for Asia Vacation Club

https://www.anantaravacationclub.com/
http://www.anantara.com/face/
http://www.minorhotelgroup.com/


2030, according to Shaping the Future of
Travel in Asia Pacific, a research study
conducted by global travel and tourism IT
provider Amadeus.

“The Interval relationship is going bril-
liantly,” say Melanie Smith, vice president
of club operations. “We’ve done lots of
education with our club services team
and our sales team, so we can really edu-
cate the owners in how to use the pro-
gram. Interval also conducted a webinar
with the owners. We’ve already seen a
100-percent increase in bookings.”

Marketing Muscle
Anantara Vacation Club’s strategy for growth is to first cultivate out-
bound markets in select countries throughout Asia and the South
Pacific via target print and electronic direct marketing. 

“When we test new markets, we have to prove that the product
really resonates with the consumer,” Tolan explains. “We have a lot of
success with outbound China, which means we’re driving a lot of peo-
ple from China into our destinations in Southeast Asia.” The Club plans
to build on its advantage in China by reaching deeper into the country’s
tier 2 and 3 markets with the help of two new dedicated marketing
resentatives based in Beijing and Guangzhou. 

“We’re starting to get the name out a lot faster,” Tolan says. “We
have millions and millions of impressions going out, more and more
each year. We really impact brand awareness based on the type of
marketing we do in the region. We’re hearing from consumers and,
also, from people in the industry, ‘I’ve heard of Anantara. You guys do
a lot of marketing!’” 

Two more new Bangkok-based marketing
team members will develop new marketing
alliances and refine Anantara Vacation Club’s dig-
ital platform. Building on her experience as the
East Asia regional director for the Pacific Asia
Travel Association (PATA), Ivy Chee will forge
partnerships with travel agencies, tour operators,
attractions, luxury travel networks, and other
industry wholesalers. Paul Lim has spent more
than a decade developing strategic affiliate mar-
keting programs and partnerships and brings
experience in event management, public rela-
tions, and sales promotion to the table.

Thoughtful Diversification
The challenge is not as much about getting the
word out, Tolan admits, as it is dealing with the
complexities of doing business in such a diverse
and changing region. 

“There are so many different languages and

currencies, that you have to take a step
back when you prove a market out and
say, ‘Are we really prepared to go into
this market?’” he explains. “You have
to build all of the language capabilities
and there are some differences in tech-
nology, as well. So, it’s not like other
companies would do, in that you test a
market and then go, go, go. When you
start having owners wanting to make
reservations and ask questions and
wanting more education and service,
you have to be able to deal with all
those requests in their own language.” 

That said, with outbound markets in Japan and the Philippines
delivering on their promise in the near term, Tolan is bullish about
expanding Anantara Vacation Club’s development footprint, thanks to
Minor Hotel Group’s existing infrastructure and financial backing. 

“Minor used to be a Thai company based in Bangkok doing busi-
ness internationally. Today, that’s really not the story,” he says. “The
story is that we’re an international company headquartered in Thailand,
because we’re so diversified. We’re really focused on Indonesia,
Malaysia, and China, and expanding what is already a decent footprint
in the Middle East. Africa is on our radar and we’ve just purchased
assets in both Portugal and Brazil, so the reach of the brand is really
continuing to grow.”

With clout comes responsibility. “One of our commitments — in
the markets we’re in and the markets we want to go into — is that we
want to be part of the educational process, so government and local
authorities understand the difference between good operators and
not-so-good operators,” Tolan says. “Then, we can help drive what the

legislation and regulations look like. That’s
critical for our future success and the overall
good of the industry. ARDA [American Resort
Development Association] is helping us blaze
that path.” 

A New Organization
Like any worthwhile journey, the transition from
startup division to key corporate brand has
been painful, at times, Tolan says. But, well-
worth the journey for Anantara Vacation Club. 

“I’d say it’s a new organization. Yes, our
brand is really a cool brand in the vacation
ownership space. I think our pool villa product
is world-class. But, at the end of the day, we’re
really most proud of how we’ve been able to
set the organization up for a really strong
future in this part of the world.” 

See page 2 for currency conversions.
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ANANTARA VACATION CLUB SANYAANANTARA VACATION CLUB BANGKOK SATHORN

ANANTARA VACATION CLUB BOPHUT KOH SAMUI

Developer: Minor Hotel Group, William
Heinecke, CEO
Headquarters: Bangkok, Thailand
Product: Points-based club
Price: Five membership levels, from
US$19,000 to US$380,000
Resorts: Bali Seminyak, Indonesia;
Bophut Koh Samui, Phuket Mai Khao,
Bangkok Sathorn, Chiang Mai Resort
(opening in early 2016), Thailand; Sanya,
China; Oaks Shores, New Zealand 
Website: anantaravacationclub.com
Social Media: Facebook, Twitter,
Pinterest, Instagram

Anantara Vacation Club
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What if you could offer buyers a
top-drawer property in a
spectacular location, an opportunity
to satisfy a basic desire, and a
vacation option that all but
guarantees owners a revenue
stream, year after year? Sounds like
a winning proposition — and one
that Century Acqua Lifestyle
Corporation (CALC) has fulfilled with
its Acqua Private Residence Club. 

Recently affiliated with Interval International
is AQA at Novotel Suites Manila, the newest
and final phase of a six-tower complex in the
capital of the Philippines. Sales are brisk, says

Tim Hallett, CALC chief
operat ing off icer.  “We
already feel quite confident
that we will be sold out by
the second quarter of 2016,
and we are a sales-driven
organization,” he said last
September.

The gleaming 41-story
building incorporates a
sixth-floor lounge with
restaurant, bar, and infin-
ity swimming pool that
extends off the side of the

building and seemingly blends with an adjacent
aquarium. Art-filled public spaces are strikingly
dramatic and sized to impress. Influenced by
designer Philippe Starck and the fashion com-
pany Missoni, unit interiors are modern and
minimalist, appearing sleek and elegant rather
than spare.

Water Works
Water is a prominent design theme throughout
the development; the towers are bright white
with extensive use of dark blue on the exteriors.
Rooflines seem to slope toward the river. A cen-
tral amenity center, The Pebble, is meant to
resemble a smooth river stone; three rushing
waterfalls on the façade appear to descend into
the river below. The Pebble is wrapped by a
riverwalk studded with restaurants and shops.

The island is situated at the meeting point of
Mandaluyong, a shopping mecca, and Makati
City, the Philippines’ cultural and financial epi-
center. Both are about 10 minutes away via
either the new Estrella-Pantaleon Bridge or
Makati-Mandaluyong Bridge. “We are actually
in the middle of three or four hubs,” Hallett says,
adding that a wealth of dining, shopping, and
cultural attractions is readily accessible. 
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Returning Home
to the Philippines 
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Bustling, cosmopolitan Manila is the second-largest city of the
Philippines. About 1.7 million people live within its city limits, but
larger Metro Manila comprises 16 cities with a population of more
than 12 million.

“You Are the First Person”
Novotel Suites Manila offers hotel rooms (it is affiliated with the Accor
brand), as well as fractional ownership sales. The fractional compo-
nent consists of 152 units, which are being sold as quarter-shares,
deeded in perpetuity. Four weeks are available for the owner’s use,
while the remaining nine are placed in the hotel rental pool, with 40 per-
cent of revenues going back to the owner.

“That’s top-line, not after we take expenses,” Hallett explains. “We
wanted to make it easy. If you are an owner with us, you share in the
revenue. You are the first person we will pay.”

The core value to potential buyers, says Hallett, “is to have a hassle-
free purchase that gives them regular, managed rental income with no
worries about leasing out a condo or paying a manager. It’s a very sim-
ple vision.” 

The formula works so well that overseas purchasers represent 70
percent of the company’s sales. “We have sales offices around the
world and multiple sales teams,” he explains. Salespeople use per-
sonal presentations on-site — employing meticulously crafted,
Hollywood-quality videos — as well as direct mail, print and electronic
advertising, social media, and other channels.

The product is relatively new for Accor and for the Asian market,
Hallett acknowledges, but predicts it will be successful. “Having the
hotel component means an apartment can be customized for a longer
guest stay,” he says.

The Language of Home
The developer is actively targeting balikbayans,
the large group of Philippine nationals who have
moved out of the country for work or other rea-
sons, Hallett says. They are understandably
nostalgic for their homeland, and frequently
return to visit family and friends, he adds.

The Philippine government encourages
their frequent return by allowing visa-free entry
(with some exceptions) for Filipino overseas
workers, citizens who’ve been continuously out
of the country for at least one year, and former
citizens who’ve been naturalized in a foreign
country, a government website explains. The
program also includes tax-exempt shopping
for some items and other privileges.

In the Philippines, “There’s a whole lan-
guage about coming back home,” Hallett
explains, adding that most balikbayans work at

jobs that allow three- to four-week vacations each year. “It plays into
our strategy for the project. They can come back and enjoy four full
weeks, as well as a share of the revenue. If they don’t come back, they
are able to exchange through Interval.”

With their fractional purchase, buyers receive five years’ compli-
mentary Interval membership, as well as an Accor Plus membership,
which gives them access and preferred rates at 600 Accor hotels in the
Asia/Pacific region. Hallett predicts they will use both liberally.

Freedom to Choose
Tourism in Asia in general, and in the Philippines in particular, is on the
rise. In 2013, as the global economy continued accelerating in the
wake of the Great Recession, the Philippines saw almost a 10-percent
increase in foreign arrivals, welcoming nearly 4.7 million international
visitors, and surpassing 4.2 million arrivals in 2012. Tourist arrivals are
projected to increase 4 percent annually until at least 2030, according
to the United Nations World Tourism Organization.

In the next five years, tourism will most likely increase dramatically
both in the Philippines and in Manila, Hallett says. “People have global
aspirations to travel; this is the age of the perpetual traveler. If we live
this urban lifestyle, and we want to go to the countryside, what do we
do? We jump in a car or on a plane,” he says. “The global culture today
is a travel culture.”

The aspirational nature of today’s traveler, combined with the qual-
ity of Interval’s resort network and travel-related services, was a key
factor when the developer was evaluating exchange partners, he adds.

“We chose Interval specifically because our purchasers are not just
buying a space, they’re buying an experience,” Hallett explains.

“Interval is an important part of our product,
because we purposely created it so that the
owner could see the value of those four weeks
— 28 nights — over 20 years. Interval provides
an enormous aspirational value.”

“Everybody wants the freedom to choose,”
Hallett says. “That’s where the market is now
and we believe it fits our core customer base.
Our owners don’t have to worry about a thing.
And, through Interval, they have additional
travel opportunities. It’s very convenient.”  

Catherine Lackner, based in Miami, Florida, writes
for newspapers, magazines, and various media,
and has been covering the vacation ownership
industry for 11 years.

See page 2 for currency conversions.
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Developer: Century Acqua Lifestyle
Corporation
Product: Fractional quarter-share,
deeded in perpetuity
Units: 122 studios, 10 one-bedroom
Deluxe, 10 one-bedroom Superior, and 10
one-bedroom Premier
Price: Studio pricing starts at 2.2 million
Philippine pesos (approximately
US$48,000)
Website: novotelsuitesmanila.com
Social Media: Facebook, Twitter,
YouTube

Novotel Manila Suites
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AN INTERVAL INTERNATIONAL MEMBER RESORT
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Preferred ResidencesSM and its related marks and logos are all 
property of Preferred Hotel Group, Inc. All rights reserved.

A  P R E F E R R E D 

PA RT N ER SH IP. 
Your vision, enhanced. Align your property 

with Preferred ResidencesSM and partner with 

a powerful brand that has a legacy of luxury, 

while maintaining your own distinct style. 

Preferred Residences is a hospitality branded 

program for luxury fractional resorts, private 

residence clubs, and condominium-style hotels. 

Backed by the combined success of Interval 

International® and Preferred Hotel GroupTM, 

your product offering becomes even more 

compelling. Your owners will have the fl exibility 

to exchange within Interval’s global network of 

quality properties, along with access to other 

valuable year-round leisure benefi ts. And you 

will receive innovative sales and marketing 

support including exclusive lead generation 

opportunities. It’s simple. A partnership with 

Preferred Residences gives you the edge you 

need in today’s shared ownership market.

For more information, please contact 

Michelle DuChamp at +305.925.7240 or email 

Michelle.DuChamp@preferredresidences.com. 

         11:10 AM
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Looking to boost your sales marketing and
operating efforts, and improve your bottom line?

Turn the page to learn about 
Interval’s Affiliate Advantages.

Take Advantage

For more information, contact Nicole Meck at
949.470.8324, or Nicole.Meck@intervalintl.com,
or go to ResortDeveloper.com.

mailto:Nicole.Meck@intervalintl.com


Interval International® has partnered with Equiant, a

leading provider of consumer accounts receivables

outsourcing, to help affiliated resorts maximize revenues,

control payment cycles, satisfy staffing needs, and

improve the overall performance of their businesses.

Equiant’s servicing solutions combine industry expertise

with a partnership approach at volume-based pricing, all

while striving to exceed client expectations.

Resorts that choose to participate in this Interval

Affiliate Advantage can receive preferential pricing on:

n Loan receivables servicing

n HOA/maintenance servicing

n Invoicing and payment processing

n Merchant services including POS transactions

n Delinquency control

n Portfolio management

n Platform as a Service (PAAS)

n On-site transitional staffing

n Document custody services

n Securitization reporting

n Backup reporting

n Data collection analytics (BITS)

n Disaster recovery plans

Celebrating
More Than 
28 Years

of Providing
Servicing
Solutions

Equiant Delivers
Receivables Excellence

To find out how Equiant can create a custom solution that suits
your operational needs, contact Peter Moody, vice president of
business development, by telephone at 480.636.4888, or by email at
PMoody@equiant.com.

mailto:PMoody@equiant.com


When you tell your prospective owners about
the Interval International Visa Signature card
with WorldPoints rewards, you will be offering
them a card with:
n  No annual fee
n  5,000 bonus points if they make at least $500 in

purchases in the first 90 days*
n  1 point for each net retail purchase dollar spent,

including the vacation ownership down payment
n  Points that can be redeemed for:

• Interval International membership renewals 
and upgrades

• Cash
• Hotel, car rental, and air travel rewards
• Cruise discounts and onboard credits 
• Gift cards from top retailers
• Resort Accommodations Certificates

The Interval International Visa Signature®

card with WorldPoints® rewards can help
increase sales and builds brand affinity
with your owners’ vacation purchase
decision. Present this valuable card to
prospective owners as an alternate form
of payment for their unit purchase or an
affordable trial ownership program. The
online application process is quick and
convenient, and the card is yet another
perk of Interval membership.

The Interval International
Visa Signature® Card
With WorldPoints® Rewards
Is a Tool for Our Times

This information is for educational purposes to be used by resort affiliates of Interval International and is not intended to be provided directly to potential applicants for a credit
card. Please refer customers who wish to have more information or to apply for a credit card to Interval International. Offer is valid for U.S. citizens and residents.
*Bonus Points Offer. You will qualify for 5,000 bonus points if you use your new credit card account to make any combination of Purchase transactions totaling at least $500
(exclusive of any fees, returns and adjustments) that post to your account within 90 days of the account open date.
Limit one (1) bonus points offer per new account. This one-time promotion is limited to new customers opening an account in response to this offer.
Other advertised promotional bonus points offers can vary from this promotion and may not be substituted. Allow 8-12 weeks from qualifying for
the bonus points to post to your rewards balance. The value of this reward may constitute taxable income to you. You may be issued an
Internal Revenue Service Form 1099 (or other appropriate form) that reflects the value of such reward. Please consult your tax advisor, as
neither we, nor our affiliates, provide tax advice.
This credit card program is issued and administered by Bank of America, N.A. Visa and Visa Signature are registered trademarks of
Visa International Service Association, and are used by the issuer pursuant to license from Visa U.S.A., Inc. WorldPoints, Bank of
America and Bank of America logo are registered trademarks of Bank of America Corporation. ©2015 Bank of America Corporation.

To learn more about promoting this credit card to your prospective
owners, contact Interval International at +866.554.8168, 
email WorldPoints@intervalintl.com, or visit ResortDeveloper.com.

mailto:WorldPoints@intervalintl.com


Meridian is a veteran of the shared ownership industry. We

understand the impact of bad debt, as well as the

importance of keeping your owners’ accounts current, and

preserving their confidence in the purchase decision.

Meridian Financial Services, an Interval Affiliate

Advantage, is a sophisticated third-party collection

agency able to service whole and partial portfolios. 

Services include:

n Full-service collection agency for

domestic and international clients 

n No-cost-to-client recovery program 

n Customized industry collection strategies

n Credit reporting

n Skiptracing

n Online services

n Credit and collection consulting

Meridian Financial
Services = Collections
at No Cost to You

To learn, at no cost, how Meridian can work for you, please contact: 
Greg Sheperd, president,
+866.294.7120, ext. 6705; GSheperd@merid.com 
Zaida Smith, vice president, international sales,
+866.294.7120, ext. 6747; ZSmith@merid.com 

Take Advantage of Preferential Pricing
and Value-Added Benefits

mailto:GSheperd@merid.com
mailto:ZSmith@merid.com


Through its long-standing relationship with

Entertainment®, Interval International® offers preferred

rates on Discount Shopping Dollars as a marketing tool. 

This Interval Affiliate Advantage provides a high-value sales 

proposition at attractive prices. The premium can be used

as a purchase incentive, customer reward, or for any

other sales or marketing purpose.

Discount Shopping Dollars features: 

n Online offers that save buyers up to 90 percent on brand-

name merchandise, dining, and entertainment

n More than 200,000 bargains

n Denominations from $25 to $500

n Customizable based on quantity purchased

n Flexible delivery methods

n The trusted brand of Entertainment®, a recognized market

leader in the discounts and promotions sector

n Discount Dining Dollars also available

Enhance Sales and
Marketing Programs 

To learn more, contact Entertainment PromotionsTM at +855.554.3231
or email Interval@entertainment.com.

Discount
Shopping Dollars
POWERED BY

mailto:Interval@entertainment.com


DG Film Company, a full-service production company
with more than 15 years of experience — including the
creation of customized resort presentations worldwide —
has joined the Interval Affiliate Advantages program.

n DG Film Company offers professional film

presentations that meet clients’ marketing needs

while remaining within budget

n Resorts are showcased in a captivating style,

incorporating creative video elements that appeal to

clients’ target audiences

n Website videos boost Internet search results and

increase the rate of viewer response

For a two- to three-minute showcase video,
participating resorts will receive preferential pricing on
the following:
n Script development, including music and narration

n On-location filming of interiors, exteriors, amenities, or

other aspects of the resort or destination

n Interviews with resort representatives and owners

n Aerial and underwater shots

n Video optimization for the Internet and master DVD

for in-house application

Keeping Resorts Competitive
in the Digital Age

Sample videos can be found at dgfilmco.com. 
See how DG Film Company can help achieve crucial
marketing goals for your resort property. 
Contact the company at 435.674.1133 or by email at
Production@dgfilmco.com.

Resort video footage can be included on Interval HD
at IntervalWorld.com.

mailto:Production@dgfilmco.com


Fidelity National Timeshare provides a variety of

transaction-focused services exclusively to the

shared ownership industry. Led by industry veterans,

this powerhouse offers decades of experience and a

wealth of real-world knowledge.

As an Affiliate Advantages partner, 

Fidelity National Timeshare offers resorts affiliated

with Interval International preferential pricing* on:

n Agent and escrow services

n Document management

n Default solutions

n Inventory control

n Title insurance

n Trustee assistance

n Merchant account processing

n Accommodation recordings

*Excluding pricing that is set by local, state, or federal governments.

Trust
a Proven Leader

To learn more, contact Kerri Luther, national director of
business development, at Timeshare@fnf.com.

mailto:Timeshare@fnf.com


With more than 40 years as a manufacturer and

distributor of institutional textiles made specifically for

the hospitality industry, Harbor Linen has put together

the most extensive line of bed and bath linens

available today.

With the power of Bed Bath & Beyond behind us, we are

able to provide our customers around the globe with a

quality product, shipped in a timely manner, at a very

competitive price.

We want to help grow your business. Here’s what we offer:

n Seasoned team of hospitality experts

n Nationwide and international sales force

n Preferential pricing with volume discounts available to

Interval International–affiliated resorts

n Free freight (in the continental U.S.)

n Bonded warehouse in Miami for Caribbean shipments

n Distribution centers in: 

• New Jersey • Georgia

• Missouri      • California

• Florida         • Nevada 

• Panama       • Mexico

To learn more, contact:
Chris Rogers, vice president, 
800.257.7858, ext. 4459; Crogers@harborlinen.com

Tammy Zarrilli, sales executive,
800.257.7858, ext. 4413; Tzarrilli@harborlinen.com

mailto:Crogers@harborlinen.com
mailto:Tzarrilli@harborlinen.com


Lily Arteaga has joined Interval Leisure Group as vice president of
investor relations. She oversees the company’s investor relations
program and liaises with investors, analysts, and other key
stakeholders. Arteaga has been recognized on several occasions by
Institutional Investor as a leading investor relations professional in the
European leisure and hotel sector. 

Jim Hansen has been hired as senior vice president of sales and local
marketing for Hyatt Vacation Ownership. He is based in HVO’s
headquarters in St. Petersburg, Florida. An industry veteran with more
than 25 years of experience, Hansen was most recently regional vice
president for Hilton Grand Vacations. He graduated cum laude from
Washington State University with a bachelor’s degree in hotel and
restaurant administration. 

Dmitri Pekhterev has been promoted to assistant vice president 
of resort sales and service at Interval International for the
Spanish-speaking Caribbean islands, all of Central America, and

South American countries excluding Brazil. Pekhterev joined Interval in
2002 and most recently held the position of director for Central America
and the Andean region. He is active in the Colombia Timeshare
Association (ASTIEMPO) and the Shared Ownership and Timeshare
Association (CAMYTCOM) in Venezuela. 

Ximena Villegas has been promoted to Interval International’s
director of resort sales and service for eastern Mexico. Based in
Cancún, Villegas joined Interval in 2008 as an account executive.
Recently, she was region manager for eastern Mexico. Villegas
provides sales, marketing, and operations support, and builds the
developer client base in that area. 
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Living Water Resort Earns
TripAdvisor Award
Living Water Resort & Residences has earned the 2015
TripAdvisor Certificate of Excellence. Located on the shores of
Georgian Bay in Collingwood, Ontario, just two hours north of
Toronto, Living Water is one of a select few Collingwood
properties to receive this award. Larry Law, the resort’s
president, says he’s very pleased. “Our team strives to offer our
guests the perfect experience, and this accolade has validated
our hard work, care, and personal touch.” 

Digital Magazine
VACATION INDUSTRY REVIEW

DID YOU KNOW:
■  That the magazine you hold in your hands is
available online?

■  That the digital version lets you flip through
the pages, search the publication, zoom in
and out, click on links, download it in PDF
form, and share with a friend?

■    Name
■    Title
■    Company

■    Mailing Address 
■    Phone Number
■    Email

EMAIL us at 

News@intervalnews.com and give us
the following information:

We’ll notify you by email when the next digital
edition of the magazine is available.

ResortDeveloper.com
VISIT

andCLICK Publications within the
Shared Ownership tab to gain full access to
the digital version of the magazine. Or 
download the Interval Sales Tool Kit app 
to access the magazine.

http://www.livingwaterresort.com/
https://www.resortdeveloper.com/sites/resortdeveloper
http://www.hyattresidenceclub.com/hvc/en/home.html
http://www.iilg.com/phoenix.zhtml?c=223490&p=irol-irhome
mailto:News@intervalnews.comand


PASSAGES Robert Alan Millisor passed
away on October 9, 2015. He was in Nepal at the
time, participating in a humanitarian mission to help
earthquake victims with Doctors to the World. 

Millisor was the co-founder of Breckenridge
Grand Vacations. He joined his brother Mike in
Colorado in 1986, after graduating from Wittenberg
University in Ohio. With a handful of employees, the
two started a company that sold and marketed Gold
Point Resort. In 1998, they built Grand Timber
Lodge, at which point their company experienced
rapid expansion. In 2007, they launched the Grand

Lodge on Peak 7, and in 2014 began building their newest resort, Grand
Colorado on Peak 8.

Millisor and his partners created a professional environment that has
earned the company recognition as one of the top workplaces in the Denver
area. He was known as much for his community and philanthropic activities as
he was for being a successful entrepreneur. He served as chairman of the
Breckenridge Resort Chamber Board and as town councilperson. He sat on
the executive committees of The Summit Foundation and Children’s Hospital
Colorado Foundation Board of Trustees.

“Rob Millisor always conducted his professional and philanthropic life in a
way that serves as a role model for us all,” says Craig M. Nash, chairman,
president, and CEO of Interval Leisure Group. “It’s a testament to his integrity
and nature that his last days were spent in the service of those in need. His
legacy is certain to live on and inspire those he’s left behind. We convey our
heartfelt condolences to Rob’s family and his extended Breckenridge family.” 

PULSE
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Put our experience to work for you
Vacation ownership companies seeking a lender with knowledge and 
experience in their industry can count on Wells Fargo Capital Finance.

We work with companies that have financing needs ranging from  
$20 million to $75 million.

Plus, as part of Wells Fargo & Company, we can provide access to a 
broad range of additional financial products and services to help your 
company meet its goals.

Contact us today.
1-877-770-1222
wellsfargocapitalfinance.com

© 2015 Wells Fargo Capital Finance. All rights reserved. Products and services require credit approval. Wells Fargo Capital Finance is the trade name for certain asset-based lending services, senior 
secured lending services, accounts receivable and purchase order �nance services, and channel �nance services of Wells Fargo & Company and its subsidiaries. Wells Fargo Capital Finance Corpora-
tion Canada (also doing business in Quebec as Société de �nancement Wells Fargo Capital Canada) is an a�liate of Wells Fargo & Company, a company that is not regulated in Canada as a �nancial 
institution, a bank holding company or an insurance holding company. WCS-1712601

Wells Fargo Capital Finance

       

http://www.breckenridgegrandvacations.com/
http://www.breckenridgegrandvacations.com/




This is only a brief description of the coverage(s) available. The Policy will contain reductions, limitations, exclusions, and termination 
provisions. For costs and complete details of the coverage(s) contact Travel Guard. Insurance underwritten by National Union Fire 
Insurance Company of Pittsburgh, Pa., a Pennsylvania insurance company, with its principal place of business at 175 Water Street, 
15th Floor, New York, NY 10038. It is currently authorized to transact business in all states and the District of Columbia. NAIC No. 
19445. Travel assistance services provided by Travel Guard.     
1959    11/24/15

For millions of travelers every year, Travel Guard® travel insurance is 
their choice when the unexpected strikes away from home.

Focus on the fun.
We’ll worry about the rest. 

Proud partner of Interval International


