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Interval’s 2012 Shared Ownership
Investment Conference:
A great vintage event
by Alan N. Schlaifer

Timeshare and fractional leaders convened for
the 14th Annual Shared Ownership Investment
Conference at the Peabody in Orlando, Fla., in
September. For the 14th time, content, contacts and
value were exceptional.
SOIC speakers and panels covered key topics from
finance, sales, marketing, development and successful
project conversions to lodging, timeshare and U.S.
and global economic trends. A special bonus for all
attendees was top 2012 industry research studies
worth $1,500, more than the conference fee.
High-level networking, part of all past SOICs, was
abundant again at breaks, luncheons, and evening
dinners. Breakout sessions and panels raised key points
and involved robust presentations and exchanges with
attendees.
Overall news in the industry remains positive. Sales
dropped during the recession when financing dried
up.
Yet, as ARDA (American Resort Development
Association) President and CEO Howard Nusbaum
pointed out, the industry continues to recover. It
has maintained high levels of owner satisfaction,
occupancy, and timely buyer payments from the
downturn to the recovery. Revenues, timely buyer
payments, and profits have improved as developers
focused on more effective marketing and sales
methods.
He noted timeshare’s global strength: 5,325 resorts
in 106 countries; worldwide sales of $14 billion; 76
percent occupancy; 473,000 employees; $118 billion
economic impact.
The U.S. has 1,548 resorts, 7 percent of U.S.
households – and 14 percent with at least $150,000
in household income – own one or more timeshares.
Vail Brown, Smith Travel Research, said REVPAR
(revenue per available room), “is up across the globe.”
July, 2012, U.S. demand “was the highest ever, with
over 100 million room nights booked.” U.S. trends and
growth continue to be strong, including REVPAR for
U.S. (+7 percent) and America’s resorts, with “demand
outpacing supply.”
Sparkling sunrise for Sunset
A superb panel featured Sunset World executives, who
discussed how they repositioned the rundown threestar Cancun “Carrousel” hotel into the new gorgeous
five-star timeshare Ocean Spa resort and brand.
Panelists were Orlando Arroyo (CEO); Erika Garcia
(CEO, marketing); German Fayad (general director);

Lessons of Leonardo
Featured speaker Michael Gelb, author of “How
to Think Like Leonardo da Vinci,” led us through
the seven lessons of Leonardo da Vinci, one of
the most brilliant people who ever lived, and
how to apply them to our own lives.
An example is “Sensazione,” or sensation. “If
you relax and enjoy life, using all your senses,
the window to your soul emerges. Wine has
stimulated this process for thousands of years,”
he says.
“Symposium in Greek literally has meant ‘to drink
wine together,’” starting with Aristotle. Galileo
and other Italians at the Medicis, and American
leaders, such as Thomas Jefferson, continued the
tradition.

and Anna Kiseleva (vice president of customer care
and fulfillment).

The overall incidence of travel has not changed in
recent years. But leisure travel is now double business
travel, and “the gap continues to widen.” Affluent
travelers represent 14 percent of all households, but
“44 percent of all leisure travel spending.” The average
annual vacation spend was nearly $6,000 for those
from $125-250K, and over $17,000 for those with HHI
over $250K.
With a trend toward more frequent, shorter duration
vacations, he says, “A bet on affluents could drive
the U.S. economy out of recession. They are leading
the way, increasingly upscale,” as the surveyed group
shows 19 percent planning more vacations, a six-point
gap compared to the 13 percent looking a fewer. “This
is the most positive difference in years.”

Sunset World’s six properties include 1,200 units and
39 restaurants and bars in Cancun and Riviera Maya. It
strategically targets niche markets in the Americas and
U.K. through varied direct marketing efforts, such as
direct mail, e-commerce, telemarketing and TV. They
also have a successful fly-and-buy program.

Affluent results are even stronger: $125-250K – a
nine-point gap (17 percent more vs. 8 percent),
and 27 points for the $250K+ group (32 percent-5
percent).

Ocean Spa’s interior and exterior upgrades, services
based on consumer feedback, 22 marketing programs
“selling the destination and vacation experience,
not the brand,” and outstanding training for all
employees, have led to fabulous results. TripAdvisor
ratings rose, and vacation club sales of $25 million as
of September already exceed last year’s revenues (and
$20 million in acquisition and renovation costs).

That’s Yesawich’s conclusion after reviewing the
average annual amount spent by “matures,” folks
who are at least 67 years old ($6,529), and 14.0 days
(the average longest consecutive days for a leisure
trip). They have “more time, greater accumulated net
worth, and the inclination” to spend more and take
longer trips.

Brand USA
Stephen Cloobeck, CEO of Diamond Resorts,
highlighted progress of Brand USA, created by the
2010 federal Travel Promotion Act. Brand USA now
covers all 50 states, is funded by U.S. visa waiver fees,
and now has 275 partners who have committed at
least $1 million to promote U.S. tourism.
The annual “Meet the leaders” panel followed. ARDA’s
Howard Nusbaum moderated, obtaining useful
insights from Craig Nash, Interval Leisure Group; Owen
Perry, Villa Group; Michael Szwajkowski, Capital One;
Bruce Thompson, Gold Key/PHR Hotels & Resorts; and
Steve Weisz, Marriott Vacations.
The grand finale: Keynote Peter Yesawich highlighted
leisure travel developments relevant to the industry. His
annual visits invigorate SOIC, giving industry leaders
the latest news on trends involving frequent travelers
with household incomes above $50,000.
Some attendees enjoyed a five-course, six-wine dinner
at the Peabody’s Napa restaurant, with vintages from
Napa Valley’s renowned Stag’s Leap winery. Given
featured speaker Michael Gelb’s comments about
wine’s role in stimulating great thoughts, that was a
fitting way to mark this vintage event.
Like great wines, SOIC improves each year. Attendees,
sponsors, speakers and the industry benefit by taking
sips from its “first great growth” goblet of knowledge
and networking each year.
Next year, the new venue will be the Eden Roc
Renaissance in Miami Beach, and that tradition is sure
to continue: “old wine in new bottles.”
A strong closer
Dr. Peter Yesawich, vice chairman, MMGY Global in
Orlando, Fla., made comments about the state and
direction of leisure travel that were sufficient reason
to attend.
Nor was there any “attendee remorse,” for Yesawich is
the antidote to energize any conference. In “Meet the
New American Traveler,” he presented new Q1 2012
data about America’s leisure travelers. Called “the
most comprehensive analysis of the emerging travel
habits, preferences and intentions of Americans,”
his analysis, now in its 22nd year, surveys over 2,500
frequent travelers.
This includes U.S. adults at least 18 years of age, with
annual household income (HHI) over $50,000, who
made more than one leisure trip of at least 75 miles
with overnight accommodations during the prior 12
months. They “oversample” affluent travelers – HHI
over $125,000.

“Market Approach has been a fabulous resource for UMI, Inc for
over 10 years. Their dedication and expertise makes them the right
solution for any list acquisition need.”
~Brooke Pollack, Ulterior Motives International
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The Traveler Sentiment Index
Including factors such as value, affordability, interest
and time to travel, this measure has been a reliable
barometer and predictor of where travel is headed.
After hitting an all-time low in fall 2008, it shot up 12
points in 2009 and 2010; “deals were everywhere,
and perceived affordability” was higher.

sales@marketapproach.net
www.marketapproach.net

Headwinds of rising prices caused a drop last year. It
now seems to have stabilized, and he doesn’t expect
“too many potholes in the year ahead.”
The emotional appeal of vacations remains strong: 75
percent agree, “Taking a vacation is the event I look
forward to most each year.” Goals are positive, as
Americans emerge from “vacation deprivation” and
can indeed use vacations to achieve these key “to dos”
– get healthier (58 percent), see more of the world
(37 percent), and spend more time with family (37
percent) and friends (29 percent). Shared ownership
aligns well with these objectives.
Other travel trends
1. The new frugal, and more optimism: While
everyone is “looking for deals” – “the new frugal”
– Yesawich says some belt loosening is occurring.
Those surveyed as very or extremely optimistic
about their futures are up 9 percent in two years
to 76 percent.

Escaping poverty isn’t easy...
unless you’re taught how.

2. Pricing power is back, but only for quality: Most
consumers in all three income groups will pay
full price, but only if guaranteed the quality
and service they deserve. Two-thirds consult
TripAdvisor before making a reservation.
3. More celebration vacations: Nearly 70 percent
took such a trip in the past year for such reasons
as a milestone birthday (divisible by 5; 61
percent), anniversary (45 percent), wedding (29
percent) or 10 other causes.
4. Last-minute travel: 28 percent took one of these,
booking an average of only 6.2 days ahead,
and 14 percent of trips came from “flash sales,”
announced in emails or texts.

Christel House helps children around the world break the cycle of poverty, realize their hopes and dreams,
and become self-sufficient, contributing members of society. Our unique approach transforms lives by
providing impoverished children with education, nutrition, health care and a nurturing environment,
and by empowering their families and communities through outreach services. Learn more about our
successes -- and how you can be a part -- by connecting with us online at www.christelhouse.org.

5. Mobile “explosion” to stay connected: 98 percent
have Internet access at home, more than 50
percent from their offices. But smartphone surfing
has shot up in two years to 54 percent (from
23 percent), and tablets, created in that period,
now affect 27 percent. Indeed, 21 percent of the
survey group owns both types of devices.
6. OTAs – online travel agencies – now dominate
travel searches: More consumers prefer sites such
as Expedia, Travelocity and Orbitz to branded
airline and hotel sites because the OTAs offer the
best prices and are more convenient.
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