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Membership Profile- United States

Under 25 years 0.07%
25-34yearsold | 0.44%
35-44yearsold m 3%

45 -S54 yearsold mmm 9%

55 — 64 years old EE—— 5%

65 — 74 years old T 3%
75+ years old e 19%

93% Live with a child under the age of 18

B One mmmm 13%
Two I (6%
Three mmm 10%
Four B 7%
Size* Five ® 3%
Sixormore 1 2%

Household

Married I 1%
@ Domestic partnership 1 3% Points -

Single, never married 1 3% W::ETY 42%
Marital Divorced B 6% Ownership W::;Y& |
Status* Widowed W 8% Type points N 11%

il
=
B
28
=



Membership Profile- United States

S : 52%
Primarily weekends | 0.80% 45% i
Less than a week W 4% e
4%
0,
One week NG 13% Influence of -
\ - They do not They have some  We only travel
One to two weeks NG 40% Children influence our influence on our where they want to
Tl’lp planning process travel plans go
; Two to three weeks I 9%
Duration*
More than three weeks Wl 4%
Price TN 1%
The US is the leading country in Location NN 46%
online transactions Trading power I 34%
T /@\ - \3 Unit size/amenities 1M 16%
IWWVRV.I | Important Factors Resort amenities I 16%
: ) | I
Booking b Considered For Developer's brand Wl 9%
Channel \ -“*’o Call| o “ o S o ; Purchasing a Season M 6%
(Exchange, Getaway 59% 35% 5% 1% Timeshare View from the unit I 6%

& Certificates)
Safety protocols | 1%



Membership Profile- United States

Beachfront/coastal m——— 77
Tropical island —— 47%

Mountains s 28%
All-inclusive wm 219%

Vacation

Cruise wm 20%
Lake wem 17%

City/urban areas = 16%

Experience Appeal

Western USA

Eastern USA

Caribbean

Western Europe
Mediterranean

Mexico and Central America
Australia and New Zealand
Western Canada

The South Pacific

Eastern Europe

Eastern Canada

Asia

South America

Africa

Middle East

Golf == 10%

Desert mm 8%

Ski m 5%
Rural m 4%

S 8,
L WA
I 4 30
007,
8%
7%

- 0%

- 0%

- 9%

- 7Y%

- 7%

-, 49

m 4%

- 3%

1 1%

Preference

Wi A
S

Full kitchen

Wi-Fi access

Swimming pools/water sports
Beachfront

In-unit laundry
Restaurants/bars

Fitness center/spa services
Outdoor grill

Daily housekeeping services
Laundry service

Org. adult activities

Golf

Pet friendly

Handicapped access.

Org. children’s activities

I 70
I 750
L Wl
I 7%
. 50
I 10
L BT

B 25

. 9%

. 15%

N 15%

. 15%

mm 12%

M 8%

B 3%






Membership Profile- Canada

Under 25 years 0%
25-34yearsold 0%
35-44yearsold 1 1%
45 -54 yearsold mmm 8%
55 - 64 years old " 27%
65— 74 years old —EE———— 15
75+ years old w—— 18%

Married I 79°%
@ Domestic partnership B 7%
Single, never married | 1%
Marital Divorced 1 3%
Status* Widowed B 5%

= % o= [ -

Household

Size*

Ownership
Type

53% Live with a child under the age of 18

One mEm 12%
Two I 5%
Three mE 10%
Four mm 6%
Five B 3%
Sixormore 1 1%

Points

ors I o
Yookl
Only ST%

Weeks &
Points . 5%



Membership Profile- Canada

Primarily weekends 0%
Lessthanaweek | 1%
g@ One week I 16%
— One to two weeks [N <%
Two to three weeks I 26%

More than three weeks I 13%

Trip
Duration*

& &

Canada ranks #2 in online transactions, while
having the smallest percentage of call center
transactions compared to other top markets

w G leh B
Booking WWW.
Channel \@B;l/ @ - | —

(Exchange, Getaway

& Certificates) 63;,/0 ‘ 320/0 | 40/0 16/0‘ 7

Influence of
Children*

T <

3

Important
Factors
Considered For
Purchasing a
Timeshare

50%

They do not
influence our
planning process

Price

Location

Trading power
Unit size/amenities
Resort amenities
Season
Developer's brand
View from the unit

Safety protocols

They have some
influence on our where they want to
travel plans Qo

47%

2%

We only travel

[N
I 16%
T 349%

N 17%

. 15%

l 10%

m 7%

W 5%

1 2%



Membership Profile- Canada

Beachfront/coastal me— 77 % '@j
Tropical island e 419
City/urban areas = 24%
Mountains wessss 23% Full kitchen I £/
Golf wmmm 19% Wi-Fi access m— 517

Vacation

Cruise wm 17%

Lake wemm 17%
Experience Appeal All-inclusive wm 16%

Desert mmm 16%

Rural m 6%

Western USA

Eastern USA

Caribbean

Western Europe
Mediterranean

Mexico and Central America
Australia and New Zealand
Western Canada

The South Pacific

Eastern Europe

Eastern Canada

Asia

South America

Africa

Middle East

Ski m 6%

[ JRLUA
I 350/,
e——— 307,
I 00/,
SEEE——— 08,
EE——— 07 %,
S 04,
ess——— 18%

- 10%

- 7Y%

- 5%

- 4%

m 3%

" 2%

1 1%

L
S

Swimming pools/water sports
In-unit laundry

Beachfront

Restaurants/bars

Qutdoor grill

Fitness center/spa services
Golf

Daily housekeeping services
Laundry service

Organized adult activities
Pet friendly

Organized children's activities
Handicapped accessibility

Amenity
Preference

I 750
L JUTA
I 0,
I 57
I 5%
I 37%

E 23%

—  20%

. 18%

. 15%

W 7%

B 6%

m 5%
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Membership Profile- Mexico

Under 25 years ER 4%
25-34yearsold m 3%

35-44yearsold mmm G%
% 45 = 54 years old T 4%
55— 64 years old 15

65— 74 years old I (%
75+ yearsold mmm 7%

59% Live with a child under the age of 18

One - 7%

Two I 259
Three I (%

Four I 59
Size* Five M 13%

Sixormore EER 4%

Household

Ownership
Type

Unit Size
(Fixed Week)

Points
Ony MM 21%

Studio
One
Two

Three

Four

I 1%
B 17%
I 550
B 4%

0.5%



Membership Profile- Mexico

Primarily weekends | 0.88%

Less than a week M 4% 61%
One week [NNNGEG 20 22% 17%
One to two weeks NN 39°: Influence of ] =
Tn? Two to three weeks [ 9% Children” .:ﬂﬁgn?; I-u;TLIJtr L’?ﬁiﬂiiﬁf whh:;‘mleyyt::::rl to
Duration* planning process travel plans go

More than three weeks I 4%

& 8 B F <

Mexico ranks among the highest

Price I 53%
Trading power N 32%
Resort amenities NN 29%
Location N 25%

/ﬁ»\ - Important Factors Unit size/amenities TN 26%
Booking |wvav.|| Considered For Season NN 18%
= —

Channel b Purchasing a Developer's brand HEE 10%
(Exchange, Getaway Timeshare View from the unit Il 5%

& Certificates) 78% 17% 4% 0.3% Safety protocols B 3%

percentage of call center transactions,
compared to the other top markets 03




Membership Profile- Mexico

Beachfront/coastal
City/urban areas
Cruise

Tropical island
All-inclusive

Ski

Mountains

Lake

Golf

Rural

Desert

&

Vacation
Experience Appeal

Mexico and Central America
Western Europe

Eastern USA

Caribbean

Western USA
Mediterranean

Eastern Canada

South America

Eastern Europe

I 389
L—— .-
— 1%
— 0%
_  16%
—_—  14%
= 9%
| 6%
m 4%

0%

P 52 9%,
I 009,
I 6%

I 0%,
1%

C—

- 2%

- 0%

- 7%

Western Canada == 6%

Asia

Australia and New Zealand m
Middie East =

Africa =

The South Pacific =

- 6%

3%

3%
2%
2%

wl 7
S

Beachfront

Full kitchen

Wi-Fi access

Swimming pools/water sports
Restaurants/bars

Daily housekeeping services
In-unit laundry

Fitness center/spa services
Organized adult activities

Amenity

Organized children’s activities
Preference

Outdoor grill

Golf

Laundry service

Pet friendly

Handicapped accessibility

. 757
I 557
L WYL
I %
I 449
I 1%
I 0%
31

I 13%
. 13%
E 13%
. 11%
mm 49
W 7%
7%
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Membership Profile- Colombia

Under 25 years | 0.42%
25-34yearsold W 3%
35-d4dyearsold mmm g9
45 - 54 years old T . 2%
55 - 64 years old TEEEEE————  32%,
65 — 74 years old IEEEEEE—————— 1%
75+ years old =m 8%

Age*

Points -
an - 12%
Weekly
. T4%
Ownership Only

Ty'pe- Weeks & - 14%

Points

il
=
B
28
=

49% Live with a child under the age of 18

-
&1 One HEEE 7%
Two I 270
Three I 3%
Four I 319
Size* Five mmmmmm 9%
Sixormore EE 3%

Household

Studic I 10%
One I 24%
Two I 5570

Unit Size Three HE 7%
(Fixed Week) Four Bl 4%




Membership Profile- Colombia

Primarily weekends | 2%
Less than a week B 2%
One week NG 31%
Influence of
n ks TN o : n
One to two weeks 44% Children
Two to three weeks I 14%

Trip
Duration*

More than three weeks T 7%

& 8 B F <

Colombia is comparable to the other Spanish-
speaking countries, which have made most
transactions via the call center \\3

P an-N F Important
Booking |ww‘\$v.| | Factors
Channel N - [ Considered For

(Exchange, Getaway Purchasing a

& Certificates) 760/0 21 % 370 0.2% Timeshare

56%

%0
Gk 18%

They do not They have some We only travel
influence our influence on our where they want to
planning process travel plans Qo

L e
Trading power N 39%
Location N 36%
Unit size/amenities TN 25%
Season N 23%
Resort amenities M 22%
Developer’'s brand B 5%
View from the unit | 1%

Safety protocols | 1%



Membership Profile- Colombia

Beachfront/coastal
City/urban areas
All-inclusive
Cruise

Tropical island
Mountains

Golf

Lake

Ski

Rural

Desert

2

Vacation
Experience Appeal

Wi-Fi access

Beachfront

Full kitchen

Swimming pools/water sporis
Restaurants/bars

Daily housekeeping services
In-unit laundry

Fitness center/spa services
Organized adult activities
Outdoor grill

Organized children’s activities
Laundry service
Golf

Handicapped accessibility
Pet friendly

Amenity
Preference

e
3,
——— 31%
31
—— 30%

- 8%

m 6%

m 5%

= 5%

u 4%

" 3%

I 77 %6
I 507
LA
L ke
I 509
LA
I 50
B 34%

N 189%

mm 12%

Em 2%

B 10%

m 8%

m 7%

B 6%

Caribbean

Mexico and Central America
Western Europe
Mediterranean

Eastern USA

South America

Western USA

Eastern Europe

Asia

Eastern Canada

Australia and New Zealand
Middle East

Africa

Western Canada

The South Pacific

wl 7
S

I 34
I 307/,
I 2O,
I 2 4%,
I 4%
P 00/,
I 159,
2%

_—— 0

8%

- 5%

- 5%

. 5%

um 2%

" 2%
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Membership Profile- Brazil

Under 25 years (0%
25-34vyearsold = 6.67%
35-44years old 1%
45 - 54 years old I 2 1%
55 — 64 years old TEEEEEEE—————— 3%
65 — 74 years old I 2%
75+ years old mm 79

Married NN 52
@ Domestic partnership Bl 12%
Single, never married | 1%
Marital Divorced | 2%
Status* Widowed | 2%

Ll S

Household
Size*

Ownership
Type

61% Live with a child under the age of 18

One =N 8%
Two I 1%,
Three I 20%
Four I 25%
Five B 4%
Sixormore W 2%

Points

ony N 27%

Weekly
Only T0%%

Weeks &

Points I 3%



Membership Profile- Brazil

Primarily weekends W 5%
Less than a week | 2%
One week I 16%
One to two weeks [N 5.
Two to three weeks I 21%

Trip
Duration*

More than three weeks T 8%
)
@ ==

51%
41%

I

They do not They have some  We only travel
influence our influence on our where they want to
planning process travel plans go

Influence of
Children*

Booking
Channel

(Exchange, Getaway
& Certificates)

28

\3

Important Factors
Considered For
Purchasing a
Timeshare

Brazil is nearly split between booking
through the call center or online

DS B e

48% 44% 8% 0.5%

Price IS 669
Location I 47%
Trading power N 32%
Unit size/amenities M 16%
Resort amenities Tl 12%
Season HE 9%
Developer's brand Hl 8%
View from the unit M 5%

Safety protocols B 4%



Membership Profile- Brazil

Beachfront/coastal
City/urban areas
Cruise

All-inclusive

Tropical island
Vacation Mountains
Lake

Experience Appeal Ski

Rural
Golf
Desert

Wi-Fi access
Restaurants/bars

Swimming pools/water sports
Beachfront

Full kitchen

Daily housekeeping services
Fitness center/spa services
In-unit laundry

Qutdoor gnill

Organized adult activities
Laundry service

Organized children’s activities
Pet friendly

Handicapped accessibility
Golf

Amenity
Preference

70%
———— 1%
maass———— 309,
34
00,
m 16%

m-m 6%

m 4%

" 2%

8 2%

' 1%

I 5 1%
I, 739,
L WG
I 539
I (2700
I 00
. 49

N G

. {G6%

. 15%

. 14%

4%

 11%

m 7%

B 4%

S5)
N

w0
£

Caribbean

Western Europe

Eastern USA

South America
Mediterranean

Western USA

Eastern Europe

Mexico and Central America
Asia

Australia and New Zealand
Western Canada

Eastern Canada

Alfrica

Middle East

The South Pacific

I 359
T 359,
I 33
I 79,
I 2 209%,
I D)%
7,
A 7%

- 0%

-_— 59

- 5%

- 5%

- 3%

" 2%

2%
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Membership Profile- Germany

Under 25 years
25 — 34 years old
35 — 44 years old
45 - 54 years old
55 — 64 years old
65 — 74 years old

75+ years old

Married

% Domestic partnership
Single, never married

Marital Divorced
Status* Widowed

0%

0%

0%

- 6%

I 00,
I 3 7
I 35,

I 25
i 4%
I 2%
i 4%
I 2%

= % o= [ -

e
o

Household

Size*

Ownership
Type

40% Live with a child under the age of 18

One EE 8%

Two I 75%
Three Hl 8%

Four B 4%

Five 1 2%

Points
Only M s

Weekly
Only 58%

Weeks &

avdall  JECIH



Membership Profile- Germany

Primarily weekends

Less than a week

g@ One week

One to two weeks
Trip

Duration*

Two to three weeks

More than three weeks

45%,
Influence of
. They do not
Children* influence our

planning process

They have some
influence on our where they want to
travel plans go

0%

0%

M 6%
I 397
@
I 8%

& &

55%

0%

We only travel

o8

Booking
Channel

(Exchange, Getaway
& Certificates)

T o

\3

Important Factors
Considered For
Purchasing a
Timeshare

Germany has primarily transacted
through the call center

=)
SIS %

0.2%

76% 20% 4%

Location IINNEEENEEGEGEGEGEGENEGENNN 7%
Price I 07

Trading power I 17%

Unit size/amenites 1M 17%

Developer's brand WM 17%

Resort amenities M 15%
View from the unit I 6%
Season B 4%

Safety protocols 1 2%



Membership Profile- Germany

Beachfront/coastal
Golf

§ City/urban areas
Tropical island

Mountains

: Lake
Vacation Ski
Experience Appeal All-inclusive
Rural

Desert

Cruise

Wi-Fi access

Full kitchen

Swimming pools/water sports
Restaurants/bars

Beachfront

Fitness center/spa services
Golf

Daily housekeeping services
Amenity In-unit laundry
Outdoor grill

Organized adult activities
Laundry service

Pet friendly

Organized children's activities
Handicapped accessibility

Preference

(0,
— 359
—— 009,
m— 18%
- 14%

- 12%

- 10%

=m 6%

= 6%

- 6%

" 2%

I 50%
L T
I 7
I 57
I 53
L WFET
L LA

I 209
4%

m 10%

0%

B 5%

m 8%

1 2%

0%

wl 7
S

Mediterranean

Western Europe

Western USA

Eastern USA

Caribbean

Asia

Eastern Europe

Western Canada

Mexico and Central America
South America

The South Pacific
Eastern Canada

Australia and New Zealand
Middle East
Africa

———————
T 5, 79
5%

—_—  20%

- 16%

- 129

= 10%

= 8%

m 6%

m 4%

. 4%

m 4%

1 2%

1 2%

" 2%
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Membership Profile- Australia

Under 25 years 0%
25-34yearsold 0%
35-44yearsold m 3%
45-54 yearsold mmm 8%
55— 64 years old mEEE————— 11%
65 — 74 years old T 4%
75+ years old e 14%

Married I 737%
@ Domestic partnership Il 8%
Single, never married B 4%
Marital Divorced B 4%
Status* Widowed B 4%

= % o= [ -

Ownership
Type

Household
Size*

Ponts
Dnly B0%
Weekly

Only B 7

Weeks &

Paoints I 3%

55% Live with a child under the age of 18

One mmm 12%
Two I 669
Three =l 10%
Four mm 8%
Five 8 2%
Sixormore 8 2%



Membership Profile- Australia

Primarily weekends 0%

Less than aweek Wl 5% 63%
g@ One week NN 20% 3%
e One to two weeks GGG 350 2%
Trip Two 10 three weeks NN 20°% influence of Theydonot  They have some  We only travel
Duration* - Children® influence our  influence on our where they want to
More than three weeks [N 207% planning process  travel plans go
& & B T <
Price I 19
Australia has nearly an even split between Location I 47%
call center and online transactions Trading power N 26%

\3 Resort amenities T 17%

/ ;:R\ i Important Factors Unit size/amenities T 14%
Bookin |WWW-|| i Season H 6%
9 @ = \% Considered For

Channel Purchasing a Developer's brand H 6%

(Exchange, Getaway Timeshare View from the unit B 3%

& Certificates) 59% 39% ‘éo/o | 0.56/0 Safety protocols § 2%



Membership Profile- Australia

Wi-Fi access

Full kitchen

Restaurants/bars

In-unit laundry

Swimming pools/water sports
Beachfront

Fitness center/spa services
Daily housekeeping services
Outdoor grill
Laundry service
Organized adult activities
Golf
Organized children’s activities
Pet friendly

Handicapped accessibility

Amenity
Preference

Beachfront/coastal
Tropical island
City/urban areas
Mountains

Cruise

- All-inclusive
Vacation Voka
Experience Appeal Rural
Golf

Ski

Desert

&

7%
75%
ki
I 1%
I 1%
I 5%,
250
[T

9%

el 14%

- 10%

9%

B 5%

B 4%

1 3%

I 749,
s 40%
m——  28%
—_—  24%
- 039,
- 21%
-  17%

- 14%

- 6%

- 6%

1 3%

Australia and New Zealand

Asia
X} The South Pacific

Western Europe
Mediterranean
Western Canada
Eastern Canada
Eastern Europe
Eastern USA
Western USA
Caribbean
Middle East
South America
Africa

Mexico and Central America

S
)

I (4
T 389
——— 30%
A 059,
4%
- 13%

= 10%

= 10%

- 9%

- 9%

m 5%

m 4%

® 3%

. 3%

8 2%
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Membership Profile- Japan

@

Marital
Status*

Under 25 years
25 - 34 years old
35 — 44 years old
45 — 54 years old
55 — 64 years old
65 ~ 74 years old

75+ years old

Married | 2%/

Domestic partnership

m 4%

0%

m 4%

—_—— 2A4%,
4%
=3

0%

0%

Single, never married B 4%

Divorced B 4%

Widowed

0%

= % o= [ -

Household
Size*

Ownership
Type

50% Live with a child under the age of 18

Ore I 8%

Two I 5o
Three N 287

Four T 16%

Points
o . 7>

Weeks
oy I 10%

Weeks & .
Points - 17%



Membership Profile- Japan

Primarily weekends W 4%

ay

Less than a week M 8% ool o
gg One week  INEEG— 67 17%

One to two weeks NN 317 o
Trip = s Influence of

" They do not They have some  We only travel
Duration* Two to three weeks [N 12% Children* influence our influence on our where they want to
More than three weeks 0% pranning peocess travel plans .
o
& €
Japan is in-line with the other top markets Location IS 59%
and has primarily used the call center Price NG 55%

Resort.. I 24%

\3 Unit size/amenities TN 21%

AR =
BOOking @@ @ % Important Factors Trading power TN 14%
Channel <> = C_J

Considered For Developer'sbrand Hl 10%
(Exchange, Getaway Ao wel Mabile o Purchasing a View from the unit Tl 10%
& Certificates) 74% 22% 3% 1% Timeshare Season M 7%

Safety protocols W 7%



Membership Profile- Japan

Beachfront/coastal
Tropical island
City/urban areas
Golf

All-inclusive

Lake

Cruise

Mountains

Ski

Vacation
Experience Appeal

Wi-Fi access

Full kitchen

Beachfront

In-unit laundry
Restaurants/bars

Daily housekeeping services
Fitness center/spa services
Swimming pools/water sports
Outdoor grill
Golf
Organized children's activities
Laundry service

Organized adult activities
Handicapped accessibility
Pet friendly

Amenity
Preference

62%
WL
I 359
310

B 9%

. 15%

E 12%

8%

B 4%

I G5%
I 10/,
L e
. 4%
I 25%
I 75

I 5%

I 04Y%

I 74%

I 04

N 129%

- 8%

B 4%

m 4%

B 4%

S
)

Western USA

Asia

Australia and New Zealand
The South Pacific

Western Europe
Mediterranean

Western Canada

Mexico and Central America

Eastern Europe

I 52
I 527
p=————————————
I 269

I 227

. 5%

. 7%

W 4%

B 4%



interval.

THANK YOU



	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35

