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PRESIDENT AND CEO,

INTERVAL INTERNATIONALStronger 
Together I haven’t been able to visit my parents since 

the pandemic hit in March. My dad is in a 
nursing home. He is confused and doesn’t 
understand why his wife and family haven’t 
been to see him. While we tele-visit, it’s a 
poor substitute for being with him in person, 
and I yearn for the time when I can give him 
a hug and tell him I love him with my arms 
around him. 

I am deeply grateful that none of my family 
have contracted COVID-19, and recognize 
that others have not been so fortunate. 
But we’ve certainly been affected by it in 
a profound way, as I know all of you have. 
From how we shop for groceries to seismic 
shifts in the workplace, we’re in the midst of 
a sea change that is bound to deliver us to a 
destination we couldn’t have imagined at the 
beginning of 2020. 

Work to Do
We at Interval carry on. The pandemic has 
demanded that our company reposition our 
path forward, and these adjustments have 
had an impact on our associates. They’ve 
more than risen to the occasion, however, and 
continue to fulfill our customers’ needs with 
dedication, ingenuity, and compassion. I am 
so proud of these professionals as they exhibit 
the best parts of human nature in response to 
adversity. And I thank them from the bottom 
of my heart.   

Although we put some projects on pause, 
Interval is progressing with enhancements to 
the member experience and innovative ways 
to reach new customers. Digital technologies 
have enabled our associates to seamlessly 
support our resort clients and assist our mem-
bers in planning their vacations — all from the 
safety of their home. Zoom and Teams bring us 
together for staff meetings with surprising ease 
and efficiency. From confirming exchanges to 
providing resort access to member details to 
meeting publication deadlines, we aren’t miss-
ing a beat.

That said, I do crave the time when I can 
once again have in-person meetings with my 
team. Or just say good morning when I pass 
someone in the hall. This contact deprivation 
highlights how deep our human instinct is to 
connect with others. We know this well. After 
all, it’s how we’ve positioned timeshare, travel, 
and vacationing for decades.  

Safe, Together
And we’re seeing members’ desire to connect. 
While wisely cautious, many have traveled, are 
planning travel, or have expressed their desire 
to travel. For them, the timeshare product 
is an ideal match for the suggested safety 
guidelines. There’s an abundance of drive-to 
locations. And kitchens allow families to cook 
and eat in. In a word, it’s the opportunity to 
get away from it all, be safe, and spend pre-
cious time together.

Connection to our industry colleagues 
is also important to us. Nearly a year after 
the coronavirus began its devastating jour-
ney around the world, we asked industry 
leaders to talk to us about where we are and 
where we’re going as a business community. 
You’ll find their candid and sometimes eye- 
opening views in this special issue of Vacation 
Industry Review. 

What strikes me most about their com-
ments, as well as what I hear from our 
associates and our members, is the rec-
ognition of the greater good. That as we 
thoughtfully return to business, travel, and 
the activities of our daily lives, we do so in 
a way that protects not only ourselves, but 
our friends and family, our co-workers, our 
customers, and the public at large.  

The pandemic has indeed brought home 
just how interconnected we are. As over-
used as the phrase may be, we’re all in this 
together. We may not be able to hold our 
loved ones close or even greet one another 
with a handshake at an industry conference, 
but we can take this opportunity to reflect, 
look for the possibilities, and unite to work 
for a brighter, safer future.

Interval International marks 45 years in the timeshare 
industry in 2021. With a focus on the long-term  
partnerships we’ve built and continue to treasure, we 
salute our resort and developer affiliates and busi-
ness colleagues. We look forward to celebrating 
with you this milestone and better times ahead.
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Weird times, right?
That’s one of the most common conversation starters 
these days, whether on a personal Zoom chat with 
happy-hour friends or in a Teams meeting with col-
leagues who’ve been working from home for months. 
But “weird” hardly does justice in describing the current 
conditions in which we find ourselves. The COVID-19 
pandemic has been the 21st century’s biggest disrup-
tor to life as we know it. 

The impact on individuals and loss of life worldwide 
cannot be overstated, but this plague has afflicted many 
facets of the economy and none more so than travel 
and hospitality. Countries in lockdown and borders 
closed. Quarantines for newly arrived visitors. Flights 
with empty middle seats. Plexiglassed check-in desks. 
Outdoor-only seating at restaurants. Retail stores shut 
down. And, everywhere, people wearing masks. 

And for those of us in the timeshare industry? 
We’ve been rightfully proud of our ability to rebound 
in times of crisis, from hurricanes to economic tsu-
namis. But the virus has challenged us like nothing 
before. Our steady growth over the past decade and 
record of consistently high occupancy rates have 
been put to the test. As the world adjusts to social 
distancing practices and heightened sanitation con-
cerns, we are wise to take heed, respond, and adapt.

Recently, we reached out to thought leaders to help 
us better understand how the pandemic is redefining 
travel and vacations and what we must do to, yes,  
survive. Their responses were heartfelt, insightful, per-
sonal, and honest — sometimes brutally so. Ultimately, 
however, their observations inspire us with hope and 
optimism as we navigate to the end of 2020 and look 
toward a better 2021.

What 
Comes 
NEXT?

What  Normal Looks LikeWhat  Normal Looks Like  NowNow

After the 
upheaval of the 
past several 
months, what 
does “normal” 
look like for 
your company, 
organization, 
or region?

Bill Minnock
PRESIDENT, EXECUTIVE COMMITTEE, ASIA PACIFIC RESORT 
DEVELOPMENT ORGANISATION (APRDO)

“What is normal is constant change as we continue 
to react to the changes in the Asia Pacific region. 
It is becoming clear that international travel will not 
resume as quickly as we had hoped. We are still 
hoping for travel bubbles between countries, for 
business and leisure, but so far, progress is delayed. 
So, sales efforts are focusing on domestic markets 
where travel is more likely, and direct sales over the 
phone.

“At APRDO, we were hoping to see our indus-
try colleagues at the AOCAP conference, which was 
scheduled for March in Singapore. It was postponed 
and rescheduled for June, then postponed again. We 
then scheduled it in conjunction with HICAP in Hong 
Kong in October, but postponed yet again. The new 
abnormal.”

The world 
adjusts to a new 
paradigm, and the 
timeshare, travel, 
and hospitality 
industries are 
ready to move 
forward.



54

Craig Wood
CEO, ACCOR VACATION CLUB

“We continue to have a significant number of 
our workforce either furloughed or working 
from home during this crisis. Intra-state travel 
has become the new trend for Australians, 
with our members and guests recognizing 
that due to the travel restrictions imposed on 
them, there is so much to do and see on their 
doorsteps that some of them had previously 
ignored in the past. The vast majority of our 
guests arrive by car. International travel con-
tinues to be extremely limited due to border 
restrictions having inbound travelers subject to 
a 14-day mandatory quarantine period.

“Operationally, we continue to implement 
our stringent sanitation protocols throughout 
our hotels as well as maintain a no-cancellation  
fee booking policy during these uncertain 
times.” 

Ivan Ting Chun Hong
CEO, SGI VACATION CLUB BERHAD, MALAYSIA
“In terms of operation, we are really 
careful to ensure that our guests 
and staff are looked after. Sanitizing 
rooms, common areas, and all high-
touch areas; temperature checks; 
social distancing; wearing of masks; 
contact tracing, etc., has been the 
new norm. Naturally, the costs of 
operating has gone up a fair bit. This, 
as well as the lower sales, made man-
aging cost one of the key aspects of 
running our business. The new norm 
also means stretching our resources 
where less people need to do more.”

Paul Gardner Bougaard
CHIEF EXECUTIVE, RESORT DEVELOPMENT ORGANISATION

“In the U.K., resorts are providing for remote check-in, removal of 
unnecessary items in units, instructions on how to leave bedding, 
etc., and booking is required for restaurants, indoor pool use, and 
other facilities. Developers have, in the main, been able to retain staff 

through the U.K.’s furlough scheme 
and have brought them back to pre-
pare resorts for opening. Most resorts 
are now open and fully booked but 
operating under strict social distanc-
ing requirements.”

Steve Weisz
PRESIDENT AND CEO, MARRIOTT 
VACATIONS WORLDWIDE CORPORATION

“The new normal is certainly hard to 
define as it takes shape from many 
vantage points. From a customer 
perspective, the habits they’re adopt-
ing in normal life are coming with 
them on vacation now, with PPE use, 
social distancing, and a conscious-
ness of health and safety guidelines/
requirements, and a respect for other 
people’s concerns in these areas. 

“From a business standpoint, the economic impacts have cer-
tainly been significant to everyone globally. This has required us to 
make important and significant decisions for the financial health of the 
company. We have had to adapt to a new world of working remotely in 
many areas and take into consideration how this impacts work task/
flow efficiencies and family dynamics.”

Darren Ettridge
SENIOR VICE PRESIDENT, BUSINESS 
DEVELOPMENT IN EUROPE, MIDDLE EAST, 
AFRICA, AND ASIA, INTERVAL INTERNATIONAL

“We have learnt to understand that ‘nor-
mal’ is actually an evolving concept and 
one that changes on an almost daily 
basis. For my regions, key areas of focus 
for the timeshare industry are: commu-
nication with owners, reinforcing that we 
are working hard to ensure their owner-
ship will be ready when they are able to 
return; managing short-term profit and 
loss; non-essential marketing has been suspended until such time it 
makes sense to recommence; and seeking new revenue opportuni-
ties, many timeshare companies have now turned greater attention 
to their membership bases. The other area is the domestic market.”

Mike Vasey
GENERAL MANAGER, VI RESORTS, AND CEO, VACATION 
OWNERSHIP SALES, INC.

“Fortunately, because of the longevity of VI Resorts’ 
owner base, our resorts have welcomed back many of 
our guests. Of course, we are not 100 percent occu-
pied, but it is a good sign that our owners are wanting 
to return to traveling. As we all continue to get used 
to a new normal, all of our resorts have implemented 
social distancing guidelines and all of our employ-
ees wear face coverings — our guests are doing the 
same.”

Kevin Jones
PRESIDENT, KING’S CREEK PLANTATION

“We’re practicing social distancing, and we’re oper-
ating as normally as we can, adhering to all state 
rules and regulations. We still have occupancy. We’re 
unique in that all of our product is detached homes, so 
it’s more comfortable for the guests.”

Mike Dudick
CEO AND OWNER/DEVELOPER,  
BRECKENRIDGE GRAND VACATIONS 

“Reinventing how we generate new 
clients is going to be a slow and 
steady process. Our owners, on the 
other hand, are, in massive numbers, 
wanting to come use their ownership 
benefit. We’re a drive-to destination 
for a majority of our owner base, and 
so our owners are taking advantage 
of what they bought. I know that’s 
not the case in the broad spectrum 
of the hospitality industry. But it 
makes me very bullish for the future. 
I think our product is uniquely posi-
tioned to be the leading edge of the 
recovery from the COVID situation.

“In July, our total sales exceeded 
our budget we put together last fall. 
That is primarily coming from our 
owners buying more. That is a tes-

tament to our sales team, to our owners, and most especially to our 
staff that are providing awesome vacation experiences to people. This 
gives me great confidence going forward.”

Gabriel Macias Dueñas
PRESIDENT AND CEO, MEXICO GRAND HOTELS

“The customer now seeks flexibility, safety, and trust, 
so we have adapted to it. We’re reinforcing and imple-
menting safety protocols such as our new Clean House 
program, which encompasses the strictest health, 
hygiene, and wellness standards and covers all contact 
points throughout our hotels, such as common areas, 
restaurants, kitchens, bars, rooms, gyms, spas, and 
behind all the areas of operation. Mexico Grand Hotels 
continues to offer the comfortable family atmosphere that 
owners and visitors have loved for more than 30 years.”

Alejandro Zarfino
CEO, THE FIVES HOTELS & RESIDENCES

“We need to give every guest that we receive as much as possible, in 
terms of providing many options that generate revenue. When you have 
fewer customers, you need to add new layers of value. We’re curating 
our own homemade tours. We’ve developed and started in July a new 
travel loyalty club. These kinds of things help us to get as much value as 
possible from every customer for our business.”

David Siegel
FOUNDER AND CEO, WESTGATE RESORTS

“It has always been our top priority to ensure the safety of our team mem-
bers and guests, and this new environment has made that even more 
important. We have taken this to a new level with our WestgateCARES 
program. From temperature checks to room fogging, we have changed 
hundreds of processes throughout the company, all with the intent 
to keep our employees, owners, and guests as safe as possible. 
Furthermore, we’ve taken all that we have developed and learned and 
put it at WestgateCARES.com for all of our partners, owners, and guests 
to see what we are doing and to share with the global hospitality com-
munity. We believe this is one of the main reasons our company has had 
such a strong response from the travel community once the stay-at-
home orders were lifted and travel resumed.”

Marcos Agostini
EXECUTIVE VICE PRESIDENT OF GLOBAL BUSINESS 
DEVELOPMENT, INTERVAL INTERNATIONAL

“The pandemic disrupted so many businesses in a 
short period of time and many will not return to how 
they were pre-COVID-19. I’m not referring to their per-
formance, but how they operate with the customer. 
For Interval, the way we now communicate with cli-
ents in a virtual manner — from resort trainings, to 
client presentations, to discovery meetings — you 
have to transmit your trust in a different way. More 
than ever, your network is key to how you generate 
and create business.”

“We have had to adapt 
to a new world of 

working remotely in 
many areas and take 

into consideration how 
this impacts work task/

flow efficiencies and 
family dynamics.”

– Steve Weisz

Brazil 
77%

China 
81%

Mexico 
80%

Spain 
70%

U.K.  
69%

U.S.  
67%

Source: IBM Institute for Business Value, August 2020

Back to Work? Workers who would prefer to work remotely all or part of the time.
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Diego Arvizu
CEO, ARVIZU COMUNICACIÓN, MEXICO

“I think it will take several years 
before we can call anything ‘nor-
mal.’ If we talk about reality, then I 
can tell you that business has just 
started to come back to life. After 
months of complete shutdown, 
budget-cutting, furloughing, etc., 
companies have started to real-
ize that now, more than ever, they 
need to be visible to their clients, 
investors, and even competitors. 
Those who halted all communi-
cation efforts will have to not only 
start from square one, but it will 
be hard to catch up. We are seeing an unprecedented amount of fam 
trips sponsored by tourism-driven businesses, from an airline to a bou-
tique hotel. Most seem to have zero strategy behind them, and I am 
truly not sure if they will accomplish what they are hoping — to drive 
business to them.” 

Carlos Henrique Schmidt
CEO, PLAZA HOTÉIS & RESORTS

“We will have a construct of new parameters that should consolidate 
in no less than five years. These parameters will be much more rigor-
ous. They start with cleaning requirements for hotels, aircraft, rental 
cars, restaurants, entertainment parks, and even commerce in gen-
eral. There will also be more control over tourists, especially regarding 
health, both in proving the general state of health, as well as require-
ments that tourists travel with contracted health plans. In the end, 
travel will cost more.”

David Morritt
CEO, MORRITT PROPERTIES CAYMAN LTD.

“Normal has been redefined. At Tortuga Club on Grand Cayman, 
we’re now bringing in local people — making up for the loss of our 
normal traffic, which has been a great blessing. Over the years, we 
haven’t brought in much business at all from the island. Now, we’re 
bringing in visits all week long because they cannot travel anywhere 
else. Finally, after 30 years, they are realizing what we’re all about.” 

Luigi Heredia
PRESIDENT, ARUBA TIMESHARE 
ASSOCIATION, AND RESORT MANAGER, 
COSTA LINDA BEACH RESORT

“‘Normal’ is very slow, but one thing 
we can say is that we are more for-
tunate than others. Timeshare, which 
is the backbone of Aruba, is running 
triple the occupancy as hotels at this 
time. The vacation owners have once 
again shown their love for Aruba.”

Seeking theSeeking the  Silver LiningSilver Lining
Have any positives come out of the 
pandemic for your company,  
organization, or even the industry?
Is there cause for optimism?

Jay Wilson
VICE PRESIDENT, BUSINESS DEVELOPMENT,  
INTERVAL INTERNATIONAL

“Through the assistance of Microsoft Teams, our 
business development and client services teams 
have become more collaborative and con-
nected.  Not traveling and working from home 
has given us the opportunity to slow down and 
examine everything we do and determine how 
we can improve to become more efficient and 
productive in the future.”

Isabel Cristina
PROJECT DIRECTOR, SAVOY HOTELS & RESORTS, 
PORTUGAL

“The group made the most of the closure by ren-
ovating the Royal Savoy [in Funchal, Madeira, 
Portugal], which had been programmed for 
2021. It worked out well, as the company was 
able to do more than was originally anticipated.”

Craig Wood, ACCOR VACATION CLUB

“I think there has become a newly vitalized 
appreciation in the value of vacations for our 
health and well-being. This has translated into an 
increase in our upgrade sales business as well 
as a number of our hotels enjoying solid growth 
within the leisure sector. 

“Another positive change is our increased 
use of video-conferencing, which has replaced 
the need to spend a lot of time traveling to and 
from meetings. We have also realized that a 
large number of our workforce will not return to 
life as they previously knew it, behind a desk in 
our corporate headquarters. We have identified 
a number of positions that can continue to work 
remotely for all or most of their working week.”

7
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     The Happiness Quotient

Lisa Siegert-Free
MANAGING DIRECTOR AND GENERAL MANAGER, THE CHRISTIE LODGE

“When our health department said we could only have 50 percent of our 
rooms open during COVID, we shut down several of our buildings. We 
now think in the future it makes economic sense to shut down some of 
our buildings during the slow season so we don’t have to worry about 
housekeeping and engineering service calls, and it will be much more 
efficient timewise for staff. 

“We were also able to finish 
Project WOW, our construction 
project, with fewer people in house 
and more rooms available to work 
in and around. Vacant parking 
spaces meant it was also easier to 
finish sealing our parking structure. 
Fewer people on-site enabled us to 
improve those high-impact areas, 
like painting the bottom of the out-
door pool — projects we’ve meant 
to get done for years.” 

Frank Comito
CEO AND GENERAL DIRECTOR, 
CARIBBEAN HOTEL & TOURISM 
ASSOCIATION (CHTA)

“I have never seen the level of col-
laboration at the local and regional levels as we’ve seen since last 
February, with tourism stakeholders, public and private sectors, heads 
of governments, and health officials working toward the common goal 
of mitigating the impact of COVID-19.  

“This collaboration was made possible thanks to the foundational 
work we put in place over five years ago when tourism and health 
officials in the Caribbean, led by the Caribbean Public Health Agency 
(CARPHA), the Caribbean Hotel & Tourism Association (CHTA), and the 
Caribbean Tourism Organization (CTO) formed a unique partnership to 
work on health safety matters. 

“Our partnership and collaborative efforts led to the development of 
comprehensive tourism health safety protocols, guidelines, and check-
lists; the expansion of a confidential online health safety monitoring 
system; and the training of thousands of employees in the hospitality 
industry this summer.” 

Vicki Freed
SENIOR VICE PRESIDENT, SALES AND TRADE SUPPORT & SERVICE,  
ROYAL CARIBBEAN INTERNATIONAL

“The opportunity to make our cruises an even safer and healthier envi-
ronment is certainly a positive. It’s also allowed us the opportunity to 
further strengthen the relationships with our loyal guests and travel 
advisors. Our global suspension continues to be tough, and so does 
the perhaps unfair beating that cruising seems to be getting in the 
media. But our guests who have made vacation memories with us time 
and time again are so excited to come back onboard. Our 2021 book-
ings are strong — they eagerly want to come back, and we’ll be ready 
for them when the time is right.”

Scott D. Berman
PRINCIPAL, INDUSTRY LEADER, HOSPITALITY, PWC

“The most positive outcome thus far is witnessing the steadfast lead-
ership provided by the hospitality industry stakeholders: the operating 
companies, the developer and owner community, the institutional 

investors, and the trade associations. CEOs have described their deci-
sions to separate and furlough tens of thousands of loyal employees as 
painstaking and torturous. Nonetheless, as difficult as these decisions 
have been, the industry has reacted quickly and responsibly to man-
age their remaining resources and preserve cash. Employee and guest 

safety has been in the spotlight with formi-
dable new cleaning and hygiene protocols 
established in an effort to restore con-
sumer confidence, and demonstrating that 
the hospitality industry is united behind the 
highest set of standards.” 

Steve Weisz, MARRIOTT VACATIONS 
WORLDWIDE CORPORATION

“We are finding positives in so many areas 
that it is truly inspiring. Pent-up demand 
to go on vacation and value quality family 
time together is at its highest and addi-
tional business coming from our existing 
owners is impressive.” 

Bill Minnock, APRDO

“The timeshare business delights its own-
ers and members, and they want to come 
on vacation as it is such an important part 
of everyone’s life. We are doing everything 
we can to provide a safe experience for our 
guests and associates, and our resorts are 
ideally suited for them. We are confident 
that when it safe to travel, our resorts will be 
full and it will be great to welcome guests 
back to their home away from home.”

Mike Dudick 
BRECKENRIDGE GRAND VACATIONS

“We get a chance to reimagine how we 
can do things. For example, in our indus-
try for years, as a vestige of the past, 

check-ins would traditionally happen on Friday, Saturday, or Sunday. 
But who’s to say that with remote school and work, Tuesday wouldn’t 
work just as well? We’re going to explore setting different check-in 
days throughout the week, which may work better for people now.”

Luigi Heredia, COSTA LINDA BEACH RESORT

“At Costa Linda Beach Resort, we got to update our product, some 
projects such as pool, water tanks, room upgrades, and make other 
improvements during this period that would have been an inconve-
nience to guests during regular opening. With a brief reprieve from the 
operational pressure of managing a resort with in-house members and 
guests, we also got a great opportunity to review our existing opera-
tions to see how and where we can improve.”

Diego Arvizu, ARVIZU COMUNICACIÓN

“History tells us that humankind always has a big comeback after a pan-
demic or a war. This new era is here to teach us new ways to do business, 
new ways to communicate and show affection, and, probably one of the 
most important things, to respect our planet. There are amazing stories 
across the world of how human activity — or rather the lack of it — have 
let animals regain their territories, the ozone hole over the Antarctic to 
reduce its size, and turtles to increase their nesting in places like Cozumel. 
So even during this time of uncertainty and hardship, there is good. 

Sharon Freed
SENIOR VICE PRESIDENT, CONSUMER MARKETING, INTERVAL INTERNATIONAL

“It's been wonderful to see the resilience that our members have to 
travel. You just can't take travel out of the traveler. You might be able to 
ground them for a while, but as we've been hearing from our members, 
they are very anxious to get back out there. Many already have started 
traveling again, and many more are in the planning stages.”

Carlos Henrique Schmidt, PLAZA HOTÉIS & RESORTS

“Although I am an optimistic person, at this moment it is difficult 
to keep up, such are the difficulties that we are all experiencing, as 
hospitality and air travel are the two most affected sectors: the first to 
feel the effects of the pandemic and the last ones to get out of it. But 
everything will pass, soon 2021 will arrive, and everything will slowly 
return to normal.”

Raul Estrada
SENIOR VICE PRESIDENT, GLOBAL OPERATIONS, INTERVAL INTERNATIONAL

“While we may be working from home and not have the ability to interact 
with each other casually in the hallways, we have still kept in close com-
munication with each and every individual. To keep a sense of openness 
and community within all areas, the department heads and I are having 
round-table conversations with associates from each area in the service 
center. It is an opportunity for us to hear their issues, escalate them, and 
thank them for their efforts during these difficult times.”

Ligia Zotini Mazurkiewicz
FOUNDER AND CEO, VOICERS,  A TECHNOLOGY CONSULTANT 

“The global pandemic brought us a chance to review our ways of 
interacting with our customers. For the most part, our lectures, train-
ings, and consulting work was done in person. The pandemic gave us a 
new digital model for delivering our research and content.”
 

Kevin Jones, KING’S CREEK PLANTATION

“It gave us time to regroup as far as looking at being more efficient. 
It gave us time with less occupancy to get caught up on all our refur-
bishments, our deep cleans, and knowing what products we use that 
are more sustainable going forward. It’s made us rethink installation of 
products — everything from key card systems to mobile check-ins.” 

“It’s been wonderful to 
see the resilience that our 
members have to travel. You 
just can’t take travel out of 
the traveler. You might be 
able to ground them for 
a while, but as we’ve been 
hearing from our members, 
they are very anxious to get 
back out there.” 

– Sharon Freed

97%
of respondents say  
that having a trip 
planned makes  
them happier.

feel greater levels 
of energy with a trip 
planned in the next 
six months.

71%

Source: Institute for Applied Positive Research, August 2020
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LessonsLessons                          
LearnedLearned

Vicki Freed, ROYAL CARIBBEAN INTERNATIONAL

“The biggest lesson I think we learned from other chal-
lenges is just how resilient the travel industry is. Travel 
isn’t like a good or a product that can be recalled — we 
fundamentally need travel for connecting, unwinding, 
enlightening, and enriching our lives. Travel will always 
overcome whatever obstacle is thrown at it by adapting.”

Mike Vasey, VACATION OWNERSHIP SALES

“We, as a company, need to continue to focus on 
locations our owners can get to, and not neces-
sarily by air. The owners who use the program will 
continue to use the program, but it is the ones that 
haven’t used it yet or have limited resources that 
we need to focus our marketing and education on.” 

Frank Comito, CHTA

“The Caribbean is no stranger to managing crisis 
situations. They have taught us to plan better and 
execute faster. Two decades ago, it could take as 
long as six to seven years to recover from a crisis in 
any single part of the Caribbean. Today, as recently 
illustrated by the 2017 hurricanes, the impacted 
destinations were already well on the path toward 
recovery, upgrading and reopening over 90 percent 

of their properties.  
“COVID-19 is a different kind of crisis; it has not affected 

our core infrastructure like a hurricane or earthquake can do. 
Hundreds of hotels and timeshare properties have invested 
significantly in upgrading and expanding 
their businesses. We’ve seen an increase 
in new amenities and attractions for tour-
ists. As we come out of the pandemic, the 
region is well-positioned to welcome trav-
elers and showcase its offerings.” 

Gabriel Macias Dueñas  
MEXICO GRAND HOTELS

“Add Hurricane Odile, 2014, to the list! 
Every crisis shows us the way to reinvent 
ourselves to continue going forward, 
from having to reengineer processes and 
programs to applying new technologi-
cal tools. We are also fortunate to be in 
a destination where there is a lot of com-
munication and unity between the private 
initiative and state and local governments, 
which allow us to stay afloat during diffi-
cult times.”

Craig Wood, ACCOR VACATION CLUB

“Going back over major crises in history, it 
has been recognized that inspiration comes 
from these events. I believe this pandemic 
will give business leaders within the indus-
try the once-in-a-lifetime opportunity to 
rethink, reshape, and reposition their busi-
nesses as they adapt to the new normal.”

Sharon Freed, INTERVAL INTERNATIONAL

“Doing things differently isn’t good enough. We have 
been very connected with the member, whether through 
surveys or other listening sources, and have our finger 
directly on their pulse so that we not only meet their needs, 
but also anticipate them to ensure that we are there for 
them every step of the way.”

Ligia Zotini Mazurkiewicz, VOICERS 
“We came to a greater understanding of the digital- 
versus-physical dilemma. Before this, we had understood 
the value of our digital business. But for us, the quarantine 
has shown how valuable our real-life interactions are. We 
have learned that digital provides access, while physical 
experiences are the premium interaction.” 

Joe Hickman
VICE PRESIDENT, EXECUTIVE DIRECTOR ASIA/PACIFIC,  
INTERVAL INTERNATIONAL

“In this region, we have already had an experience of a 
viral outbreak when SARS spread at the end of 2002, 
and from this, we learned the importance of wearing 
face masks and the need for a rapid response. From a 
business perspective, it reinforced the importance of not 
relying on a single source market for customers and to 
have contingency and emergency response plans in place 
so that they can be carried out as soon as an unforeseen 
emergency occurs.”

David Siegel, WESTGATE RESORTS

“We have been through so many chal-
lenges over the past several decades, 
including 9/11, the Great Recession, 
major natural disasters, and a wildfire that 
burned down two-thirds of our Westgate 
Smoky Mountain Resort. In every case, 
we came back stronger than before. One 
of the keys to success that I have taught 
my team is to never give up and look for 
the opportunities in every adverse sit-
uation. The one common thread of our 
success through all of these challenges is 
our commitment to our team members. If 
you take care of them, they will take care 
of the business, and that is exactly what 
we are seeing today.”

Marcos Agostini  
INTERVAL INTERNATIONAL

“After 9/11, it took approximately three 
years for travel and tourism to return to 
their pre-event levels, and close to seven 
years following the Great Recession. The 
takeaway is that this requires patience — 
this is not going to be a sprint. And rather 
than viewing the pandemic as a lifestyle 
interruption, I look at ways this crisis can 
transcend to an opportunity to innovate.”

This isn’t the first crisis 
that we’ve had to confront. 
What lessons from other 
challenging times, such as 
the Great Recession, 9/11, 
and natural disasters, can be 
applied today?
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Lisa Siegert-Free  
THE CHRISTIE LODGE

“I had a personal vacation planned to 
Spain in May. This trip was canceled  
due to the pandemic. I didn’t attend 
the ARDA board meeting in February. 
At work, we were using Zoom to inter-
view applicants.  When I learned how 
to set it up, our family started sched-
uling Zoom calls weekly. Our family 
never interacted this much.” 

Mike Vasey  
VACATION OWNERSHIP SALES

“To me, the hardest part of all of this 
was to see some of my team mem-
bers struggle with not coming in to 
work when I wanted so badly for them 
to be working. And I’m sure my wife 
would agree that not being able to get 
a haircut has been challenging in our 
household.” 

Paul Gardner Bougaard, RDO

“As the team works from offices at home, there was little change in our 
personal circumstances — except that our daughter, who works as 
a doctor in a major London hospital, banished my wife, Lynette, and 
myself to the coast of southeastern England, so I can work from my 
desk looking out at the sea.

“I think the biggest difference is missing the travel and meeting 
up with colleagues. Zoom and other products have revolutionized our 
way of operating, and it is likely we will continue to use Zoom post-
COVID for many of our meetings.”

Jay Wilson, INTERVAL INTERNATIONAL

“Not traveling for business and working from home has afforded me 
additional time to devote to my family. I was also able to hit the health 
‘reset button,’ sticking to a vegan diet and waterskiing several morn-
ings a week with my 80-year-old father. As a result, I have lost 20 
pounds and feel better than I have in many years!”

David Morritt, MORRITT PROPERTIES

“I’ve been away from the Caribbean for months in beautiful Indiana, 
feeling fitter than I’ve ever done. Personally, I’m much healthier and 
this time has given me a great chance to look at my whole company. 
I’ve been able to start building in Canada, where no one else is build-
ing right now, and there’s excitement with that.”

Raul Estrada, INTERVAL INTERNATIONAL

“Working from home and having my five dogs at my feet can be chal-
lenging as I try and conduct business as usual over video-conference. 
One of them, Jane, has become very popular, as her snoring has 
become well-known with all of those I regularly interact with. Always a 
nice break to any serious conversation.”

Luigi Heredia, COSTA LINDA BEACH RESORT

“COVID-19 has been a life lesson. It has taught me that we should not 
take things for granted. But that whatever happens we must move on, 
keep on looking forward.” 

Gabriel Macias Dueñas 
MEXICO GRAND HOTELS

“Knowing that families that depend 
on my company are suffering from the 
lack of tourism and work is not easy. 
Most of my staff’s income is based 
on tips and commissions; having 
no guests automatically means that 
income disappears, and it frustrates 
me to not be able to help them as 
they deserve.

“At home, where I usually spend 
little time, I have had the opportunity 
to enjoy my family. I am enormously 
grateful for how fortunate I am, and I 
value, even more, everything I love.”

Vicki Freed 
ROYAL CARIBBEAN INTERNATIONAL

“It’s been really hard not seeing my 
team and my colleagues in person at the office. That’s what I miss the 
most. We’re fortunate that technology allows us to continue operations 
virtually, but you can never really substitute face-to-face interaction.”  
 

Diego Arvizu, ARVIZU COMUNICACIÓN

“It has been challenging to learn how to work remotely with my 
co-workers. At the beginning of the quarantine it seemed that every-
one was working more efficiently and doing more, but after weeks of 
confinement the high spirit started to fade. At home, things are not 
much different: daughters doing schoolwork, my wife starting an urban 
garden. But the four of us are looking forward to the day that we can 
travel without fear. Somewhere. Anywhere. 
Literally.” 

Isabel Cristina  
SAVOY HOTELS & RESORTS

“The quarantine helped me view life differ-
ently, and I began to do volunteer work for 
an organization created by professionals in 
the hospitality industry, offering a meals-on 
wheels service to the more needy members 
of our community during this difficult time.”

Craig Wood, ACCOR VACATION CLUB

“The pandemic has definitely made me look at what I value in life. I 
also believe that through this challenging time, it has brought all of us 
within our business closer together with a greater focus than ever on 
the importance of human connection.”

Darren Ettridge, INTERVAL INTERNATIONAL

“Not having the freedom of movement or the ability to meet old friends 
and industry colleagues has been hard. I have really missed the social 
and business engagement that comes with my role. What this may 
have reminded some of us, me included, is that the health of our loved 
ones is the most important part of life.”

Frank Comito, CHTA

“Anticipating a budget shortfall for the year, we’ve taken salary cuts, 
laid off employees, and put a freeze on new hires.  

“At the same time, with diminished resources, the demands for 
helping the industry have increased, so we’ve had to do more with less. 
Our volunteer leadership stepped up, as well, giving more of their time 
and talent. Loving the Caribbean, its people, and the work we do — for 
myself and the dedicated team at CHTA — this has been demanding, 
but it has been a rewarding labor of love.”

Joe Hickman, INTERVAL INTERNATIONAL

“The biggest change personally has been having to work remotely 
from home and the total cessation of travel, which up until January of 
this year was a major part of my role.  

“Not being able to travel for work and meet clients as well as not 
being able to travel home to see family overseas has been difficult. I 
have just been advised that there is little to no chance of visiting my 

grandchildren in California this Christmas. 
Very disappointing!!”

Carlos Henrique Schmidt 
PLAZA HOTÉIS & RESORTS

“My life turned from head to toe. Many 
concerns, managing unusual situations, con-
straints due to the reduction of staff, seeing 
people desperate with job loss —difficult 
times.”

Taking ItTaking It  PersonallyPersonally
How has the COVID-19 pandemic affected you  
on a personal level?

   Safe Stay Checklist
Face coverings for employees — 87%
Face coverings for guests — 85%
Suspending daily room housekeeping — 86%
Utilizing tech to reduce direct contact — 85%
Transparent barriers at front desk/concierge/valet — 82%
Signage for washing hands, distancing, etc. — 80%
Closing amenities temporarily — 77%
Floor markings for social distancing — 77%

Eight out of 10 — 81% —  
say they would feel more  
comfortable staying in a  
hotel/resort that has 
implemented enhanced  
cleaning and safety  
protocols, including:
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Fast Fast ForwardForward

Most of us are 
more than ready 
to ring out 2020, 
and welcome 2021. 
What’s on tap 
for the coming 
year and how has 
the current crisis 
shaped your plans?

Craig Wood,  ACCOR VACATION CLUB

“We have started to rebuild our marketing and sales business and will 
continue to do so in preparation for a strong start to the new year. The 
use of technology will feature strongly in how we present the product, 
with a focus on video-conferencing now that we have come to the reali-
zation that face-to-face sales presentations don’t necessarily have to be 
conducted in the same physical space.” 

Gabriel Macias Dueñas,  MEXICO GRAND HOTELS

“For entrepreneurs — and I am not just talking about Mexico Grand 
Hotels — 2021 will be the beginning of a slow recovery and many chal-
lenges. We have to change how we play the game: cautiously, in a smart 
way, and — above all — with patience, because while it may take months 
for a person to recover, it takes years for a company like ours. What we 
planned solidly a couple of years ago is now complicated. So not only do 
I think about 2021, I also contemplate 2022 and 2023, since recovering 
from this crisis will take us a couple of years, and we must do it by taking 
solid steps.”

Paul Gardner Bougaard, RDO

“Like most, we will be glad to see 
the back of 2020. We wait to see 
how different countries cope with 
the economic fallout from the lock-
downs and look forward to the 
development of vaccines to enable 
the world to get back onto an even 
keel. Member resorts had started 
to look very seriously at how they 
can operate sustainably going for-
ward, and I believe that will remain 
high on the agenda and indeed may 
form part of our 2021 conference.

“Finally, I wish to emphasize just 
how suitable timeshare is as a holi-
day product and how safe it can be 
whilst the pandemic threat contin-
ues — bearing in mind we have a 

way to go yet before we put all this behind us.”

Mike Dudick, BRECKENRIDGE GRAND VACATIONS

“When guests come here, they shouldn’t have to worry about being 
safe. They should spend their evening figuring out what they’re going 
to do tomorrow. Biking or hiking? Rafting or golfing? It’s our job to 
make sure we do the things that overtly and subliminally send the 
message to our guests that when they’re here, they get to be on vaca-
tion. Being great at that is what’s on tap for BGV in 2021, from an 
operational standpoint. 

“From a development standpoint, we took a bit 
of a pause with the quarantine, but we are aggres-
sively pursuing our next resort, and the balance of 
2020 and 2021 will be spent bringing that to fruition. 
I’m not only optimistic with my spirit, but optimistic 
with my checkbook, too.” 

Sharon Freed, INTERVAL INTERNATIONAL

“Don’t write off 2020 yet, as we still have a lot of 
work ahead of us! As we look forward, Interval will 
be introducing some transformative and exciting new 
programs and features that our members have been 
asking for.”

Kevin Jones, KING'S CREEK PLANTATION

“New marketing plans and opportunities that will allow us to increase 
our annual sales budget have definitely come out of this pandemic. 
We’re looking at some of the things we’ve added to the product, like 
safety concerns, and seeing the response to our detached homes, and 
how we’re going to market that more. The density is so spread out, if you 
look at how many units we have over the acreage, we’re one of the less 
dense products out there. 

“We’re also going to get odds and ends done as a result of reduced 
occupancy — more marketing initiatives as a result of our updated prod-
uct. If June and July are any result, we feel really good about 2021.” 

Lisa Siegert-Free, THE CHRISTIE LODGE

“We really have some amazing things going on. We just 
completed Project WOW, which was a complete gutting 
of the units. We’re doing more training on the employee 
side — a lot of it virtual. I think for the next ski season in 
2020 – 2021, ski areas will open up and we’re going to 
get the big ski crowd up here.” 

“There may be some remnants of COVID that need 
resolving. It’s going to take 2021 to ramp up the market. 
Timeshare’s already coming back, and I think sales are 
going to grow. We’re hoping to have a sales campaign 
here by next year, and we’ll bring new owners in. I think 
we’re going to see things come back.”

Leisure Travel Spending
Compared with 2019, consumers expect to spend 
on leisure travel within the next 12 months:

The same 44%
Less 34%
More 22%

Source: Destination Analysts, August 2020
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Vicki Freed, ROYAL CARIBBEAN INTERNATIONAL

“Royal Caribbean Group recently put together the Healthy Sail Panel, 
consisting of professionals in medicine, biosecurity, hospitality, and 
beyond — and this team is helping us modify the cruise experience in 
ways that maximize safety, but minimize inconvenience to the guests. 
I think in the coming year when more and more people start traveling 
again, they’ll see the fruit of those labors and get back to making new 
memories in the incredible array of destinations 
and itineraries we’ll continue to offer.”

Alejandro Zarfino
THE FIVES HOTELS & RESIDENCES

“We’re preparing for 2021, but we’re still not giving 
up on 2020. We don’t expect to generate profit, but 
for the second half of the year, when tourism has 
started to move a little bit back to normal, our chal-
lenge and our goal is to break even. It’s not easy, 
because you need to get to levels of occupancy 
that are hard to get. It is hoped that everything is 
going back to normal and we’ll have a good winter 
season that, for us, starts in November.”

Diego Arvizu,  ARVIZU COMUNICACIÓN
“For us, COVID-19 has been extremely disruptive. 
With over 60 percent of our clients coming from 
the travel and tourism industry, we had most of our 
contracts canceled. This has made us rethink our 
client distribution. 

“The year 2021 will mark the beginning of the 
second 30 years of success of our agency. We will 
continue innovating in new ways to keep our clients 
in the eyes of their clients. We are confident that the industry will need 
more help than ever communicating with their clients, striving to be on 
the top of mind of the travelers that are already coming back. Magic, our 
magic, will create new communication channels for our clients. We will 
be the new settlers of this uncharted territory.”

Jay Wilson, INTERVAL INTERNATIONAL

“I’m really excited to hit the road again to visit our partners and pro-
spective clients. However, we will continue to utilize technology to 
stay more connected with our resorts through webinars, virtual train-
ing sessions, and meetings.”

Frank Comito, CHTA

“We’ve put a tremendous amount of focus on 
health safety training, and we plan to continue 
to do that over the coming months and into 
2021. Next year will also be a turning point for 
our organization and the tourism industry, as 
we work on a number of fronts to build back 
tourism. Our Caribbean Travel Marketplace, 
which is the largest gathering for tourism and 
generating business in the Caribbean, will be 
held next year, with a new twist as we assess 
new optional approaches to this exciting event.  

“Thanks to the ongoing support of Interval 
International and its cooperating Caribbean 
properties, through the Caribbean Hotel & 
Tourism Association Education Foundation, we 
look forward to continuing to provide scholar-
ship support to Caribbean nationals pursuing a 
career in tourism and to assist employees in the 
industry to enhance and upgrade their skills.”  

Luigi Heredia, COSTA LINDA BEACH RESORT

“Not so fast — there is still much that we can do in 2020! Our goal 
is to continue building the confidence of our vacation owners and 
guests, that Aruba is a safe place to be, and will continue to be a great 
vacation destination.”     

Mike Vasey, VACATION OWNERSHIP SALES

“I’m optimistic about the future. Unfortunately, we will see some resort 
companies not re-open, we will see legacy resorts struggle, but I am 
confident in our commitment to providing the best vacation memories 
year after year to our owners.”

Joe Hickman, INTERVAL INTERNATIONAL

“There is hope and optimism for 2021 in 
the Asia/Pacific region, but this is quite 
dependent on the reopening of countries to 
tourism and for the supporting infrastruc-
ture, especially the airlines, to also return to 
full capacity. Assuming that business does 
return, the focus will be on working with our 
clients and providing sales training for their 
teams so that they can get back to busi-
ness as quickly as possible.”

David Morritt, MORRITT PROPERTIES

“I’ve found another goldmine in Chateau 
Morritt in Mont Tremblant, Canada, which 
is in development to be completed in 2021. 
We’re adding to Tortuga Club [in Grand 
Cayman] because of the occupancy demand. 
I’m excited on behalf of my 10,000 owners 
anxious to get back to Cayman — they can’t get back quick enough.” 

Ivan Ting Chun Hong, SGI VACATION CLUB BERHAD

“I think we will see an explosive pick-up and growth in travel as soon 
as this pandemic is over, and the borders are fully opened. In shaping 
our plans, we need to automate by using technology much more to 
be leaner and more effective. We also need to ensure we enable our 
staffs to work from home with as little interruptions as possible. We are 
of the opinion that the Asia Pacific region will continue to experience 
exponential growth in the travel industry in the next 10 years. Cross-
border selling will definitely be part of our plans to grow our business.” 

Scott D. Berman, PWC

“The expectations last spring were that the recovery would be in full 
swing by this fall. Without a game-changing moment, in the form of fed-
eral stimulus or a vaccine, it is difficult to be predictive. Next year, we 
can hope that the recovery expands to include other demand segments 
(such as corporate transient and group/meetings). We expect economy 
brands, extended stay chains, and resorts to continue to improve in 
2021, while urban markets, home to big box hotels and dependent on the 
business travel and groups, will likely be facing a longer recovery curve.”

Darren Ettridge, INTERVAL INTERNATIONAL

“We are beginning to see positive progress in some of the areas that are 
currently restricting the travel and leisure industry. We are seeing a large 
number of countries open their borders to foreign travelers and a greater 
number of flights becoming available. Of course, there is no room for 
complacency, but the industry is certainly focused on a real kickstart for 
2021.”

Bill Minnock, APRDO

“APRDO’s mission is to promote the timeshare industry in the Asia 
Pacific region. We advocate for having an appropriate balance between 
consumer protection and doing business effectively in the region. We 
are actively supporting the Australia timeshare organization (ATHOC) 
as they confront new regulations that threatened the future viability of 
the industry. We are hopeful to influence regulators to take a more bal-
anced approach to regulating the industry. We partner with the other 
timeshare organizations in the region and are here to help support their 
efforts as business opens up. The industry in Asia Pacific has enormous 
growth potential and we want to see the industry expand throughout 
the region.”

David Siegel, WESTGATE RESORTS

“We know we cannot control what happens around the country, but 
we can control the experience and safety at each of our properties. 
We’ve purposefully stepped up the level of capital investment planned 
at nearly every one of our properties, including room renovations at 
dozens of resorts, the complete renovation of our Westgate New 
York Grand Central, fast-tracking our massive Myrtle Beach parking 
garage, and adding additional amenities such as water parks and 
other large-scale projects. We know that as our owners and guests 
return, they will be blown away by all of the positive changes and 
additions, which will keep them wanting to come back.”

Marcos Agostini, INTERVAL INTERNATIONAL

“Creating vacation memories is something Interval has always been 
proud to do, and we will continue doing so. How we promote our 
message that timesharing is about taking your vacation and spending 
time with your family is key to our mission.”

Spheres of Influence
Factors that will influence determining 
when members will next vacation  
(1 being most important):

Source: Interval International Member Sentiment Survey, August 2020

1. Personal judgment
2. Government health advisements
3. Cancellation policies
4. Resort/hotel/airline safety protocols
5. Availability of a vaccine
6. Listening to the experience of others

of Interval members say 
that traveling some-
where they can drive to 
has more appeal due to 
COVID-19 concerns.
Source: Interval International Member Sentiment Survey, 
September 2020

Hotel Occupancy Rates    BY WORLD REGION,
AS OF AUGUST 2020

Source: STR, August 27, 2020

China 
67%

Europe  
45%

Canada 
43%

U.S. 
49%

Mexico 
24%

Caribbean  
21%

Nearly 
62%
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