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 HEN ELAINE SANCHEZ WED HER 
husband Alex almost 20 years 
ago, it was a second marriage for 
both. He brought five kids to the 
relationship and she, three—all of 
them nearly grown. With plenty of 

grandchildren on the horizon, the 
Salem, OR.-based couple decided that 

instead of buying presents for their children 
and grandkids, they’d do something different. “We wanted 
adventures,” says Sanchez. “So we bought timeshares. 
We’re very happy we did.” 

Their itineraries so far have included trips to Williams-
burg, Va.; Orlando, Fla.; Washington, D.C.; New York City; 
Steamboat Springs, Colo.; Sedona, Ariz.; San Francisco; 
Newport, R.I.; San Diego; and islands in Hawaii.

The word “timeshare” originated almost 50 years ago. 
Since then, modern vacation ownership has evolved dra-
matically from the days when owners were locked in to a 
particular week or destination. Travelers who invest in va-

cation ownership today have far more flexibility, ownership 
options, and international destinations to choose from—in-
cluding a wealth of luxury properties—as well as the confi-
dence derived from buying into trusted global brands. 

“We went from being a static, fixed-use product to be-
ing a vacation currency,” says Howard Nusbaum, presi-
dent and CEO of the American Resort Development Asso-
ciation (ARDA). 

“First we offered fixed weeks and fixed units, and over 
time we realized we needed to be more flexible,” he says. 
“People today usually buy either floating time or points, 
so they can spend different time periods in different loca-
tions.” In other words, “vacation” can be defined as any-
thing from a trip with the kids to Disneyland to a couple’s 
romantic cruise or a safari in Africa. Says Nusbaum: “It’s 
not just golf and beaches anymore.” 

It’s a far cry from the earliest days of vacation owner-
ship, which by most accounts dates from the construc-
tion of a 13-unit resort in Switzerland in 1963. Stateside, 
the industry gained a foothold after vacation homes in 
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AS A MEMBER OF THE ARMED FORCES, 

Edwin Lopez has completed three 
yearlong deployments in Iraq and 
Afghanistan, spending lengthy 
periods away from his family. 
When he gets a chance to relax 
with his family, he says, “We try to 
make it really special.” They spend 
those precious weeks together at 
a Wyndham Vacation Ownership 
resort. 

Edwin, his wife Melanie, and their 
two children had one such getaway 
that will be forever etched in their 
memories. Immersed in Wyndham 
Bonnet Creek Resort, the Lopez 
family enjoyed the lagoon-style pool 
and cabanas, spa, golf course, and 
proximity to Walt Disney World. The 
resort “was amazing,” says Melanie. 
“That’s when we realized how much 
we could do with our vacation 
ownership.” 

Owners since 2006, Edwin and 
Melanie joined Wyndham  

—more than 900,000 owners 
strong—committing to a lifetime of 
vacation memories. They started 
small, accruing points over time, 
which helped them gradually build 
a vacation tradition for their family. 
In fact, 36% of owners purchase 
timeshare to save money on future 
vacations, according to the ARDA 
International Foundation 2014 
Owners Study.

Vacations are more than just a break 
from our everyday routine. They are 
opportunities to thread together 
memories that will be replayed 
time and again, for generations to 
come. Fifty-five percent of adults 
remember their childhood travels 
fondly and want to create similar 
memories for their kids, according 
to the U.S. Travel Association. To 
Melanie and Edwin, experiencing 
unforgettable moments together 
in a variety of destinations justifies 
their ownership. 

“We want to help people realize 
the true value of vacations,” says 
Franz Hanning, Wyndham Vacation 
Ownership’s president and chief 
executive officer. “It’s true they 
give us a chance to unplug and 
unwind, but they’re more than 
that. Vacations allow us to invest in 
the things that matter most in life: 

family, memories, and the oppor-
tunity to see the world through a 
different lens.” 

The Lopez family exemplifies that 
concept. “If you look at everywhere 
you can go with Wyndham, it’s 
mind-boggling,” says Edwin. From 
biking through the vineyards of 
California, to shopping Michigan 
Avenue in downtown Chicago, to 
hitting the slopes straight from your 
room in Park City, Utah, the oppor-
tunities for everlasting memories are 
endless. 

And the adventures are sure to 
continue. Next year Edwin and 
Melanie will host a family reunion 
at a Wyndham resort in Wisconsin. 
Eventually they hope to travel to 
Australia, Europe, and the Bahamas. 
“It’s so much more than a monetary 
investment,” says Melanie. “It’s 
memories and quality of life. I’m so 
happy we did it.”

THE WORLD THROUGH A DIFFERENT LENS 
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Dream Vacations
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An innovative platform for buying, selling, and
renting vacation ownership, Timeshares Only 

is your online portal to the resale market.

Check out additional listings at www.FidelityResales.com

“The World’s Largest Online Resale Marketplace”

Search thousands of timeshares for sale and rent at
TimesharesOnly.com or call 1-800-610-2734
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tourist spots proliferated during the post–World War II 
economic boom. By the mid-’70s, an abundance of such 
homes and condos had burdened banks with excess 
properties; the banks then began converting them into 
timeshare resorts. They numbered 350 by 1980, and 
10,000 owners had become 200,000. 

In the 1980s large hospitality companies and re-

spected hotel brands began entering the industry, rais-
ing the trust factor and fueling expansion. More than 
5,000 properties worldwide now offer ownerships, which 
can range from versatile points-based programs to ex-
changes, vacation clubs, fractional ownerships, luxury 
experiences, and other products varied enough to ac-
commodate owners of every stripe. 

Vacation ownership is perfect, says Nusbaum, if you 
want to vacation with relatives or friends. It has proved 
especially popular for family gatherings: ownership units, 
which come with refined resort amenities as well as living 
areas, separate bedrooms, and well-equipped kitchens, 
are a spacious blessing compared with hotel rooms. 

Elaine and Alex Sanchez often get five or six units 
for their family reunions—they alternate, his family one 
year, hers the next—using their points in Wyndham Va-
cation Ownership, the industry’s largest company. Re-
cently they used points to travel with two grandsons to 
the East Coast to look at colleges.

Those teenagers may well become owners themselves 
one day: Vacation ownership is trending younger now (as 
well as more demographically upscale and professional). 
According to the ARDA, new owners are nearly 10 years 
younger than traditional timeshare owners, with a me-
dian age of 39. About 72% are employed full-time. Vaca-
tion ownership, which invites owners to explore a world 
of destinations and escapes, fits particularly well with 
younger generations’ preference for experiences over 
material things. “They get the sharing economy more 
than anyone,” says Nusbaum. “I like to say we were the 
original Zipcar. We may have been invented by boomers, 
but we’ll blossom with millennials.” 

Generations young and old prize flexibility. RCI rec-
ognized this need and pioneered the concept of vacation 
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Purchasing vacation ownership at an  
RCI® affiliated property gives you access to 
the world’s largest exchange network, made 

up of thousands of high-quality resorts in 
more than 100 countries. Enjoy regular  
travel through vacation ownership, with 

 more flexibility than you ever imagined 
through RCI exchange.

DOWNLOAD THE FREE  
ENDLESS VACATION® MAGAZINE APP AT:

 Endless Vacation® magazine is the official travel publication of RCI, LLC. RCI benefits  
are obtained only via a subscription to the Endless Vacation magazine. Use of the term 

“Membership” is intended to denote subscription to the Endless Vacation magazine. 
Endless Vacation® magazine is an independent publication and has not been  

authorized, sponsored or otherwise approved by Apple Inc.
iPad and iTunes are registered trademarks of Apple Inc. 

**Android and Google Play are trademarks of Google Inc.
RCI and related marks are registered trademarks and/or service marks in the 

 United States and internationally.  
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For resort vacation special offers, visit  
EndlessVacationRentals.com
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exchange in 1974. The company established an exchange 
network that remains the world’s largest today, with 3.8 
million members and about 4,500 affiliated properties 
in more than 100 countries. RCI facilitates exchanges for 
timeshare owners, allowing them to turn the purchase they 
made at one resort into travel opportunities all over the 
world. “It’s perfect for the owner who relishes new and ex-
citing destinations and experiences, while knowing that the 
resort experience and standard of quality will be similar,” 
says Gordon Gurnik, president of RCI. 

Of course, circumstances and priorities can change, 
and some owners may eventually conclude that vacation 

ownership no longer fits their lives. “We offer a viable exit 
strategy for owners who want to sell,” says Sam Pontius, 
president of Timeshares Only, an online resale market-
place, and its sister company, Fidelity Resales, a trans-
actional resale brokerage. “We’re connecting buyers and 
sellers in a secure and more affordable environment.” 
Pontius notes that his companies’ online platform elimi-
nates costs, reducing prices and enhancing product value. 
“We deliver a service built by consumer demand, designed 
to attract a new generation of engaged buyers through 
transparency and savings.”

Vacation ownership can be a smart financial deci-
sion. When Elaine and Alex Sanchez decided to purchase 
points, they ran it by their financial adviser, Ron Kelenem, 
a certified financial planner with the H Group. He gave his 
thumbs-up. 

Still, the biggest benefit of vacation ownership has 
nothing to do with money, says Elaine Sanchez; it also of-
fers a different kind of luxury: “It’s that our grandchildren 
all know each other and are connected. They all live across 
the country—Indiana, Missouri, New Mexico, Oregon. They 
would not have had that opportunity otherwise.” ●

“It’s perfect for the owner who 
relishes experiencing new and 
exotic destinations while knowing 
the resort experience and the 
standard of quality will be similar.” 

—GORDON GURNIK, President, RCI 


