




The Association of Timeshare 
Owners Committees Ltd (TATOC) 
has a new mission statement and a 
set of profoundly defined purposes. 
After years of being frustrated by 
the timeshare industries lack of 
progress in a variety of highly important 
areas, the consumers association has 
decided to become an architect of 
positive change.

Their goal is to see future prosperity 
for the timeshare industry in Europe, 
believing that their contributions will 
maximize the chances of growth and 
that their new approach is the best 
way to protect the interests of the 
consumers which they represent.

TATOC’s NEW MISSION 
STATEMENT “TATOC exists 
to safeguard and enhance the 
timeshare holiday experience for 
existing and prospective users and 
to be the voice of owners”

Use of the term “timeshare users” 
in the associations new mission 
statement is particularly pertinent. 
TATOC rightly point out that owners

often allow their family and friends 
to “use” their timeshare.

Harry Taylor commented:
“When we debated the construction 
of our new mission statement, we 
thought the word “users” reflects 
the fact that TATOC members 
and timeshare owners encourage 
their friends and families to use the 

product and many resorts need 
to have a rental platform in place 
to maintain financial stability. Our 
mission statement embraces the 
need for rentals” 

TATOC’s attitude to rentals 
within the timeshare industry is a 
considered one. Taylor believes 
that some “sold out” resorts 
simply need to revert to rentals to 
maintain essential revenues, as 
owners relinquish their timeshare 
through age, death and a myriad of 
other reasons.

“Nowadays some timeshare owners 
committees simply have to adopt 
a rental strategy to make ends 

meet. But the subject of rentals in 
timeshare is a complex one. TATOC 
doesn’t endorse the scatter gun 
rental tactics adopted by some 
timeshare players. Seeing weeks 
of timeshare accommodation for 
rent via some of the big name travel 
agents, at less than £300 per week 
on the open market, is simply not 
good for the long term survival of 

our industry in Europe. After all, how 
is a resort that is in active sales, 
or one that is sold out but has 
retaken weeks to sell, ever going 
to command a price of £4000+ 
and an annual maintenance fee of 
£300 when the accommodation 
can freely be rented every year for 
that same price? TATOC would like 
to see a more considered rental 
strategy adopted by the big players 
because their policies are causing 
issues for owner run resorts. We 
think rentals should have a lead 
generation formula sitting behind, 
or at the very least a clear label to 
users proudly stating something like 
‘you are now sampling a holiday in a 
timeshare accommodation’ >>

Supported by a forward thinking 
Chairman in David Eastburn and 
an ambitious management board, 
Secretary General Harry Taylor 
has slowly begun to transform 
the way TATOC is perceived by 
many of the heavyweights in the 
timeshare sector.

In January 2008 Mr. Taylor decided 
to hold a three day management 
retreat. His objective was to assess 
the current strategy and establish 
if existing resources were sufficient 
to make a positive difference for 
timeshare owners.

“Holding the “back to basics” 
retreat at Pine Lakes Resort was 
the single best thing that has  
happened in all of the time I have 
been involved with TATOC” said 
Taylor “The cold hard truth is that 
we did not have a strong enough 
or properly defined strategy. We 
had a team of intelligent, well 
meaning people who cared about 
the timeshare industry but their 
involvement with TATOC was 
little more than talking about the 
problems and our plans were 
never going to be accomplished 
without a radical change in 
thinking, approach and without the 
introduction of a corporate style 
culture and strategy”

Taylor explained that the back to 
basics retreat was supported by a 
skilled and experienced facilitator. 
The process which was adopted 
saw the TATOC board painstakingly 
dismantle their previous mode of 
operation to build a new plan. During 
the process, every member of the 
management committee had a 
chance to contribute their ideas and 
Mr. Taylor stated that many vociferous 
debates took place before items were 
settled up on. 

TATOC Chairman David Eastburn 
agreed with Taylor “Sometimes there 
has to be an end to the talking and 
a start to the doing. Committees can 
sometimes be guilty of over debating 
and allowing unsubstantiated 
opinions to shape plans. We were 
very conscious of this during our 
retreat and at times we were in 
danger of meandering into subjective 
debates but our facilitator did a great 
job. He kept us on track with a robust 
workshop framework and a constant 
focus on finalising the objectives 
that we set out with. The truth is, we 
could easily have been in Pine Lakes 
for two weeks debating some of the 
points but we didn’t have two weeks. 
The outcome is that we are delighted 
with what we achieved and our new 
plans appear to have everyone on the 
Board invigorated”

RESORT 
ACCREDITATION 
PROCESS 
One of the initiatives decided upon 
during the retreat was a new resort 
accreditation process (RAP). This 
seems set to become a much 
talked about subject in the months 
ahead. TATOC feel that, in time, 
their RAP endorsement could 
really begin to shift the way 
the media looks upon on the 
timeshare industry. 

“The introduction of RAP is one 
of the areas that has created 
most enthusiasm amongst our 
team and it is one of the areas we 
believe TATOC will have the most 
positive impact on the timeshare 
industry” said Harry Taylor “If a 
resort has a certificate to say it 
has passed a strict accreditation 
test, one that has been orgnaised 
by a consumers association of 
timeshare owners, surely the media 
have to place greater consideration 
surrounding what they write about 
timeshare in future. An army of 
happy timeshare owners are about 
to step forward to see if we can 
tackle the perception challenge 
that has blighted us for so long, 
particularly amongst the media” >>

TATOC’s bold new plans are set to 
capture the interests of timeshare 
players all over Europe
With their annual conference just around the corner, Perspective 
Magazine met with TATOC Secretary General, Harry Taylor and Chairman 
David Eastburn for an exclusive preview of what 2008 holds in store

❝
❝

TATOC’s NEW MISSION STATEMENT “TATOC exists to safeguard 
and enhance the timeshare holiday experience for existing and 
prospective users and to be the voice of owners”

n Harry Taylor, Secretary 
General TATOC

n David Eastburn, 
Chairman TATOC

❝“The outcome 
is that we 
are delighted 
with what we 
achieved and 
our new plans 
appear to 
have everyone 
on the Board 
invigorated”
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RAP will be made available to 
all resorts in Europe. There will, 
however, be an annual cost 
associated to it, as TATOC seeks 
to build strong financial foundations 
for the future “Gone are the days 
when TATOC could afford to operate 
on the good will of volunteers. Our 
new strategy dictates the need for 
revenue. We now need to fund our 
activities and RAP is one of our 
new “charge for” initiatives” 
added Eastburn.

Eastburn went on to say how RAP 
truly synergises with TATOC’s new 
mission. “We are under no illusions. 
We know that implementing RAP 
will not be easy. We know that 
some resorts will doubt the benefits 
but those resorts that do choose 
to take the accreditation will enjoy 
strong benefits and we believe will 
lift themselves out from the ones 

that don’t want to move forward and 
embrace change “
 
Trained RAP staff will carry out the 
accreditation process to a list of strict 
criteria. The inspection will look far 
deeper than just resort quality. RAP 
will also examine a resorts sales and 
marketing processes. Harry Taylor 
was particularly assertive when 
questioned on the level of focus 
placed against the accreditation 
criteria “We are still working on the 

RAP criteria and the associated 
training for the people who will carry 
out the resort inspections. It may 
take two to three months to get this 
fully in place. However, everyone 
should be assured that the criteria 
TATOC sets will be fair but strict. 
We want to see far more than just 
quality assurance from apartments 
and resort amenities. We are looking 

for accurate disclosure in all sales 
and marketing materials. And our 
scrutiny of resorts won’t stop after 
the inspection and the awarding of 
the accreditation. If a resort falls short 
of the necessary standards “after” 
the accreditation is granted, we will 
give a reasonable time for the issues 
to be rectified… but if the issues are 
not rectified the accreditation will be 
removed. We want to ensure TATOC 
RAP becomes a kitemark of trust 
and so all players’ need to adhere to 

the rules that are set”

Resorts that achieve accreditation 
will be granted permission to use 
the TATOC RAP symbol on all of 
their marketing materials and on 
their website. In addition, flags and 
plaques will be prodcued. All resorts 
that pass the accreditation will be 
listed on the TATOC website. 

More detailed news of TATOC’s plans are to be shared at 
their March Annual Conference, which has been aptly named 
“Embracing Change“ The list of speakers featured at the 
event demonstrate some measure of the increased interest 
that TATOC is creating. This year’s conference features 
speakers who are prominent names within the European 
timeshare and hospitality sector.

n �Simon Jackson, Managing Director of MacDonald’s Resorts
n �Harry Taylor Secretary General TATOC
n �Charles Low, Managing Director Lilo Media International
n �Marty Kandel, President of European Operations, 

Diamond Resorts International
n Dimitirs Manikis, Vice President RCI Europe
n �Paul Mattimoe, President & CEO of 

Perspective International
n Chris Sheldon, Manager Interval International  
n �Philip Watson, Managing Director of 

Worldwide Timeshare Hypermarket
n �David Lilley, Managing Director Dial An Exchange Europe  
n Peter van der Mark, OTE
n Jennie Thompson
n Sandra Wrightson
n Andrew Horton

The full agenda for the conference can be downloaded at 
www.thetimeshareblog.com. n

Embracing Change - The theme at the TATOC annual conference

n David Lilley, Annual Conference Moderator

❝
❝

Resorts that achieve accreditation will be granted 
permission to use the TATOC RAP symbol on all of 
their marketing materials and on their website.
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The spaceport was created by EQUIP Xavier 
Claramunt in Barcelona and the cost of the 
project totals 150 million euros. The spaceport 
will feature hangars for the spacecraft, the 
launch terminal, maintenance and workshop 
areas, offices and departure lounges. 

As the architect Xavier Claramunt explains, 
“We took our inspiration from the outline of 
the existing landscape to stretch the building 
out into radiating beams which blend into 
the surrounding terrain. The buildings are 
designed as luminous structures which allow 
the spacecraft to emerge from their interior 
on the Maglev acceleration module while the 
buildings open up in layers at the same 
time, enabling the interior to be bathed in 
natural light.  

Besides the spaceport, EQUIP Xavier 
Claramunt is also working on the design for a 
hotel complex and recreation and observation 
area. These will be built on this tropical island 
to accommodate the space tourists and their 
families and will cover a further 85,000 m2.

The spaceship is a space tourism craft 
designed to carry at least four passengers and 
two pilot astronauts into orbit to an altitude of 
400km, using a double hybrid rocket engine 
(DHRE) and goes from 0KM /H to 28,000 km 
/h in 10 minutes. 

The Galactic Suite project will include a 

revolutionary space launch system for the very 
first time. This innovative launching system will 
enable the spacecraft to accelerate along a 
launchway approximately 3 kilometres long to 
up to 1,000 km/h (620 mph) in 20 seconds. 
The system is designed to offer maximum 
safety and reduce impact on the environment 
to a minimum.  The space tourism company’s 
team of engineers and architects has designed 
an infrastructure where the spacecraft will 
levitate using electromagnetic force and will 
accelerate along a Maglev guideway.  This 
new technology consists of an acceleration 
module suspended in the air above a track 
which is then propelled forward using repulsive 

and attractive magnetic forces.  

After approximately reaching the speed of 
sound, the spacecraft will uncouple from the 
Maglev acceleration module then using its 
rocket engine, it will climb into the sky until 
it reaches orbit at 450 kilometres above the 
earth. After the spacecraft uncouples, the 
Maglev acceleration module will brake and 
return to its original position ready for the 
next launch. 

The company’s founders state, “Maglev 
technology will enable us to start commercial 
space flights to our hotels in orbit. >>

Now that the entire Earth’s surface has been 
visited by Homo sapiens, with the exception of 
the deepest ocean trenches, any human who 
has inherited the explorer’s instinct must turn 
upward, toward the stars. 

Space is the next frontier to be transcended by 
mankind as we continue our quest for answers 
and alternatives to the future of our evolution. 
We are not currently living in an era of change 
but a change of era, where private commercial 
space ventures will be able to push the 
boundaries of what we do in space.

The Galactic Suite Project will soon provide 
journeys into space for �3 million and the first 
tickets will be on sale in 2008 and aims to offer 
the most thrilling experience ever:

The price will include 18 weeks of preparation 
on a Caribbean island, the journey into space 
and three nights of accommodation in the 
orbital hotel. The astronauts / tourists will first 
stay in a luxurious Caribbean resort where they 
will relax and prepare themselves for the journey. 
They will also embark on the astronaut training 
program which lasts a number of weeks prior to 
the launch. Once training is complete they will 
then be taken to the Galactic Suite Spaceport 
which will be located on the island and feature 
a runway covering a surface of 40,000 m2.  An 
important aspect of the facility is that it has been 
designed to include sustainable energy systems 
and advanced technology. >>

Around The World In 80 Minutes
The Birth Of The Homo Spacien

48  Perspective Magazine March 2008 Perspective Magazine March 2008  49



The most expensive part of the journey into 
Low Earth Orbit is the first few seconds – 
leaving the ground. This technology is very 
competitive with regard to costs compared 
to other forms of space travel and is also 
sustainable and inherently safe”.

The astronaut’s arrive at the space hotel 
which is a bio-inspired orbital station, 
designed as a space habitat structure 

with a central enclosed area from which 
the modules will be interconnected to the 
docking port. Each of the modules will 
have a sliding window to enhance the 
spectacular views of the earth. During their 
stay, the space tourists will participate 
in international space experiments The 
Company has already contacted various 
scientific organizations interested in 
making use of the space tourists in 

zero gravity to obtain samples. 

Also during this amazing journey imagine 
being in a weightless spa and watching 15 
sunsets in one day and experiencing zero 
gravity floating while gazing at our beautiful 
blue planet. Or imagine being in orbit and 
completing one revolution around the world 
in 80 minutes. It may still sound like science 
fiction but the space hotel will be ready to 
welcome its first guests in 2012.
The Barcelona-based company is aiming to 
develop an “orbital hotel chain” with modular 
space accommodation based on the natural 
growth of a grapevine. The chain will orbit the 
Earth at an altitude of 450 km (300 miles).

Galactic Suite Project has presented the 
first space tourism package to include 
preparation, transport and accommodation 
in an orbital hotel. According to Xavier 
Claramunt and Marsal Gifra, the directors 
of Galactic Suite Project, “this is the first 
package deal, as it includes transport from 
the tourist’s home to the Caribbean island, 
the training required for journeys into orbit, 
the flight to the hotel and three nights of 
accommodation in the Galactic Suite”.

Founded in 2007 Galactic Suite Limited 
is a private space tourism company 
that builds and develops cutting edge 
concepts to create a fully integrated 
space tourism experience. The Galactic 
Suites management team is comprised of 
dedicated professionals who have worked 
with the leading aerospace organizations 
and add to this Project many years of 
experience in managing space projects. 
For more information visit 
www.galacticsuite.com n
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I joined Amfac Hotels in 1973, and 
for 10 years helped operate the 
hotel and restaurant chain’s 17 
nationwide properties.  

In 1983, I joined Kimpton Hotels 
and Restaurant Group founder Bill 
Kimpton in pioneering the then new 
hospitality niche of boutique hotels.  
With Kimpton, I saw the brand 
expand to include 40 boutique 
hotels and restaurants throughout 
17 cities in the United States 
and Canada.

I rose from a bootstrap upbringing 
to CEO of Kimpton Hotels and 
Restaurant Group. 

QYou spent the last two 
decades developing 

Kimpton’s boutique hotel and 
restaurants brand. Can you 
give us any insight into how 
you did this?

A By emphasizing the 
“experience” for every 

customer in every Kimpton hotel 
and restaurant.  

Bill Kimpton and I had a vision of 
what the hotel experience for the 
guest should be. Where Bill had no 
experience in hospitality, I brought 
the hotel and restaurant experience, 
and together we were able to shift 
the paradigm from large institutional 
to small boutique hotels.  

QWhat do you consider to 
be the key milestones in 

your success in this industry 
and how did you get your title 
“The Hotel Guru”?

A I retired in 2006 after a 23-
year career at Kimpton, during 

which my passion for the business 
established the chain as the leader in 
the boutique/lifestyle hotel segment.

However, I found it irresistible not 
to retire. I couldn’t stop thinking 
about ways to wine and dine luxury 
resort guests. >>

QYou have been involved 
in the hospitality industry 

for more than 40 years. 
How did you get started in 
this industry? 

A I grew up in Lansing, Michigan as 
one of 10 children where food, 

clothing and space was minimal. My 
father introduced my oldest brother 
to the hospitality industry where he 
started as a dishwasher and enjoyed 
the benefits of the employee cafeteria 
and locker room where food and 
shower facilities were plentiful. My 
brother’s experience working in a 
hotel enticed me and I followed his 
path with my first hotel job at the 
restaurant in the Kellogg Hotel in 
Lansing.  There, I apprenticed through 
all the restaurant positions, from 
supervisor to manager, and finally to 
general manager. 

After graduating from Michigan State 
University, I started my career working 
for American Airlines as general 
manager for the Sky Chef division.

So I found a niche that hadn’t 
been filled yet – the 50 to 150-
unit fractional resorts. I filled the 
niche for boutique hotels 25 
years ago, now I’m looking for 
my second hurrah! 

My most memorable milestone 
was when Bill and I were 
working with the famous chef 
Masa Kobayashi and we were 
experiencing incredible demand 
to eat at the restaurant. We 
theorized that it would be 
appropriate to raise prices and 
make the dining experience 
more exclusive and intimate. 
Masa on the other hand 
thought it would be more 
appropriate to “cast a wide 
net” to get more customers in 
the door. 

That was a moment in my 
career that changed the way 
I looked at this industry. I 
realized it’s not about the profit 
– it’s about the satisfied guest.  
Moving forward I 

strived to take a “boutique” 
approach to business – to 
create an intimate, upscale 
and memorable experience for 
my guests.

Also, when Inc. magazine 
named me one of the “26 Most 
Fascinating Entrepreneurs” 
(2005), it was during my first 
experience scouting locations 
for a Kimpton hotel outside of 
San Francisco.  That brought 
the realization that wanting to 
brand Kimpton nationally would 
require extraordinary personal 
sacrifice and that I would need 
to evolve into a true leader 
versus a doer. 

One of my first steps to 
becoming a true leader was that 
I literally slept in fleabag hotels 
so my guests didn’t have to 
in order to identify appropriate 
and inappropriate properties to 
acquire. I believe this is where 
I became recognized as a 
“hotel guru.” >>

Tom LaTour is one of the 
founding partners of LaTour 
Signature Group, a joint-venture 
business with ResortCom 
Elite that provides superior 
management services to small, 
luxury fractional ownership 
properties throughout 
North America.

As the former Chairman and 
Chief Executive Officer of the 
Kimpton Hotel and Restaurant 
Group, he is applying his more 
than 40 years of experience 
in the travel and hospitality 
industry to this booming new 
vacation real estate market.

A graduate of Michigan State 
University, he started his 
illustrious career working for 
American Airlines as general 
manager for the Sky Chef 
division.  He joined Amfac 
Hotels in 1973, and for 10 years 
helped operate the diversified 
hotel and restaurant chain’s 17 
nationwide properties.  

In 1983, LaTour joined founder 
Bill Kimpton in the ambitious 
endeavor of pioneering the 
then new hospitality niche of 
boutique hotels.  Throughout 
his nearly quarter century 
with the company, LaTour 
saw the exclusive Kimpton 
brand expand to include 40 
boutique hotels and restaurants 
throughout 17 cities in the 
United States and Canada.

The Kimpton brand stood out 
for its commitment to helping 
guests maintain and enrich their 
lifestyles on the road.  Each 
property reflected the energy, 
personality and pulse of its 
distinct location, history and 
architectural style.  Kimpton, 
under LaTour’s direction, 
provided highly personalized 
guest services and welcomed 
travelers with an atmosphere 
that embraced its signature 
elements of care, comfort, style, 
flavor and fun.

LaTour retired in 2006 after 
a 23-year career at Kimpton, 
during which his dedication and 
visionary leadership established 
it as the leader in the boutique/
lifestyle hotel segment as well as 
creating strategic alliances with 
global issues and eco-friendly 
efforts such as AIDs research 
and Trust for Public Land.
 
In early 2007, LaTour joined 
long-time friend and business 
associate John E. Small, along 
with ResortCom International’s 
President Jeff Healy, to form 
San Diego-based LaTour 
Signature Group.  According 
to Small, “Tom LaTour has 
the incredible vision and 
extraordinary business 
acumen necessary to lead 
the explosive growth in this 
niche market by providing the 
ultimate luxury brand for smaller 
fractional properties.” 

In addition to heading this 
new business venture, LaTour 
remains on the board of 
directors for Kimpton Hotel 
and Restaurant Group and 
also serves on the boards of 
many nonprofit organizations, 
including the Hoffman Institute 
and the REDF “Investing in 
Employment Hope.”

He is a trustee of the San 
Francisco Maritime Park 
Association and serves on the 
San Francisco Planning and 
Urban Development Association 
advisory Board. In addition, 
LaTour is founding board 
member of the Union Square 
Business Improvement District, 
past chair of the San Francisco 
Convention & Visitors Bureau, 
and is on the advisory board 
for California State Polytechnic 
University, Pomona.
Along with his wife, Barbara, he 
owns and operates the 25-acre 
LaTour Vineyards in Napa Valley 
where they produce barrel-
fermented Chardonnay, Pinot 
and Syrah wines.

Tom LaTour
LaTour Signature Group

An Exclusive Interview 
With Tom LaTour, 
Principal Of LaTour 
Signature Group
On his 40 years in the Travel & Hospitality industry 
and his entry into the Luxury Fractional Market
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LaTour Signature Group Announces First 
Vacation Resort Property in Mexico
Hotel Guru’s New Business Venture with ResortCom Elite Signs Luxury Private Residence Club 

Tom LaTour, renowned 
hotelier, vintner and 
restaurateur is placing his 
signature touch on the 
booming second home market 
in Mexico.  

The former Chairman and CEO 
of Kimpton Hotel Group, has 
launched LaTour Signature 
Group, a joint-venture enterprise 
with ResortCom Elite that 
will transform luxury vacation 
experiences at select five-star 
fractional resort properties 
throughout North America 
and Mexico. The exclusive 
Olamar property in Cabo San 
Lucas marks the company’s 
foray into Mexico’s thriving 
shared ownership vacation 
travel industry. 

“Our objective is to provide 
life-enhancing memories for 
high-end vacationers at exquisite 
properties,” says LaTour, a 
hospitality veteran known for 
creating boutique properties 
with chef-inspired restaurants in 
vibrant urban locales.  

Olamar is a private residential 
enclave currently under 
construction just steps from 
Cabo San Lucas’ secluded 
Monuments Beach, with a 
pristine view of Cabo’s iconic Los 
Arcos arch. Fractional ownership 
of elegant, fully furnished three- 
and four-bedroom beachfront 
residences are now selling from 
the mid $300,000s for one-eighth 
interest, and whole ownership of 
oceanfront villas from $2 million. 

With the first phase expected to 
be ready for occupancy in June 
2008, owner benefits will include: 
infinity-edge swimming pool, 
spas, fire pits, outdoor bar and 
restaurant, fitness center, lounge 
and direct access to a secluded 
swimming and surfing beach. 
For more information, visit www.
olamarliving.com.

Working first with developers of 
private residence clubs, and then 
ultimately the owners, LaTour 
Signature Group will deliver hand-
picked and exceptionally trained 
resort staff, highly personalized 
concierge services and world-
class leisure, recreational and 
health and wellness programs, 

as well as privately stocked 
wine cellars and other one-of-a-
kind culinary experiences from 
cooking classes to excursions to 
local farmers markets.

In addition to Olamar, LaTour 
is in negotiations with other 
Mexico projects in Rosarito 
and Ensenada, Los Cabos 
(Loreto) and Playa del Carmen, 
as well as other emerging ski, 
golf and oceanfront locations 
throughout North America and 
the Caribbean. 

For more information about 
LaTour Signature Group, visit 
www.latoursignaturegroup.com, 
or call (415) 568-2210. n

QWhat has been your 
leadership philosophy?

A As I evolved personally and 
professionally, it became clear 

that I had to keep the end in mind. 
That’s when I developed the personal 
tombstone philosophy. It grew from 
contemplating: What do I want people 
to say about me at my eulogy? 
On my tombstone, I want it to read that 
I created opportunities for people to 
grow professionally, economically  
and emotionally. 

QHow will this wealth of 
knowledge and intimate 

first-hand hospitality experience 
roll out into your new venture, 
LaTour Signature Group?

A I will bring to every LaTour 
Signature Group property an 

ownership lifestyle that includes 
highly personalized guest services, 
luxury resort activities and amenities, 
monumental memories and long-lasting 
relationships. My goal is to become 
the ultimate luxury brand for smaller 
resort properties. 

QExplain the role that LaTour 
Signature Group will play in 

the luxury fractional industry?

LaTour Signature Group will transform 
luxury vacation experiences at boutique 
fractional resort properties. Our goal 
is to satisfy both customers and 
developers/owners. When hired at the 
ground floor, we will deliver hand-
picked and exceptionally trained resort 
staff, highly personalized concierge 
services and world-class leisure, 
recreational and health and wellness 
programs, privately stocked wine 
cellars and other one-of-a-kind 
culinary experiences. 

I am committed to making LaTour 
Signature Group the ultimate brand 
for private residence clubs and luxury 
fractional properties.

QDescribe the kinds of 
fractional properties 

that are a target for LaTour 
Signature Group?

A Our targets are smaller, elite 
fractional resorts and private 

residence clubs in up-and-coming ski, 
golf and oceanfront locations in North 
America, Mexico and the Caribbean. To 
qualify to become a LaTour Signature 
Group property, resorts must have a five 
Diamond or Star rating.

QWhat is the LaTour 
“lifestyle touch”?

A This is the LaTour branded service 
experience. Simply put: our guests’ 

expectations will always be met. 
The main points of differentiation of the 
LaTour “lifestyle touch” are what I call the 
Five Brand Pillars:
n �Culinary – I will personally oversee all 

LaTour Signature Group resorts culinary 
operations. We’ll offer private in-villa 
dining services to elevate our guest’s 
culinary experience. 

n �Wine – As a producer of my own 
brand of Chardonnay and Syrah in 
Napa Valley, wine has always been my 
hallmark. All wines at LaTour Signature 
Group properties will be thoughtfully 
chosen and seasonally-updated in 
consultation with a master sommelier. 

Wine tastings and education will be 
staples of our guest services.

n �Wellness/Health – We will offer LaTour 
wellness programs, including meal and 
exercise regimens and branded health 
and beauty products. There will be a 
high-end day spa at each property.

n �Entertainment – We will specialize in 
in-villa entertaining: theme and menu 
planning, food prep and styling, and 
wine expertise. Guests will also be 
entertained by music, drama and 
art programs. 

n �Concierge – A good concierge 
experience will color a guest’s 
perception of everything else we 
do. We take the “anything, anytime, 
anywhere” approach, encouraging 

guests to expect and get the world 
from us.

QHow did the joint venture 
between you and 

ResortCom come about?

A I worked with ResortCom Chairman, 
John E. Small, 30 years ago at 

Amfac Hotels and we became good 
friends. We actually ran our first marathon 
together in San Francisco in 1978. The 5 
a.m. training sessions and helping each 
other across the finish line created a 
lifelong bond. 

John went on to run great hotels around 
the world, and I took the fork in the road 
toward smaller boutique hotels. 30 years 
later after John’s retirement and success 
in the timeshare resort space, the idea 
of LaTour Signature Group fractional 
resort management was created. It 
had a certain elegant connection with 
ResortCom’ s existing space and we 
leveraged each other’s backgrounds 
and friendship to create the LaTour 
Signature Group. 

QWhat do you see for the 
future of the luxury 

fractional market?

A The desire for a second home and 
increase in real estate values in 

highly desirable destinations has me 
convinced that the luxury fractional 
market will thrive. 

While whole ownership may be 
unaffordable or undesirable, the 
opportunity to buy a fraction of a home 
– or “what you need” – will grow very 
rapidly. We plan to be at the center of this 
growth phenomenon. We are banking on 
the idea that second home buyers who 
are tired of traditional fractional products 
– such as the large high-rise or mixed-
use resorts offering a beachfront room 
and few amenities or concierge services 
– will prefer a more intimate, luxurious 
experience at a smaller property with 
lavish amenities. >>

❝
❝

LaTour Signature Group will transform luxury 
vacation experiences at boutique fractional 
resort properties
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Why should you advertise with us?
We now reach more than 5,550 subscribers at 
over 1,878 companies throughout 78 countries 
and territories worldwide with an average of 
8-12,000 additional readers online making us 
the most read independent B2B timeshare 
publication worldwide.

In addition we cover and attend more industry 
conventions than any other publication bringing 
you opportunities to break into new markets. 
In 2008 our publication is included in the 
delegate registration bags at no less than 8 
major conventions around the world ensuring all 
attendees receive a copy, as well as several other 
important events and product launches.

As winner of the OTE European Timeshare 
Business “Innovative Marketing” Award in 2007 
we continually strive for excellence and increased 
ROI for our advertisers by attracting the largest 
brand names to our articles, arranging exclusive 
interviews seen nowhere else in any other 
industry publication and providing the latest 
news on new products and services entering the 
marketplace. 

We are also the only publication to offer a 
rewards scheme for advertisers, providing 
discounts off future advertising and valuable 
hard gifts such as Digital SLR’s, Flight 
Vouchers, Cruises, Luxury Hotel and Timeshare 
Accommodation and more…

View our rates at the following website:
www.theperspectivemagazine.com/mediacenter 
 
Then call or email us for a list of our latest 
special offers.
Call Sharon on +44 7775 607 903 (UK) 
or +1 407 792 2343 (USA)
Email: Sharon@timeshareperspective.com
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