
Craig Nash, Chairman 
and CEO of Interval 
International was next 
onto the stage. Craig has 
over 30 years experience 
in the industry and 
directs the development 
and execution of the 
company’s global 
strategy and guides 
the creation of Interval’s 
strategic alliances. He 
gave us a further insight 
into the industry which 

included the history and how it all began. He 
carried on telling us about how important 
correct legislation is and the importance of 
having it in place in Dubai. He gave us a hint 
of the future – The US market is forecast to be 
worth $42 billion by 2015.

A keynote speaker for 
the event was John 
Burlingame, Executive 
Vice President, Hyatt 
Vacation Ownership. 
He has a wealth of 
experience in the 
timeshare industry. having 
joined HVOI in 1982, 
he has been involved 
in all phases of hotel 
development including 
project development, 
management contract 

and joint venture negotiations. He spoke to 
us about the importance of maintaining brand 
values and incorporating fun and flexibility 
and long-term value into the Hyatt Vacation 
Club and about the added value of Interval’s 
developer programs and services, which 
includes back-office management, software 

support, debt 
servicing and turnkey 
reservation systems. 
 
We then enjoyed a 
delicious buffet lunch 
which was courtesy of 
Preferred Residences 
including an opportunity 
to discuss the morning’s 
sessions with others. 

The afternoon sessions 
began with a very 

insightful speech by Jose Ventura, Executive 
Director Resort Sales and Service for Interval 
international. He spoke to us about the hot 
new topic – Fractionals, Private Residence 
Clubs and Condo Hotels and how they are 
emerging as a very viable option to owning a 
second home. He discussed how they differ 
from traditional timeshare and how they can fit 
into the emerging market in Dubai.

Next to take to the stage 
was Matthew E Avril, 
President and Managing 
Director of Operations 
for Starwood Vacation 
Ownership. Matthew 
has been in the Vacation 
Ownership Industry since 
1986. He currently has 
overall responsibility for 
Sales and Marketing, 
Finance, Legal, IT, Resort 
Operations, Home Owner 
Associations, Human 
Resources and Corporate 
Communications. He 

discussed the success of Starwood Vacation 
Ownership and how they built its global 
hospitality brand. He talked about Starwood 
and how it is predominantly a hospitality 
brand but that vacation ownership is a natural 
extension of the core business and provides 
an opportunity to create even greater loyalty 
amongst consumers. He said that he believes 
that the Middle East is an untapped market 
that has some great opportunities. 

We then heard from Al 
Mohannad Sharafuddin, 
founder of Arabian 
Falcon Holidays who 
was the patron sponsor 
for the event.  Al 
Mohannad Sharafuddin 
is a seasoned Middle 
East timeshare expert 
with nearly ten years 
experience in marketing 
and selling timeshare 
in the region. He talked 
about the key lessons 

that he had learnt and gave an insight as 
to how he has sold out the first timeshare 
development, Royal Club at the Palm in Dubai. 
He went into detail about the product that he 
sold, who his target market was and how he 

had generated his clients. 

After the first day of sessions we were then 
invited to the opening day reception at 
Dubailand, which is approximately 3 billion 
square feet of land; this is about the size 
of Singapore. 

On arrival into the visitors centre we walked 
past a glass wall behind which live two 
tigers which curiously prowled around their 
enclosure. We were welcomed and shown 
around by Mohammed Al Habai, CEO and 
Abdul Walab Al Halabi, Chief Development 
Officer for Dubailand. The scaled model of 
the development took our breath away with 
its size and it took nearly half an hour to 
walk around it and understand each part of 
the development. >>

The Vacation Ownership Investment 
Conference 2008 welcomed more than 
160 industry professionals to the Arabian 
Court, One & Only Royal Mirage on March 
11-12 this year. They were all interested to 
learn more about this unique market and 
area and to help understand the concept 
of Vacation Ownership and how it could 
be integrated into their new development.

With United Arab Emirates being one of the 
few regions in the world that we haven’t ever 
visited, the curiosity was already building as to 
whether it would meet our expectations based 
on what others had told us as we sat in the 
airport in the United Kingdom.

Upon arrival and ignoring the hour and a 
half it took to get through immigration at the 
airport, my first glimpse of Dubai from the 
taxi, albeit at 2am, gave me a warm feeling 
of satisfaction as I saw 24 hour construction 
companies building enormous gleaming and 
architecturally stunning buildings as far as the 
eye could see. What will surely become 
one of the top tourist destinations in the 
world was in overdrive, and come morning, 
even the skyline of cranes was unusually 
impressive.

The event opened 
with a welcome 
by David Clifton 
Managing Director 
Europe, Middle East, 
Africa and Asia for 
Interval International. 
David introduced our 
moderator for the event 
Nima Abu-Wardeh 
who is the presenter of 
BBCs World’s Weekly 
Financial programme, 
Middle East Business 
Report, Dubai. 

Nima is a bilingual 
broadcaster with a 
deep understanding 
of Arab issues. She 
has moderated at the 
annual meeting of 
the World Economic 
Forum as well as 
the WEFs regional 
gatherings and 
many other key 
conferences.

We then welcomed 
onto the stage 
Darren Ettridge, Vice 
President Resort Sales 
and Service Europe, 
Interval International. 
He spoke about the 
basics and gaining 
an understanding of 
the size and scope of 
the global timeshare, 
fractional and private 

residence club businesses and why 
vacation ownership has been one of 
the fastest growing sectors of the 
hospitality industry.

Sherif Khalil, Regional 
Manager for Interval 
International reviewed 
the state of the 
industry in the area 
and David Clifton 
returned to the 
stage and gave us a 
fascinating insight into 
multiple profit centres 
that are available to 
developers entering 
the timeshare industry 
and how timesharing 

allows developers to maximise profits, 
speed up cash flow and spread the risk. 
He showed potential new developers 
how they can receive an additional 
11% profit from management fees 
each year. >>

n David Clifton 
Managing Director 
EMEA, Interval 
International

Our Perspective…
Vacation Ownership 
Investment Conference Dubai

n Nima Abu-Wardeh, 
Event Moderator
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Interval International
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Regional Manager 
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International

n Craig Nash, 
Chairman and 
CEO of Interval 
International

n John Burlingame, 
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n Jose Ventura, 
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international

n Matthew E Avril, 
President and 
Managing Director 
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Starwood Vacation 
Ownership

n Al Mohannad 
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n Scale model of the 3 billion square 
foot development
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Dubailand is the world’s most ambitious 
tourism, leisure and entertainment project 
and is forecast to attract 15 million tourists 
from around the world by 2010. The diverse 
projects under Dubailand include seven 
theme parks, and areas for culture and art, 
science and planetariums, sports and 
sports academies, health and wellbeing, 
shopping and retail as well as numerous hotels 
and resorts. 

Some of the amazing areas in Dubailand 
include Sahara Kingdom – an Arabian legend 
and folklore-themed development inspired by 
the tales of 1000 nights. It will feature theme 
park rides, attractions such as a state of the 
art gaming zone, IMAX theatre and integrated 
live and virtual entertainment shows. 

Plantation- A lavish design concept 
incorporating Country Club living with world 
class equestrian facilities which includes 3 polo 
fields, polo academy and 800 stables. 

Bawadi- A 10km long hospitality, shopping 
and entertainment boulevard, which will also 
be the largest hotel strip in the world and 
will incorporate Asia Asia, the largest hotel in 
the world. 

Falconry of Wonders – will feature ancient and 
modern architectural wonders such as the 
Pyramids, the Hanging Gardens of Babylon, 
the Eiffel Tower, Taj Mahal, the Great Wall of 
China, the Leaning Tower of Pisa and the 
Lighthouse of Alexandria. 

Dreamworks – will be working on a number 
of attractions and adventures with its much 
loved characters which include Shrek and the 
upcoming Kung Fu panda. This includes the 
Dreamworks Animation themed restaurants 
hotels and retail outlets. 

As we continued to walk around the welcome 
centre we continued to be amazed with even 
more surprises such as The Tiger Woods 
Dubai, a private residential golf community 
and resort that will include Al Ruwaya, the 
world’s first golf course designed by Tiger 
Woods, the world’s leading golfer. This area, 
and surrounding the golf course will also 
include a professionally staffed golf academy, 
iconic clubhouse, a suite boutique hotel 
with private bungalows, a well-being 
spa, fine dining restaurant, high end luxury 
residences. The unique desert course will 
feature streams and over 100 feet of 
elevation throughout.

Upon leaving there was no doubt left that 
Dubai will succeed in becoming a leading 
tourist destination and our interest grew and 
mind wandered as to what the timeshare and 
fractional industry would look like here in a 
few years time, where everything is built as 
the biggest and the best?

Day two of sessions 
began with Abdul 
Walab Al Halabi talking 
about Dubailand, the 
vision and how they 
were making this a 
reality. He discussed 
the target they had of 
attracting an incredible 
15 million tourist by 
2010 and how the 
timeshare industry 
would fit into this. 

He then announced what everyone in 
the room had been waiting to hear – The 
legislation had just been approved in 
principle - Dubai’s Real Estate Regulatory 
Authority (RERA) had approved timeshare 
regulations. The announcement created a real 
buzz and excitement in the room as it has 
been much anticipated. International 
and regional industry players have awaited 
these timeshare regulations for a long time 
now and the announcement of RERA’s 
approval of the rules is now expected to 
mark the  beginning of many timeshare 
developments entering the marketplace. 
Abdul Walab A Halabi announced that 
Dubailand would be entering the 
timeshare arena themselves and unveiled 
Dubailand Vacations.

They too had been holding off from entering 
the vacation ownership market until a 
regulatory framework was in place before 
making this announcement. The new rules 
came about following input from several 
industry players including Interval International 
and set out mandates for the sales and 
marketing of vacation ownership in Dubai. 
“We have strong reasons to believe that 
vacation ownership will be important for our 
growth,” said Al Halabi, talking at VOIC. “It 
makes sense for Middle East travelers to 
stay in timeshare units. We travel heavily and 
typically end up booking two to three hotel 
rooms or looking for serviced apartments. So 
wouldn’t it be nice to have somewhere you 
can call home, while on holiday?”

Later in the day 
Tom Bell Senior 
Vice President of 
Governmental Affairs 
for Interval International 
discussed some of 
the main points in 
the legislation like the 
cooling off periods, 
deposit taking and 
rules that developers 
must follow. We will be 
running a full report on 

this from Tom Bell in our June edition. 

We then heard from Wahid Attalla, Spectrum 
Consultants, Julie Shields from Jumeirah 
Living and Noorul Asif from Dubai Vacation 
Club. They discussed the role that a 
management company plays and how 
important it is to manage a property that is 
involved in shared ownership.

Again a buffet lunch was enjoyed by all 
and was sponsored by Free Bird Tourism 
Resorts LLC.

The final sessions of the conference began 
with an entertaining recorded excerpt from 
JW Marriott Jnr followed by an interesting 
discussion from Preferred Hotels and Resorts. 
Ananya Narayan from Preferred Hotel Group 
and Darren Ettridge, Interval International, 
discussed branding opportunities for high 
end fractional resorts and private residence 
clubs. They showed us how the new branded 
exchange programme works and the benefits 
involved. >>

The day culminated with “Meet the Industry 
Leaders” Craig Nash, John Burlingame, Al 
Mohannad Sharafuddin and Matthew E Avril 
joined together as a panel to discuss the 
challenges and opportunities that lie ahead. 

Other highlights during the event included 
more panel discussions and we were able to 
ask expert opinions on a number of topics. On 
day one we discussed “The Do’s and Don’ts 
of getting started in the Shared Ownership 
Business. Day two saw further panel 
discussions with topics including:

Vacation Ownership by Design – Finding The 
Right Product Programme For The Market
The Legislative Dynamic- The importance Of A 
Balanced Regulatory Platform
A Key to Success in Shared Ownership – 
Finding the Right Personnel

Paul Mattimoe, Perspective International Ltd 
spoke on the latter of these panels and gave 
insights into the importance of finding the right 
people and the balance between experienced 
employees and home grown talent; drawing 
his experience of recruitment around the globe 
with www.timesharestaff.com 

The Developer of the Year Award was 
presented to Pervaiz Naviede, the developer 
behind the first sold-out timeshare resort in the 
emirate: The Royal Club at Palm - Jumeirah. 

Naviede was recognized for his vision of 
potential in Dubai’s timeshare market.
He said, “We came into the market in 2003, 
because Dubai was very interesting to us. 
At that time, there was some uncertainty 
in the sustainability of the destination, 
with construction of the many landmark 
developments, such as the Palm, still a long 
way off.

“Interval International advised us on the right 
direction to take. At that point, vacation 
ownership was a totally new industry for 
us. Now, with one project fully sold out and 
a second iconic property, Royal Club at 
Downtown Dubai, set to begin marketing, we 
are very thankful for their advice. This award is 
as much testament to their industry leadership 
as it is to our success as developers.” 

The event was brought to a close by David 
Clifton and we were all invited to the Gala 
Dinner that evening which was sponsored 
by Arabian Falcon. The dinner was held in a 
breath taking location at the beach restaurant 
at Mina A’Salam at Madinah, Jumeirah 
overlooking the impressive and instantly 
recognisable Burj Al Arab. We enjoyed 
typical Arabic food, were entertained by belly 
dancers, falcons and had our hands painted 
with henna. It was a magical evening and 
was a great opportunity to relax and socialise 
with the people we had met over the previous 
two days.

n The Tiger Woods Dubai

n Abdul Walab 
Al Halabi, Chief 
Development Officer 
for Dubailand

n Tom Bell Senior 
VP of Governmental 
Affairs, Interval 
International

n Pervaiz Naviede receiving award from 
David Clifton and Craig Nash

n David A Siegel, Founder, President & 
CEO, Westgate Resorts

n Some of the team behind a very 
impressive conference

For more information about the Vacation 
Ownership Investment Conferences visit 
www.vacationownershipinvestment.com n
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So what does it all mean? 
The Comrades was first run in 1921, 
from Pietermaritzburg to Durban, in 
memory of those “comrades” who 
gave their lives in World War I. Each 
year the route is reversed and at an 
autumn barbecue, two (soon to be 
ex) buddies, Jerry Graber of Nexus 
Holidays and Robin Mills of Petchey 
Leisure, threw down the gauntlet and 

challenged me to run this year’s “Up 
Run”, in the interests of charity and 
the annihilation of my feet! Thanks to 
their generosity and, perhaps also, to 
my stupidity, on June 15th I will join 
over 10,000 other runners to set off 
to the sound of the cock’s first crow 
at 5.30 in the morning! Precisely 
12 hours later, the finishing gun is 
sounded by an official with his back to 
the runners and if I have not passed 
him as the shot rings out, I will not 
have completed the Comrades!

Thankfully, Jerry and Robin have 
agreed that they will pay out, just 
as long as I finish, no matter what 
the time! And, with your cash for 
inspiration, finish, I intend to!

So what motivates someone like 
me to do something like this?
Quite simply, it is the knowledge that, 
whatever challenges I face during the 
race, they are nothing compared to 
those overcome by the children who 
will benefit from your generosity. 

My brother was the headmaster of a 
school for handicapped children and 
to see the freedom given to them 
by the latest, high tec, motorized 
wheel chairs provided by Whizz-Kidz 
is amazing. One small example will 
illustrate the point. Recently, I read 
of a teenager in his local bookstore 
chatting about the latest Harry Potter 
novel. The shelf was about 5 feet 
high. “Shall I get it down for you, 
dear?” asked the assistant, in that 

slightly patronising tone reserved for 
customers under 8 or over 80! “No 
thanks! I can reach it myself!” said the 
teenager confidently as he pushed a 
button and ascended smoothly and 
effortlessly to the required height, 
securing his copy of the book and his 
self esteem, at the same time!

Only those of you who remember 
how important such small things are 
when puberty and your peers jointly 
challenge you, will recognise the 
empowerment and self belief that this 
can install.

Now each one of those wheel chairs 
costs a staggering €7,500 and the 
Whizz-Kidz charity does amazing 
work raising enough money to change 
the lives of hundreds of children 
each year. Check them out on 
www.whizz-kidz.org.uk.

My other favourite charity is one that 
will need little introduction to many of 
you. Christel De Haan has combined 
the sound business sense she used 
to build RCI to a multi billion dollar 
business with her compassion for 
underprivileged children to create 
Christel House. This has to be one 
of the most inspiring charities you 
could hope come across. Little, if any, 
of the money raised goes towards 
administration, as Christel funds 
this from her own pocket! So every 
pound, euro of dollar raised goes 
directly to where it counts! To the 
needs of the children!

The Comrades Marathon
By Peter Hutchinson

“55 brutal miles! 5 torturous climbs! 1 ruthless clock! The Comrades 
Marathon is considered by some, to be the world’s greatest long 
distance race! Some races are humbling! But this one stripped me bare!”

Not my words, but those of Amby Burfoot, after completing the 
2006 Comrades, the last time it was an “Up Run”.

I have been both privileged and 
humbled to visit the Christel House 
schools in Cape Town and India. The 
formers successes have been well 
documented in Perspective recently 
and so here I will concentrate on my 
impressions of the latter. Unknown to 
me, the time I had requested to visit 
was during the school holidays.

Rather than show me around the 
empty buildings, the staff arranged 
for two classes to come in especially 
to give me an understanding of the 
difference your contributions make! 
And what a difference! Consider, that 

to qualify to enter Christel House, the 
weekly income of the child’s whole 
family must be at a level which, in 
London, would not be enough to 
buy a couple of large latte’s and a 
chocolate brownie! 

Indeed, many of the children arrive at 
school never having seen a tap! So 
you can imagine that the education 
process has to start at the most basic 
of levels! And yet, in 5 short years, 
these children display some of the 
most incredible talents in music and 
art, sport and academic subjects! And 
they will go on to become leaders 

of their communities, passing on to 
others many of the talents that Christel 
House has unearthed in them!

I hope this short insight will give you 
at least some of the inspiration those 
visits gave to me; and, if so, you will 
be motivated to help continue the 
good work by contributing to one of 
the charities by emailing your pledge 
to charities@hutchtrust.co.uk. 

Our aim this year is to match last 
year’s total of $50,000 and hit over 
$200,000 since I started running for 
charity in 2005. n

“Rather than show me around the empty buildings, the 
staff arranged for two classes to come in especially 
to give me an understanding of the difference your 
contributions make!”

n Christel House (www.christelhouse.org)

n Whizz-Kidz 
(www.whizz-
kidz.org.uk)
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Giving Both Consumers & 
Developers What They Want!
Introducing the new independent B2C publication by Perspective International

So what’s so special about a 
consumer magazine anyway?
With only a rare few timeshare owner 
publications in the world compared with 
the nearly 7 million owners and almost 
all of those having restrictions to their 
own specific membership databases, it’s 
clear that it has been a difficult market 
to satisfy when it comes to printed 
magazines on the subject otherwise 
there would be more of them, but this 
doesn’t mean that there isn’t a demand 
for them.

When Perspective Magazine repeatedly 
saw the rise of subscriptions by 
timeshare owners the option of producing 
a consumer magazine was discussed, 
but it wasn’t until President & CEO of 
Perspective International, Paul Mattimoe 
was asked to speak at this year’s 
TATOC event (Timeshare Association of 
Timeshare Owners Committees) that the 
option became a serious consideration. 

Ahead of his speech at the TATOC 
Convention a survey was initiated with 
a cross section of those timeshare 
owners who had already subscribed to 

Perspective Magazine and one of the 
main questions asked was why they 
wanted to read a B2B publication? The 
majority concluded that it was because 
they were interested in knowing what 
was going on in “their” industry; after all 
they are owners and a part of it. They 
also noted that there was a distinct 
lack of information available and almost 
none available from an independent 
source they could trust. With such 
compelling results it became apparent 
that Perspective International could 
be in position to produce a consumer 
magazine and so this was mentioned 
during the speech at the TATOC event 
comprising mostly of owners, owner 
committee / HOA members and was 
met with a landslide majority supporting 
the idea.

So what’s so special about this 
consumer magazine then?
Although the idea was prompted 
by the European marketplace, just 
like Perspective Magazine, the new 
Owners Perspective will be a global 
consumer publication, making it the 
first of its kind for the industry. 

The high quality publication will 
concentrate on the growth of the 
industry, reporting on the newest 
resorts, travel destinations, industry 
trends and products from around 
the world and will bring developers 
and major industry players closer to 
the owner community and provide a 
platform to encourage potential 
owners to consider purchasing 
either a timeshare, fractional, private 
residence club or other shared 
ownership product.

The magazine will not cater for 
classified listings of timeshare resales 
and rentals by owner, nor will it focus 
on unnecessarily negative issues 
relating to the industry. It will however 
focus on high quality, entertaining 
and informative reviews of all 
shared ownership products, 
exclusive interviews with both 
industry professionals and celebrities, 
highlight genuinely good deals, 
offer credible reader offers and 
concentrate on how owners can get 
the most out of the product(s) they 
have purchased. >>

Harry Taylor, Secretary General of TATOC gave the 
following statement;
“Every industry needs an impartial and independent conveyor of 
information and news to be truly successful.

In my opinion, up until a few years ago, the timeshare industry in 
Europe didn’t have that independent media player.

In Perspective Magazine I believe our industry has found its 
essential answer. Most timeshare industry publications are tied to 
major companies and their editorial has often been more about self 
promotion than sharing essential news and giving every company 
and initiative a reasonable chance for exposure. I cannot ever see 
Perspective Magazine ignoring a newsworthy story.

In Perspective Magazine I see a young and ambitious company who 
are determined to retain their independence, a company who will 
not be tied to any major player more than another. I commend them 
on the diversity of their publication and in becoming the biggest of 
their kind in the world. I shall enjoy watching them progress as they 
add their new consumer focused publication to their portfolio.

For the right reasons, which are the prosperity of our industry, 
TATOC will support Paul and Sharon Mattimoe in their new 
mission… as they have supported us”

Managing Director, Michael Laws commented;
“I very much welcome the introduction of this new, exciting and 
independent Timeshare Consumer Magazine. As a matter of fact 
it was quite surprising to learn that until now, bearing in mind that 
timeshare has a significant impact on the economy in general 
and on tourism in more specific terms that nobody took up this 
opportunity before. I am therefore even more pleased that Paul & 
Sharon, two of the most ambitious people I have ever met within 
this industry, are not only to introduce their Owners Perspective 
publication but know that they will also develop it into a reliable 
and credible source and voice for existing and prospective 
timeshare consumers.
 
From a suppliers point of view Owners Perspective is an incredible 
opportunity to allow new as well as existing players within the 
industry to not only introduce, explain and promote themselves to 
the consumer, but even more importantly in some ways to educate 
the consumer on how they can benefit even more as a timeshare 
owner by using those products and services especially designed for 
them. In some ways this also allows us to help change the mindset 
of the timeshare owner.
 
Timeshare has so much more to offer today than it did 20 years 
ago. So from our point of view, although ICE is very well known as 
a brand within the industry, we will now also be able to promote our 
brand and services to the consumer who will be able to learn more 
about ICE through our highly valued resort partners.”

Recently Perspective 
International Ltd 
announced that they 
would soon be launching 
a B2C version of 
Perspective Magazine 
after an increasing number 
of timeshare owners 
continued to subscribe to 
the nearly three year old 
B2B publication, and in 
four short weeks news of 
the aptly named “Owners 
Perspective” magazine 
has attracted tremendous 
support and created a buzz 
throughout the industry on 
a global level.
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What are the long term goals for 
this publication?
The overall aim of Owners 
Perspective is to give existing and 
potential owners of any shared 
ownership product the opportunity 
to keep up-to-date with and get the 
best out of their industry, whilst at the 
same time, providing developers and 
marketers the opportunity to reach 
a wide audience that far exceeds 
any one association, membership 
database, product type or region. 

We expect within the first few 
months and beyond to arrange 
distribution deals with resorts and 
companies and insertions in new 
member packs as well as the normal 
circulation to individual subscribers. 
This along with strategic partnerships 
will allow us to continually grow 
at a fast pace and produce a 
comprehensive, independent global 
publication that can speak volumes 
for the industry and liaise with the 
world’s media.

How will it attract subscribers and 
how long before its circulation is 
substantial enough for advertisers 
to be interested? 
With the success of Perspective 
Magazine; now the most read 
independent B2B publication 
globally for the timeshare and shared 
ownership industry and winner of the 
2007 Innovative Marketing Award at 
last year’s OTE Convention, support 
for the new Owners Perspective 
magazine has flooded in from major 
industry players and key individuals 
from day one, culminating in a 
series of strategic marketing 
campaigns to help ensure a fast start 
to the new publication.

From press releases alone there have 
been just over 1,500 subscribers in the 
past four weeks, but with companies 
such as ICE Europe, Absolute 
Group, Sell My Timeshare NOW and 
members of TATOC emailing their 
members to recommend subscribing 
to the publication from this month 

(with several others to be announced 
shortly) we are assured of a significant 
circulation prior to launch in July and 
substantial growth thereafter.

With this, advertising sales have 
already begun with special rates 
available between July and November 
2008 where the magazine will be 
available online only and space is 
already limited in the first couple 
of editions.

From January 2009, Owners 
Perspective will also be available in 
print and individual subscriptions can 
be made online at the magazine’s 
website. The magazine will also be 
available from a number of resorts and 
companies, an area of distribution we 
plan to expand significantly over the 
first few months.

For more information visit 
www.ownersperspective.com
For advertising rates visit 
www.perspectiverates.com n

Jason Tremblay, President & CEO of Sell My Timeshare 
Now says;
“We are very happy to be the first US based company to 
support this new magazine. It is essential for the global 
timeshare industry to have such a credible, independent voice 
and allow all aspects of the industry to be discussed in a fair and 
equitable manner.
 
We have been subscribers of the business publication, 
Perspective Magazine, for a number of years and know the 
high quality and standards that this company will bring to this 
new consumer project. We wanted to get involved as soon as 
we heard about the consumer publication because we know it 
will be a big success and allow consumers to become better 
informed about the industry. This will give owners a better 
understanding of the industry and the great value of timeshares 
as a vacation option, which will lead to better overall awareness 
of the product and hopefully bring new people into ownership.”

Bryan Lunt, Chairman of Absolute Group says;
All of us at the Absolute group are pleased to be one of the first 
Vacation Ownership and Private Residence developers to be 
working with the all new ‘Owners Perspective’ magazine and 
e-version; we feel this independent media channel forms an 
excellent opportunity for both timeshare and fractional owners 
worldwide keep up to date with what’s happening within the 
vacation and fractional ownership industry in a format we all use 
these days. It will also offer new opportunities for owners who 
have only ever vacationed in their own ‘side of the world’ to see 
really what opportunities are out there for both exchange and 
purchasing of additional weeks or shares, as well as being more 
able to be in touch with companies a long way from their homes 
and ask those questions direct and see what their members are 
saying etc.

Absolute looks forward to promoting this new consumer magazine 
to our worldwide database, which stretches from New Zealand 
to USA, Russia through China down to South Africa. We have 
worked with Perspective International consistently for the past 
three years both for recruiting and for brand development, and 
having seen the success they have achieved with Perspective 
Magazine we are sure their new owners publication will be a great 
service to our members and the industry as a whole.

Once again thanks for the opportunity!
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Towards the end of April we 
travelled to London, England to 
attend an Expo on Fractional 
Products hosted by Fractional 
Life. We were particularly 
interested in the level of interest 
generated by an event of this type 
and were pleasantly surprised 
at both the clever set-up and 
consumer traffic. 

This event was held outdoors at 
Broadgate Event Venues which 
houses the highest AB consumer 
demographic in the UK - literally two 
squares between dozens of high 
rise offices in the Financial District of 
London and adjacent to a shopping 
centre. The reason was to capture the 
imagination of those walking by with 
the lure of supercars, boats and luxury 
property amongst others.

Piers Brown, founder of Fractional 
Life told us that he chose this way of 
exhibiting for his clients as it was the 
best way to reach the most people 
about this type of product at this 
moment in time – and he was right – 
we attended on day one and even with 
slightly unsettled and not too warm 
weather, all exhibition stands, which 

were enclosed under convenient tents 
were busy with potential customers for 
the duration of the time we were there.
We asked Piers to answer a few of our 
other questions when he found a spare 
moment during the three day event, 
below are his answers.

1. We are here today at the 2nd 
Fractional Life Expo in London. 
What is the aim of this event? 
To encourage more and more visitors 
to ‘buy into’ the fractional concept 
and grow the marketplace using an 
innovative Lifestyle Expo format which 
includes all major fractional categories 
such as property, boats and yachts, 
aviation and classic and supercars. To 
maximise appeal and ‘fractional savvy’ 
visitors, it’s important that the show is 
not totally dedicated to just property. 

The aim is to drive targeted, quality 
lead generation for all exhibitors in a 
location which is highly receptive to 
the benefits of fractional, which in this 
instance is why we chose the heart of 
the City of London.

The next Fractional Life Expo takes 
place at Canary Wharf, the other 
financial district of London on 10 -11 
September 2008.

2. Tell us a little bit about the 
background of the people involved 
in Fractional Life? 
Aaron Weddell, Editor, is the man 
behind the online content. A freelance 
motoring and business journalist Aaron 
has worked on a number of online and 
print publications over his career but 
most recently brought his personal 
experiences of fractional ownership to 
bring the Fractional Life website to life.

Susan Kime, Senior Staff Writer 
whose knowledge and experience in 
both the fractional and the destination 

club industry is well-known. She is a 
major voice in the industry in the United 
States, and has spoken at many 
conferences, both nationally 
and internationally. 

Mark O’Neill, Head of Features, 
spends a lot of time pursuing his 
passion for writing. Mark puts together 
the Fractional Life newsletters and 
contributes heavily to the site content. 
He’s also a bit of a techie at heart and 
makes sure everything on the site runs 
smoothly (easier said than done!).

George Douglas, Head of Sales, 
has held senior positions at the 
Chamber of Commerce and travelled 
the world as a business consultant 
specialising in Strategy, Marketing 
and CRM (groan!). He has in depth 
knowledge of the luxury marketplace 
and a particular interest and fascination 
in consumer trends.

Jennifer Clark is our very own 
fashionista, specialising in identifying 
what is hot or not on the catwalk and 
high street. When she’s not hanging 
out at swanky parties or scouring 
the fashion periodicals Jen 
occasionally turns in a feature or two 
for Fractional Life.

Mankee Cheng, Features Writer 
and Contributions Consultant, plays a 
key role in the words you see on the 
Fractional Life site. Throughout his 
career he has written and edited many 
hundreds of automotive, scientific and 
computer programming articles and 
general interest books. His work 
spans traditional paper based 
products and online journals and 
brings a wealth of relevant technical 
experience to the team. 

n Tiff Needell from TV’s Fifth Gear at the Club Velocita booth 
who specialize in fractional supercars

n Piers Brown, 
Founder of 
Fractional Life

Fractional EXPO 2008
City of London
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3. What made you want to get involved 
in the Fractional Industry? 
Working in the eye of the storm I had seen 
the market blossom over the past few years 
with more and more companies entering the 
arena every day. Healthy competition and 
consumer choice is clearly to be applauded 
but I could see that with that growth a 
potentially bewildering array of choices faced 
the consumer and found myself increasingly 
frustrated that the options were not gathered 
in one easy reference site. Thus whilst sitting 
behind the wheel of a supercar club owned 
Ferrari F430 Spider heading towards Le 
Mans the idea of Fractional Life was hatched. 
The plan being to assist the consumer in 
making more informed decisions about what 
is best for them and in doing so grow the 
Fractionallife.com brand as the number one 
resource for all things ‘fractional’. 

I’m an experienced Sales & Marketing 
Director, having worked in retail, the national 
media and one of the most successful 
fractional car clubs, and a qualified 
member of the Institute of Direct Marketing 
and Institute of Sales and Marketing 
Management, so I have been able to bring a 
driving force to this one-stop concept.
I have also recently qualified as a MBA, 
completing a thesis on fractional ownership

4. We understand that you are involved 
in setting up a Fractional Trade 
Association. Can you tell us a more 
about this? 
It’s clear the fractional property marketplace 
will continue to be a growing sector and 
the FOTA is being launched to help ensure 
industry standards are both adhered to and 
developed as the marketplace grows.
 
5. We also hear that you are running a 
Fractional Summit aimed more at the 
business to business side of the market 
– when and where will this be held and 
can you tell us some of the highlights we 
can expect from this event? 
The conference is to be held 7th July 2008 
at the Andaz Hotel, London. 
For more information log onto 
www.fractionalsummit.com

It’s a unique opportunity to meet the movers 
and shakers of the fractional industry and 
to gain a unique insight into the current 
fractional property marketplace and how it 
will develop in the coming years. 
 
Over the last few years, the vision and 
boldness of industry leaders in the UK 

and Europe has transformed the fractional 
marketplace and created one of the world’s 
fastest growing areas of consumer real 
estate, with fractional property at its core.  
To reflect this, Fractional Summit 2008’s 
theme, ‘Fractional ownership – a lifestyle 
and investment choice of the future?’ is 
set to look at the growth in the fractional 
marketplace to date and the future of the UK 
and European economy and its impact on 
overseas property.  

Highlights will include a focus on the current 
fractional marketplace. How to effectively 
market your product to the fractional 
consumer and an overview of the various 
legal structures required for success. There 
will also be an invitation for suitable members 
to join the new Fractional ownership Trade 
Association (FOTA).  

6. Fractional Ownership is hugely 
popular in the United States now. Are 
you anticipating significant growth in 
Europe in the near future also – and if so 
will this be in any particular countries? 
I believe the UK and European fractional 
marketplace will experience growth over the 
next few years to at least match how the 
consumer has driven the fractional boom in 
the US.

JWT, ranked as the largest advertising 
agency brand in the US recently identified 
fractionals as a key trend to follow in 
2008 stating, “Fractional Ownership is 
moving beyond the shared planes of the 
jet-setting elite. The masses are already 
sharing everything from art to cars to 
designer handbags, and as technology for 
pooling demand and resources becomes 
increasingly sophisticated, this model will be 
applied to an even wider range of categories”

With the whole ownership property 
marketplace falling significantly over the 
last few months many consumers are 

reassessing how often they’re realistically 
going to use a second home and how 
much cash they’re willing to spend in these 
difficult times. Fractional is a great way 
for those wishing to get access to luxury 
properties, they may not necessarily wish to 
own outright.

The credit crunch has perhaps encouraged 
the consumer to reassess exactly what’s 
important to them in their daily lives and 
don’t want the hassle of full ownership. 
They’re looking to ‘invest’ in quality time and 
use the fractional concept to discover and 
experience more. 

7. What type of Fractional Products 
does Fractional Life cover and do you 
also cover any similar products such 
as private residence clubs, destination 
clubs or timeshare? 
There’s 19 different fractional categories on 
the site and another to be launched shortly. 
These include both PRC’s and destination 
clubs. There isn’t a dedicated timeshare 
category, however some listed companies 
are effectively offering ‘high-end timeshare’ 
based on the fractional concept - eg. 
Mariott’s 47 Park Street.
  
The key benefit from an advertiser point 
of view is how targeted the site is and the 
cross-selling activity the site promotes. For 
instance, people are attracted to check 
the site out usually because of a particular 
category and then use the site to research 
the marketplace and find out more within 
the other categories. Most new users tell 
me they spend lots of time improving their 
knowledge and hadn’t realised how diverse 
the marketplace really is.

In an upcoming edition we will be taking a 
more in-depth look at Fractional Life and 
what it offers, but in the meantime you 
can get more information at 
www.fractionallife.com n
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It is hard to believe looking out over the 
serene setting of Lake Kivu, eastern 
Rwanda that just fourteen years ago 
this was the setting for one of the 
bloodiest acts committed during the 
country’s genocide.
  
The only sign of this turbulent past in 
the sleepy lakeside town of Kibuye is a 
hilltop church. There, a memorial marks 
the location of the massacre of more 
5000 minority Tutusi and moderate 
Hutu tribe peoples by their extremist 
Hutu neighbours. 

Such was the scale of the massacres, 
more than one million people were 
reportedly killed, that reminders like 
this are never far away. But despite its 
turbulent recent history today Rwanda 
not only offers some of the best wildlife 
experiences on the continent, it is 
currently one of the safest countries in 
Africa to visit.

Visitor numbers are small, but the 
current government, which over the 
past decade has brought a degree of 
political and economic stability the envy 
of east Africa, realises that eco tourism 
is one of the country’s greatest assets. It 
has set targets to attract 70,000 visitors 
by 2010 which is small scale compared 
to its neighbours Kenya and Tanzania 
with their vast game reserves. 
However, for a country so recently 
ravaged by conflict it is an ambitious but 
achievable goal.

The country’s only international airport 
is in the capital, Kigali, a city of around a 
million people and the gateway for any 
visitor to Rwanda. It is typical of the rest 
of the country in attitude, friendly and 
relaxed with a hassle free stroll around 
the streets possible day or night.

An undemanding place to spend a day 
or two, it’s the ideal introduction before 
heading out to view the main reason 
for any trip to Rwanda, wildlife.

The country is home to one of the 
largest communities of Silverback 
Gorillas in the world and is perhaps 
one of the few places where it’s is 
possible to view them in their natural 
habitat in safety.

It is estimated there are around 700 
left living in the wild and seeing such a 
severely endangered species in their 
own habitat remains one of the rarest 
of privileges for animal observers.

Amazingly, given the volatile political 
climate and a constant threat from 
poachers, gorilla numbers in the region 
have actually increased in numbers 
since 1990. 

Organised tours are available from 
several outlets in Kigali with a range of 
accommodation on offer around the 
Gorilla National Park in the north of 
the country. 

All in all an organised two day trip 
costs in the region of £400 depending 
on the standard of accommodation 
and includes the price of a national 
park permit and the service of a guide.  
Tours guarantee to find a troupe 
after anything from a two to six hour 
trek followed by an unforgettable 40 
minutes of close contact with up to 
20 primates.

To avoid overexposure to human 
contact only 11,000 visitors a year are 
lucky enough to get permits to see 
Rwanda’s gorillas, so tourism officials 
are now coming up with alternative 
attractions to try and tempt visitors. 

In the National Volcano Park treks 
can be arranged to view the golden 
monkeys, rare primates that had 
not been accessible to tourists 
until recently. The government 
also recently established Nyungwe 
National Park along the country’s 
border with Burundi. The rich 
landscape is home to 13 types of 
primates, as well as 260 species 
of birds. 

Rwanda is one of the smallest 
countries in Africa, just slightly 
bigger than Wales, so it is possible 
to get round all the main attraction 
in one visit. The roads infrastructure 
is relatively good by African 
standards and even the public 
transport system is manageable for 
the more adventurous, although a 
4x4 is essential to get off the 
beaten track.

Using Kigali as a base it is never 
more than a few hours drive to 
any of the major attractions. Three 

hours east of the capital is the country’s 
main game area, Akagera National 
Park, where day tours or overnight 
visits can be arranged from the city’s 
dozen or so safari specialists.

To the west Kibuye makes a tranquil 
destination for a relaxing couple of 
days and getting there takes in one of 
the most spectacular mountain routes 
in all of Africa.

Given the country’s bloody recent past 
a poignant finish to any trip is a visit to 
one of the genocide memorials dotted 
around the country.

The Kigali Memorial Centre is the 
country’s main focus of remembrance. 
It is situated two miles north of the 
city centre and is built on a mass 
grave of 250,000 of the victims of 
the genocide. The knowledgeable 
guides are all genocide survivors and 
will tell the story of how the genocide 
developed, its consequences and 
how the world sat back and did nothing 

as part of a two hour tour. 
Ntarama, an hour south of the city 
centre provides an even more brutal 
reminder of what happened to Rwanda 
back in 1994. More than 5000 
people were killed in this church and 
the victims remain unburied, bones 
scattered undisturbed around. It’s not 
for the fainthearted but says everything 
that needs to be said about the 
brutality humankind is capable of.

Visitors to Rwanda will experience a 
country trying hard to shake off its past.  
The sensitive and sustainable way 
the country is developing its tourism 
offering gives visitors an unrivalled 
opportunity to experience some of 
the world’s rarest species in their 
natural environment.
  
With one of the best climates, safest 
environments and fastest growing 
economies in Africa, the land of a 
thousand hills is unlikely to stay in 
the shadow of more established east 
African destinations for long. n

❝The country is 
home to one 
of the largest 
communities 
of Silverback 
Gorillas in the 
world and is 
perhaps one 
of the few 
places where 
it’s is possible 
to view them 
in their natural 
habitat in 
safety.

❝Rwanda is one 
of the smallest 
countries in 
Africa, just 
slightly bigger 
than Wales, so 
it is possible 
to get round 
all the main 
attraction in 
one visit.

Land of a thousand hills offers 
a different view of east Africa 
With its year round subtropical climate and some the finest nature reserves in Africa, Rwanda, 
devastated by genocide in 1994, is once again open for business writes Craig Cowbrough.
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Swarovski, the world leader in crystal manufacture, 
is now well established in the field of interiors and 
lighting, allowing the company to be engaged in 
special projects both with clients and on its own 
initiative. The company also provides the services 
of an exclusive project team available to design 
innovative and individual solutions for lighting and 
architecture applications.

Crystal, recognized by trend researchers as an 
ongoing trend in interiors and lighting, has the power 
to add enchanting decorative and/or functional 
touches to interior spaces and is increasingly being 
integrated into top projects.

Swarovski initiates its own projects as well as 
assisting clients to realise theirs. The company 
has worked with customers to realise crystalline 
projects including the refurbishing of the Rockfeller 
Center in New York City, a project in cooperation 
with the renowned architect Michael  Gabellini or the 
Cosmogrill, a bar / restaurant in the historic heart 
of the city of Munich. Special Swarovski intiated 
projects include Winter Wonderland by Dutch born 
designer Tord Boontje, on display at the Swarovski 
Crystal Gallery in Innsbruck and the Mozart  Wall in 
Salzburg at the Haus fur Mozart (Mozart House), 
a tribute to the famous composer on the occasion 
of the Mozart year 2006. Further the cooperation 
between Swarovski and Kludi, makers of fine 
bathroom fittings, has produced “The Swarovski 
Bathroom made by Kludi”. It presents a total 
architectural concept that goes far beyond 
equipping a functional space, presenting it in a third, 
poetic dimension.

Swarovski places great importance on its role as 
a partner to both interior design specialists and 
chandelier and crystal lighting manufacturers. 
The project team offers expertise in helping to 
realise cutting edge interior projects with crystal 
applications. They are also on hand to supply 
expertise in the use of crystal for both traditional 
and modern lighting. STRASS Swarovski Crystal for 
traditional lighting solutions and the innovative use 
of high-tech lighting elements combined with crystal 
technology for modern lighting solutions.

Swarovski brings Crystal
TO TODAY’S SOPHISTICATED 
INTERIORS

Crystal enlightenment:
Swarovski lights up the world of 

interiors and architecture

Timelessly modern, rich in heritage, 
Swarovski crystal has captured the 
mood of the moment to become an 
essential ingredient in contempo-
rary design. Light-filled, prismatic 
and dramatic, STRASS® Swarovski® 
Crystal is now the first choice for 
international lighting designers, 
both traditional and contemporary. 
Startling, state-of-the-art lighting 
systems, like the scintillating Crys-
tal StarLED, a crystal starry sky with 
LED technology, open up a world of 
versatility and freedom. The extraor-
dinary qualities of crystal as a crea-
tive material in its own right fire the 
imaginations of architects and inte-
rior designers around the world. >>
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A Universe of Crystal
The core production of crystal elements, 
reflecting a perfect fusion of artistry and 
technology, lies at the heart of Swarovski’s 
activities. Every day, the perfect, precision-
cut crystals produced in the quiet Austrian 
village of Wattens, where the company was 
founded in 1895, are sent all around the world 
to be used by designers and manufacturers 
in a broad range of design-driven industries. 
Today, as the appeal of crystal broadens, 
Swarovski’s involvement with lighting, 
architecture and interiors is strengthening. 
Now is dedicated to supply and collaborate 
with the architectural design community.

STRASS ® Swarovski® Crystal 
- The Brand
Swarovski started making crystal elements for 
lighting in 1965, and STRASS was registered 
as a brand name in 1976. Bearing all the 
hallmarks of Swarovski crystal, STRASS 
Swarovski Crystal traditional chandelier 
elements are immaculately precision-cut and 
polished, producing perfect symmetry and 
consistency, and a unique dust-resistant 
surface that never loses its brilliance. 
Processed from the highest quality materials, 
the chandelier elements possess a purity and 
clarity that guarantee the ideal dispersion and 
refraction of light, and radiate an exceptional 
brilliance, unrivalled in the industry. Today, 
as a guarantee of quality and a sign of 
Swarovski’s dedication to perfection, the 
chandelier components are laser engraved 
with the STRASS signature. The logo appears 
on STRASS certificates, the labels found 
on chandeliers that are composed of 100% 
STRASS Swarovski Crystal. This is a mark of 
quality and a reassurance for the customer, 
that the ingredient elements of their chandelier 
are the finest they can buy.

Partnershops
In 2004, Swarovski embarked on a global 
initiative, in which the company works 
hand in hand with carefully selected lighting 
retailers, now numbering over 140 worldwide, 
including the Crystal Gallery in Innsbruck and 
Crystal Worlds, Swarovski’s own multi media 
playground, in Wattens. In any of the stores 
within the Partnershop network, customers 
can be sure of finding expert advice from 
specially trained staff.

Celebrated Chandeliers
Swarovski’s world-famous chandelier 
elements now grace some of the world’s most 

spectacular chandeliers, from breathtaking 
cutting-edge creations by designers like Ron 
Arad, Ingo Maurer and Tom Dixon, to historic 
chandeliers in the Metropolitan Opera House, 
New York, and in Louis XIV’s bedchamber 
in the Palace of Versailles. A total of 1002 
fairytale chandeliers with STRASS Swarovski 
Crystal guide guests through the luxury 
Emirates Palace Hotel in Abu Dhabi, while the 
largest crystal chandelier in the world hangs 
in the Sultan Quaboos Grand Mosque in 
Oman. It is decorated with more than 600,000 
STRASS Swarovski Crystal elements and is 
14 metres high. In 2004, STRASS Swarovski 
crystal played a leading part in the film version 
of Phantom of the Opera, when Swarovski 
created the magnificent chandelier of the Paris 
Opera Populaire.

Crystal Palace
Reflecting the mission of its founder, Daniel 
Swarovski I, to continually improve on what 
has gone before, Swarovski has initiated 
directional design projects within the world of 
lighting and architecture, notably the Crystal 
Palace Collection, aimed at reinventing 
the chandelier for a new age. Under the 
direction of Nadja Swarovski-Adams, the 
Crystal Palace project has revolutionised the 
industry, breaking the mould of the traditional 
chandelier by commissioning breathtaking 
creations from internationally renowned 
designers including Tord Boontje, Karim 
Rashid, Andrée Putman, Georg Baldele, 
Chris Levine, Yves Béhar, Marcel Wanders, 
and even musician Lenny Kravitz. Pushing 
boundaries both of design and technical 
prowess, these individual and provocative 
interpretations, both organic and futuristic, 
raise the contemporary chandelier onto the 
level of an art form. Swarovski continues to 
expand the scope of Crystal Palace, and 
by popular demand, commissions new 
collections each year, inviting cutting edge 
designers to bring their visions to light. An 
acclaimed international success, the Crystal 
Palace collection is shown at events and 
exhibitions across the world, including the 
Salone de Mobile, Milan and Art Basel 
in Miami.

Light up your life
Following the success of STRASS Swarovski 
Crystal, and the growth of the company’s 
creative partnerships with lighting designers, 
Swarovski began to develop contemporary 
lighting systems that now combine the 
latest technology, such as fibre optics and 

LEDs, with the emotionally-charged, mood-
enhancing qualities of cut crystal, a perfect 
blend of function and beauty. These state-
of-the-art lighting solutions, including the 
celebrated twinkling Crystal StarLED, like a 
starry night-sky, downlights and recessed 
spotlights, or illuminated crystal panels, 
open up a world of versatility and freedom of 
artistic expression.

Illuminating Ideas 
Understanding that crystal brings luxury 
and an air of optimism and abundance into 
everyday lives, Swarovski continually explores 
new concepts and applications for crystal at 
sophisticated spaces. Equally versatile and 
mood-enhancing, Swarovski Crystal Panels 
are customized but light-objects used on 
wall-coverings, ceilings and with signage 
and lettering. Capable of changing the 
atmosphere of a room, heightening drama, 
enlarging spaces, Crystal Panels can be used 
in conjunction with mirrors to play with the 
optical effects of infinite reflections, intensifying 
the feeling of light and space. Swarovski 
offers a design and planning service for the 
application and customisation of Crystal 
Panels, which are illuminated by daylight of 
artificial light sources.

Crystal Design for Living
As the company broadens its scope 
within the fields of architecture and interior 
design, Swarovski crystal components have 
become a glamorous ingredient in furniture, 
fabrics, wallpaper, bathrooms and interior 
accessories, for hotels, residential and public 
spaces. Crystal-enhanced decorative and 
furnishing fabrics as well as wall coverings are 
the latest innovations to seduce the market. 
Swarovski leads the way forward, working 
closely with names such as Vescom, the 
company responsible for introducing the 
first ever crystal-encrusted wall coverings, 
German fabric house Nya Nordiska who 
used Swarovski’s transparent, crystal-dusted 
‘Crystal Fabric’, and avant-garde textile 
designer, Ulf Moritz, who incorporated crystal 
into his collection of ornamental trimmings 
that is now distributed by the German editing 
company Sahco. Italian furniture company, 
Edra, who first discovered the joys of crystal 
with their famous Flap sofa, in 2001, have 
gone on to create the ‘Diamond Collection’ of 
contemporary sofas and armchairs.

Supporting design talent of the future, 
Swarovski initiates inventive projects with 

leading art and design schools around 
the world.  “Shine of the Times” was 
a concept developed by futurologist 
Li Edelkoort for her students at 
the Design Academy, Eindhoven, 
Netherlands, and “Crystal Living” 
was a project undertaken with the 
Loughborough University School of 
Art and Design, UK.

The Swarovski Bathroom made 
by Kludi 
In 2005 Swarovski joined forces 
with Kludi, makers of fine bathroom 
fittings, to create the first holistic 
crystal bathroom, a total architectural 
concept revolving around the qualities 
of crystal, its potential to imbue a 
personal space with a life-enhancing, 
dreamlike light and warmth. The result 
is the “Swarovski bathroom made 
by Kludi”, in which crystal interacts 
with other materials, like granite, 
wood, limestone, and with light and 
water, to create a haven of harmony 
and reflections. The bathrooms are 
fitted with crystal vanity and shower 
units, crystal wall and floor coverings, 
lighting systems and chandeliers.

Mozart by Swarovski 
Swarovski pays homage to the work 
of the great Austrian composer by 
building a 200 square metre crystal 
installation for Salzburg’s rebuilt opera 
house “Haus für Mozart”. The Mozart 
crystal wall creates a shimmering 
metamorphic vision of Mozart and 
the most important people of his 
life. Using a captivating play of light 
and shade, the gleam from 82 
individually adjustable spotlights hits 
the four layers of 35.000 crystals from 
different angles. The image shifts 

subtly from light to dark, appearing 
and disappearing before your eyes, 
a perfect portrayal of the enigmatic, 
multi-faceted personality of Mozart, 
mischievous child, prodigy, inspired 
composer, lover and husband.

Rockefeller
In New York, since 2004, Swarovski 
has provided the crystal star that 
traditionally tops the world famous 
Christmas Tree at the Rockefeller 
Center. Now, cementing this 
partnership, Swarovski crystal plays 
an integral part in the Rockefeller 
Center’s newly refurbished 
observation decks, Top of the Rock. 
Architect Michael Gabellini worked 
closely with Swarovski to add 
bespoke crystal features and two 
crystal works of art, “Radiance”, a 
massive crystal geode wall, and Joie, 
a STRASS Swarovski Crystal waterfall 
chandelier named “Joie”.

Winter wonderland
In Spring 2006, Swarovski 
commissioned acclaimed international 
Dutch-born designer Tord Boontje to 
create Winter Wonderland, a poetic 
winter mountain landscape, made 
entirely of crystal, to be shown for 
three years at the Swarovski Crystal 
Gallery in Innsbruck. The exhibition 
highlights the infinite possibilities of 
crystal, especially its ability to depict 
organic themes, and illustrates the 
deep affinity with the natural world 
by both Boontje and Swarovski. 
Shining with the light of infinite 
possibilities, Swarovski crystal 
points the way forward to a new 
age of enlightenment. Crystal 
comes home. n

n (top) Cooperation between Swarovski and the premium armature manufacturer 
Kludi was designed to develop a new concept in the area of luxury bathroom design. 
“Swarovski Bathroom made by Kludi” presents an entire room concept - a crystalline 
bathroom architecture embellished with the most noble materials, in what is in every 
sense, a place of reflection. This image is of Competence Center Swarovski Bathroom, 
Stilwerk in Dusseldorf, Germany.
n (middle) The crystal chandelier with more than 10,000 STRASS® Swarovski® crystals 
was specially made for the Restaurant Maquin, Innsbruck, Austria. Thanks to modern 
fibre optical lighting technology, the chandelier can be brilliant in a whole range of 
different colours.
n (bottom) The crystal chandelier “Joie” made up of 14,000 STRASS® Swarovski® 
crystals, measures 10.6 meters and weighs 2.3 tons. The Chandelier, which is displayed 
rotating 180 degrees in the Rockerfeller Center, New York, stretches over an impressive 
three floors of the CEnter’s Grand Atrium Lobby.
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Why should you advertise with us?
We now reach more than 6,000 subscribers at over 
1,906 companies throughout 79 countries and 
territories worldwide with an average of 10-13,000 
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 9 
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 gifts such as Digital 
SLR’s, Flight Vouchers, Cruises, Luxury Hotel and 
Timeshare Accommodation and more…

View our rates at the following website:
www.perspectiverates.com 

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@perspectiveinternational.com 
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