I am proud to relate this experience to you because it showcases my ability to take a major project from start to finish, an ability to facilitate the blending of two corporate cultures for the benefit of both, and reshape a successful business model into a better one. The corporate make over meant selling the vision of what could be to those that were skeptical, both internally and externally.
SITUATION: For a regional company that has ambitions for growing nationally, the challenge is how; do you accomplish this through acquisitions, merger, or perhaps internal expansion?  As President of Vacation Spa Resorts, a public company, this was the challenge presented to me by my board of directors.  Until that time, the company had developed four timeshare resorts, primarily located in the Southwest as well as one in Hawaii.  As many major hotel / hospitality companies were discovering the timesharing industry and branding timeshare projects of their own, it became increasingly clear that if my company were to continue to compete for market share against hospitality companies that were substantially larger and with greater name recognition, our business model would need to change.
TASKS/ACTION: Following several months of investigating potential acquisitions, and possible merger candidates, these two options as vehicles to grow our company into a national organization were ruled out.  It was clear that if the company were to grow, it would come through internal expansion so that the core values of the company were preserved and its destiny would be in firm control of those that knew the company best.  At the suggestion of a board member who knew him, I contacted the Chairman of Hospitality Franchise Systems, “HFS “, Mr. Henry Silverman, and opened a dialog with him regarding a quasi- franchise arrangement that would allow our company to leverage the name of one of the country’s most recognizable hotel brand names, Ramada.  What followed was six months of due diligence, planning, market research, structuring and restructuring of the joint venture.  The end result was the birth of Ramada Vacation Suites, “RVS”.  
RESULT: The birth of RVS catapulted our regional company onto the national scene.  The investment banking community embraced the concept of merging two synergistic consumer bases, the diversity of the participants’ revenue streams, the added value that was added to their respective brands and the cross marketing opportunities that were created.  Ramada gained the immediate enrollment of VSR’s 200,000 owners to its loyalty and rewards program, The Ramada Business card program, and VSR immediately began to leverage the Ramada brand name as it began its nation wide expansion.  Within Five years, an additional 11 timeshare resorts had been developed under the RVS brand from Florida to New Jersey; Tennessee to Colorado.  Timeshare sales increased from $30 million per year prior to the venture to more than $65 million per year post venture, more than double.  Marketing costs, the single largest component of any timeshare developer’s budget, computed as a percentage of sales, diminished from 38% to 28%.  Due to the additional owners’ benefits that could now be delivered through our affiliation with Ramada, Closing percentages rose from 10% to 19%.  Shareholder value as measured by the company’s stock price, increased considerably over the course of the venture until the day that the company was sold.
