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MANAGEMENT DISCUSSION SECTION

Operator: Good day, ladies and gentlemen. Thank you for standing by. Welcome to the Marriott Vacations
Worldwide Second Quarter 2013 Earnings Conference Call. During today's presentation, all parties will be in a
listen-only mode. Following the presentation, the conferencewill be open for questions. [Operator Instructions]
This conference is being recorded today, July 18, 2013.

I would now like to turn the conference over to ourhost, Mr. Jeffrey Hansen, Vice President, Investor Relations.
Please go ahead, sir.

Jeff Hansen

Vice President-Investor Relations, Marriott Vacations Worldwide Corp.

Thank you, Liz, and welcometo the Marriott Vacations Worldwide second quarter2013 earnings conference call.
I'm joined today by Steve Weisz, President and CEO, and John Geller, Executive Vice President and CFO.

I do need to remind everyone that many of our comments today are not historical facts and are considered
forward-looking statements under Federal Securities Laws. These statements are subject to numerous risks and
uncertainties as described in our SEC filings, which could cause future results to differ materially from those
expressed inor implied by our comments. Forward-looking statements in the press release that we issued this
morning, along with our comments on this call, are effective only today, July 18, 2013, and will not be updated as
actual events unfold.

Throughout the call, we will make references to non-GAAP financial information. Youcan find a reconciliation of
non-GAAP financial measures referred to in our remarks in the schedules attached to our press release, as well as
the Investor Relations page on our website at ir.mvwc.com.

I will now turn it over to Steve Weisz, President and CEO of Marriott Vacations Worldwide.
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Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

Thanks, Jeff. Good morning, everyone, and thankyou for joining our second quarter earnings call. This morning,
I'll discuss our results for the second quarter of2013, which represent yet another quarter of strong growth in our
adjusted development margin and adjusted EBITDA. I'll also provide updates on our business strategies and
outlookfor the secondhalfofthe year. I willthen turnthe call over to John, who will provide additional detail on
our financial results, and we'll then open the call for your questions.

The second quarter continued our trend ofsolid financial results. Adjusted EBITDA increased $20 million to $48
million, reflecting across-the-board improvements. Our total contract — the total company contract sales were
down 7 %year-over-year, which was not completely unexpected as it is — it's driven mainly by the closure of our
underperforming off-site sales distributions in our Asia Pacific segment late last year.

North America contract sales were essentially flat quarter-over-quarter due to fewer sales tours as our owners'
usage behavior continues to evolve. As our enrolled week-based owners' utilization of the points product has
increased, owners are taking advantage ofthe flexibility ofthe points program to book shorter lengths of stay or
elect alternative usage options like our Explorer program.

These changesin owner usage patterns havecreated some short-term challenges in generating owner tours. We
continue to adjustour tour sourcing methodologies and incentives and are confident this near -term reduction in
tours willbe mitigated overtime. To that end, we are maintaining ourguidance thatNorth Americacontract sales
will be up 5% to 10% for the full year. Longer term, we remain focused on balancing our sales growth between
existing owners and new buyers as we continue to drive development margin improvement.

Offsetting the slight decline in tours was 8% growth year-over-year in North American volume per guest or VPG,
reaching $3,211inthe second quarter. This was driven mainly by a 1 percentage point imp rovement in closing
efficiency over last year, combined with increased pricing.

We were also very pleased with our adjusted development margin performancethat grew over 4 percentage points
to 17.1% in the second quarter. Continued improvements in marketing and sales spending drove nearly 3
percentage points ofthe increase, primarily from the shutdown ofless efficient off-site sales distribution in our
Asia Pacific segment and improvements in Europe. Product costs accounted for the remaining improvement,
mainly driven by the ongoing success of our inventory repurchase program.

Looking at our North Americasegment, our adjusted development margin improved nearly 3 percentage points to
19.5%in the second quarter, with roughly 2 percentage points being driven by lower product cost rates and 1
percentage point from marketing and sales. Asyoucan see, we are making great strides towards our longer -term
goal of 20% or better for development margin.

Aswe mentioned in the last quarter, we expect ourrental businessto haveasolid yearand the second quarter was
rightin line with our expectations, again, driven by North America. As we continue to improve our understanding
of our owners'usage patterns, we are able to make more inventory availablefor rent, which resulted in capturing
additional transient rental revenues. We saw this benefit in the second quarter with a 9% increase in available
keysand an11%increase in our transient keys rented versus the second quarter oflast year. For the quarter, total
company rental revenues net of expenses were $9 million, up $7 million from the prior year.
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Our resort management and other services business showed steady improvement, up $3 million over the second
quarter of2012 to $16 million. Thisimprovementwas driven by increases in club dues and management fees, as
well as improvements in our ancillary operations.

In our Asia Pacific segment, we once again are seeing the benefit from the closing of underperforming sales
distributions last year with development margin growing by $1 million. Our Asia Pacific strategy remains
unchanged: continue to drive development margin improvement, while seeking new destinations that will provide
strong on-site sales distribution.

Inour Europe segment, adjusted segment results saw a $4 million improvement in the quarter, resulting from a
$3 millionincrease in adjusted development margin, driven by lower sales and marketing costs. We remain on
strategy to sell out of this region and continue to operate and manage our portfolio of European resorts.

Shifting to G&A, costsincreased $2 million overthe second quarter of2012. Our second quarter results benefited
from $1 million ofincremental savings related to our organizational and separation related efforts, as well as $1
million from lower depreciation expense. However, our G&A costs also reflected normal inflationary growth,
higher legal costs, and incremental standalone public company costs.

Forthe full year of2013,we anticipate our G&A costs will increase year over year, driven mainly by inflation, the
impactofa 53rd weekofcosts due to our fiscal reporting calendar, and higher legal and public company costs.
However, we expect these increased costs to be partially offset by roughly $5 million of savings related to our
organizational and separation related efforts which we expect to realize throughout the full year.

Giventhe strong first halfand our outlook for the remainder ofthe year, we feel comfortable that we will finish the
year at the higher end of our adjusted EBITDA and adjusted development margin guidance. We are also
increasing our cash flow guidance, which John will speak to in a moment. Our strategies have not changed. We
remain focused ontopline and adjusted EBITDA growth, as well as continued developme ntmargin improvement.

And with that, I'll turn the call over to John.

John E. Geller

Chief Financial Officer & Executive Vice President, Marriott Vacations Worldwide Corp.

Thank you, Steve, and good morning, everyone. The second quarter continued the trends of improved
development margin and increased adjusted EBITDA we saw in the first quarter. Our largest segment, North
America, sawa $13 million improvementin the sale of vacation ownership productsor what we call development
revenue. Thisimprovement was driven by $11 million offavorable revenue reportability and $3 million of lower
salesreserve as the performance ofour notes receivable portfolio has improved over last year. Contract sales in
the quarter were flat due to lower tour flow, as Steve mentioned.

The favorable revenue reportability had a $3 million positive effect onreported development margin, increasing
the margin by 130 basis pointsto 20.8%. Conversely, in the second quarterof2012, due to promotional activity,
reported development margin was impacted unfavorably by $3 million, reducing development margin by nearly
200 basis points.

Adjusting for theimpactofreportabilityin both years, development margin increased 2.7 percentage points to
19.5%inthe second quarterfrom 16.8 %last year. We have said before that reportability can affect our resultson a
quarter-over-quarter basis. However, we do not expectrevenue reportability on an annual basis to havea material
impact on our North America margins.

FACTSET:callstreet 4

1-877-FACTSET www.callstreetcom Copyright © 2001-2013 FactSet CallStreet, LLC



Marriott Vacations Worldwide Corp. (vac) @ Corrected Transcript
Q2 2013 Earnings Call 18-Jul-2013

Staying in North America, marketing and sales costs were responsible for nearly 1 percentage point of
development margin improvement over the second quarter of 2012. This resulted from a 1 percentage point
improvementin closing efficiency, as well as higher pricing, driving an 8 % growth in VPG. Marketing and sales
spend was effectively flat quarter over quarter on increased development revenue.

Product cost in this segment improved nearly 2 percentage points, even though the second quarter oflast year
benefited from a positive product cost true-up of $3 million. Our 2013 product cost improvements reflect the
success ofour inventory repurchase program. We continue to believe product costs will remain at approximately
33% for 2013.

Inourrental business,our second quarterresults improved in North America by $7 million. As we continue to
better understand ownerbehavior, including their tendencies to bank their points, we were ableto open transient
rental availability sooner in the year, allowing us to drive higher revenues.

Shifting to our rental outlook for the year, Marriott Rewards pre-spin liability costs, which negatively impacted
2012 fullyearresults, have moderated but remain a potential headwind in the second halfofthe year. Also,realize
that the first half of the year is ty pically stronger for our rental business than the second half due to seasonality.
However, we do expectthe second half2013to be better than last year and we still expect year-over-yearresults to
be materially better for the full year versus 2012.

Shifting to our resort management and other services business, revenue net of expenses improved $3 million to
$16 millioninthe quarter. Most ofthe improvement in the quarter came from our internal exchange company,
which produced an additional $2 million of improved results year over year, as well as improved ancillary
operations.

Inour Asia Pacific segment, our development margin continued to improve, increasing by $1 million to $2 million
on significantly lower sales volume due to the shutdown ofless effective off-site sales galleries in the region.

Turning to our Europe segment, I want to take a moment to talk about an issue that we identified in the second
quarter. During aninternal review, we discovered that certain sales documentation that we had provided to some
of our buyers did not meet the technical format required under applicable European regulations. The result ofthis
was that the period oftime that the purchasers had to rescind their contracts was extended beyond the normal
rescission period. Remember,under GAAP, revenue cannot be recognized until the rescission period has ended.

Originally, we recorded revenues from these sales based on the rescission periods in effect assuming compliant
documentation had been provided to the purchasers. As a result, we recognized revenue in incorrect periods
between2010and 2013. During the second quarter, we took corrective measures, including providing proper
documentation for purchasers who were still in an extended rescission period. As a result, approximately $9
million of pre-tax income was recognized in the second quarter of 2013 related to these sales.

Putting aside the timing of the revenue recognition, the bottom line impact to the company was that
approximately $2 million of sales ultimately rescinded, which equates to approximately $1 million of pre-tax
income.

Itis importantto notethat thisissue wasisolated to our Europe segment and therewas virtually no other impact
to the company's financials. However, since this income was previously reported in prior-year results for
comparability, we have excluded the income from our adjusted results in the second quarter and made
corresponding adjustments to the prior periods.
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Turning to our financing business, revenue net of expenses were down $4 million in the quarter, as reduced
expenses from lower foreclosure activity roughly offset lower interest income year over year. However, after
subtracting interest expense from our securitized debt, our financing profit was up $1 million o ver the second
quarter of2012.For the full year, we expect financing revenue net of expenses and securitized interest expense
should be flat to 2012.

Intermsofthe securitization market, while we have seen some increase in interest rates, rates remain extremely
low compared to historical levels. We expect to completea securitization later in the third quarter on terms more
favorable than the securitization we completed last year.

Turning to our balance sheet and liquidity position, since the end of 2012, real estate inventory balances have
declined $19 millionto $862 million and total debt outstanding decreased $31 million to $687 million, including
$643 million in non-recourse debt associated with securitizations and $40 million of mandatorily redee mable
preferred stock of a subsidiary.

At the end of the second quarter, cash and cash equivalents totaled $104 million and we had $124 million of
vacation ownership notes receivable available for securitization. We also had $160 million in available capa city
under our revolving credit facility at the end of the quarter.

With respect to our free cash flow, we havehad positive movement in several areas that have favorably affected
our 2013 free cash flow outlook. First, you may recall that we previously projected our cash taxes would exceed
our tax provision by approximately $ 5 million. Now, with some successful tax planning, particularly around our
election to use the installment method as it relates to ourfinance contract sales, we are now expecting our cash tax
position to turn around significantly, providing a cash flow benefit of over $40 million, as compared to our
previous estimates.

Recall, prior to the spin-off, MarriottInternational handled these tax efforts. As part of standing up our new tax
processin conjunction with the spin-off, we are focused on opportunities to improve cash taxes, as well as reduce
our overall effectivetax rate. While the $40 million include certain one -time benefits, we do expect future cash
flow improvements from these tax planning efforts.

Second, in consumer financing, we have seen slightly higher cash sales, as well as higher notes receivable
collections than we had previously forecasted. These changes are improving our projected cash flow position by
roughly $20 million.

These changes haveenabled us to raise our outlook for adjusted free cash flow for the year, excluding the impact
of organization and separation related charges and litigation settlements, by $ 65 million to $120 million to $135
million. Remember, the $120 million to $135 million guidance includes near-term puts and takes which are still
affecting our free cash flowin 2013, including the Marriott Rewards pre-spin liability paydown, lower cash taxes
and lower inventory spend.

Our 2003 free cash flow normalized for these items would be between $115 million and $120 million, which is
approximately $5 million to $10 million higher than last quarter, reflecting the improvement from lower cash
taxes.

In additionto our adjusted free cash flow guidance, as aresult ofalower projected effective tax rate for 2013, we
are also raising our adjusted net income guidanceto $772 million to $78 million and adjusted fully diluted earnings
per share guidance to $1.94 to $2.10 for the full year.

FACTSET:callstreet 6

1-877-FACTSET www.callstreetcom Copyright © 2001-2013 FactSet CallStreet, LLC



Marriott Vacations Worldwide Corp. (vac) @ Corrected Transcript
Q2 2013 Earnings Call 18-Jul-2013

Lastly, as Steve discussed, we believethe full-yearadjusted EBITDA and adjusted development margin should be
at the higher end ofour issued guidancerange for 2013. Our second quarter was a solid continuation of the year
and is providing great momentum to the second half.

Inclosing, we continue to meetand exceed ourestablished targets and are very pleased with the progress to date.
And while we do not know what the future holds, we are cautiously optimistic that the macroeconomic conditions
will continue to improve through the remainder of 2013. As always, we appreciate your interest in Marriott
Vacations Worldwide.

And with that, we will now open up the call for Q&A. Liz?

QUESTION AND ANSWER SECTION

Operator: Thank you. [Operator Instructions] And our first question comes from the line of Robert
Higginbotham with SunTrust. Please go ahead.

Robert Higginbotham

Analyst, SunTrust RobinsonHumphrey

Good morning, guys. Thanks for the questions. To start with, and just to make sure I understand your comments
around the tour flowissues during the quarter, is it that typically or your historically your tours would be a full
week long, but then the availability of those units is now a little bit more volatile? Is that what is happening?

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

You're partially on track. Underthe old weeks-based sales program where people were in residence for seven days
consecutively, they typically would not havea problem taking a couple hours out of a day to go take a tour. Now,
under the points-based program which, as you know, many of our weeks-based owners have converted to, they are
generally have —are —they're for shorter lengths of stay, call it four or five days, and they are also using their
pointsto do other things, like take cruises, go on safaris and all the other stuff. So we have less of an opportunity
to encourage our owners to take tours. That's point number one.

Pointnumber two. Asyou know, we converted to the points-based program in summer of 2010. We have been
talking to our owners since then about the advantages of joining the points-based program. And as you might
imagine, we've now been through the bulk of those owners in terms of talking to them. So as we pivot to more
first-time buyers, we are getting fewer owner tours going to first-timebuyers, as we have made that transition, it
takes a while to generate first-time buyer tours than it does owner tours. As I said, this is a very short-term issue
for us, and we believe that we're well positioned to be able to respond to it.

Robert Higginbotham
Analyst, SunTrust RobinsonHumphrey

Well, T guess that's kind of the heart of my question, to make sure I understand it. I don't — I'm not sure I
understand, what is short-term about that? I mean, that seems it's structural.
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Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

When you say you thinkit's structural,I've —we've always said that we wanted to move from 60%ownersto —and
40% first-time buyers to more ofatraditional 50/50 split. We are movingin that direction and I don't see that to
be a structural problem at all.

JohnE. Geller
Chief Financial Officer & Executive Vice President, Marrott Vacations Woildwide Corp.

Robert, I —well, I thinkwhat he's sayingis the shorter stays and some ofthe alternative usage, time will tell. That
usage could go backto longer,Robert, we'll see, but yes, we don't know. What Steve is saying, obviously, iswe'll
react to those changes and go after more new term buyers, which is our strategy anyway, to replace those tours.

Robert Higginbotham
Analyst, SunTrust Robinson Humphrey

Okay. So it's more of a transition from that 60/40 mix to the 50/50; and once you get there, it's a little more
stable?

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

That's correct.

Robert Higginbotham

Analyst, SunTrust Robinson Humphrey

Okay. So movingonto rental,to make sure, again, I understand those comments, it sounds like you were able to
make more inventory available earlier in the year versuslastyear, and so you saw a huge improvement in rental
revenues for the second quarter. My question is, to the extent that that was a dynamic where — well, is that a
dynamic that's related specifically to the second quarterto the extent that you're releasing inventory or making it
availableearlier in the yearsuch that we shouldn't expect to see that same level of strength in the back half of this
year?

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

Yeah,I'llgive youaninitial comment and let John chime in as well. As we have moved into points, we obviously
had — while we have modeled certain availability ofrental inventory based on people going outside the system for
cruises, et cetera, we had no assurances though that our estimates were going to be accurate. What we found last
year was that there was a higher take-up rate. I think we've talked about this in some ofthe investor meetings that
we've had that the number ofpeople using our Explorer program exceeded our expectations by a considerable
margin.

So Iwould say thatlast year, we were more conservative about making that rental inventory available for sale
earlier. This year, we switched based on that — the knowledge we were able to gain last year. We had better
forecastingin place to be able to make our decisions about when to release that inventory for rental. And now
we're seeing the benefit ofbeing able to do so and monetize that — what otherwise would be vacant inventory.

Robert Higginbotham
Analyst, SunTrust Robinson Humphrey
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Okay. So that soundslike animprovementin your management ofthat, that you should see — through the rest of
the year, there's...

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

Yeah. Well, there's one real caution hereand one ofthe reasons why we went to some pains to kind of call this out.
Keepin mind, for the first halfof the year in our business, rental revenues,because of ADRs and everything else,
are traditionally higherthan the second half. So while it may be tempting to kind ofannualize through Q2 and s ay,
well, okay, rental revenues net of expenses are going to be X, I would encourage you not to think of it that way.

ITl give you oneother kind offactoid, which we hope will not repeat itselfthis year. Through the second quarter of
lastyear,we had about $10 million of rental revenues net of expenses on the books. At the end of the year, we
finished at essentially flat at a net zero. That was becauseour Marriott Rewards cost, which are really not within
our control for thosepoints that were issued pre-spin, came back at a higher rate than what we had anticipated.

We believe that, A,our top line revenues in the second quarter will be better than they werelast year for the things
we talked about earlier. And we are quitehopeful that the Marriott Rewards costwill not increase as they did last
year. But I just want to caution you that in terms of your model and et cetera, you might not want to kind of
straight-line the second quarter results.

Robert Higginbotham

Analyst, SunTrust RobinsonHumphrey

Got it. That's helpful. And this might be, splitting hairs a little bit, but when you look at your adjusted COGS, it
was — cost ofsales of vacation ownership, it was about 33.3%. Granted that's about 33%, which you've talked to
more recently, but you've kind of — for a couple of quarters, thatis, you'vekind of suggested more recently that it
would be belowthat number, and I'm just wondering if there's anything that did not come through as expected.

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

Well, I recall very specifically saying that we think our product cost is going to run 33%for the year. Ifyou want to
quibble overthree-tenths ofa point, I guess, we can certainly do that. I'm not suggesting that your calculation is
incorrect, but we still believe that it's going to be 33% for the year.

Robert Higginbotham

Analyst, SunTrust Robinson Humphrey

Okay.Andin morerecent times youkind ofsuggested that it would be close to 33%but below 33% was my point.
Lastand I'll let someone else on. On the securitization front, I'm kind of surprised that your comments around
being about to —to make a deal that's more favorable than the last year, given the increase in rates. I guess my
questionishowisthat possible, number one; and then I guess, even moreimportantly, how should we think about
funding costs and spreads next year and beyond?

John E. Geller

Chief Financial Officer & Executive Vice President, Marrott Vacations Wordwide Corp.

Well, I think it's possible becausewe did our deal aroundthis time last year. Ifyoulook, interest rates and spreads
continue to get betterin the securitization market over the fourth quarter and really even through the first part of
thisyear.You've seen aninflection point ofthose interest rates back up, but they haven't gone up as high as they
went down from last year. So my comment being, froma historical —and last year, if you remember, we did an it
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all in — our cost of funds was about 2.6%, which for us was a all-time low, and just given where levels are at, we
stillexpect to do something inside ofthat, hopefully this third quarter. So obviously, alittle bit more volatility, but
the market, the rates still remain at historic lows.

On a go-forward basis, obviously, I can't predict what interest rates are going to do, but remember, we price off
kind of the three-year LIBOR swap rate because that's the weighted average length of these securitizations. So I
think you've seen more volatility towards the 10-year and the longer-term rate than you see towards the shorter
term.

So as those rates potentially move up, that would -obviously, from what we might do this year, you might get
lower spreads. But remember, on a more normalized basis, our overall interestrate has typically been more in the
4% to 5%. So we are still burning off securitization deals at that higher interest rate. So evenifyou weredoing new
deals at 3%, 3.5%, you're still improving the overall portfolio spread, because you 're still below kind of your
weighted average rate on your books.

Robert Higginbotham

Analyst, SunTrust Robinson Humphrey
Okay, great. Very helpful. Thank you.

JohnE. Geller
Chief Financial Officer & Executive Vice President, Marrott Vacations Wordwice Corp.

Yep.

Operator: Thankyou. And our next question comes from the line of Bob LaFleur with Cantor Fitzgerald. Please
go ahead.

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

Hey, Bob.

RobertA. LaFleur

Analyst, Cantor Fitzgerald Securities

Hi. Hey, good morning.

JohnE. Geller
Chief Financial Officer & Executive Vice President, Marrott Vacations Wordwide Corp.

Good morning.

RobertA. LaFleur

Analyst, Cantor Fitzgerald Securities

I wanted to get a little more in depth about the whole shift of sales from an over-reliance on existing owners to
more front-line sales. How much ofthat is proactive, as in you guys saying, okay, it's time to make the move from
60 to 50, and how much of it is reactive and just seeing that the programs you were using to get more out of
existing owners just aren't as effective as they were a year or so ago?
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Andtalkaboutthe variousleversthat you have,becauseobviously, there's margin differentials between the two
baskets, there's close ratedifferentials. And I guess, kind ofin the context of that conversation, what exactly are
youmanaging that business for? The guys who are running that business, are they managing for specific metrics
like tour volumeor VPG;is it a revenue number, becausethereare so many different ways that you can make that
up. If youcouldjustkind oftalkabout that and help us better understandhow that business is being managed day
to day?

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

[audio gap] (30:26 to 30:39)

RobertA. LaFleur

Analyst, Cantor Fitzgerald Securities

Hello?

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

...everybody in the space started getting out oftheir [indiscernible] (30:45) channels, which were largely focused
on first-time buyers and they resorted to trying to [indiscernible] (30:50) A, these are people that were familiar
with the product or like the product, and B, they carried a lower cost.

Now, as the economic environment has changed,not dramatically, butit'sbeen incrementally getting better, you
— we all knewthat at some point in time it was going to be time to go back to [indiscernible] (31:18). A couple of
different reasons for that. Obviously, getting more first-time buyers. Every time they get a new first-time buyer,
they not only come with sales, they also come with a basket of referrals that we would not have [indiscernible]

(31:33).

Atthe same time, with us, our first-time buyeraverage contract price is higher than our average contract price
with our existing owners, because our existing owners are essentially topping off their tank by buying additional
pointsto add to what they already have. So we had already —we had always anticipated [indiscernible] (31:59)
road showthat we did a year and a half ago, we said that we aspired to getbackto more of that 50/50 mix. So we
have been working [indiscernible] (32:12).

We've made acommitment to the investment community that we want to improve our development margin. So
we didn't want to [indiscernible] (32:21) opening up alot offirst-time buyer channels that were notcost-efficient.
And at the same time, we wanted to try to get more first-time buyers. The way the sales organization is managing
[indiscernible] (32:35)is acombination ofrevenue growth and cost control. They are virtually equally weighted in
terms of how their compensation programs work.

So ifyou think that through, we want more sales on the top line but we also want to do them at the appropriate
sales and marketing costs, which is given certain targets that we've established for them.

So while it might be tempting for a sales person to go out and simply get kind ofthat high cost, high volume sale, it
— they get pulled backbecause they say "Well, wait a minute. That's going to — I'm goingto get messed up in terms
of my compensation because my sales and marketing costs are not going to work right." So we've had those
metricsinplace for alongtime. We believe that it's the right way to do it. We continue to kind of tweak those on a
year-over-year basis based on specific things we want to try to accomplish, but that's essentially the approach
we've used. Did I touch your questions? Bob? Hello?
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RobertA. LaFleur

Analyst, Cantor Fitzgerald Securities

Yes. Sorry about that, guys. You had abit of a phone issue there, so you faded in and out a little bit, but I think I
gotmostofit. And I have one more question, which is much simpler and much shorter, and that'sif you could give
us anupdate ontheland sale program, expected timing, and proceeds, how you're thinking about that now versus
when you were looking at it [indiscernible] (33:59)?

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

Yes. Our viewhasnot changed materially. We still think that it's between $150 million and $200 million over the
nextseveral years. We continue to get a fairamount ofinterest on many of our parcels. One of the things that we
have said, and just so that everybody knows, we will announce aland sale when it closes, not when we have either
aletter ofinterest or aletter ofintent or acontract. We'llannounce it when we close, because as you know, these
things can go bump in the night at the last moment. But I'm happy to report that there —the level of interest has
not only remained the same, it's actually gotten a little stronger and we still feel very confident about those
numbers.

RobertA. LaFleur

Analyst, Cantor Fitzgerald Securities

Thank you.

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

Thank you.

Operator: Thankyou. [OperatorInstructions] And our next question comes from the line of Chris Agnew with
MKM Partners. Please go ahead.

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

Hi, Chris.

Chris Agnew

Analyst, MKM Partners LLC

Hi. Good morning. CanI follow up on the tax benefit this year and just —is that one-time in — a permanent one-
time benefit thisyear oristhat reversing anytime soon, and what are the implications from the tax planning that
you're putting in place for 2014? Thanks.

JohnE. Geller

Chief Financial Officer & Executive Vice President, Marriott Vacations Wordwide Corp.

Yes, Chris, itis — it's actually, there is going to be future benefit out ofit. There is some higher one -time benefit
thisyear due to —the regs changed alittle bitin 2012, which allows us to recapturewhat we didin 2012, as well as
obviously get the benefitherein 2013. But the way to think about it in terms of reversing, as long as we're in the
financing business, right,you're going to be originating new notes, and all this is effectively doing is putting you
on a cash basis for tax so that on sales that we finance we take the note, while we'll now pay the taxes when we
receive the principal collections or collect that sales price, if you will, on those notes.
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So it should, overtime;it'll continueto build, and that's why on a more normalized basis, I think last time we had
said expectour cash taxesin our provision are — basically to be the same on a more normalized basis. And then
we've adjusted it now so that there's about $10 million or so of — ona more normalized basis of positive cash flow,
because we think we'll continue to get that over the foreseeable future.

Chris Agnew

Analyst, MKM Partners LLC

Got you. And just to clarify,what should we be thinking about in terms of the provision in —just for the income
statement?

John E. Geller

Chief Financial Officer & Executive Vice President, Marrott Vacations Wordwide Corp.

For this year?

Chris Agnew
Analyst, MKM Partners LLC

For the full year.

JohnE. Geller

Chief Financial Officer & Executive Vice President, Marrott Vacations Wordwide Corp.

Yeah, for the full year, we're probably a little bit over 40%, give or take, call it 40.5%. And most of the
improvement there from what we'vebeen seeingisin the international area, which has hurt us in the past, ifyou
remember, in terms ofa higher effective ratedue to some ofthe changes we've madein Europe and Asia. And now
we'll have more tax, more income internationally, as well as we did get some favorable lower tax rates in one
foreign jurisdiction that's going to bring down that effective rate here this year.

Chris Agnew

Analyst, MKM Partners LLC

Okay. Got it. Thanks. And then, can I — sort of a minor point, but can you talk about the extended rescission in
Europe? Was there achange there or what was the change year-over-year in your reported results? And then also,
what are the implications for the third quarter stroke, maybe the second half of the year, ifany?

John E. Geller

Chief Financial Officer & Executive Vice President, Marrott Vacations Wordwide Corp.

Yeah. There shouldn't be any implications related to the reportability issue going forward just because we put the
right documentationin place. So I wouldn't expect from areportability to see anything going forward. The — there
were changes that occurred in the regulations over in Europe. And so, part of what caused this extended rescission
period was the fact that some ofthe documentation was incomplete that we had provided. We did an internal
review, and upon finding the issues, we corrected that here in the second quarter.

From a GAAP perspective, it justbecomes a timing issue, because as I mentioned, the overall contract sale volume
thatrescindedbecauseofthis period that was extended was a $2 million in contract sales orabout $1 million or so
of profit. So obviously, we have that inventory to resell, but all we've done is —for this year and then the prioryear
numbers will be adjusted as we go forward for comparability purposes, isrecast that revenuerecognition based on
those extended rescission periods. Becauseobviously, we didn't know there was an issue when we recorded that
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revenueoriginally so we used the normal rescission period. But GAAP now, since we found out afterwards, caused
us to go back and kind ofrecast it.

So it makes, for reported GAAP purposes, it very lumpy, and that's why we've kind of adjusted it back to really
what went on from a pure economic perspective in terms of when the contracts were signed, when we closed on
them, and how that revenue originally flowed through the P&L.

Chris Agnew
Analyst, MKM Partners LLC

Okay. Got it. Thank you.

Operator: Thank you. [Operator Instructions] And I am showing no further questions. Please continue.

Stephen P. Weisz

President, Chief Executive Officer & Director, Marriott Vacations Worldwide Corp.

Okay. This is Steve. And so asyou've heard, we are very pleased with our first halfof2013 and we look forward to
reporting our progressin the second halfofthe year. And thankyouagain for your participation on our call today
and your continued interest in Marriott Vacations Worldwide. And finally, to everyone on the call and your
families, enjoy your next vacation. Thanks.
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