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Designed to inspire
dreams of travel to incredible

destinations around the world,

Interval World goes a step further

by showing how to make these

dreams a reality. With colorful

photographs, travel features that

capture the imagination, and

informative articles that provide

tips on travel and membership

benefits, Interval World offers bold visual design and powerful editorial

content that appeal to our upscale readership.

For advertisers, Interval World delivers an audience of affluent

consumers who have the disposable income to enjoy a variety of travel

experiences — approximately 24 nights away from home.* These

frequent travelers also have the means to purchase the leisure and

lifestyle products and services that will enhance their lives year-round.

Advertisers in Interval World will also enjoy the magazine’s

exceptionally high hold-on value. Because it’s used as a reference

resource and travel planner by Interval International® members,

editorial content — including features on vacation destinations, travel

offers, new resort listings, and member benefit updates — is

designed to stay current for at least three months. 
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AFTER TRAVELING TO THE ISLAND FOR A QUARTER OF A
CENTURY, TRAVEL WRITER JAMES HENDERSON SHARES
HIS PASSION FOR WESTERN JAMAICA.
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For many years, my parents made an annual trek to

Branson, Missouri, driving from the Washington, D.C.,

area to the heart of the Ozark Mountains. And every

time, without fail, I politely dodged invitations to join

them. I like stage shows, but I also crave outdoor

activitie
s. I was sure Branson would be too tame.  

For a fleeting moment last May, I remembered my

parents’ invitations as Outlaw Run, the newest roller

coaster at Branson’s Silver Dollar City theme park,

began to move. My friend and I are coaster lovers,

so we occupied the scary front seat, eager to see if

the ride lived up to its hype. A few seconds later we

went screaming into a 162-foot drop at 81degrees —

that’s almost stra
ight down for those of you who

struggle with geometry — with our bodies plastered

against the restraining bar. Rocketing through a

maze of timber framework, we swooped through

turns at speeds that reached 68 miles per hour and

twisted through three dizzying rolls before the car

glided into the station.

In 90 seconds it was over. We’d survived one of

the world’s fastest, steepest wooden roller coasters

with multiple inversions. We agreed that the 2013

Golden Ticket Award — given to the world’s best

new ride — was well-deserved. I sto
od wobbly-

legged on solid ground, gasping, “Let’s do it again!” 

Branson was no longer too tame to this thrill-

seeker. And it won’t be for you if you follow my lead.

BY DALE LEATHERM
AN

Best in show?

Always! But the

Missouri city also

boasts great

theme parks. And

terrific museums.

And a range of

activities to satisfy

the outdoors

enthusiasts in

your travel party.Branso
n,

Hurtling through twists and turns at speeds that reach 68 miles per hour, Outlaw Run        

is one of the world’s fastest and steepest roller coasters.
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Classic Palm Beach: Wander around the 
gothic arches and courtyards of Worth Avenue
before sitting down for an alfresco lunch at 

one of its many eateries.

FROM SHORELINE TO SWAMP, THE PALM BEACHES
AND GREATER FORT LAUDERDALE PROVIDE AN
EXPONENTIAL ARRAY OF VACATION POSSIBILITIES.
BY MEGAN GORDON

SOUTH FLORIDA
2

lorida’s southeastern seaboard, known as the Gold Coast, is home to two gems:
The Palm Beaches and Greater Fort Lauderdale. Both offer gorgeous stretches of
sand, year-round sunshine, and the laid-back atmosphere for which Florida is
known. But they have very distinct personalities, too.

Palm Beach County adds a certain sophistication and cosmopolitan glamour to
the vacation equation. Home to a tiny island of the same name, this area is a longtime
winter playground of the rich and famous. There also are several cities here with vibrant
downtowns that offer dining, shopping, culture, and nightlife. In all, its shore spans
about 45 miles, from the village of Tequesta south to Boca Raton. 

Greater Fort Lauderdale is a collection of more traditional beach towns clus-
tered around the city of Fort Lauderdale itself. The area boasts 23 miles of coastline,
running from Deerfield Beach in the north to Hallandale Beach. The vibe in Fort
Lauderdale is trendy, but a bit more accessible than its posh Palm Beach neighbor.
Once famous as a spring-break mecca, the city has cultivated a more sedate, fam-
ily-friendly attitude — while maintaining its fashionable reputation.

Each area has its particular charms, and every visitor will have specific favorites.
Thankfully, their proximity means you can mix and match experiences to your
heart’s content without wasting your precious vacation time on the road.

From designer
stores and
top-notch
restaurants to
local mom-
and-pop cafes,
Las Olas
Boulevard has
something for
everyone.
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Adventure Time!
Adventure Time!
ZIP LINING IN PUERTO VALLARTA  |  HIKING AND GLACIER SKIING IN THE ALPS

WATERSLIDE THRILLS IN WILLIAMSBURG  |  ROLLER-COASTER RUSH IN BRANSON

ZIP LINING IN PUERTO VALLARTA | HIKING AND GLACIER SKIING IN THE ALPS

WATERSLIDE THRILLS IN WILLIAMSBURG | ROLLER-COASTER RUSH IN BRANSON

 
          

 
 

 
 

  
      

  
   

  

SUMMER 2014

IntervalWorld.com

When Everyone Deposits, Everyone Wins! See Why on Page 8.EXCLUSIVELY FOR INTERVAL INTERNATIONAL MEMBERS

NEW ATTRACTIONS ON THE STRIP(AND BEYOND!)

PLUS: THE PALM BEACHES AND FORT LAUDERDALE � TOP FOOD AND WINE EVENTS � PRINCESS’ 

LATEST SHIP  � TOURS TO TORONTO AND MONTRÉAL (SEE PAGE 91) � LAST-MINUTE GETAWAYS TO 

ST. MAARTEN AND PALM DESERT
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Fun in the JAMAICAN SunThe Best of ESCONDIDOALGARVE’S Sparkling Beaches 

 
          

Advertising Rate Card

SHARED OWNERSHIP BRINGS A WORLD

OF EXCITING VACATION EXPERIENCES

WITHIN REACH ... AND INTERVAL WORLD®

MAGAZINE BRINGS IT RIGHT TO OUR

READERS’ FINGERTIPS.

*2013 U.S. Membership Profile

ResortDeveloper.com

http://www.resortdeveloper.com
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INTERVAL’S 2013 U.S. MEMBERSHIP PROFILE 
Interval World advertisers can take advantage of an

independent survey conducted online by Interval International.

The study developed a profile of our members’ demographic

characteristics, lifestyle information, travel habits and

activities, purchasing behavior, and use of selected travel-

related products and services. For advertisers, this represents

important information to help you refine and define marketing

efforts to this powerful group of consumers.

The North America edition of Interval World
magazine delivers value-packed editorial features to more

than 1.3 million  readers who have the desire and ability to

travel frequently. This makes Interval World the perfect

vehicle for advertisers to reach a  target audience of

 consumers who have the means to purchase a variety of

 travel-related services and products,  translating into more

qualified leads and increased sales.

Just Look At The Power Behind 

They Love Vacation Ownership.
More than 85 percent are satisfied with the product.

They Want More.
Nearly 20 percent express an interest in purchasing
additional resort weeks.

They Travel — A Lot. 
Interval members take more land trips and cruises,
and rent more cars than the general U.S. population.

They Are Connected.
75 percent have purchased travel-related products
and services via the Internet.

Reader Profile:

� Approximately 83 percent are married 

� Household Size: 2: 59 percent; 3 or more: 30 percent 

� $121,550 per year average household income 

� Second-Home Ownership: 30 percent own a second home

� Travel three weeks a year on average — 65 percent

domestic travel, 35 percent international travel 

http://www.resortdeveloper.com
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0.29%

ALASKA HAWAII0.19%

CANADA 4.63% DISTRICT OF COLUMBIA 0.17%
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LEISURE TRAVEL NIGHTS SPENT
AWAY FROM HOME

The average reader stayed away from

home for 24 nights traveling solely for leisure

purposes. The average length of stay for

domestic and international travel is 6.5 and

5.8 nights, respectively.

$100,000 – $149,999
26.7%

$150,000 – $249,999
15.7%

$250,000 – $299,999
3.7%

$300,000 or more 
4.8%

Less than $50,000 
11.4%

$50,000 – $99,999
37.6%

Distribution of 2013 Annual Household Income

Distribution of Interval World
CIRCULATION

Enjoy the reach of Interval World

magazine. With a distribution across the

U.S., Canada, and the Caribbean, reaching

qualified prospects couldn’t be easier. And

Interval World can take your message

around the globe, with a variety of region-

specific editions available internationally.

Contact the advertising department for

additional information.

�  RATE BASE CIRCULATION:
1,350,000

     North America Distribution:
U.S., Canada, and the Caribbean

TOTAL HOUSEHOLD INCOME

The average household income of

Interval World readers was $121,550 in

2013, and nearly one-fourth of Interval’s

U.S. members reported having a household

income in excess of $150,000. Additionally,

30 percent of Interval World readers

reported owning a second home.

http://www.resortdeveloper.com
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SPRING

SUMMER

FALL

December 2, 2014

March 3, 2015

June 2, 2015

January 5, 2015

April 6, 2015

July 6, 2015

March 2, 2015

June 1, 2015

September1, 2015

SPACE/COPY
DEADLINE

MATERIAL
DEADLINE ISSUE

FOR MORE INFORMATION 
on advertising opportunities in Interval World, contact:
Nicole Meck
949.470.8324
Email: Nicole.Meck@intervalintl.com

INTERVAL WORLD INTERNATIONAL EDITIONS
INTERVAL WORLD LATINOAMÉRICA
Published in Spanish and Portuguese

INTERVAL WORLD ASIA/PACIFIC AND SOUTH PACIFIC
Published in English and Mandarin

INTERVAL WORLD (EUROPE, AFRICA, AND THE MIDDLE EAST)
Published in English, Spanish, German, French, Italian, Finnish, 
Norwegian, Hungarian, and Russian

Advertising for each edition is sold separately. 

COVERS 1x 3x  6x 
Inside Front (2)  $68,178            $64,766 $63,151

Inside Back (3)  $65,321            $62,059          $60,502

Back (4)             $71,034            $67,482          $65,793

FOUR-COLOR
Full Page           $56,942            $54,093          $52,744

2/3 Page            $45,515            $43,238          $42,161 

1/2 Page            $36,374            $34,561          $33,692

1/3 Page            $29,137            $27,680          $26,993 

2-Page Spread  $99,600            $94,624          $92,255

ADVERTISING RATES
PUBLISHING SCHEDULES 2015

GUARANTEED POSITION
Add 15 percent for guaranteed position (based on availability).

DISCOUNTS
�   A 15-percent discount is available to government tourism

advertisers who advertise a minimum of two times in a 
12-month period.

�   All discounts applied are subject to the Publisher’s review 
and approval.

�   Frequency discounts are based upon the number of insertions
in a 12-month period from the date of first insertion. A six-
time frequency discount is based on a 24-month period from
the date of first insertion.

PAYMENT
Payment in full is due within 30 days of the initial invoice date.
Advertisers and advertising agencies jointly and severally agree to
be responsible for payment to the Publisher for all space purchased
under this rate card. The Adver tiser agrees to pay all collection
expenses, attorneys’ fees, and court costs in the event that
collection action becomes necessary.

BLEED
No charge (not available for frac tional sizes).

CONTRACT TERMS
General Conditions are that insertion orders are accepted subject
to the terms and conditions of Interval’s Advertising Contract and
will be executed to the best of the Publisher’s ability. No conditions,
printed or otherwise, appearing on insertion orders or copy
instructions that conflict with the terms and conditions of Interval’s
Advertising Contract shall be binding on the Publisher. The
Publisher assumes no liability other than for the refund of monies
paid for the omission of any advertisement or for failure to print a
specific issue of the publication. Such action shall serve to
invalidate the order of insertion in that particular issue, but shall not
constitute a breach of contract.

Advertising With Interval World
INTERVAL WORLD MAGAZINE FOR U.S., CANADA, AND CARIBBEAN (PUBLISHED IN ENGLISH)

RATE BASE CIRCULATION: 1,350,000
All rates are in U.S. dollars. Rates are subject to change without notice. Advertisers
with written, acknowledged space reservations at the time of a rate increase
announcement will be protected at the rate in effect at the time the reservation was
made.

http://www.resortdeveloper.com
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This publication is printed direct-to-plate, web offset on coated
stock, and is perfect bound.

DIGITAL FILES

All artwork (images and text) must be assembled in QuarkXPress

or Adobe InDesign. All text must be set in the page-layout

program and NOT in Photoshop or Illustrator.

FONTS

Include PostScript fonts only (both screen and printer fonts) — 

TrueType fonts are not suitable for publishing purposes.

CONTINUOUS TONE IMAGES (PHOTOSHOP)

Images must be in TIFF or EPS format, CMYK mode, 330 ppi 

with a 150-lpi screen density. For composite files, include the

layered Photoshop file. Do not set type within a Photoshop file.

VECTOR IMAGES (ILLUSTRATOR)

All files must be in EPS format, CMYK mode. Convert all 

type to outlines.

FINAL MATERIAL REQUIREMENTS
�   Advertiser must furnish final advertising materials

consisting of Mac-formatted files on a CD-ROM/DVD with
digital color proof and a volume directory. 

�   Maximum file density should not exceed 300%, and only one
color should be solid.

PDF REQUIREMENTS
�   High-resolution PDF format output from QuarkXPress 

or Adobe InDesign with crop marks and bleeds.

ResortDeveloper.com

TRIM SIZE 8.25" x 10.5"

Specifications And Technical Requirements

PUB0660/1114/8

FULL PAGE
trim: 8.25" x 10.5"

live: 7.625" x 9.875"

bleed: 8.5"x 10.75"

1⁄2 PAGE 
HORIZONTAL

7" x 4.25"

2⁄3 PAGE
VERTICAL
4.5" x 9.875"

1⁄3 PAGE 
VERTICAL
2.125" x 9.875"

BACK COVER
trim: 8.25" x 7.5"

live: 7.625" x 7.187"

bleed: 8.5"x 7.625"

2-PAGE SPREAD
trim: 16.5" x 10.5"

live: 15.75" x 9.875"

bleed: 16.75" x 10.75"

CONTACT INFORMATION:

Nicole Meck

Interval International

949.470.8324

Nicole.Meck@intervalintl.com

http://www.resortdeveloper.com

