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The timeshare industry has rapidly matured over the previous 30 years
1n the international marketplace. After timeshare concept has been adopted
by local industry, the timeshare industry has also been growing very fast
in the beginning years. However, there are a lot of the conflicts of
contracts occurred between customers and industry because of the abuse of
timeshare in Taiwan. In order to solve the mentioned problems, we proposed
new timeshare marketing strategies. In addition to timeshare problem, we
also take into account of exchanging timeshare ownership. Different
consumers can use various lodge rooms and leisure facilities by Resort
Condominiums International or Interval International, moreover consumers
can switch timeshare ownership to the members all over the world. Our
proposed timeshare strategies focus on the annual fee, profit and consumer
value. Due to the firm offers the fixed year length of membership, we also
consider this condition to build a two-stage game theory models which were
developed by the integration of game theory and hassle. Models explicitly
analyze the fixed year length of membership that affects annual fee,
profit, and consumer value. We found that the fixed year length of
membership strategy 1s profitable.
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