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RECORD AIRLIFT INTO ALL-INCLUSIVE MARKETS 
REFLECTS GROWING POPULARITY
AIRLIFT TO TOP ALL-INCLUSIVE DESTINATIONS1 HAS INCREASED 
NEARLY 250% SINCE 2005; CONTINUES TO STRENGTHEN IN 2023
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A ir l i f t  Seat Volume to Key All-Inclusive Destinations

S c h e d u l e d  
A i r l i f t  S e a t  

V o l u m e

3
1 T o p  a l l - i n c l u s i v e  m a r k e t s  i n c l u d e :  C a n c ú n , M é x i c o ;  M o n t e g o  B a y ,  J a m a i c a ;  P u n t a  C a n a ,  D o m i n i c a n  R e p u b l i c ;  a n d  C a b o  S a n  L u c a s ,  M é x i c o .
S o u r c e :  C i r i u m A v i a t i o n  A n a l y t i c s ,  A p r i l  2 0 2 3 .

S E C R E T S  B A H I A M I T A S U R F  &  
S P A  R E S O R T ,  M E X I C O



HIGH-END TRAVELERS 
LOVE ALL-INCLUSIVE 
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Guests value the convenience and ease of an all-inclusive offering , when 
they can also ensure great service, accommodations and meals.

ALG ALL-INCLUSIVE GUESTS SAVE

13%
per room n ight  a t  ALG resor ts  when 
compared to  non-a l l - inc lus ive 
comparab le  set1

Z O Ë T R Y P A R A I S O  D E  
L A  B O N I T A ,  M E X I C O

Convenience

Value

Simplicity

1 S o u r c e :  N o n - a l l - I n c l u s i v e  c o m p a r i s o n  s e t  b a s e d  o n  H o t S t a t s P & L  A n a l y s i s  a s  o f  D e c e m b e r  2 0 2 2  f o r  t h e  t r a i l i n g  1 2 - m o n t h  p e r i o d  c o m p a r e d  t o  A L G  C o m p a r a b l e  p r o p e r t i e s  f o r  t h e  s a m e  
s e t  o f  m e t r i c s  o v e r  s a m e  t i m e  p e r i o d .  N o n - a l l - i n c l u s i v e  b r a n d s  i n  t h e  c o m p a r i s o n - s e t  i n c l u d e  J W  M a r r i o t t ,  H i l t o n ,  M a r r i o t t ,  F a i r m o n t ,  G r a n d  H y a t t ,  W e s t i n ,  a n d  C o n r a d  b r a n d s  i n  M e x i c o  
r e s o r t  d e s t i n a t i o n s .
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OWNERS LOVE 
ALL-INCLUSIVE

S E C R E T S H U A T U L C O  R E S O R T  &  S P A ,  M E X I C O

34%
more profit  per available room

RELATIVE TO NON-ALL-INCLUSIVE COMPARABLE SET1, 
ALG OWNERS GENERATE

940 bps 
higher gross operating profit  margins

1 S o u r c e :  N o n - a l l - I n c l u s i v e  c o m p a r i s o n  s e t  b a s e d  o n  H o t S t a t s P & L  A n a l y s i s  a s  o f  D e c e m b e r  2 0 2 2  f o r  t h e  t r a i l i n g  1 2 - m o n t h  p e r i o d  c o m p a r e d  t o  A L G  C o m p a r a b l e  p r o p e r t i e s  f o r  t h e  s a m e  s e t  o f  m e t r i c s  
o v e r  s a m e  t i m e  p e r i o d .  N o n - a l l - i n c l u s i v e  b r a n d s  i n  t h e  c o m p a r i s o n - s e t  i n c l u d e  J W  M a r r i o t t ,  H i l t o n ,  M a r r i o t t ,  F a i r m o n t ,  G r a n d  H y a t t ,  W e s t i n ,  a n d  C o n r a d  b r a n d s  i n  M e x i c o  r e s o r t  d e s t i n a t i o n s .

Owners value strong f inancial returns 
through high occupancy, effective cost 
management and high GOP margins

Over 80% of hotels in the ALG portfolio 
are composed of multi-property owners, 
a strong indication of owner satisfaction
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34% 33% 36%
46%

18% 25% 27%

32%

48% 42% 37%
22%

1990 2000 2010 2020

Luxury Upper Upsca le Upsca le  & Below

ALL-INCLUSIVE GUESTS INCREASINGLY 
PREFER LUXURY AND UPPER UPSCALE
NEARLY 80% OF ALL-INCLUSIVE ROOMS ADDED SINCE 2020 
ARE IN THE LUXURY AND UPPER UPSCALE CHAIN SCALE

Mix of Rooms Added in All-Inclusive Segment by Decade

S o u r c e :  S m i t h  T r a v e l  R e s e a r c h  C e n s u s  D a t a  f o r  A l l - I n c l u s i v e  P r o p e r t i e s  a s  d e f i n e d  b y  S m i t h  T r a v e l  R e s e a r c h  a s  o f  D e c e m b e r  2 0 2 2 .
D a t a  c a l c u l a t e d  b a s e d  o n  h o t e l  o p e n i n g  d a t e ;  o n l y  h o t e l s  w i t h  a  d e f i n e d  o p e n i n g  d a t e  r e f l e c t e d  i n  p e r c e n t a g e s  p r e s e n t e d  a b o v e .  

B R E A T H L E S S  
R I V I E R A  C A N C U N  
R E S O R T  &  S P A ,  
M E X I C O



D R E A M S  N A T U R A  R E S O R T  &  S P A ,  M E X I C O
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APPLE LEISURE GROUP
I N N O VATO R S  O F  L U X U RY A L L - I N C L U S I V E



ALG'S END-TO-END 
SOLUTIONS DRIVE 
LOYALTY AND 
GROWTH
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S E C R E T S M O X C H É ,  M E X I C O

Membership program 
provides exclusive 

offerings at our al l- inclusive 
luxury resort  propert ies1

World’s largest portfolio
of luxury all-

inclusive resorts

Booking plat form provides all- inclusive 
vacation experiences including f l ights,  

t ransport ,  excursions, and resort  packages

1 U n l i m i t e d  V a c a t i o n  C l u b  ( “ U V C ” )  m e m b e r s h i p  p r o g r a m  o n l y  a v a i l a b l e  a t  A L G  r e s o r t s  i n  t h e  A m e r i c a s  a s  o f  M a r c h  3 1 ,  2 0 2 3 .



ALG MODEL DRIVES 
SIGNIFICANT FEE-
BASED EARNINGS

A L U A S O U L I B I Z A ,  S P A I N

Membership 
Revenues

Primar i ly  dr iven by 
the sa le  o f  

Un l imi ted Vacat ion 
Club membersh ip  

cont racts

Distribution and Destination 
Management Revenues

Primar i ly  dr iven by revenues f rom 
reservat ions booked through ALG Vacat ions

Management 
Fees

Primar i ly  dr iven by 
fees pa id  by hote l  

owners to  manage or  
f ranch ise a  resor t  

property

9

ASSET
LIGHT



Z O Ë T R Y M A L L O R C A ,  S P A I N
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ALG’S UNIQUE COMPETITIVE ADVANTAGES 
HAVE LED TO EXPLOSIVE GROWTH

10

ALG Resorts Rooms 
( '000  Thousands )

~16%
CAGR

Number of resort properties 
grew from only 9 in 2007 to 

111 resorts
in 2022 

F i g u r e s  a s  o f  e a c h  r e s p e c t i v e  f i s c a l  y e a r  e n d .



A L U A C A L A S  D E  M A L L O R C A R E S O R T ,  S P A I N

11

A L G  +  H YAT T
INCLUSIVE
COLLECTION
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THE LARGEST PORTFOLIO 
OF LUXURY ALL-INCLUSIVE 
RESORTS IN THE WORLD1

9
Brands

M e x i co
P a c i f i c

M e x i co
C a r i b b e a n

C o l o m b i a
P a n a m a

Ja m a i ca

C u r a ça o

D o m i n i ca n
R e p u b l i c

S t .  L u c i a

S t .  M a r t i n

121
Resorts

38K
Rooms

$3B
Total System 
Revenue2

S p a i n
C a n a r y

S p a i n
M a i n l a n d

G r e e ce

F o o t p r i n t  a s  o f  D e c ’ 2 2

S p a i n
B a l e a r i c

C o s t a  
R i ca

P o r t u g a l

B u l g a r i a

A r u b a

R e s o r t s  
O p e n

R e s o r t s  
C o m i n g  S o o n

1 S o u r c e :  S m i t h  T r a v e l  R e s e a r c h  C e n s u s  D a t a  f o r  A l l - I n c l u s i v e  P r o p e r t i e s  a s  d e f i n e d  b y  S m i t h  T r a v e l  R e s e a r c h ,  D e c e m b e r  2 0 2 2  P u b l i c a t i o n .  
2 R e p r e s e n t s  T o t a l  R e v e n u e  g e n e r a t e d  o n  p r o p e r t y  a t  I n c l u s i v e  C o l l e c t i o n  r e s o r t s .
F i g u r e s  b a s e d  o n  f i s c a l  y e a r  e n d  2 0 2 2 .

I N C L U S I V E  C O L L E C T I O N :  



LEADING POSITION IN 
LUXURY ALL-INCLUSIVE
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THROUGH THE LAUNCH OF THE 
“INCLUSIVE COLLECTION” HYATT HAS A 
LEADING POSITION IN LUXURY ALL-INCLUSIVE

H Y A T T  Z I V A  C A P  C A N A ,  
D O M I N I C A N  R E P U B L I C

33%

14%
10%

8% 8%

Hya t t  I nc lus i ve  
Co l l ec t i on

Grupo  P ine ro Pa l l ad ium Ho te l  G roup Sanda ls  Reso r t s Pa lace  Reso r t s

Globa l  Luxury Chain  Sca le  A l l - Inc lus ive Market  Share
33%

Global Luxury Chain 
Scale Al l - Inclusive 

Market Share

S o u r c e :  S m i t h  T r a v e l  R e s e a r c h  C e n s u s  D a t a  f o r  A l l - I n c l u s i v e  P r o p e r t i e s  a s  d e f i n e d  b y  S m i t h  T r a v e l  R e s e a r c h  a s  o f  D e c e m b e r  2 0 2 2 .



S E C R E T S M O X C H É ,  M E X I C O
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UNLIMITED VACATION CLUB
H I G H LY  VA L U E D  B Y  M E M B E R S  A N D  O W N E R S



UNLIMITED VACATION CLUB BENEFITS 
MAXIMIZE VALUE FOR MEMBERS
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S E C R E T S  P A P A G A Y O ,  
C O S T A  R I C A

Access to the largest network of luxury all-inclusive 
properties

Free nights and discounts on room prices across all 
ALG resorts with room upgrades

VIP treatment on property, including a streamlined 
check-in process, access to special areas, and invitations 
to exclusive member-only events

Full flexibility to choose vacation weeks and resort 
locations



UNLIMITED VACATION CLUB IS A HIGHLY 
VALUED UNIQUE SOURCE OF DEMAND
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S E C R E T S  M A R O M A B E A C H  
R I V I E R A  C A N C U N ,  M E X I C O
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Active Member Growth
( in  t housands ) ENGAGED 

MEMBERS

FUELS 
PERFORMANCE

NETWORK
EFFECT

~11%
of  rooms occup ied  a t
ALG resor ts  a re  members

~20%
of  s igned cont rac ts  a re  upgrades f rom 
ex is t ing  members  to  a  h igher  t ie r

<6%
average ear ly  te rminat ion  ra te  o f  
membersh ips  so ld over  the  past  5  years

U n l i m i t e d  V a c a t i o n  C l u b  i s  o n l y  a v a i l a b l e  a t  A L G  r e s o r t s  i n  t h e  A m e r i c a s  a s  o f  M a r c h  3 1 ,  2 0 2 3 .
F i g u r e s  a s  o f  e a c h  r e s p e c t i v e  f i s c a l  y e a r  e n d .



UNLIMITED VACATION CLUB EARNINGS ARE DURABLE; NEW 
CONTRACTS TRACK CLOSELY TO ALG AMERICAS GROWTH

17
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R O O M S  A V A I L A B L E  — A L G  R E S O R T S  I N  T H E  A M E R I C A S

2010 :  P rog ram 
Launched

2020 :  Re la t i onsh ip  o f  
New Con t rac t s  s igned  
to  Rooms  Ava i l ab le  
ho lds  du r ing  Cov id - 19

2022 :  Reco rd  yea r  o f  
new con t rac t s  s igned

2011 2012

2015

2016

2017 -2019

2021 :  Con t rac t s  
S igned  jumps  a f t e r  
Cov id -19 ,  cons i s ten t  
w i t h  ho te l  r e - open ings

2013 2014

NEW SIGNED CONTRACTS ARE STRONGLY CORRELATED TO ALG SYSTEM GROWTH IN THE AMERICAS

F i g u r e s  a s  o f  e a c h  r e s p e c t i v e  f i s c a l  y e a r  e n d .
A L G  s y s t e m  s i z e  f o r  t h e  p u r p o s e s  o f  t h e  r e g r e s s i o n  a n a l y s i s  i s  d e f i n e d  b y  A L G  p r o p e r t i e s  i n  t h e  A m e r i c a s .



S E C R E T S P L A Y A  M U J E R E S  G O L F  
&  S P A  R E S O R T ,  M E X I C O  
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ALG VACATIONS
O N E  O F  T H E  L A R G E S T  P R O V I D E R S  
O F  L E I S U R E  T R AV E L  T O  M E X I C O  &
T H E  C A R I B B E A N



ALG VACATIONS SUPPORTS TRAVEL 
ADVISORS & GUESTS, DRIVING 
IMPRESSIVE MARKET SHARE AS A 
DISTRIBUTION PLATFORM

19

Online marketplace for travel suppliers and U.S.-based travel advisors

Provides dynamic packaging & multi-channel merchandising 
to airlines, hotels, & tour operators for both B2B & B2C

S E C R E T S A K U M A L  
R I V I E R A  M A Y A ,  M E X I C O

Personalized support to travel advisors & guests delivers a 
seamless booking experience and customer service

173K
Travel  adv isors on p lat form

$3.5B
Annual  t ravel  bookings

875K
Propert ies access ib le wor ldwide

F i g u r e s  r e p r e s e n t  A L G  V a c a t i o n s  b u s i n e s s  a s  o f  f i s c a l  y e a r  e n d  2 0 2 2  a n d  d o  n o t  i n c l u d e  T r i s e p t S o l u t i o n s  e x t e r n a l  c u s t o m e r s .



ALG Vacations is  est imated to 
account  for  12% of  a l l t ravelers
f rom the Uni ted States to key al l -
inc lusive markets in Mexico & 
Car ibbean;  Dr iv ing st rong market  
share for  owners

20

Z O Ë T R Y M O N T E G O B A Y , J A M A I C A

S o u r c e :  E s t i m a t e d  v o l u m e  o f  l e i s u r e  t r a v e l e r s  i n t o  M e x i c o  a n d  t h e  C a r i b b e a n  b a s e d  o n  a  M c K i n s e y  a n d  C o m p a n y  
a n a l y s i s  u s i n g  I A T A  d a t a ;  K e y  A l l - I n c l u s i v e  d e s t i n a t i o n s  i n c l u d e  C a n c u n ,  P u n t a  C a n a ,  a n d  M o n t e g o  B a y .

.

12%



ALG VACATIONS HELPS DRIVE STRONG 
OCCUPANCY TO ALG RESORTS

21

OCCUPANCY FOR ALG RESORTS COMPARED TO A NON-ALL-INCLUSIVE COMPARABLE SET1

30%

40%
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Jan -22 Feb -22 Mar -22 Ap r -22 May -22 Jun -22 Ju l - 22 Aug - 22 Sep - 22 Oc t -22 Nov -22 Dec -22

1360 bps higher occupancy in 2022 
vs.  non-al l - inc lus ive comparable set 1 

powered by ALG Network,  including 
ALG Vacations

ALG Vacat ions dr ives effort less 
booking experiences for  guests & 
steady demand generat ion for  owners

Partnerships with top t ravel  
companies & suppl iers means value for  
guests,  dr iv ing bookings,  & higher 
occupancy for  owners

Seamless integration with broader 
ALG network,  enabl ing owners access 
to resources and support ,  driving 
optimal  business performance

A L G  R e s o r t s N o n - A l l - I n c l u s i v e  C o m p  S e t 1

1 S o u r c e :  N o n - a l l - i n c l u s i v e  c o m p a r i s o n  s e t  b a s e d  o n  H o t S t a t s P & L  A n a l y s i s  a s  o f  D e c e m b e r  2 0 2 2  f o r  t h e  t r a i l i n g  1 2 - m o n t h  p e r i o d  
c o m p a r e d  t o  A L G  C o m p a r a b l e  p r o p e r t i e s  f o r  t h e  s a m e  s e t  o f  m e t r i c s  o v e r  s a m e  t i m e  p e r i o d .  N o n - a l l - i n c l u s i v e  b r a n d s  i n  t h e  c o m p a r i s o n -
s e t  i n c l u d e  J W  M a r r i o t t ,  H i l t o n ,  M a r r i o t t ,  F a i r m o n t ,  G r a n d  H y a t t ,  W e s t i n ,  a n d  C o n r a d  b r a n d s  i n  M e x i c o  r e s o r t  d e s t i n a t i o n s .



Z O Ë T R Y C U R A Ç A O  R E S O R T  &  S P A ,  C U R A Ç A O

22

FUELING THE 
CONTINUED 
GROWTH OF ALG



WORLD OF HYATT FUELS 
CONTINUED GROWTH AT 
ALG RESORTS

23

>500K

D R E A M S  L A S  M A R E A S ,  C O S T A  R I C A

>30% Spend premium of  Wor ld  o f  Hyat t  members 
versus Non-Members a t  ALG resor ts

New Wor ld  o f  Hyat t  Members who have 
s igned up a t  ALG Resorts2

Since complet ion o f  
ALG t ransact ion,  Wor ld  o f  
Hyat t  member cont r ibut ion a t  
ALG resor ts  in  the Amer icas 
has increased f rom

0%  21%
Pr io r  to  
Acqu is i t i on

Fo l low ing
Acqu is i t i on 1

1 R e f l e c t s  M e m b e r s h i p  C o n t r i b u t i o n  a s  o f  t h e  t h r e e - m o n t h  p e r i o d  e n d i n g  M a r c h  2 0 2 3 .
2 A s  o f  M a r c h  3 1 ,  2 0 2 3 ,  U V C  m e m b e r s h i p  p r o g r a m  o n l y  a v a i l a b l e  a t  A L G  r e s o r t s  i n  t h e  A m e r i c a s  a s  
o f  M a r c h  3 1 ,  2 0 2 3 .



12 NEW RESORTS 
TO OPEN IN 2023, 
ADDING 5,000 ROOMS

24

Openings scheduled for 2023 in 8 destinations 
across 4 countries

MEXICO PACIFIC
Dreams Es t re l la  de l  Mar

MEXICO CARIBBEAN
Secre ts  Impress ion  Is la  Mu je res

Secre ts  Tu lum

Dreams Grand Is land

V iv id  Grand  Is land

DOMINICAN REPUBLIC
Dreams F lo ra  Resor t  &  Spa

Secre ts  T ides  Resor t  &  Spa

CURAÇAO
Zöet ry Curaçao (Room Add i t ion )

BULGARIA
Dreams Sunny  Beach  Resor t

Secre ts  Sunny  Beach  Resor t

A lua He l ios  Bay

A lua Sun He l ios  Beach

S E C R E T S I M P R E S S I O N  
I S L A  M U J E R E S ,  M E X I C O

Z O Ë T R Y C U R A Ç A O  
R E S O R T  &  S P A ,  
C U R A Ç A O

S E C R E T S T U L U M  R E S O R T  
&  B E A C H  C L U B ,  M E X I C O

D R E A M S S U N N Y  B E A C H  
R E S O R T  &  S P A ,  B U L G A R I A

D R E A M S F L O R A  R E S O R T  &  
S P A ,  D O M I N I C A N  R E P U B L I C

D R E A M S G R A N D  
I S L A N D ,  M E X I C O

O p e n i n g s  b a s e d  o n  p i p e l i n e  a s  o f  M a r c h  3 1 ,  2 0 2 3 .
T h e  C o m p a n y ’ s  o u t l o o k  i s  b a s e d  o n  a  n u m b e r  o f a s s u m p t i o n s  t h a t  a r e  s u b j e c t  t o  c h a n g e  a n d  m a n y  o f  w h i c h  a r e  o u t s i d e  t h e  c o n t r o l  o f  t h e  C o m p a n y .  I f  a c t u a l  r e s u l t s  v a r y  f r o m  t h e s e  a s s u m p t i o n s ,  t h e  C o m p a n y ' s  e x p e c t a t i o n s  
m a y  c h a n g e .  T h e r e  c a n  b e  n o  a s s u r a n c e  t h a t  t h e  C o m p a n y  w i l l  a c h i e v e  t h e s e  r e s u l t s .



B R E A T H L E S S  C A N C U N  S O U L  
R E S O R T  &  S P A ,  M E X I C OALG SEGMENT DRIVES SIGNIFICANT CASH 

FLOW GENERATION
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ASSET-LIGHT PLATFORM HAS EXCEEDED EXPECTATIONS; 
FINANCIAL PERFORMANCE DRIVES STRONG FREE CASH FLOW

Full-Year 2022 ALG Segment Financial Results 
Adjusted EBITDA†,  Net  Deferra ls◊,  and Net  F inanced Contracts◊
( In  M i l l i ons ,  USD)

$231

$94
$63

Adjusted EBITDA Net  Deferra ls Net  F inanced Contracts†

F i g u r e s  a s  o f  f i s c a l  y e a r  e n d  2 0 2 2 .

~75%
FREE CASH FLOW

CONVERSION◊

◊ ◊



Z O Ë T R Y C A S A  D E L  M A R  L O S  C A B O S ,  M E X I C O

H YAT T +  A L G   
WE’RE JUST 
GETTING STARTED
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