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Forward-Looking Statements

This presentation contains "forward-looking statements” within the meaning of Section 27A of the Securities Act of 1933, as amended (Securities Act), and Section 21E of the Securities Exchange Act of 1934, as
amended. Forward-looking statements include those that convey management's expectations as to the future based on plans, estimates and projections at the time Wyndham Destinations makes the statements
and may be identified by words such as "will," "expect," "believe," "plan," "anticipate," "intend," "goal," "future," "outlook," "guidance," "target," "projection," "estimate" and similar words or expressions, including
the negative version of such words and expressions. Forward-looking statements involve known and unknown risks, uncertainties and other factors, which may cause the actual results, performance or
achievements of Wyndham Destinations to be materially different from any future results, performance or achievements expressed or implied by such forward-looking statements. The forward-looking statements
contained in this presentation include statements r el at e dtoitsdéutur&/perfanmaacman®daerdtions F¥du are cagiénedmot to placaundug i e ws
reliance on these forward-looking statements, which speak only as of the date of this presentation. Factors that could cause actual results to differ materially from those in the forward-looking statements include
without limitation general economic conditions, the performance of the financial and credit markets, our ability to obtain financing, our credit ratings (including changes thereto as result of the spin-off and other
related transactions), post-closing credit obligations as result of the sale of our European vacation rentals business, the economic environment for the timeshare industry, the impact of war, terrorist activity or
political strife, operating risks associated with the vacation ownership and vacation exchange businesses, unanticipated developments related to the impact of the spin-off, divestiture of our European Vacation
rentals business and related transactions on our relationships with our customers, suppliers, employees and others with whom we have relationships, uncertainties related to our ability to realize the anticipated
benefits of the spin-off, as well as those factors described in our Annual Report on Form 10-K, filed with the SEC on February 26, 2019, and subsequently filed periodic filings with the SEC. Except as required by
law, Wyndham Destinations undertakes no obligation to update or keep current the information contained in this presentation, whether as a result of new information, subsequent events or otherwise.

Further Adjusted Financial Information

This presentation also includes certain non-GAAP further adjusted financial information, which is unaudited, presented for illustrative purposes only and is not necessarily indicative of the operating results or
financial position that would have occurred if the relevant transactions had been consummated on the date indicated, nor is it indicative of future operating results. The further adjusted financial information
presented includes adjustments that would not be included in the pro forma financial statements contained in a registration statement filed with the SEC that contain information prepared in accordance with
Regulation S-X under the Securities Act.

Disclaimer

This presentation and the information contained herein are solely for informational purposes. This presentation does not constitute a recommendation regarding the securities of Wyndham Destinations. This
presentation or any related oral presentation does not constitute any offer to sell or issue, or any solicitation of any offer to subscribe for, purchase or otherwise acquire any securities of Wyndham Destinations,
nor shall it form the basis of, or be relied upon in connection with, or act as any inducement to enter into any contract or commitment whatsoever with respect to such securities. This presentation is not directed
to, or intended for distribution to or use by, any person or entity that is a citizen or resident located in any jurisdiction where such distribution, publication, availability or use would be contrary to law or regulation or
which would require registration of licensing within such jurisdiction. The information contained in this presentation, including the forward-looking statements herein, is provided as of the date of this presentation
and may change materially in the future. Except as required by law, Wyndham Destinations undertakes no obligation to update or keep current the information contained in this presentation, whether as a result of
new information, subsequent events or otherwise.

Non-GAAP Financial Measures

Financial information contained in this presentation includes non-GAAP measures, which include or exclude certain items. The Company utilizes non-GAAP measures on a regular basis to assess performance of

its reportable segments and allocate resources. These non-GAAP measures differ from reported GAAP results and are intended to illustrate what management believes are relevant period-over-period
comparisons and are helpful to investors as an additi on a bperatiogpEkrformance. Managamient also interrthlly used treese dneasuges ® asdessa s s
our operating performance, both absolutely and in comparison to other companies, and in evaluating or making selected compensation deci si ons. Excl usi on eG&AAHR presemationi n t
should not be considered an inference that these items are unusual, infrequent or non-recurring. Full reconciliations of GAAP non-GAAP financial measures to the most directly comparable GAAP financial

measures for the reported periods appear in the appendix of this presentation. 2
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Strengths and
Competitive Advantages

% Leading Size and Scale

A Customer acquisition drives top line growth
A Access to deals that grow the network
A Innovation keeps WYND at the forefront

%> Best at Owner Acquisition
A Unassailable leader in Open Market channels
A Untapped Blue Thread potential
A Owner base with highly predictable revenues

% Expansive Brand Portfolio
A Differentiated ownership and exchange brands
A Grow/expand into new markets
A Development partner of choice




RN —
Four Strategic Pillars

WY NDStsr at egi c pill ars serve t o aodtoareinfofce/\WWY NDsires@ythsrgmdcongpetisive adeaptagpsr | 0 r

Customer Best-in-Class Operating
Obsession Sales & Marketing Excellence

*»MakeitEasy. = TR « Blue Thread “« Brand Transformatic « Resort Operating Excellence
* Know Our Customer - « Partnership Pipeline o ork Expans « Prioritization
« Customer, Customer, Customer - « Digital & CRM CIR

« Sales Experience
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Strong Brands == New Markets == New Owner Tour Growth

WorldMark Portland Waterfron‘t Park

Portland, OR o P Club Wyndham Austin

Opening June 2019

Club by Wyndham Austin, TX

Opened April 2018

Nashville, TN

Opening 2H319
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Leading Size and Scale

Gross VOI Sales

WYNDHAM

*DESTINATIONS

HILTON

RAND VACATIONS

MARRIOTT
VACATIONS
WORLDWIDE

$2.3B

Resorts

V.pestinations 224
MARRIOTT

AAAAAAAAA
WORLDWIDE

HILTON

GRAND VACATIONS

Members

RCI

MARRIOTT
VACATIONS
WORLDWIDE

Source: Annual reports on Form 10-K for year ended December 31, 2018
* Combined ILG and VAC contract sales per VAC March 5, 2019 presentation

3.8M

Exchange Options

RCI 4.3K

MARRIOTT
VACATIONS
WORLDWIDE




RN —
Serving the Broadest Demographic of Travelers

WYND HGV VAC US Census Households

$200,000 +

18.8M

MARRIOTT
VACATIONS

$150,000 @
18.5M

!,Z'Alﬂc?cﬁ US Traveler

Mean HHI

US Household Income

$100,000 WYNDHAM
+DESTINATIONS $86,220
v 37.0M
$50,000
53.3M
$0
Owner Count 880K 309K 660K
Mean HHI $91K $113K $155K

Note: Mid point of bubble corresponds to mean owner demographic by brand; area of circle corresponds to relative owner count of each brand. VAC combined with ILG data. Owner Count as of most recent 10-K
filing for each company. Sources: US Census (2017), WYND Owner Data (September 2018, excludes Discovery), HGV Investor Deck (September 2018), VAC Investor Day (2015).
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Key Statistics Show Stabllity in Owner Base

B

OWNERS OWNERS HAVE A OF OWNERBAVENO
LOAN BALANCE LOANS OUTSTANDING

S
%0

Il e

ANNUAL OWNER CHURN ANNUAL RETENTIORF SEF\?(;/IV-IIXEF\I;?NVX:%SINCE
INCLUDING ELEVATED OWNERS WITHOUT A THE 1990SARE STILACTIVE
LOAN DEFAULTS LOAN BALANCGE

IN THE WYND SYSTEM

*Annual average over last 10 years
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Shifting Sales Mix to Increase New Owners

A Mix improved by240 bps in 2018,

compared to 2017
329 35% 38% 45%
A Shift mix whilegrowing EBITDA and

maintaining industry leading margins 2011-2016 Average 2017 2018 2022

The Future Value of New Members is High

A Owners spend arincremental ~ 2.6X the
initial purchase over their lifetime '

A Average lifetime spend per owner, ~$65K
Initial VOI Sale Spend Years 0-5 upgrades spend Years 6+ upgrades spend

Source: Club Wyndham Owner Data
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Diversified Marketing Platform Provides Competitive Advantage

Sales to Existing Owners
($ in millions)

$1,418

2017 2018

A Largestowner base in the
industry, 880K

A 80% of owners have no loan
outstanding

Open Market Sales

(% in millions)

$787

2017 2018
A Largest newowner
acquisition channel

A Acquire leads and tours from
marketing partnerships

A Scale is critical to operate
profitably

Blue Thread Sales
($ in millions)

7 $66

2017 2018

A Blue Thread tours generate
more than 25% higher VPG

A Wyndham Rewards
demographicshighly
correlate to owner base

10
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A Rental: 170+ resorts on Wyndham.com

OnPropertyMarketing: At select Wyndham Hoteldocations
Call transfer: Access to 11M annual phone calls
Loyalty DataMarketingto database of 60M+ Wyndham Rewards members and post stay guests

The La Quinta Returns loyalty program, wi@M+ enrolled members, will be combined withVyndham Rewardswith 61M enrolled members, in 2019

o o I

#

Blue Thread Opportunity

Aligned Demographic

WYNDHAM
REWARDS
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New Owners (< 5 Years)

Average Household
Income

>$100K

+25% VPG

Homeowner

94%

Married

713%

Gen X

30%

Millennials

17%

11
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Maintain High Margins Across the Cycle

T - - 25% 24% 25% 25% 25% 25% 24% 24%
- 22% 22%
/
Ilm 6% 6% I I
2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
Wyndham Vacation Ownership Segment Adjusted EBITDA Margin
740 14.5%
Average FICO Score on 755 725 725 725 725 725 725 727 726 727 ’
720 New Orlglnatlons 14.1% 14.2% 14.0%
14.0% =70
200 601 13.8% 13.5%
683 Average Interest Rate
680 673 13.3% g 13.0%
660 12.7% 12.5%
12.5%
640 12.0%

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
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$3’931 100%
~$850M New ;:

Owner Sales

$3.8B loan portfolio; %> Consumer Finance
Fixed interest rates $491
3.8M members paying annual dues; %> Vacation Exchange
~75% of Revenue is 85% retention $658

R EC U R R I N G & Management fees from 200+ resorts; §> Hospitgiéy685ervices
98% contract retention
PREDICTABLE

25+ years of data proves owners §> VRl HagEles seles
consistently upgrade $1,097 10%

80%

70%

60%

50%

40%

30%

20%

0%
2018 Recurring Revenues ($M)
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Capital Efficient
Inventory Model

Moderate and consistent annual
inventory spend, ~$250M

Strong ROIC
Maximizes returns to shareholders

with >85% of inventory sourced
through capital-efficient channels *

1. Average of last four years

High Free Cash
Flow Conversion

Lower cash taxes with deferred
taxes on financed sales

Access to ABS markets

Disciplined capex

14
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Return of Capital to Shareholders

A Returned $385M to shareholders through dividends and share repurchases,
from June 1, 2018 through February 25, 2019

A Total returns represented ~9%of market capitalization @

Total Return

Month of June Q3 Q4 Jan.& Eeb. _
(postspin) 2018 2018 2019 of Capital
DIVIDENDS
$44M $40M $40M .
o $385M
SHARE
REPURCHASES 1M $106M $100M $40M

(a) Market capitalization of $4.4B on February 25, 2019 with a share price of $46.82

15
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Full-Year Further Adjusted Free Cash Flow
($ in millions)
$995 -$1,015
$69 - $89
($162 0 $166)
- (6131 -$135) BUBD 005129 $540 - $560
— ($85 - $105)
o
(Q\
$957
$105
($156) $24
% ($117) %29 ($99) $580
($86)
—i
-
(Q\l
Further Adjusted Interest (a) Cash taxesb) Net consumer (¢  Netinventory Capital expenditures Changes innet  Further Adjusted
EBITDA expense finance activity spending working capital Free Cash Flow

(a) Basedon an estimated cash tax rate of approximatelli7% in 2018 and 19% expected in 2019.
(b) Reflects the net change in vacation ownership contract receivables offset by the provision from loan losses and the net ésgppcoceeds from securitization activities.
(c) Operating cash flow less capital expenditures. Does not include redundant personnel and related costs during the transigoiogh




WYNDHAM

Strong Balance Sheet

Debt Maturity Schedule !

($ in millions)

Net Leverage:2.8x
Target: 2.25x to 3.0x $652

$619
$588

$388

$301

$252

WAM
$38 $43
~4.9 years - . 30
2019 2020 2021 2022 2023 2024 2025 2026 2027

Note: As of December 31, 2018, based on 2.8x leverage, calculated from 2018 adjusted EBITDA
1. Assumes revolving credit facility matures on May 31, 2023

17



WYNDHAM

2019 Guidance

$4,120M i $4,220M $995M i $1,015M $5.15 i $5.35
Tours: VPG: Average Numper of Exchange Revenue per
506 7% 1975 3% Members: Member:
0% 2% (2%)i 0%
EBITDA Impact of 100bps Changée®
Tours: VPG Average Numper of Exchange Revetnue per
$7.0M $10.0M Members: Member:
: : $4.5M $6.5M

(a) Based upon 95.8M weighed average diluted shares expected to be outstanding.

(b) Reflects projected growth over 2018.
(c) Sensitivities for revenue drivers are based on average systemwide trends. Operating circumstances including but not limited to brand mix, product mix, geographical concentration or market segment result

in variability, which may change the impact.
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Key Drivers: Steady Mid -Single Digit Growth

Gross VOI Sales

($ in millions)

$2,138 $2,271 4 /M

..

2017 2018 2021E 2021E
Low High

Consumer Finance Portfolio

($ in millions)

$3502 $3771 //'
2017 2018 2021E 2021E

Low High

Number of Tours

(in 000s)
869 904 4 //'
I I -
2017 2018 2021E  2021E

Low High

Hospitality Services Revenue

($ in millions)
$649  $665 //'
I I -
2017 2018 2021E  2021E

Low High

Volume Per Guest (VPG)

$2,345  $2,392
T

0%

2017 2018 2021E
Low

RCI Revenues
($ in millions)

$691 $680 —7 //'
H =
2017 2018 2021E

Low

- 00

2%

2021E
High

3%

2021E
High

19



W DESTINATIONS #
Three Year Growth Outlook

Adjusted EBITDA Margins Total Revenue

($ in millions)

24% 24% 24% 24% 24% 1 /P'
4 /P' $3.806 $3,931 $4,170 #

I

2017 2018 2019E 2021E 2021E 2017 2018 2019E 2021E 2021E
Low High Low High

Adjusted EBITDA Free Cash Flow

($ in millions) ($ in millions)
1

$914 $957  $1,005 _ //v 5500 $580 $550 * _ //v
I I I )
2017 2018 2019E 2021E  2021E 2017 2018 2019E 2021E  2021E
Low High Low High

TheCompany does not provide a reconciliation @19 8 2021 non-GAAP measures tthe closest GAAP equivalent because the Company is unable to predict with reasonable certainty the totality or ultimate
outcome or occurrence of these adjustments or other potential adjustments that may arise in the future during the outlookqemwhich can be dependent on future events that may not be reliably predicted.
Note: Adjusted EBITDA Margins, Adjusted EBITDA and Free Cash Flow are Further Adjusted in 2017 and 2018 20

1. 2019E Adjusted EBI TDA, Free Cash Flow and Tot al R e v e nrelease andl eosferehce edll 6n 2£26/19.mi dpoi nt of 2019 guidance provid
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WY N D Bositioning Far Superior to Prior Cycles

2008 2018
: VO segment 0 0
Stronger margins EBITDA margins 16% 24%
Capital efficient inventory sourcing C_apltal eff|C|e_nt <25% >85%°1
inventory mix
Creditquality improved Averag_e_FIC_O A 691 727
new originations
: Average down payment 0 0
Increased down payment requirements % of financed VOI sale@ 13% 22%
Hotel affinitysales Bluza'll'géead A $66M
: : Vacation ownership

Largegeographic footprint (eSOrtS 150 224

1. Average of last four years
2. Represents average down payment percentage on financed sales in the U.S. only



TE[S,%‘:I';TIONS #
Industry Sales Grew at a 5% CAGRsince 2009

$12 Total Annual Sales ($B)

$11
$10 $10 $10 / $9.6

$8

$8
$7
$6 )
$5
$4
$4 )
3
$3$
$2
$2$2
- g1 $1 $1 $1 $1 81 g1 $1 $1 $1 %1 $2
$0$0$0$1$1 IIIIIII
0 $0 $0
x b o0 A

>
P

T A N S LG g L O A S - S L
NN

D" D7 D7 O Q Q
SRS R A R SRR S S S S S

Source: 2018 ARDA State of the Industry Report
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