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Disclaimers

Certain statements in this presentation constitute “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. Any statements that refer to expectations or other characterizations of future events, circumstances or results are forward-looking statements. Such
forward-looking statements include projections, which were not prepared in accordance with public guidelines of the American Institute of Certified Public Accountants regarding projections and
forecasts, nor have they been audited or otherwise reviewed by the independent auditors of Wyndham Worldwide Corporation. The forward-looking statements, including the projections, are
inherently uncertain and are subject to a wide variety of risks and uncertainties that could cause actual results of Wyndham Worldwide and Wyndham Destinations, Inc., as Wyndham Worldwide will be
known after the completion of the spin-off of its hotel franchising and management business, to differ materially from those contained therein, including those specified in the section “Risk Factors” of
Wyndham Worldwide’s Form 10-K for the year-ended December 31,2017 (Form 10-K) filed with the Securities and Exchange Commission (SEC) on February 16, 2018.

The information in this presentation should be read in conjunction with the consolidated financial statements and accompanying notes and “Management’s Discussion and Analysis of Financial
Condition and Results of Operations” section in Wyndham Worldwide’s Form 10-K.

Pro Forma Financial Information

This presentation also includes certain pro forma 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 pro forma financial information
presented includes adjustments that would not be included in the pro form a financial statements contained in a registration statement filed with the SEC that contain pro forma 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
Worldwide. 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 Worldwide, 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. Wyndham Worldwide undertakes no obligation to update or keep current the
information contained in this presentation.

Non-GAAP Financial Measures

Financial information contained in this presentation includes certain financial measures that are calculated and presented on the basis of methodologies other than in accordance with generally
accepted accounting policies in the United States of America (GAAP), such as adjusted EBITDA, which include or exclude certain items from the most directly comparable GAAP financial measure.
These non-GAAP measures differ from reported GAAP measures and are intended to illustrate what management believes are relevant period-over-period comparisons and are helpful to investors
as an additional tool for further understanding and assessing Wyndham Worldwide’s expected ongoing operating performance. Any non-GAAP financial measure used in this presentationis in
addition to, and not meant to be considered superior to, or a substitute for, measures prepared in accordance with GAAP.
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%> Executionis in the DNA

%> Wyndham is everywhere

%> Potential to leverage Wyndham Hotels & Resorts relationship
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WYNDHAM

VACATION OWNERSHIP®

87 8 K Owners 39 M Members

D e A 3K e
B21B+ e 1.6M fmmm
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100% focused on vacations
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Yol ~3.5M Families
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Hospitality @ Relationship

@ @ Higher Utilization &

Transactions % Conversation Satisfaction Rates
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FLEXIBILITY

and Value

47%

of New Owners are
Gen X or Millennials

HIGH

Owner Satisfaction

60OM+

Loyalty Members

60M+ includes anticipated impact of La Quinta acquisition
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Business Benefits

Marketing Reach &
Lead Generation

Management
Contract Retention

Untapped New

Membership
Renewal Owner Opportunity

Mitigated
Portfolio Risk

© 2018 Wyndham Destinations Proprietar
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STRENGTHS AND
COMPETITIVE
ADVANTACES

%> Leading Size and Scale
% Best at Owner Acquisition

% Expansive Brand Portfolio

© 2018 Wyndham Destinations Proprietary
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VOI| Sales
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HILTON

GRAND VACATIONS

MARRIOTT
VACATIONS
WORLDWIDE

interval leisure
group

$2.1B

Source: Annual reports on Form 10-K for year ended December 31, 2017

© 2018 Wyndham Destinations Proprietary

Resorts
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MARRIOTT
VACATIONS
WORLDWIDE

HILTON

GRAND VACATIONS

interval leisure
group

221
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Members

RCI 3.9m

interval leisure
group

Source: Annual reports on Form 10-K for year ended December 31, 2017

© 2018 Wyndham Destinations Proprietary

Fxchange Options

RCI

interval leisure
group

4.3K

16
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BENEFITS OF 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

17
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Mar

ceting Partner of Choice

MARGARITAVILLE \ 2 Si
VACATION CLUB. CAESARS IX

BY WYNDHAM ENTERTAINMENT.

Flags

..and many more

© 2018 Wyndham Destin;t_ions Ff[opriet-a'fy o T k_ gonds o el
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Development
Partner of Choice

CLUB 7/”/%74@/&
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Pioneers in the Industry

Wendh A . Established
vyndham Asse
Affiliation Model 2 O O 8

OVATION ZtOB

— BY WYNDHAM ——

RCI

Launched

ey 201/

Wyndham Cares

Established

201/
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STRENGITHS AND
COMPETITIVE
ADVANTAGES

% Leading Size and Scale

%> Best at Owner Acquisition

% Expansive Brand Portfolio

© 2018 Wyndham Destinations Proprietary
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'% Unassailable leader in Open Market channels
'@ Untapped Blue Thread potential

@ Owner base with highly predictable revenues

22
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Industry Leader in New Owner Sales

$2.1B

New Owner
Sales

2017 VOI

36K New Members
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New Owner Sales

Blue Thread $762M
SAAN| — I

Open Market

$718M ~

WYNDHAM
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%

15% Marketing partners

40% Community Marketing
Programs

45% Rental and other

24
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Blue Thread Opportunity

* Based on blended rate

100-year exclusive license agreement with Wyndham Hotels & Resorts
Purely variable

4.25% of gross VOl sales*

Bifurcated fee, higher for Blue Thread sales and lower for open market
and owner upgrade sales

WYND exclusive use of loyalty program, rental platform, hotel data and IP
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+
WYNDHAM

HOTELS & RESORTS
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Blue Thread Opportunity

Wyndham.com

Cross selling of
174 resorts

60M+ includes anticipated impact of La Quinta acquisition

© 2018 Wyndham Destinations Proprietary

Wyndham Hotels
& Resorts

In-hotel marketing
to ~140M annual
guests

-
WYNDHAM
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Wyndham Wyndham
Contact Center Rewards

Access to 11M annual
phone calls

Marketing to
database of
60M+ members
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+20%

Rewards Members Correlate to Club Owner Demographics

VPG

Average
Household Homeowner Married Cen X Millennials
Income
WYNDHAM
REWARDS' >$100k 93% 69% 29% 15%
VN DESTINATIONS
>$100k 94% 13% 30% 17%
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Committed to Boosting “DESTINATIONS
New Owner Sales

2011-2016 Average

© 2018 Wyndham Destinations P[oprietéw



“mRitews | e Value of New Members is High

Initial Sale Spend Years O-5 upgrades spend Years 6+ upgrades spend

Owners spend an incremental ~2.6X the initial purchase over their lifetime
Average lifetime spend per owner, ~$65K

Source: Club Wyndham Owner Data

© 2018 Wyndham Destinations Proprietary
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STRENGTHS AND
COMPETITIVE
ADVANTAGES

% L eading Size and Scale

%> Best at Owner Acquisition

%> Expansive Brand Portfolio

31
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