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MARKET INTELLIGENCE / TRENDS 
 
 
World Cup Win to Kick Off Bookings Recovery? 
 
Tour operators in Germany are hoping to score from the country’s World Cup victory with a 
surge of new holiday bookings after a dramatic slump in sales in recent months.  Germans 
stayed glued to their TV sets or celebrated at public viewings in June instead of booking 
holidays, according to the latest monthly survey of travel agency sales by market researchers 
GfK.  Booked revenues crashed by 18.4% last month, the representative survey of 1,500 
agencies showed.  In particular, there were relatively few last-minute bookings for departures 
in June and July. 
 
Last month’s slump followed sales declines in April (-11%) and May (-6.7%) and weaker 
growth in February and March after a very strong start to the 2013/14 tourism year with good 
early bookings though to January.  As a result, sales now show only a fractional 0.3% rise 
compared to the same time last year.  According to figures from leading tourism reservation 
system operator Traveltainment, travel agency bookings dropped 9% year-on-year in the first 
three weeks of June, including substantial falls for Majorca (-28%), Tunisia (-26%), Hurghada 
(-16%), Rhodes (-15%) and Gran Canaria (-13%), although Antalya grew by 6%.  In contrast, 
online bookings rose 3%, but with a 5% revenue drop, reflecting lower average prices.  
 
The sales decline has pushed the mood among German travel agents to the worst for several 
years. The monthly ‘fvw sales climate index’ from consultancy Dr Fried + Partner has 
dropped to 93.4 points, the lowest level since the crisis year of 2009.  More than a third (38%) 
of agents had lower sales in the last 2-3 months, but more than 60% do not expect sales to 
decline further in the next few months.  
 
Agents, tour operators and airlines alike now hope that German consumers will celebrate the 
fourth World Cup victory by booking a holiday.  They are still sitting on a substantial stock of 
unsold holiday allotments after increasing air and hotel capacity for summer 2014, raising 
fears of a price war in the next few weeks.  Moreover, charter carriers are considering whether 
to re-route flights away from weaker destinations or sell empty seats for low seat-only prices.  
 
 
Mega-Merger to Create ‘One TUI’ 
 
TUI will become one single firm again with two joint CEOs until 2016, if the proposed 
historic mega-merger of the German parent company with the British subsidiary goes ahead. 
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Under the merger plan, Hanover-based TUI AG, with a 54% stake in TUI Travel, will have to 
raise about €2.5 billion in new shares to buy out the British firm’s minority shareholders.  TUI 
Travel is valued at about €5.4 billion on the London Stock Exchange.  No premium payment 
compared to the share price last Friday is planned.  The agreement was reached between the 
TUI AG board and the independent directors of TUI Travel, and also has the support of TUI’s 
major shareholder Alexey Mordaschov. 
 
The merger proposal marks a compromise between TUI AG CEO Fritz Joussen, who has 
pushed strongly for a “reunification” of the two companies, and TUI Travel CEO Peter Long, 
who wanted to keep the listed British firm separate.  TUI Travel was created when TUI 
merged its tourism business with UK tour operator First Choice in 2007, but this left the 
German company with limited real control over its core business and resulted in much-
criticized and costly parallel structures.  The “new TUI” would have its head office in 
Germany, but would be listed on the London Stock Exchange.  As well as establishing this 
clear structure for the new unified company, the merger could also generate €45 million worth 
of cost savings, according to TUI. 
 
The main strategic benefits of a merger, according to the two companies, would be to 
combine the mainstream tour operator business (TUI Travel) with the hotel and cruise 
activities of TUI AG to create “a pure play integrated leisure travel group that is a global 
leader”.  The tour operator, hotels and cruises businesses would improve cooperation to 
expand the holiday offerings and create growth opportunities for higher-margin exclusively 
offered “unique holiday experiences”.  A merger would also improve hotel occupancy levels 
and yield management.  
 
Joussen declared: “Our strength would come from the combination of a global tour operator 
business, six airlines as well as a unique portfolio of tourism products, including hotels, clubs 
and cruise lines.” Long added: “I strongly believe that the merger would give us the 
unparalleled opportunity to build on the successful platform we have created as TUI Travel.”  
In addition, TUI would also consider spinning off TUI Travel’s online accommodation and 
specialist tour operators, which are seen as non-core businesses.  The companies said that any 
announcement of a firm intention to make a merger proposal would not be made before 
September 2014, with closing anticipated by around spring 2015.  
 
 
DER Touristik: Lower Long-Haul Prices for Next Winter 
 
DER Touristik’s specialist holidays division is reducing long-haul holiday prices for next 
winter after low growth this year.  The Frankfurt-based division expects moderate revenue 
growth of about 2% to a new record of €1.8 billion this year.  Managing director Michael 
Frese said bookings for Dertour, Meier’s Weltreisen and ADAC Reisen had been “quieter” 
since March after a very strong start to the year.  Many Germans had booked holidays very 
early this year while there had been many “disruptive factors” in recent months, including the 
conflicts in Thailand, Ukraine/Russia and now Israel.  “The overall market is barely growing. 
We’re satisfied with this result,” he said.  
 
The three specialist tour operators have a 3% rise in long-haul bookings this year, with strong 
demand for the Indian Ocean (+17%) and the Caribbean (+22%).  The latter region has 
benefitted in particular from lower prices.  The main short and medium-haul growth 
destinations are Tunisia (+70%), Morocco (+38%) and Portugal (+30%), and sales for Greece 
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and Spain are also higher, but bookings for Germany, Austria and Turkey have dropped 
compared to last year and Egypt has slumped by 35%.  
 
For winter 2014/15 Frese is aiming for moderate growth, driven by lower prices resulting 
from the strong Euro and weak Dollar, along with new offers.  Price reductions include South 
Africa (-12%), Canada (-10%), Thailand (-8%), the Caribbean, North and South America (-
3% to -5%).  Among product changes, Dertour now offers study tours in two separate 
brochures, Meier’s is adding long stays in Thailand and more capacity to the Indian Ocean 
and the European skiing program has been expanded.  “We’re looking ahead positively to the 
winter and expect we can add another 2-3% (in revenues) on top next year,” Frese concluded.  
 
 
Thomas Cook: Digital Strategy for the Customer Journey 
 
Thomas Cook is launching more digital services for German holidaymakers, expanding hotel 
capacity and cutting some long-haul prices for winter 2014/15.  The tour operator did not 
release any current sales figures, but highlighted Greece is “the big winner this year” with 
high growth rates, while Spain and Turkey remained the other two top destinations.  Demand 
for destinations such as Bulgaria, Tunisia, Italy and Croatia is also good.  Significantly, the 
company has seen rising demand for Egypt in the last few weeks and has resumed holidays in 
Sharm El Sheikh after the German foreign ministry withdrew its travel warning for the 
destination.  
 
For winter 2014/15, Thomas Cook Germany has expanded its overall hotel program by 40% 
to 20,000 hotels worldwide.  About one quarter of these are presented in the new winter 
brochures while three quarters are only displayed and bookable in online and travel agency 
reservation systems.  The number of hotels in Turkey has been increased by 24% for the 
winter.  The number of hotels in long-haul destinations has been increased by 25%, including 
a doubling to 200 hotels in the Gulf states.  The long-haul brochures will become annual 
(valid November – October). 
 
Thomas Cook has reduced prices to various long-haul destinations for next winter thanks to 
lower contracting rates and the strong Euro.  Reductions include Thailand (-5%), South Africa 
and the Maldives (both -3%).  Prices for short and medium-haul routes will be stable on 
average.  Egypt will be 3% cheaper and prices for Tunisia will drop by 1%, while there are 
slight increases for the Canary Islands, Majorca and Turkey.  
The major product innovations for winter 2014/15, however, are technology enhancements 
designed to improve the ‘customer journey’ before, during and after the holiday.  “The new 
digital technology creates completely new ways of accompanying the customer on his journey 
with us,” said Michael Tenzer, Thomas Cook Germany chief.  The tour operator has expanded 
its “TravelGuide” travel app to provide information on 160 destinations and helpful trip 
planning advice.  The app already has 180,000 users.  Cook is also encouraging travel agents 
to remain more actively in contact with customers through social channels.  
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SALES ACTIVITIES 
 
Travel Agent Roundtables (September 11th, 29th & 30th, 2014): 
Dates and venues have now been locked in for the Travel Agent Roundtables 2014 in Cologne 
(9/11), Hannover (9/29) and Nürnberg (9/30).  We will conduct the roundtables in cooperation 
with Visit Orlando and SeaWorld Parks & Entertainment.  It is anticipated that 150-200 
agents will attend cumulatively.  This month, a joint invitational document was developed and 
distributed. 
 
Visit USA Breakfast Seminars Switzerland (September 22nd – 26th, 2014): 
Scheduled to be held in St. Gallen, Zurich, Bern and Basel, the innovative breakfast seminars 
are expected to attract over 200 travel agents, whom we will have the opportunity to train in 
the more intimate roundtable format.  By virtue of conducting trainings in four Swiss cities in 
short order, we will cover a broad catchment area just ahead of the upcoming important 
booking season.  Space was limited for these half-day training events allowing for only 10 
suppliers; thus, we are pleased to have secured this excellent exposure opportunity by means 
of our early registration.  This month, we were provided with a seminar series briefing 
containing details as to program format, accommodations options, shipping instructions, etc. 
 
TUI Suisse/Flex Travel B2B2C Event (September 23rd, 2014): 
The tour operator plans to hold a unique training event in Zurich in cooperation with SWISS 
next month during which Florida will be featured exclusively.  Hand-picked travel agencies 
will each invite their 10 best customers for the evening session which is expected to attract a 
minimum of 100 pax.  Each Florida partner will have the opportunity to present product to the 
group and engage in one-on-one sales discussions. 
This month saw us coordinating various logistics.  Update to be forthcoming. 
 
ITB (March 4th – 8th, 2015): 
Known as the “world’s largest tourism fair” held annually in Berlin, Germany, we again plan 
to exhibit within the Visit Florida Pavilion.  While registration material has not yet been 
received from Visit Florida, we have been asked to submit an indication as to how much floor 
space we will require.  We thus reached out to our industry partners this month soliciting their 
interest in participating with us and are pleased to report that two accommodations partners 
will be joining us.  Upon receipt of registration documentation from Visit Florida we shall 
proceed with further planning steps. 
 
Willy Scharnow Foundation Fam Tour (October 8th-11th, 2014): 
Similar to ASTA in the U.S., the German institute for travel education known as the "Willy 
Scharnow Foundation" was founded in 1953 to grant better professional opportunities in 
tourism to German travel agents.  They do this through several means, one of which is 
educational Fam trips and seminars. 
This year’s trip marks the 21st annual Willy Scharnow Foundation Fam tour to our area.  The 
group will be comprised of handpicked agents from travel agencies affiliated with the 
following tour operators specifically: Dertour, Explorer Fernreisen, FTI, Meier’s Weltreisen, 
Neckermann Reisen, Thomas Cook Reisen and TUI – all of which feature our area's 
accommodations products.  Our destination partner will be Naples with United Airlines being 
our cosponsoring carrier.  UA will sponsor 13 seats (12 agents + 1 WSF escort). 
We liaised closely with our Leisure Travel Department this month providing flight pattern 
details, itinerary input and particulars for purposes of industry solicitation. 
 
Visit USA Germany Halloween Event 2014 (October 31st – November 2nd, 2014): 
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For the fifth consecutive year, we will participate in the annual Visit USA Germany 
Halloween Event.  This year’s seminar weekend will take place at the Hilton Garden Inn 
Frankfurt Airport. 
VSPC will share a seminar training session with Visit Orlando and SeaWorld Parks & 
Entertainment, jointly conducting ten intensive training sessions throughout the course of a 
full day.  An evening Halloween extravaganza is planned as the highlight of the weekend. 
We registered early for this event in order to secure one of the coveted presentation slots.  
This month, we liaised with our training session partners in developing a unique presentation 
concept with a view toward capturing agents’ interest in an unconventional way. 
 
CMT Stuttgart Super Sweepstakes (January 17th – 25th, 2015): 
Known as one of Germany’s largest and most important consumer shows, CMT Stuttgart 
attracted over 241,000 vacation hungry visitors this year.  In addition to our joining forces 
with the Visit USA Committee Germany in promoting our product via brochure distribution 
to consumers, we will again co-sponsor the popular CMT Super Sweepstakes. 
The sweepstakes will be published in a 12-page, 4-color visitor brochure (circulation 350,000) 
which will be distributed at 1,800 outlets throughout the State of Baden Württemberg prior to 
the show and among consumers visiting the fair.  The sweepstakes will also be advertised in 
the fair catalog (circulation 10,000) and promoted to the media.  Active promotion of the 
CMT Super Sweepstakes will start in November 2014 when the official sweepstakes website 
goes live. 
Two travel stays in St. Petersburg/Clearwater will be included.  We are again most grateful 
for the generous support of our industry partners!  Sponsors’ images and logos have been 
forwarded to the organizer and the collateral material publisher.   
 
Visit USA Seminar Austria (January 28th-29th, 2015): 
Known as Austria’s premier travel trade event, the Visit USA Seminar Austria will be held in 
Vienna and Salzburg next year and is expected to attract up to 150 agents cumulatively.  The 
format will comprise an afternoon seminar with an ensuing evening event in each city.  The 
seminar program will include a table top marketplace and an on-stage “interview” session 
with each exhibitor.  The Visit USA Committee Austria will again organize a post-seminar 
“evaluation breakfast” during which we will have the opportunity to provide feedback and 
discuss future planning.  
We submitted our ‘early-bird’ registration for this event this month, thereby securing a 
discounted participation fee. 
 
Visit USA Seminar Switzerland (February 4th, 2015): 
This program is Switzerland’s premier travel agent training seminar held in Zurich annually.  
The seminar’s main goal is to provide the local trade with more insider knowledge as well as 
the needed contacts and sources of information.  An estimated 400 travel agents are expected 
to attend this important Swiss event. 
We submitted our ‘early-bird’ registration for this event this month, thereby securing a 
discounted participation fee. 
 
ITB (March 4th – 8th, 2015): 
Known as the “world’s largest tourism fair” held annually in Berlin, Germany, we again plan 
to exhibit within the Visit Florida Pavilion.  While registration material has not yet been 
received from Visit Florida, we have been asked to submit an indication as to how much floor 
space we will require.  We thus reached out to our industry partners this month soliciting their 
interest in participating with us and are pleased to report that two accommodations partners 
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will be joining us.  Upon receipt of registration documentation from Visit Florida we shall 
proceed with further planning steps. 
 
Additional Activity: 
 We supported travel agency Reisecenter Kirchweyhe with their efforts in the 

“Bahnhofsfest” (railstation festival), which they conduct every year.  The festival 
attracts more than 3,000 customers annually and is advertised in several newspapers 
and other media.  We supplied the agency with ample collateral material as well as 
select small giveaways for a special raffle to be conducted this year. 

 A walk-through of our German mailing/warehouse was conducted this month for 
purposes of taking visual stock, purging collateral and sorting promotional items. 

 
 
 
MARKETING INITIATIVES 
 
Our efforts continued again this month in developing and completing marketing initiatives 
and advertising programs, which included: 
 
Tour Operators: 
 
 CANUSA Touristik  (Germany) 
 B2C Online “MoodPage” Campaign – May-June 2014 

Following last year’s successful “Florida Vacation Builder” campaign, this year’s 
“MoodPage” campaign combined a collage of photos and videos presenting our 
destination.  Imagery served as the “story tellers” which linked to an adapted landing 
page on the tour operator’s website and an optimized booking engine. 
In addition, an eNews blast to Canusa’s database of over 500,000 subscribers and 
continuous Facebook posts were included (Facebook fans currently stand at over 
40,000). 
Co-op Partners:  Visit Florida + several Florida destinations 
The campaign ran 4/29 through 6/29.  Results for VSPC:   
426 booking requests out of 1,348 included St. Pete/Clearwater one of the destinations 
to be included in the offer, so close to one third of all travel offers sent out included a 
visit of and accommodations in our area.  During the campaign period, the tour 
operator reported an increase of 12% to our area, specifically + 7,391 room nights with 
an average stay of 3.4 nights. 

 
 EXPLORER FERNREISEN (Germany) 
 B2C Florida Campaign Pamphlet – July 

Targeting the travel period fall/winter 2014/15, i.e. October 2014 – March 2015, an 
18-page Florida pamphlet was developed for distribution to and via all eleven Explorer 
Fernreisen stores.  In addition, the pamphlet was inserted into several travel 
magazines, e.g. Clever Reisen, Reise & Preise, Abenteuer Reisen and in the dive 
magazine Silent World.  VSPC was featured on two full pages comprised of content, 
imagery, logo and several travel teasers developed by the tour operator.  Total print 
run: 300,000. 

 B2C Florida Campaign Online Promo – July 
The above was supported by development of an online microsite (explorer.de/florida) 
which included a sub-site dedicated to the presentation of our area.  The microsite 
went live 7/01 and will remain active until the end of the year. 
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The tour operator will make use of several online tools (such as Google Adwords, 
banners, inclusion in weekly enews blasts) to draw attention to the campaign’s 
microsite. 

Layouts were received, adjusted as applicable and approved for the above initiatives. 
 
 KNECHT REISEN (Switzerland) 
 B2C “Top Beaches” Online Sweepstakes – May (results are now in) 

For two weeks, an eye-catching pop-up appeared on the tour operator’s homepage 
announcing a sweepstakes. The prize consisted of one week’s accommodations in St. 
Pete/Clearwater with flights for two sponsored by Edelweiss Air.  The pop-up linked 
to a landing page containing sponsors’ imagery, logo and product text.  Sweepstakes 
questions followed in the next depth level. Currently the tour operator’s homepage 
enjoys 42,000 unique visitors monthly. 
Knecht Reisen announced the outcome of this sweepstakes this month, which was 
very favorable:  The campaign generated over 52,000 visitors to their website with 
close to 1,300 participating in the sweepstakes. 

 
 
Travel Trade/Consumer Publications & Portals: 
 
 McDonalds’ KINO News Sweepstakes (Germany) – 3.86 MM readership Consumer 
 Full Page, 4c Advertorial & Sweepstakes – October 2014 issue 

Pursuant to our excellent cooperation with KINO News three years ago in conjunction 
with the release of ‘Dolphin Tale’, we initiated negotiations with publisher T+M Press 
Marketing for placement of an advertorial and sweepstakes in preparation for 
promoting ‘Dolphin Tale 2’, which will be released in Germany on October 9th, 2014. 
We also solicited a tour operator partner for co-sponsorship of the sweepstakes 
element and are pleased to report that once again, German tour operator America 
Unlimited will support the promotion with provision of flights and car rental for two 
pax. An accommodations sponsorship will also be solicited, making for a 
comprehensive travel prize, once negotiations with the magazine publisher and tour 
operator have been finalized. 
KINO News is an independent entertainment magazine featuring content on upcoming 
movies, reviews, music, computer games, gadgets, sweepstakes opportunities, star 
profiles, etc.  With a monthly circulation of 830,000, the magazine is available free of 
charge at 1,400 McDonalds outlets nationwide. 

 
 Travelution (Netherlands) – circ. 7,500 Trade 
 6-page Destination Feature/Infotorial – September  

VSPC will be featured in the “Regional Report” section with comprehensive 
destination description and highlights, imagery and logo.  In addition, our area will be 
featured on Travelution’s website including a VSPC banner ad.  We provided the 
publisher with extensive information this month in preparation for his development of 
the infotorial.  In addition, we made arrangements for an exclusive interview with our 
Executive Director, which will be incorporated into the Regional Report. 
Travelution is the Netherlands’ leading travel industry publication with a readership of 
10,000.  With a personalized cover letter, issues are mailed to all business and leisure 
travel agents.  The magazine is also distributed to all tour operators (product 
managers, buyers, sales managers and board members), incentive organisers, airlines, 
tourist boards and NATM members – in short, Travelution reaches close to 100% of 
the Dutch travel industry.  “Regional Report” combines facts about tourism regions 
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and tourism highlights with trends & new developments.  The latest news, interviews 
with travel-professionals, infotorials and specials about specific topics such as the 
cruise industry, car rental, ferries, travel insurances, airline reports and industry 
employment are also included.  The publication enjoys a long shelf life and research 
shows travel professionals utilize it as a reference piece due to the up-to-date and high 
quality information provided.  In addition, Travelution has his own website giving a 
weekly overview of most important news items in the travel industry with cross links 
to complete press releases.  The website has approximately 31,407 unique users every 
month, 370,684 page views and 1.2 page impressions. 
Pub frequency:  1x/mth 

 
 
 
We have kept abreast of sending our marketing initiative partners/vendors applicable billing 
instructions as well as following up on status of invoices with proof of performance 
documentation when needed.  BVK has been kept updated as to media plan developments and 
status. 
In addition, we continued the process of collecting proposals and negotiating conditions for 
purposes of our FY 2014/15 advertising plan and marketing initiatives. 
 
 
Public Relations: 
 
Kaus Media Services - VSPC’s German PR Agency 
This month saw us assisting the agency with the following projects: 
 Press Release July: Discussed featured topics, proofread and corrected. 
 Newsletter July: Provided content ideas, proofread and corrected. 

 
 
All activities, projects and programs described herein have been duly completed as described. 


