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MARKET INTELLIGENCE / TRENDS 
 
 
Strong Sales in February 
 
Holiday bookings picked up strongly in German travel agencies last month marking a further 
improvement in overall trends for this year, according to new market surveys.  Holiday 
bookings for summer 2015 were 10% higher year-on-year in February, the monthly survey of 
1,200 leisure travel-focused agencies by market researchers GfK found.  Cumulative summer 
sales are now 6.4% ahead of last year.  However, February 2014 marked the start of a period 
of weak bookings that continued until the summer, meaning that year-on-year comparison 
will be from a lower basis in the next few months. 
 
Bookings were particularly strong for departures in May and July, GfK found.  June was also 
in good demand, possibly due to this year’s relatively early summer holiday start in North 
Rhine Westphalia on June 29.  However, sales for the current winter season were weak last 
month with low levels of late bookings, leaving the season with a cumulative 2.4% increase.  
March remains the strongest departure month for winter 2014/15 while April bookings 
improved last month. 
 
The February figures from GfK follow a 3.5% rise in holiday bookings in January, including a 
4.1% rise for the summer season, and a 3.7% increase in December, including a 5.8% rise for 
summer 2015 bookings, according to the market researcher’s previous monthly surveys.  
However, the monthly survey by IT services company TATS was less optimistic.  It showed a 
sales increase of only 2.5% for leisure travel in February, leaving a cumulative rise of 4.5% 
for the first two months of 2015.  
 
 
More Long-Haul and All-Inclusive Holidays 
 
Germans will book more expensive long-haul trips and more all-inclusive holidays this year, 
according to several new market surveys.  Prospects for the German outbound travel market 
look healthy for 2015, according to the annual Reiseanalyse survey of consumers aged over 
14.  Germans are more optimistic about their financial situation and 55% have definite travel 
plans, it found.  Most plan to spend about the same as last year, but 12% want to invest more 
on travel this year.  
 
In 2014, a stable 77% of Germans went on at least one holiday, generating a total of 70 
million holidays and nearly 76 million short trips (2-4 days), the Reiseanalyse showed.  Total 
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spending increased by 5% to €67 billion, taking the average cost of a holiday to a record high 
of €958 per person.  The average length of a holiday was stable at 12.5 nights.  
 
Significantly, the number of high-priced holidays (over €3,000 per person) continued to rise, 
totaling 2.4 million trips last year.  Total spending on premium and luxury travel reached €9.5 
billion, which was 14% of total holiday spending.   
 
A separate consumer study by market researchers GfK pointed to strong demand for all-
inclusive holidays this year in reaction to the weak Euro, which is pushing up destination 
costs in Dollar-based countries.  In 2014, Germans undertook a total of 88.6 million trips with 
at least one overnight stay, GfK’s representative survey found.  There was a strong rise in the 
number of trips taken by families (+21%), by young people aged 14-19 (+19%) and young 
adults aged 20-34 (+14%), according to this survey.  The bulk of leisure trips, however, are 
undertaken by adults over 35.  
 
Meanwhile, the German federal statistics office has also issued interesting figures on the 
development of the German leisure travel market.  A record number of 81.6 million 
passengers flew from Germany to a foreign destination in 2014, a 3.4% rise on the previous 
year.  The overwhelming majority, 60.9 million, flew to a European destination, which was 
3.7% more than in 2013.  The most popular destinations were Spain with 12.1 million 
passengers (+5.8%) and Turkey with 6.8 million, ahead of the UK, while the USA remained 
the top overseas destination with 1.9 million arrivals from Germany.  
 
 
Weak Euro Could Increase America Vacation Prices 
 
Strong early bookings for the USA look set to fuel another record-breaking year, but the 
country’s tourist industry is holding its breath as it waits to see if the weak Euro will force up 
prices for 2016. 
 
American tourism bosses at ITB shrugged off the current impact of the Euro’s 20% decline 
against the U.S. Dollar since last summer, but conceded it is something they are watching.  “It 
has been the biggest talking point at the show this year,” said Dave McKee, European director 
of Florida’s Space Coast. “We just don’t know what is going to happen.  If it does have an 
impact on tour operator programs, this isn’t likely until 2016.”  
 
However, leading German tour operator Dertour feared that prices could rise. “We expect 
USA trips to be more expensive in future,” said North America Director Per Illian.  Visit 
Florida international sales and market development vice-president Alfredo Gonzalez was 
more bullish, claiming currency fluctuations have not impacted so far.  “If it was a 30% 
difference, that would be a game-changer, but it isn’t,” he said.  His comments were echoed 
by NYC & Company global communications vice-president Christopher Heywood, who is 
confident a strong U.S. Dollar will not detract from New York’s appeal.  “People will still 
come.  It would take a sustained change in the currency to have a real impact,” he said.  
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SALES ACTIVITIES 
 
TUI Germany In-House Training (March 2nd, 2015): 
TUI Germany offered several U.S. partners an opportunity to conduct an extensive in-house 
training for reservations staff and local travel agents at their head office in Hannover.  The 
training was held in 20-minute presentation blocks followed by a travel market focused on 
individual sales discussions and materials distribution.  Over 60 agents attended the ‘America 
Training Day’. 
 
ITB (March 4th – 8th, 2015): 
Known as the “world’s largest tourism fair” held annually in Berlin, Germany, ITB was a 
successful travel fair again this year.  10,096 exhibitors from 186 countries, more than two-
thirds of whom were from abroad, were represented in 26 display halls which were fully 
booked.  Overall, some 115,000 trade visitors (2014: 114,000) travelled to Berlin.  The share 
of trade visitors from abroad increased to 43% (2014: 40%).  According to estimates by 
Messe Berlin the volume of sales at the world’s leading travel trade show increased from 
around 6.5 billion Euros in 2014 to 6.7 billion Euros.  Despite the warm spring weather 
around 60,000 members of the general public flocked to the display halls on the weekend to 
explore the wide range of information available from exhibitors. 
 
The St. Pete/Clearwater stand of 30m² was located within the Visit Florida Pavilion in the 
North American hall.  We were joined by two co-exhibiting companies: SeaWorld Parks & 
Entertainment with 8 m² and Visit Tampa Bay with 6 m² as well as one St. Pete/ Clearwater 
accommodations partner. 
Over 30 appointments were conducted with tour operators, airline partners as well as other 
prominent and influential tourism providers from Germany, Austria, Switzerland and the 
Netherlands.  The majority of our tour operators reported positive developments for business 
to the U.S. with bookings up compared to the same time last year.  Bookings to our area are 
up by as much as 25%, as reported by several top tour operators.  Tour operators expect 2015 
to be another banner year for travel to the United States. 
Concern was expressed about the development of the Euro/U.S. Dollar exchange rate, i.e. the 
current weakness of the Euro relative to the U.S. Dollar.  Should the exchange rate trend 
continue, tour operators anticipate that USA product pricing for the winter 2015/16 catalogs 
may increase between 10% and 15%; summer 2016 USA product pricing could increase by as 
much as 20%. 
 
Swiss Business Development (March 9th, 2015): 
After our successful tour operator appreciation events in Zurich 2013 and 2014, we were 
pleased to host the product management teams of Switzerland’s most influential tour 
operators again this year.  Visit Tampa Bay was our co-host.  In attendance were:  
- Flex Travel/TUI Suisse:  Karin Bachmann 
- FTI:  Fabio Negro, Nadine Mirbach 
- Hotelplan Suisse:  Anja Meier 
- Knecht Reisen:  Marcel Gehring, Robin Engel, Michael Bötschi 
- Kuoni:  Jean-Claude Raemy, Monika Schoop, Pia Stork 
- Visit USA Committee:  Werner Wiedmer 
Hosts took the opportunity to express their sincere appreciation for the tour operators’ 
continued cooperation and support in promoting our areas and products.  Equally, the hosts 
were complimented by attendees on their strong interest and continued strategic marketing 
efforts in Switzerland.  We shall continue the tradition of this annual event in 2016. 
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In addition, we extended a special invitation to Edelweiss Air to be our guests for a separate 
appreciation dinner on Sunday, March 8th.  Mr. Bernd Bauer – CEO, Mr. Alain Chisari – 
COO and Mr. Michael Trestl – Director of Corporate Development were in attendance and 
expressed their appreciation for our continued strong commitment and support of the ZRH-
TPA service.  The carrier will be increasing frequency to 3x/week beginning in May 2015 on 
Tuesdays, Fridays and Saturdays. 
 
British Airways SpeedBird Club Promotion (March 20th – April 19th, 2015): 
Together with British Airways, Germany we developed a unique travel agent promotion this 
month.  Designed as an informative platform specifically for the travel trade, British Airways’ 
SpeedBird Club Germany currently boasts 8,000 travel agent members.  Members are kept 
up-to-date on the latest developments and promotions by means of regular eNews blasts. 
We are joining forces with Visit Orlando to promote our products to the German travel trade 
for this special promotion, which will include a sweepstakes element. 
We are again most grateful to our industry for their generous donations!  All relevant 
materials such as logos, text content and imagery were forwarded to the airline partner, layout 
was approved and the sweepstakes promotion was deployed on 3/20. 
 
Thomas Cook AG Germany “QUIP” Fam (April 21st – 24th, 2015): 
Thomas Cook AG Germany would like to bring this VIP Fam to our area for 3 nights in 
combination with a sojourn in Orlando.   
“QUIP” is a program in which Thomas Cook’s travel agency chains participate.  Over the 
period of 12 months, agencies collect points.  The points are awarded based on total turnover 
as well as sales activities generating the turnover, e.g. marketing campaigns, exceptional 
homepage development and other marketing innovations.  Based on accumulated points, 21 
top agencies are selected to take part in the annual “QUIP” Fam.  As a rule the agency’s 
Managing Directors participate (from both brands, i.e. Neckermann Reisen and Thomas Cook 
Reisen).  Total pax will be 27 comprised of agents and Thomas Cook AG staff (latter 
including regional directors).  16 rooms have been requested (11 dbls/5 sgls).  Being sensitive 
to our capacities in April, we did inquire whether this program could be moved to another 
month in 2015.  Thomas Cook responded citing several reasons for the April timeframe.  We 
have sourced and secured accommodations for this group – a big ‘thank you’ to our generous 
industry! 
This month we continued to liaise closely with our Leisure Travel Department regarding 
itinerary development, providing additional input as to the tour operator’s desired itinerary 
elements. 
 
IPW (May 30th – June 3rd, 2015): 
Preparations are underway for our attendance at this year’s IPW to be held in Orlando.  The 
online appointment scheduling opened this month giving us the opportunity to pre-select 
customers with whom we would like to meet.  The online appointment scheduling will close 
on 4/17.  Exhibitors will be notified when final appointment schedules are available (est. the 
beginning of May). 
We liaised closely with HQ in reviewing invitation lists for our “Twice the Party” event to be 
held during IPW on June 2nd in cooperation with The Beaches of Fort Myers & Sanibel. 
 
Visit Florida Road Show (June 15th – 18th, 2015): 
For the third consecutive year, we will participate in the Visit Florida Road Show which is 
being co-sponsored by German tour operator FTI Touristik this year.  Four cities in three 
countries are targeted (Basel, Switzerland; Mainz & Nuremburg, Germany; Linz, Austria) 
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where we expect to train over 300 agents cumulatively.  Training sessions and workshops will 
be held during the day culminating in evening events in each city. 
Registration was completed this month.  The following Florida partners will also participate: 
Bradenton, Florida Keys, Fort Myers, Naples, Panama City Beach, SeaWorld Parks & 
Entertainment. 
 
 “DERTOUR Academy” Pre-Event Fam Tours (Nov. 17th - 19th & 21st - 23rd, 2015): 
Background: 

DERTOUR, one of Germany’s leading tour operators, stages an annual event known 
as the DERTOUR Academy.  Over and above intensive training providing agents with 
the skills they need to operate effectively at the counter, this event serves as a platform 
for the presentation of the new DERTOUR summer programs and catalog products. 
Past DERTOUR Academy destinations have included Canada, Dubai, Egypt, Malaysia 
and Scandinavia.  This year, the DERTOUR Academy’s main event will be held in 
Las Vegas (November 19-27).  576 top-selling retail travel agents associated with 
DER Touristik are selected from over 10,000 travel agencies in Germany, Austria and 
neighboring countries to attend this event in two, back-to-back waves of 288 agents 
each (11/19-23 and 11/23-27). 

As an augmentation to the Academy, DERTOUR offers agents participation in familiarization 
tours before and/or after the main event.  Due to our excellent relationship with the tour 
operator, VSPC has been offered the invaluable opportunity to showcase the region to these 
high-quality agents prior to the main event.  This will comprise two, back-to-back groups of 
24 agents (12 dbl occupancy rooms) + 1 DERTOUR escort (1 sgl occupancy room) for two 
nights each, i.e. 11/17-19 and 11/21-23. 
We have provided our Leisure Travel Department with preliminary information on this 
program.  In addition, we secured accommodations for the two groups – a big ‘thank you’ 
here as well for our industry’s generosity! 
 
Cooperation with Lufthansa 
The German national carrier is under considerable scrutiny and facing commensurate adverse 
publicity in the aftermath of the tragic Germanwings crash on 3/24.  The airline has not only 
indicated it will move forward carefully regarding announcements of any sales and marketing 
initiatives, but has also cancelled a planned Brand USA Fam to the U.S. scheduled for April 
as well as having cancelled celebrations of its 60th anniversary on April 15th. 
Plans for a series of training seminars throughout Germany, in which we expect to 
participate, are correspondingly affected in that they have been postponed to commence in 
May. 
 
Additional Activity: 
 We provided Mike Bersabal, Internet/CRM Marketing Manager, with input and 

feedback regarding the look and content of the new German website.  
 Sabrina Zeugfang, Germany Sales Coordinator Parks & Resorts of The Walt Disney 

Company, was provided with comprehensive information and brochure material for 
purposes of developing her own travel plans to St. Pete/Clearwater. 

 CANUSA Touristik, one of the very active tour operators in Germany, was sent an 
additional supply of 200 Gulf to Bay Magazines and maps to distribute to their clients.  

 We assisted the winner of the 2015 CMT Sweepstakes with making her September 
in-destination travel arrangements. 
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MARKETING INITIATIVES 
 
Our efforts continued again this month in developing and completing marketing initiatives 
and advertising programs, which included: 
 
Tour Operators: 
 
 America Unlimited (Germany) 

B2C Multi-Channel Campaign – October-March 
Targeting customers aged 30-55 (couples, families and affluent clientele), the campaign 
is focused on raising awareness and boosting sales via multi-channel platforms such as 
specially designed microsites, social media inclusion and press coverage. 
 Animated Short-Film/Video 

Patterned after the look and feel of the “Dumb Ways to Die” video, a short-film/video 
story will be produced showing cartoon figure “Super-Agent America Unlimited” 
guiding cartoon figure tourists through the holiday booking process and the ensuing 
successful journey/vacation experience of tourist A vs. tourist B’s poor vacation 
outcome (who finds himself forgetting to book travel insurance, gets stuck at an 
airport or finds himself lost trying to find attractions or hotels). 
The finalized video was approved by all parties and launched 2/25, i.e. uploaded to 
several media platforms such as YouTube and Facebook.  The video will be promoted 
by the tour operator through 5/24 via in-screen and display ads.  The video itself will 
remain online indefinitely.  A first report of results to be forthcoming next month. 
In addition, it was incorporated into the tour operator’s eNewletter this month 
(130,000 subscribers) with a link to special VSPC travel offers. 
Co-op Partners:  SeaWorld Parks & Entertainment, Visit Florida 

 Volkswagen Direct Sales Promotion – February/March 
VW’s internal online marketing platform provides exposure to a broad audience of 
well-situated customers, i.e. German employees.  For 6 weeks, VSPC imagery, logo 
and specially developed travel offers were communicated on VW’s intranet 
‘Marketplace’ site (134,000 registered users, 700,000 page impressions monthly).   
Logo, content and imagery were provided and layout approved this month.  The 
promotion launched on 2/09 and will remain online through 3/22. 
Co-op Partners:  SeaWorld Parks & Entertainment, Visit Florida 
 

 CANUSA Touristik  (Germany) 
 B2C Online “Florida’s One-Pager” Experience – April 

Following last year’s successful “Mood Page” campaign, the “Florida’s One-Pager” 
Experience will combine relevant, high-quality content with an appealing presentation 
of photos and videos of the partnering destinations aimed at touching the visitor 
emotionally.  Visitors to a special website, canusa.de/florida, will be mesmerized 
initially by an attractive video clip.  Scrolling down the page invites users to browse 
through the partnering destinations’ USP’s, each linking to a dedicated destination 
landing page including packaged travel offers.  Lastly, at the end of the page, the 
visitor will be directed to the successful “Mood Page” link, which remains online from 
last year.  
In addition, the Florida’s One-Pager Experience will be promoted via an eNews blast 
to Canusa’s database of over 500,000 subscribers as well as continuous Facebook 
posts and ads (Facebook fans currently at over 61,000). 
Our comprehensive input for this campaign (including our destination video) has been 
sent to the tour operator; we are awaiting final layout for approval.  This month 
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CANUSA sent us final layouts of the one-pager for approval, which we corrected 
accordingly.  The campaign is expected to launch in April. 

 
 Faszination Fernweh  (Germany) 
 B2C Online Banner – February-June & October 

VSPC dedicated banner placement on the tour operator’s homepage and on Google for 
five months beginning in February and running through June plus an additional run in 
October, which we will receive free of charge.  Placement was launched on 2/25. 

 
 FTI TOURISTIK (Germany) 

Florida has been selected as FTI’s “Highlight of the Year” destination for 2014/15. 
The “Highlight of the Year” campaign runs for 12 months and gives the featured 
destination enhanced exposure by means of increased product placement, development of 
special travel packages with value-added elements, several B2B and B2C initiatives, 
media coverage and generally, a familiarization tour.  In conjunction with Visit Florida 
being the featured destination next year, we will have the opportunity to participate in 
several marketing initiatives: 
  B2B Florida Online Academy – January-September 

FTI’s online academy is an eLearning platform providing 14,000 registered travel 
agents with innovative training modules.  These include interactive elements such as 
virtual maps and quizzes.  The platform is promoted to agents via the “Academy 
Newsletter” and in the tour operator’s “Start Up” sales program, in which agents are 
required to participate.  Agents successfully completing the Florida Online Academy 
will receive a “Florida Specialist” certification.  VSPC will be given a dedicated page 
to present comprehensive destination information and unique selling points with logo 
and imagery integration. 

 B2B2C Digital Display Windows – February-April 
In conjunction with TVG the travel agency chain behind Sonnenklar TV, 5vorFlug 
and Reisebüro Flugbörse, VSPC is featured in an innovative POS campaign via digital 
displays (> 230) in travel agency storefront windows and digital product walls (> 100) 
in travel agencies sales rooms.  Travel offers are illustrated with animated pictures or 
short spots and the offers and image advertising run on all product walls consistently 
during the day. 

 B2C Online Websale on weg.de – February-April 
VSPC is featured in a “super display ad” on the online travel portal weg.de.  The ad 
will link to a landing page including hotel offers and destination information as well as 
a booking engine.  Weg.de generates an average of 2 million visits and over 13 million 
page impressions monthly. 

 B2B2C Stand up Displays – April 
This out-of-home direct sales tool is an effective way to attract attention and generate 
inquisitiveness among consumers.  The two-sided easels, placed outside 500 top 
selling travel agencies located in center-city, high-traffic pedestrian areas for four 
weeks, will display posters depicting enticing VCPC imagery, logo and travel teaser.  
“Come in and find out” is the strategy behind this tool, luring customers to inquire 
about the offer.  Layout of the displays was corrected and approved this month. 

 
 Jan Doets (Netherlands)   
 B2C eNewsletter Blasts – January & March 

Jan Doets travel offers to VSPC will be distributed twice during the above months to 
21,000 jandoets.nl eNews subscribers and will include our logo and imagery.  In 
addition, we provided our “Live Amplified” video to be featured on the tour operator’s 
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website as well as on an additional special site for sharing high quality videos: 
www.vimeo.nl/jandoets.  
Layout for the second eNewsletter blast was approved and deployed this month. 

 
 Knecht Reisen (Switzerland) 
 B2C Website Placement – January-March 

8 weeks:  Placement of VSPC imagery with travel teaser on the North America page 
of the knecht-reisen.ch website with link to a VSPC dedicated landing page. 
4 weeks:  Placement of VSPC imagery and travel teaser on the tour operator’s 
homepage.  Input for the web promotion was provided, layouts received an approved. 

 
 KUONI (Switzerland) 
 B2B2C Special Offer Flyers – January & March 

Flyers depicting VSPC logo, imagery and travel teaser will be displayed in 161 retail 
storefront windows with further distribution to 673 selected travel partners.  The 
March Flyer was developed, approved and distributed. 

 
 Thomas Cook AG – Thomas Cook Reisen / Neckermann Reisen (Germany) 
 B2B2C Catalog Cover – November 2014-March 2016 

Valid from April 2015-March 2016, the tour operator’s annual Neckermann Reisen 
catalog (print run of 650,000) was in market as early as November 2014.  Adorning 
the catalog cover is a coveted exposure initiative, particularly as it has a 17-month 
shelf life.  A VSPC key visual and logo comprise the highlights of the coveted catalog 
cover page. 

 
 TUI (Germany) 

B2B Communications Package – January-April 
 TUI Newsnet: 

This is the tour operator’s intranet platform providing up-to-date information and news 
exclusively to the tour operator’s 30,000 travel agents.  VSPC will be featured for four 
weeks in both January and April with logo, imagery and comprehensive content. 

 TUI News: 
Published every three weeks, this 24-page trade magazine provides agencies with the 
latest product information/updates as well as sales tips and tools.  It is distributed to 
8,900 agencies and enjoys a readership of 25,000.  VSPC will be featured with a full 
page advertorial including logo, imagery and comprehensive content (April issue). 

 TUI News USA “Extra”: 
The monthly ‘extra’ publications of approx. 16 pages focus on highlighting a 
particular destination, region or attraction.  Distribution is to 8,900 agencies with a 
readership of 25,000.  It is also included in an online archive on the TUI Newsnet 
platform for 10 months.  VSPC will be featured with a full page advertorial including 
logo, imagery and comprehensive content (January issue).  Our region was the only 
Florida destination presented! 

 
 
Travel Trade/Consumer Publications/Portals: 
 
 Tom On Tour USA Guide (Germany) – circ. 120,000 
 1/1 page, 4c advertorial – March 

Published annually, the “Tom on Tour USA Guide” is a 64-page publication 
highlighting gay friendly destinations throughout the USA including gay hot spots, 
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web links, events and tourism information.  The publication is distributed free of 
charge at selected European LGBT locations, events and consumer shows and can also 
be ordered online.  With Brand USA’s support of this year’s guide, the publisher will 
double the circulation from 60,000 to 120,000.  The VSPC page layout has been 
received and approved. 
Pub frequency:  1x/yr 

 
Online Aggregators: 
 
 ASNM New Media AG Newsletter (Germany) – 910,000 subscribers Consumer 
 Florida Newsletter Campaign –  November 2014 and February 2015 

St. Petersburg/Clearwater was part of a Florida eNewsletter campaign consisting of 
eNews blasts on up to 12 online travel portals with a total of 910,000 subscribers.  In 
addition, the news will be integrated repeatedly into the search engine optimized news 
portals of flugprofis.de as well as being posted on Facebook sites with approx. 20,000 
“Likes”.  This initiative was conducted in cooperation with Fort Myers, Panama City 
Beach, SeaWorld Parks & Entertainment, Visit Florida, Visit Tampa Bay and Alamo.  
Results are in:  381,909 openings (opening rate of 19.3%), 26,274 clicks (click rate of 
6.9%), 1,984 customers booked travel to Florida equating to a 1.27 million turnover. 
Our destination enjoyed by far more openings and clicks than the other participating 
partners! 
 

 Expedia (Germany) – 1.4 million German subscribers Consumer 
 Placement Campaign –  January 9th - February 15th, 2015 

With 2.09 million monthly unique visitors and more than 5 million impressions, 
Expedia Germany is the leading online travel provider in the country.  VSPC is 
featured on the Expedia Germany website with core offers on the Expedia home page, 
teaser boxes on run-of-site as well as skyscrapers and teaser boxes on the flight+hotel 
and click&mix sites.   
Results are in: 
- Our banners were shown 1,426,110 times on Expedia.de 
- 3,757 leads/clicks resulting in an average click through rate of 0.26% were 

generated during the 38-day campaign period. 
- During the campaign period we had 14 shoppers every day booking St. 

Petersburg/Clearwater on Expedia.de.  That is +12.7% more than during the 
period before the campaign 

 
 Travelzoo Europe (Germany) – 1.6+ million German subscribers Consumer 
 Online Promotion – February 18th - April 1st, 2015 

Microsite: A special microsite was developed featuring VSPC imagery, logo, several 
travel deal listings as well as content buttons for topics such as arts & culture, beaches 
& nature, dining & entertainment and communities. 
Top 20 eNewsletter: VSPC was included in the Travelzoo Top 20 newsletter sent to 
1.6+ million subscribers.  The eNews contained our imagery and logo along with 
several travel teasers to our area as a top-tier destination and will link to the respective 
microsite. 
Sweepstakes:  A travel prize sweepstakes will launch the end of May.  This month we 
secured German tour operator Faszination Fernweh for sponsorship of flights for two 
persons, a one-week stay in St. Pete/Clearwater and a one-week car rental. 
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We solicited both Visit Florida and Brand USA for a contribution of funds to our 
Travelzoo initiative. 

 
We have kept abreast of disseminating applicable billing instructions to our marketing 
initiative partners/vendors as well as following up on the status of invoices with the required 
proof of performance documentation.  HQ and BVK have been kept updated as to media plan 
developments and status as applicable. 
 
 
Public Relations: 
 
Kaus Media Services - VSPC’s German PR Agency 
This month saw us assisting the agency with the following projects: 
 Press Release March: Proofread and corrected. 
 Newsletter March:  Provided content ideas, proofread and corrected. 

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


