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MARKET INTELLIGENCE / TRENDS 
 
 
Good Bookings for German Tour Operators 
 
Tour operators in Germany are seeing good bookings for the USA at present and German 
visitor numbers could break through the two million barrier this year.  A total of 1.9 million 
Germans visited the USA in 2013, according to figures from the Visit USA Committee 
Germany (VUSA) and marketing organization The Brand USA.  This was a 2.2% rise and the 
fourth year in a row with an increase.  
 
German visitor figures are expected to grow about 3% this year and next, meaning that the 
two million figure could be reached by 2015.  Germany is the fourth-largest overseas source 
market for the USA behind Britain, Japan and Brazil.  
 
These positive trends were confirmed by participants at the recent International Pow Wow 
trade fair in Chicago.  Tour operators were generally satisfied with bookings for this summer 
which are showing single and/or double-digit growth.  The cheaper dollar is helping demand 
and U.S. suppliers are prepared to renegotiate both capacity and prices.  
 
TUI product manager Robin Brückner predicted: “We have a good USA year ahead of us.“ 
Hans Gesk, president of the German Visit USA Committee, even forecast that the two million 
visitor figure might be reached this year.  Mike Lehmann, from Meier‘s Weltreisen, added: 
“Even if the products were contracted at a less attractive time, the destination is getting very 
attractive thanks to low local costs and shopping opportunities.“  
 
In terms of German market share for US bookings, Dertour remains the recognized leader. 
However, TUI has grown fast over the last two years thanks to product expansion and good 
booking systems, and believes it has caught up with FTI in second place.  Brückner said: “We 
are winning market share.  And the aim is quite clearly to continue growing as the USA 
remains a strategically important destination for us.“  
 
German tour operators also welcomed the good cooperation with U.S. tourism organizations 
and the recent Brand USA marketing campaigns.  “Since the beginning of the campaign for 
the German market, we have seen that this has generated demand,“ said Thilo Krause-Dünow, 
head of specialist tour operator Canusa.  Heike Pabst, North America director for FTI, praised 
the “close and uncomplicated cooperation“ with U.S. marketing experts.  Mike Lehmann, 
from Meier‘s Weltreisen, added: “What Brand USA is delivering is getting better and better.“ 
In response, Chris Thompson, CEO Brand USA, commented: “With our marketing activities 
we will not suddenly ignore the markets that have worked well for us for such a long time.“  
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Thomas Cook:  Germany Improves Bookings and Results 
 
Thomas Cook has reduced seasonal half-year losses, achieved higher summer bookings in 
Germany and is making “strong progress” with its turnaround in the UK.  Europe’s second-
largest tourism group announced a 3.2% fall in revenues to £3 billion in the half-year ending 
March 2014, but the seasonal operating loss was reduced to £187 million (€229 million) from 
£283 million last year thanks to cost savings.  The revenue drop was largely due to 250,000 
fewer bookings for Egypt.  Bookings for summer 2014 are stable overall with a 1% drop in 
average selling price after a 5% drop in winter bookings and a 1% average price rise.  
 
CEO Harriet Green said bookings for the group’s concept hotels are 44% higher than last 
year.  The company plans to extend the number of branded (concept) and exclusively offered 
properties from 475 to 800 by 2017.  The company wants to save a further £400 million in 
costs by 2018 by steering bookings to these higher-margin hotels and through common 
European platforms for airlines and tour operators.  
 
Germany, the group’s largest source market, is performing better than other markets.  
Summer bookings are up by 4% and revenues are likely to be about 5% higher given that 
average prices in Continental Europe are 1% higher.  Summer bookings are up 1% in 
Continental Europe as a whole.  
 
“We are very satisfied with the trend in Germany, not only with bookings but above all with 
the improved half-year result,” Group COO Peter Fankhauser told fvw.  The seasonal half-
year loss in Continental Europe was reduced by 13% to £51 million thanks to better results in 
Germany, although regional revenues dropped by 4.2% to £1.25 billion due to capacity 
reductions in France and Russia.  Moreover, Condor, which had stable half-year revenues and 
a lower underlying loss, has a 3% rise in summer bookings although average prices are 3% 
lower.  
 
 
 
SALES ACTIVITIES 
 
DERTOUR Destination Special Mega Fam (May 10th – 13th, 2014): 
Secured in September 2012, we were excited to very pleased to have the opportunity to host 
this year’s DERTOUR Destination Special Mega Fam in our area in combination with 
Orlando.  We showcased our area to 100 of DERTOUR’s top travel agents, which promises to 
generate additional visitation increases to St. Petersburg/Clearwater in the future.  The group 
arrived in Orlando on May 6th and proceeded to our area on May 10th.  The co-sponsoring 
carrier was United Airlines. 
The event was most successful with DERTOUR expressing their gratitude as follows: 
We are well aware that our Länderspecial Florida 2014 would not have been possible without your 
tremendous support and sponsorship. Thank you so much for organising and hosting the St. 
Petersburg/Clearwater part of the trip. 
DERTOUR has circulated a survey among the participating agents.  Results will be 
forthcoming. 
The Central European Office is truly appreciative of the tremendous support exuded by all our 
industry partners involved and our colleagues at HQ, of course! 
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Visit Florida Road Show (June 2nd – 6th, 2014): 
Organizational tasks continued this month in preparation for our participation in Visit 
Florida’s upcoming road show to the German cities of Munich, Stuttgart, Cologne and 
Leipzig.  The purpose of the tour is to present a refreshed Florida image along with news and 
highlights to travel agents and tour operator reservations staff.  Partners will have the 
opportunity to present their products to an estimated 360 agents during evening events 
(roundtable workshop format) and hold comprehensive training sessions for tour operator in-
house reservations agents during the daytime.  Our efforts will be supported by Dertour in 
Munich and Stuttgart and by Neckermann Reisen in Cologne and Leipzig.  Tour operator in-
house reservations agent training will be conducted at FTI in Munich and Fairflight Touristik 
in Leipzig. 
The following Florida partners will participate as presenters: 
The Beaches of Ft. Myers & Sanibel , Florida Keys & Key West, Naples/Marco Island/ 
Everglades CVB, SeaWorld Parks & Entertainment, Universal Orlando Resort, Visit Tampa 
Bay (not in Leipzig), Visit St. Pete/Clearwater and Visit Orlando. 
This month we approved content and creative for an information booklet, which will be 
distributed among agents as a working tool during training sessions.  PowerPoint training 
presentations were developed and submitted.  Material shipments were expedited.  All travel 
arrangements were made. 
 
US Dream - Belgium (June 28th – 29th, 2014): 
This year, the very first US Dream consumer show will take place in Libramont in the Belgian 
Ardennes.  Visit USA Belux is a proud partner of US Dream which is to become a must-
attend event in the coming years.  The location, Libramont, is close to the Luxembourg and 
French borders thereby facilitating a greater catchment area. 
Targeting U.S. enthusiasts, several events and activities are planned throughout the weekend 
to motivate and engage customers.  Included are an amazing rodeo in an indoor 1500-seat 
arena, horseback riding, a Harley Davidson display, vintage U.S. vehicle demonstrations, 
country dancing and much more.  Beyond the activities, customers will be tempted by typical 
U.S. culinary delights.   
This month we registered to participate in this program through the Visit USA Belux. 
 
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 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. 
 
Travel Agent Roundtables (September 29th – October 1st, 2014): 
After securing dates for the Travel Agent Roundtables 2014 in Hannover and Nürnberg last 
month, we were successful in adding Cologne as a third city this month.  We will conduct the 
roundtables in cooperation with Visit Orlando and SeaWorld Parks & Entertainment.  This 
month venues were identified and secured.  Applicable travel arrangements have been 
booked.  Updates to be forthcoming. 
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Visit USA Germany Halloween Event 2014 (October 31st – November 2nd, 2014): 
For the fifth consecutive year, we will participate in the annual Visit USA Germany 
Halloween Event.  This year’s seminar weekend will again 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. 
This month we registered for this event to secure one of the coveted presentation slots. 
 
Additional Activity: 
 We sent See America Netherlands our input including details on the Tampa Bay City 

Pass for their next newsletter to 1,500 consumers.  
 Equally, our input including details on the Tampa Bay City Pass was sent to the Visit 

USA Committee Germany for their newsletter to 28,000 travel agents and key travel 
trade media. 

 
 
 
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 2014 

Following last year’s successful “Florida Vacation Builder ” campaign, this year’s 
“MoodPage” campaign will combine a collage of photos and videos presenting our 
destination.  Images become the story tellers.  These will link to an adapted landing 
page on the tour operator’s website and will link to an optimized booking engine. 
In addition, an eNews blast to Canusa’s database of over 500,000 subscribers and 
continuous Facebook posts will be included (Facebook fans currently stand at over 
40,000). 
Co-op Partners:  Visit Florida + several Florida destinations 
We have delivered all imagery and relevant destination copy.  This month we received 
the final layout, which was approved after a few corrections.  The campaign launched 
on 4/29 and will run through 6/29. 

 
 EXPLORER FERNREISEN (Germany) 
 B2C Florida Campaign Pamphlet – July 

Targeting the travel period fall/winter 2014/15, i.e. October 2014 – March 2015, 
Explorer Fernreisen will develop an 18-page Florida pamphlet for distribution to all 
Explorer Fernreisen stores.  In addition, the pamphlet will be inserted into several 
travel magazines, e.g. Clever Reisen, Reise & Preise, Abenteuer Reisen and in the dive 
magazine Silent World.  VSPC will be featured on two full pages comprised of 
content, imagery, logo and several travel teasers developed by the tour operator.  Total 
print run will be 300,000. 
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 B2C Florida Campaign Online Promo – July 
The above will be supported by development of an online microsite 
(explorer.de/florida) which will include a sub-site dedicated to the presentation of our 
area.  The microsite will go live 7/01 and will remain active until the end of the year. 
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. 

The tour operator has been provided with all elements necessary for creative development 
of the above initiatives. 

 
 KNECHT REISEN (Switzerland) 
 B2C Website “Top Beaches” Promotion – April-June 

Three months 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. 
Focus is on on pushing business for fall and winter.   

 B2C “Top Beaches” Online Sweepstakes – May 
For two weeks, customers will see a pop-up on the homepage announcing a 
sweepstakes. The prize will consist of one week’s accommodations in St. 
Pete/Clearwater including flights for two sponsored by Edelweiss Air. The pop-up will 
link to a landing page containing sponsors’ imagery, logo and product text.  
Sweepstakes questions will follow in the next depth level. Currently the tour 
operator’s homepage enjoys 42,000 unique visitors monthly. 
The sweepstakes went online this month. 

 
 TUI SUISSE / FLEX TRAVEL (Switzerland) 
 B2C Out-Of-Home Street Car Promotion – May 

This is an innovative, eye-catching campaign involving transparency advertising on 
street car windows of several tram lines in Zurich.  VSPC was featured with imagery, 
logo and text hook for four weeks starting May 2nd, 2014.  The transparencies are 
placed across tram car windows.  A total of 200 transparencies were produced. 
This initiative was conducted in cooperation with Edelweiss Air. 

 B2C Florida Facebook Promotion – May 
Visit Florida coordinated an opportunity with TUI SUISSE/Flex Travel to promote 
Florida on the tour operator’s facebook page.  VSPC was featured with a short insider 
tip text and an image in a post placed on May 9th.  Our participation was free of 
charge.  The tour operator’s facebook page currently boasts 23,596 fans. 

 
 
Travel Trade/Consumer Publications & Portals: 
 
 Fit for USA / FVW Academy (Germany)  Trade 
 Platform Transfer – as of May 2014 

“Fit for USA” was an eLearning course developed by the FVW Mediengruppe 
(publishers of travel trade magazines) being endorsed by the Visit USA Committee 
Germany and Brand USA. 
The program produced excellent results:  3,003 registered users, over 19,000 unique 
visitors and close to 1.2 million page impressions.  
Now in its third year, “Fit for USA” content will be transferred to the existing online 
training program “FVW Academy”, which is designed to increase tourism arrivals to 
the USA and includes individual course units covering 6 to 8 pages of subject matter 
for travel agents to read at their leisure.  Each course unit ends with a knowledge test. 



6 
 

Compared to Fit for USA the FVW Academy has up to 75% more visitors (5,255), 
unique visits as well as page impressions 112,242 PIs. 
In conjunction with the transfer of Fit for USA to the FVW Academy platform, we 
will increase awareness for the VSPC training course by placing a sweepstakes next 
month.  All necessary elements were sent to the publishing house for development of 
the sweepstakes. 
 
The FVW Academy eLearning program will again be promoted frequently through 
advertisements in the travel trade magazines FVW (circ. 32,000 biweekly) and Travel 
Talk (circ. 31,000 biweekly) as well as on the respective websites:  fvw.de (150,000 
PIs/mth) and traveltalk.de (200,000 PIs/mth).   

 
 Travelution (Netherlands) – circ. 7,500 Trade 
 Top Banner on travelution.nl – June  

VSPC will be featured with a top banner for 4 weeks at travelution.nl next month.  In 
addition, the banner will also placed in 4 weekly newsletters to 12,500 registered 
travel professionals.  The banner was developed and approved this month. 
Travelution’s website provides 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. 

 
 
Online Aggregators: 
 
 Travelzoo Europe (Germany) – 1.5 million German subscribers Consumer 
 Online Promotion – May/June 

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.  The microsite will remain online for four 
weeks as of 5/21. 
We  solicited both Visit Florida and Brand USA for a contribution of funds to our 
Travelzoo initiative, which enabled us to expand our activity with an eNews blast to 
1.5 million German Travelzoo subscribers as well as several facebook posts on 
Travelzoo’s site.  The eNews blast also contained a travel prize sweepstakes for which 
German tour operator America Unlimited will donate a 1-week stay to VSPC 
including air and car rental. 
We coordinated the delivery of creative elements among all partners, assisted 
Travelzoo with proper terminology for their insertion order and supported their efforts 
in obtaining the signed I.O. from Brand USA. 

 
 
Public Relations: 
 
Kaus Media Services - VSPC’s German PR Agency 
This month saw us assisting the agency with the following projects: 
 Newsletter May: Provided content ideas, proofread and corrected. 
 Press Release May: Discussed featured subject, proofread and corrected. 

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


