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MARKET INTELLIGENCE / TRENDS 
 
German Market:  Double-Digit Sales Growth in September 
 
Germans flocked into travel agencies last month to book late summer holidays and winter 
trips, generating a 13% sales rise, according to market surveys.  After weak bookings in the 
last few months, sales rose by 8% in September, pushing cumulative summer 2014 sales up 
slightly to an overall growth rate of 1.9%, the monthly survey of 1,200 travel agencies by 
market researchers GfK showed.  Demand was particularly strong for departures in October, 
when most of Germany has a two-week autumn half-term holiday break, with a cumulative 
4.2% rise.  
 
Bookings were especially strong, however, for 2015, driven by demand for cruise holidays on 
new ships.  As much as 14.3% of September bookings were already for next summer, three 
percentage points higher than the same month last year.  The bulk of bookings last month 
were for winter holidays, which increased by nearly 10% and are now showing an overall rise 
of 5.6%. 
 
Despite these good figures, the mood among German travel agents remains cautious.  The 
monthly fvw Sales Climate Index dropped back from 103 points in early September to 97 
points at the start of October.  Only 35% of agents are currently satisfied with their sales 
levels, compared to 39% last month.  Looking ahead, agents are less optimistic than last 
month, with only 19% predicting rising sales in the next six months compared to 29% one 
month ago.  The majority, 57%, expect stable revenues while 24% predict a drop in sales.  
 
 
Lufthansa:  Eyes on Leisure Travel Growth 
 
Lufthansa will focus more strongly on the leisure market with the launch of long-haul budget 
flights next year, CEO Carsten Spohr said at this month’s German Tourism Summit in Berlin. 
Outlining the airline’s plans to tourism industry chiefs and politicians, Spohr said: “Tourism 
is more strongly on our agenda.  The dynamism there is stronger than in business travel.”  The 
Lufthansa CEO emphasized that the new low-cost intercontinental flights would bring more 
tourists to Germany, for example from Asia, as well as flying more German holidaymakers to 
long-haul destinations.  “In the past we have under-estimated private travel to Germany,” he 
admitted.  
 
Lufthansa plans to launch the new budget flights next winter using seven A330-300s flying 
from Munich, Düsseldorf and Cologne to destinations in Asia and the Americas.  They will be 
marketed under the ‘Wings’ brand and possibly operated by joint venture Sun Express, 
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although this has not yet been finally decided.  Spohr underlined the importance for Lufthansa 
of low-cost flights, which will be expanded in Europe through subsidiaries Eurowings and 
Germanwings.  “We will establish our Wings family as a major force in aviation,” he 
declared.  
 
In parallel, Lufthansa will also launch new flights from Frankfurt to long-haul leisure 
destinations in winter 2015/16 under its own brand using up to 14 A340s.  These planes will 
have up to 300 seats and operate at lower costs than the airline’s normal scheduled flights.  
The flights will operate on leisure travel-dominated routes that Lufthansa could not compete 
on in price terms at its normal operating costs. 
 
Meanwhile, German economics minister and vice-chancellor Sigmar Gabriel criticized the 
controversial move by local tax authorities to force tour operators to pay trading tax on hotel 
allotments and said the industry’s concerns were “justified”.  He told delegates he would hold 
talks with regional economic ministers on the topic.  In contrast, the minister said there was 
little hope of the flight departure tax being dropped in view of the current economic climate.  
The German aviation industry claims this tax has hit passenger numbers and driven some 
customers to fly from airports across the border instead of from Germany. 
 
 
Air Berlin: More Long-Haul Flights 
 
Air Berlin will expand long-haul flights to leisure destinations this winter to defend its 
tourism route leadership and has successfully secured its code-share flights with Etihad 
Airways.  Germany’s second-largest carrier aims to strengthen its core business of leisure 
destination flights in the facing of tougher competition.  “Our strategy is to serve the key 
markets with greater frequencies and to be a strong competitor on these routes,” said CEO 
Wolfgang Prock-Schauer.  
 
Next summer, for example, the Air Berlin group will operate 318 weekly flights from 16 
airports in Germany, Austria and Switzerland to 19 Greek destinations, while there will be 
430 weekly flights from 23 airports to Majorca.  Under the network optimization plans, 
overall capacity will be reduced by 5% next summer.  
 
Long-haul routes are also being expanded.  This winter Air Berlin will have 26 weekly flights 
to the Caribbean, adding four more weekly services, and more flights to North America with 
connections to American Airlines flights.  From Düsseldorf and Berlin there will be daily 
flights to New York.  Frequency of the Düsseldorf -> New York route will be 14 times a 
week next summer, while Air Berlin will have six weekly flights to Los Angeles from 
Düsseldorf next summer.  There will be twice-daily flights from Berlin to Abu Dhabi this 
winter, with connections to Etihad Airways flights to Far East destinations. 
 
The expansion comes after German authorities did a last-minute U-turn over the airline’s code 
sharing from Germany to Abu Dhabi in cooperation with shareholder Etihad Airways.  The 
German civil aviation authority planned to force Etihad to drop its code from 34 Air Berlin-
operated flights from this winter’s schedule on the grounds that these were not covered by the 
bilateral aviation accord.  The two carriers have 49 code-share flights in total.  German 
transport minister Alexander Dobrindt overruled the decision on the grounds that many tickets 
had already been sold for the flights.  He had come under pressure from regional governments 
in areas where Air Berlin has strong operations to veto the move as a possible threat to jobs. 
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TUI:  Long ‘To Do’ List After Merger 
 
The ‘new’ TUI faces a long ‘to do’ list once the merger with TUI Travel (that was approved 
the end of this month) is implemented.  Shareholders of TUI AG and TUI Travel plc 
overwhelmingly supported the merger of the German and British companies at separate 
meetings this week. The share-based merger will be carried out through a €2.5 billion capital 
increase at TUI AG, with which the German company will buy the 49% stake in TUI Travel 
that it does not yet own.  TUI Travel shareholders will receive TUI AG shares on a 2.5-for-1 
basis in exchange.   
After the transaction is completed, about 77% of shares in the ‘new’ TUI AG will be held by 
institutional investors, 13% by Russian billionaire Alexei Mordachov, 3% by the Riu family 
and 7% by private investors. 
 
TUI CEO Fritz Joussen declared: “Today is an important day for TUI, for our customers and 
our employees worldwide.  The combination of our tour operation and distribution businesses 
and our exclusive hotel and cruise portfolios will create a unique market position for us.  We 
are planning to excite travelers, win new customers and achieve growth in our business 
segments with innovative travel products and services.”  
 
Looking ahead, there are various areas where TUI needs to clarify its future business model.   
In the hotels field, the group has nearly 300 properties through holdings and subsidiaries, 
including well-established brands such as Riu, Iberotel and Grecotel, and more are planned.  
In addition, there are nearly 300 concept hotels that are independently run but mostly 
marketed through tour operator brands, and these are also due to increase significantly.  TUI 
marketing chief Erik Friemuth is working on a model to bring all these different brands under 
a “TUI Hotel” umbrella. 
 
In the cruises business, the separate German and British operations are due to be merged into 
a single unit to improve utilization of the ships and reduce costs.  This would make sense 
given the plans to continue expanding the fleet and to generate new customers in different 
markets.  The future of the many different specialist businesses is less certain due to the 
relatively low level of synergies with TUI’s core package holiday business.  Some could be 
sold off or floated in IPOs to generate cash, observers believe.  
 
 
FTI:  Fast Growth and Capacity Expansion 
 
Germany’s fourth-largest tour operator FTI has grown by a high double-digit rate this year 
and is expanding capacity in many destinations next summer.  The Munich-based group 
increased consolidated revenues by 15% to €2.4 billion in 2013/14, including all subsidiaries 
such as destination management firm MPI, the tour operators in Switzerland and France and 
the UK’s Youtravel.  The tour operating business in German-speaking markets increased 
revenues by 9%. 
 
In Germany, the company increased revenues by 14% this summer.  Top destinations were 
Greece, with a 25% bookings rise, Egypt, Turkey and the Canary Islands.  The first 
indications for the forthcoming winter are promising, according to the company.  
 
For summer 2015, FTI has expanded capacity for Egypt, where it claims to have „the largest 
offering in the market“.  The company, which claims a 30% share of the German market to 
Egypt, will offer 71 weekly flights from 20 airports in Germany, Austria and Switzerland to 
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the destination next summer.  Presenting the new Egypt brochure, CEO Dietmar Gunz said: 
“With 217 pages we are presenting the largest Egypt offering in the market and thus 
confirming our leadership position with more than 30% market share.  Our engagement 
during the difficult months for the country has already paid off.  We are growing there over-
proportionately.”  The latest expansion follows the investment in the company by Egyptian 
hotelier Samih Sawiris. 
 
The portfolio has also been expanded in Greece, Turkey, Oman and Florida.  In Greece, FTI 
will continue to focus on the mainland holiday regions of Attica and the Peloponnesus, which 
sold strongly after being launched this summer.  FTI will operate the only full charter from 
Germany to Oman, where Salalah Beach is the key destination.  FTI has added more boutique 
hotels on Turkey’s Aegean coast and has chosen Florida as “the highlight of the year” with 
more individual offers. 
 
FTI is generally keeping prices stable for summer 2015 and is offering a wide range of early 
booking and family discounts.  
 
 
 
SALES ACTIVITIES 
 
Travel Agent Roundtables (September 29th – October 1st, 2014): 
Last month we conducted our Travel Agent Roundtables 2014 in Hannover (9/29), Nürnberg 
(9/30) and Deggendorf (10/1) in cooperation with Visit Orlando and SeaWorld Parks & 
Entertainment.  Table top marketplaces were held prior to comprehensive and interactive 
training sessions in each city.  The evening events in all three cities culminated in a quiz 
session followed by a giveaway raffle including a major travel prize.  A big ‘thank you’ to our 
industry partners for their generous contributions! 
Over 140 travel agents attended these events, of which a percentage had not visited the USA 
before and were thus very appreciative of the comprehensive information and training 
received.  This month we followed up with the winners and our sponsoring industry partners. 
 
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 familiarization trips and seminars. 
This year’s event marked the 21st annual Willy Scharnow Foundation Fam tour to our area.  
The group was 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 was Naples with United Airlines being 
our cosponsoring carrier.  UA sponsored 13 seats (12 agents + 1 WSF escort). 
We continued to liaise closely with our Leisure Travel Department this month regarding 
itinerary finalization.  Rooming lists and other pertinent details were provided to HQ last 
month.  Feedback from the group was fabulous! 
 
VSPC Sales Visit (October 13th – 17th, 2014): 
Planning for our upcoming visit to the county was finalized this month.  Correspondence with 
several industry partners regarding appointment requests and confirmations was completed; 
travel and accommodations arrangements were finalized; our TDC PowerPoint presentation 
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and itinerary were transmitted to HQ.  Once again, our visit to the county was most 
productive serving to familiarize ourselves with new product, reconnect with industry 
partners, engage in productive information exchanges and learn about future developments. 
 
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 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 an industry opportunity was circulated for purposes of travel prize solicitation. 
 
TravelExpo Consumer Fair, Lucerne (October 31st – November 2nd, 2014): 
Held annually in Lucerne, Switzerland, this is the first important consumer fair of the 2014/15 
tourism season.  Over 20,000 travel-hungry visitors are expected to attend the show, during 
which VSPC will have exposure within the North American stand. 
 
FTI and Hotelplan Suisse Sales Calls/In-House Trainings (November 27th, 2014): 
With FTI having moved their product management to Zurich recently, we are planning to visit 
the new offices, meet the new product management team and whilst there, take the 
opportunity to hold an in-house training for reservations agents and key sales staff.  Same is in 
the planning stages at Hotelplan Suisse in Zurich. 
Both sessions will be conducted in cooperation with SeaWorld Parks & Entertainment. 
 
TUI Netherlands In-House Training (December 2nd, 2014): 
TUI Netherlands has 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 Enschede, 
Netherlands.  The training will be held in a ‘speed dating’ format, with the advantage that we 
will have the full attention of small groups of 2-4 for intensive 10-minute face-to-face 
presentations.  Approximately 75 agents are expected to attend.  We confirmed our 
participation and made the respective travel arrangements this month. 
 
TUI Germany Fam (December 6th – 8th, 2014): 
Carmen Knieps, Senior Product Manager USA East and Product Manager North America will 
include VSPC in a Florida fam tour scheduled in December 2014.  The group of 16 pax (14 
agents + 2 TUI staff) will visit Orlando prior to coming to our area.  Thereafter, the group will 
proceed to Miami.  We assisted Ms. Knieps with itinerary ideas and are in the process of 
securing several on-site arrangements including excursions to our attractions.  No ground 
transportation is required.  Updates to be forthcoming. 
 
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 
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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.  Layouts have been received 
and approved.  The program is expected to go live (online) next month. 
 
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.  Our ‘early-bird’ registration has been submitted 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.  Our ‘early-bird’ registration has been submitted thereby 
securing a discounted participation fee. 
Per the organizer’s request, we have delivered several items including destination-oriented 
questions for an online knowledge test scheduled to go live in November, query contributions 
to a questionnaire to be distributed during the event, imagery for development of new stand 
backdrops, etc. 
 
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.  We reconfirmed our co-exhibiting company’s 
space needs (SeaWorld Parks & Entertainment at 8² + Visit Tampa Bay at 6²), number of 
participating VSPC accommodations partners and submitted our registration form to Visit 
Florida promptly.  We have been advised by Visit Florida that credit card payments in excess 
of $10k will no longer be accepted.  This presents us with undue hardship. 
Other items are underway, i.e. partner invoicing was completed, a hotel room block secured, 
applicable hotel reservations form for the VSPC delegation created, etc.  Updates to be 
forthcoming. 
 
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 Facebook innovation.  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 26 comprised of agents and Thomas Cook AG staff (latter 
including regional directors).  Approx. 17 rooms were requested and confirmed (9 dbls/8 sgls 
or 10 dbls/7 sgls). 
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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.  Orlando has confirmed their commitment to host the group April 24-28. 
We have sourced and secured accommodations for this group and provided our Leisure Travel 
Department with the requested itinerary suggestions. 
 
FTI “Destination Professional” Fam (April 23rd – 26th, 2015): 
In conjunction with Florida being chosen as FTI’s “Highlight of the Year” destination for 
2015, VSPC has been offered a premium partnership opportunity in becoming a ‘regional 
host’ for the “Destination Professional” fam tour scheduled to take place in April 2015.  This 
entails hosting a small group of 16 pax for 3 nights in our area prior to the group proceeding 
to Orlando for a 4-day round-up session.  No ground transportation will be required. 
This month we liaised closely with our Leisure Travel Department regarding the development 
and circulation of a sponsorship opportunity among our industry members. 
Of note:  We have already advised FTI that the selected dates are challenging in terms of our 
accommodations capacities.  Updates to be forthcoming. 
Other ‘regional host’ destinations already confirmed are Bradenton, Ft. Lauderdale, Ft. Myers 
and Tampa. 
 
Additional Activity: 
 Our announcement of “Mein Freund, der Delfin 2” (Dolphin Tale 2) coming to 

German cinemas on Oct. 9th was included in this month’s Visit USA Committee 
Germany eNewsletter to 28,000 travel agents and key travel trade media. 

 We supported travel agent Sabine van Roux of Reisecenter List in Hannover with 
her own travel plans to our area.  She participated in the travel agent training seminars 
last month and decided spontaneously to visit St. Pete/Clearwater herself. 

 We assisted Anja Meier, Contracting Manager USA for Hotelplan Suisse, with 
arrangements for her site visit planned to our area the end of November.  As a result, 
Hotelplan Suisse will be adding two accommodations products to their 2015 portfolio.  

 We assisted Beatrice Erbert, Product Manager North America for Fairflight 
Touristik, with her own familiarization trip to our area this month.  She came back 
raving about her on-site experience! 

 
 
 
MARKETING INITIATIVES 
 
Our efforts continued again this month in developing and completing marketing initiatives 
and advertising programs, which included: 
 
Tour Operators: 
 
 DERTOUR (Germany) 

Movie Promotion Dolphin Tale 2 – October 
With Dolphin Tale 2 set for launch in Germany on October 9th, 2014, we will partner 
with Dertour on a multi-channel campaign to include: 

B2B: 
 Movie Ticket Sweepstakes: 

Fax and eNews blast to 8,900 agencies (30,000 agents) with a call-to-action to 
creatively promote VSPC via storefront window displays, local newspaper ads, open 
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house customer events, etc., i.e. “Submit your best promotional ideas (to Dertour HQ) 
and be eligible to win movie tickets for yourselves and your clients”.  200 tickets were 
awarded agencies with the best promotional initiatives. 

 Provision of sales informational packet to 8,900 agencies (30,000 agents) including 
official Dolphin Tale 2 movie poster for storefront window display, exclusive VSPC 
window display poster with travel teaser, exclusive VSPC special travel offers flyer. 

 Special eNews blast specifically to all participants of this year’s Dertour Destination 
Special Mega Fam (May 2014) with same call-to-action. 

 Cinema Event: 
Personalized invitations were distributed to 90 agents (+ 1 escort each) to attend 
exclusive Dolphin Tale 2 viewing in Frankfurt on October 9th including provision of 
popcorn, soft drinks and collateral material.   
110 guests attended the event held in one of Frankfurt’s largest cinema complexes.  
Together with Dertour, a brief product presentation was held prior to the movie’s 
commencement.  At the conclusion of the event, all guests were presented with a 
VSPC Dolphin pen memento. 

B2C: 
 Homepage teaser placement on dertour.de:   

VSPC image, logo, teaser text (1 week) linking to dedicated landing page. 
 Dedicated landing page (4 weeks) with travel offers and special sweepstakes element 

(prizes include Dolphin Tale DVD, cuddly VSPC plush dolphin). 
 VSPC teaser placement on the tour operator’s “USA/Canada” webpage with image, 

logo and teaser text. 
 VSPC teaser placement in Dertour’s eNewsletter to 20,000 customers. 

 
 Jan Doets (Netherlands)   
 B2C Telegraaf Online Network – November 

Holland’s daily “Telegraaf” newspaper is an important Jan Doets partner with 3 
million readers per day.  Over the years, the Telegraaf has added online companies to 
its network, which currently comprises 29 very powerful websites boasting 5 million 
page views per month. 
Banner advertising will be placed on all 29 Telegraaf network websites for four weeks 
and will include our logo, imagery, travel offer and dedicated landing page. 

 B2C eNewsletter Blasts – November & February 
Jan Doets travel offers to VSPC will be distributed twice to 21,000 jandoets.nl eNews 
subscribers and will include our logo and imagery. 
This month we sent necessary elements such as images, logos and texts for above 
promotions. 

 
 
Travel Trade/Consumer Publications/Portals: 
 
 Sunflyer – Edelweiss Air’s Inflight Magazine (Switzerland) – circ. 50,000  Consumer 
 Cover Page, 4c image in the Winter 2014/2015 issue 

Edelweiss Air’s free inflight magazine is published twice a year with one winter and 
one summer edition.  We are very pleased that this winter edition will feature VSPC 
on the cover page with a 4c image.  We provided their marketing department with 
applicable high-resolution imagery. 
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 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 on a 
sweepstakes promotion in conjunction with the release of ‘Dolphin Tale’, we initiated 
negotiations with publisher T+M Press Marketing, publishers of KINO News 
Magazine, 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, enthusiastic German tour operator 
America Unlimited will support the promotion with provision of flights for two pax. 
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. 
In addition, a TV spot was produced by KINO News TV promoting DolphinTale 2 
and aired for the entire month of October on close to 30 regional TV stations with a 
cumulative weekly viewership of 2.4 million. 

 
 
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 proof of 
performance documentation needed.  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 October: Proofread and corrected. 
 Program Liaison:  Liaised with the agency on upcoming programs. 

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


