
1 
 

CENTRAL EUROPEAN OFFICE 
 

N O V E M B E R   2015 
 

Prepared by:  Marion S. Wolf 
Director Central Europe 

 
 
 
MARKET INTELLIGENCE / TRENDS 
 
 
Travel Agents Increase Sales by 5% in 2014/15 
 
German travel agents increased their sales revenues by 5% in the year ending October 31, 
2015, according to market researchers.  But the outlook is unclear after the recent terror 
attacks in Paris and elsewhere. 
 
The summer season closed with a 6.5% rise in bookings despite weak demand in August and 
September, according to the monthly survey of 1,200 travel agencies by market researchers 
GfK.  A strong 22% rise in last-minute sales in October boosted bookings significantly, and 
left total revenues for the summer season at €11 billion.  Overall growth for the November 
2014 - October 2015 tourism year ended at 5% after the low 1.8% growth seen last winter. 
 
Demand for the forthcoming winter season remained good last month with an 8.3% rise in 
revenues, according to the GfK survey.  This was well ahead of October 2014 which 
generated only a 2.4% rise.  Demand is particularly strong for the Christmas/New Year 
period, with a 15.9% rise in bookings.  Germans are also starting to book for next summer 
following the release of brochures by most tour operators.  Summer bookings already 
accounted for a third of last month’s revenues. 
 
The mood among German travel agents has improved following the good October figures, the 
latest ‘travel agency climate index’ by consultants Dr Fried + Partner showed.  The index rose 
to 100 points, mostly in response to better recent sales.  Looking ahead, about 25% of travel 
agents currently expect better sales in the coming weeks and months.  However, the survey 
was conducted at the start of November before the terror attacks in Paris and before the full 
significance of the Sinai plane crash became clear.  There are no clear signs yet how these 
events could impact travel demand in Germany. 
 
 
Optimistic Outlook Despite Crises 
 
German tourism executives remain optimistic about the prospects on demand for the coming 
year despite the impact of terror attacks and other crises and after new record figures this year. 
 
Long-haul travel and cruise holidays were the two main drivers of the German package 
holiday market this year, the German Travel Association (DRV) announced at its annual 
conference in Lisbon (November 19 – 21).  German tour operators increased their revenues by 
3-4% to €27 billion in the year ending October 2015, according to estimates based on GfK 
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research.  Bookings increased by only 1%, but holiday prices increased on average.  "The 
German travel industry is looking back on a very satisfactory year, even if political situations 
in some destinations were difficult and the high US Dollar exchange rate posed major 
challenges to the industry,” commented DRV president Norbert Fiebig. 
 
Long-haul sales grew by about 5% and the number of long-haul travelers increased to more 
than 5.5 million, representing 8% of all holidays.  Demand was particularly strong for 
destinations such as Cuba (+25% in sales revenue), the UAE (+15%) and the USA (+11%).  
Tour operators had benefited from early capacity contracting at a better US Dollar rate, thus 
making packages cheaper than individual bookings following the later rise in the Dollar value, 
Fiebig pointed out. 
 
Cruise holidays generated high single-digit growth to sales of more than €3 billion, giving the 
segment a 13% market share.  Ocean cruises are “the most dynamically growing segment in 
tourism”, according to the DRV president. 
 
Mediterranean destinations also proved popular this year with overall growth of about 3% in 
revenue terms.  Winners included Portugal (+14%) and Turkey (+4%) while Egypt had 
double-digit growth until the end of October.  There was slight growth for the Balearic Islands 
and stable sales for Greece, according to the DRV figures.  However, the Canary Islands 
welcomed fewer German tourists this year and bookings for Tunisia dropped significantly. 
 
Meanwhile, Germany’s 9,900 travel agents are expected to increase their sales by 3% to 
almost €24 billion this year, which would be almost the same growth rate as tour operators, 
according to the DRV estimates.  Package holiday sales have generated higher growth, while 
bookings of airline and rail tickets have dropped.  Online travel agents (OTAs) in Germany 
saw their previously strong growth slow significantly to an estimated 3% this year. 
 
For the new tourism year, the winter season has started well with a ‘mid-single-digit’ increase 
in tour operator sales.  Fiebig said it was not yet clear how ‘the shock of Paris’ would impact 
demand, but he was convinced that despite “stormy times” there would not be an overall 
decline, rather a shift in bookings to different destinations. 
 
 
DER Touristik: More Exclusive Hotels and Destination Comebacks 
 
DER Touristik is expanding its range of exclusive hotels and adding more Majorca offers in 
summer 2016 after moderate growth this year and is also predicting a comeback for some 
troubled destinations. 
 
Germany’s second-largest tour operator has not yet released precise figures for this year, but 
it’s Frankfurt-based individual holidays unit increased revenues while the Cologne-based 
package holidays business had more bookings yet lower revenues. 
However, the group cited “very satisfactory” bookings for winter 2015/16, with high double-
digit growth for Egypt, good sales for the Canary Islands and Turkey.  Demand is also strong 
for long-haul destinations, especially in the Indian Ocean and the Caribbean. 
 
Joint managing directors Matthias Rotter (Frankfurt) and Rolf-Dieter Maltzahn (Cologne) are 
optimistic about further growth next year, predicting that some destinations with lower 
demand this winter will return to popularity next summer.  Tunisia, for example, which is 
investing in security, could see a slight recovery next summer although a return to its former 
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strength will take a further year, according to DER Touristik, a market leader to the 
destination.  “It’s decisive for the future of Tunisian tourism that this time is used to train staff 
and invest in renovations,” urged Maltzahn. Egypt and Portugal are two other destinations 
likely to see rising bookings, he added. 
 
Africa could also see a comeback in 2016, according to Rotter.  “Confidence in Kenya is 
coming back,” he said.  Similarly, bookings are rising for South Africa and Namibia, which 
suffered this year from a drop in demand following the Ebola outbreak in West Africa.  “We 
already expanded our program for southern Africa in winter 2015/16 and both tours and car 
rental trips are selling excellently,” he commented. 
 
Among long-haul destinations, Rotter predicted that the USA will remain popular despite 
higher prices.  “Experience shows that price changes do not keep customers from their 
planned dream holiday,” he explained. 
 
 
TUI Germany: Massive Hotel Expansion and Cheaper Prices for Summer 2016 
 
TUI is embarking on its new strategy of winning back German market share with a massive 
expansion of its hotel program and price reductions for next summer.  Under new Germany 
chief Sebastian Ebel, the market leader aims to increase its market share, which has declined 
in recent years, by about five percentage points to 25% by 2020.  Further sights are set on 
increasing revenues, improving profits and raising customer satisfaction.   
 
TUI has added 3,500 new hotels for summer 2016, both in short/medium-haul and long-haul 
destinations.  There are 1,400 new hotels on offer in the Mediterranean and on the Canary 
Islands, which is a 24% rise in the total number, and 1,700 more hotels in overseas 
destinations, which is 20% more than this summer.  In addition, there is a 10% increase in the 
number of hotels in self-drive destinations such as Italy and Croatia, while the number of city 
hotels will triple to 10,000 by using third-party bed-banks.  The number of adults-only hotels 
has been increased to 250 properties in major destinations. 
 
TUI’s prices will drop by about 2-3% on average, although this figure includes early booking 
discounts.  Describing the pricing as ‘market-oriented’, Ebel said the reduction resulted from 
‘flight over-capacity’ and lower jet fuel costs.  Majorca, the Canary Islands and Turkey will 
be slightly cheaper, while Greece prices will remain stable despite the VAT increase for 
holiday islands.  Some long-haul destinations will be more expensive due to the strong US 
Dollar. 
 
However, TUI made only general comments about current booking trends, saying that most 
destinations are selling well with the exception of Tunisia, where bookings have slumped.  
Premium brand Airtours has a double-digit rise in winter bookings after “good growth” in 
2014/15. 
 
 
Thomas Cook: Back in the Black, but Low Growth in Germany 
 
Thomas Cook has made its first profit in five years, although Germany lagged behind this 
year, and will stay focused on financial targets rather than chase market share in future, 
according to CEO Peter Fankhauser.  Europe’s second-largest tourism group achieved a small 
net profit of £19 million in the year ending September 2015 compared to a £158 million loss 
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the previous year.  The underlying operating profit dropped to £310 million on a reported 
basis, but this was an 11% improvement on a like-for-like basis (excluding currency effects 
and other one-off factors).  Similarly, reported revenues fell by 8.8% to £7.8 billion, but were 
slightly higher on a like-for-like basis.  Top performers this year were the UK and 
Scandinavia, with profit improvements of 42% and 23% respectively. 
 
In Germany, Thomas Cook’s tour operating business had revenues of just over £2 billion, 
down from £2.4 billion in 2014, but this equated to a slight increase of 0.4% to €2.9 billion in 
Euros.  “Continental Europe, particularly Germany and France, were weaker due to more 
competitive trading conditions,” Fankhauser commented.  To offset this environment, the 
German management team had been strengthened and actions taken to improve distribution 
relationships, the company stated in references to the replacement of Michael Tenzer by 
Stefanie Berk and improved travel agency commissions. 
 
In contrast, Condor increased its operating profits to £56 million.  Revenues declined slightly 
to £1.26 billion, but were higher on a like-for-like basis.  This was largely due to expansion of 
long-haul routes, where revenues increased by 14.5%.  In addition, Condor improved yields 
by 3.6%, partly due to its improved business class. 
 
On current trading, Thomas Cook said the winter season has started well with a 1% rise in 
bookings and 3% improvement in average prices.  In Continental Europe, however, bookings 
are 6% lower and margins have also fallen due to continued strong competition, although 
average prices are 6% higher.  Condor has a 1% drop in winter bookings, with fewer short-
haul bookings outweighing long-haul growth. 
 
CEO Peter Fankhauser stressed to analysts that Thomas Cook will continue to focus on better 
margins, including in Germany.  “Whatever others do, for us profit and not market share is the 
focus,” he commented, referring to TUI Germany’s new growth strategy.  He added that the 
group aims to pay out a dividend again in 2017, if next year’s results are as expected and 
wants to improve operating profits by £100 – 120 million a year by 2018.  The main driver 
will be the ‘new tour operating model’, with closer group-wide cooperation in contracting, 
production and aviation operations. 
 
 
Kuoni: New CEO Tasked with Restructuring 
 
Kuoni announced a major shake-up with a new CEO, 350 job losses and a partnership in 
China after dropping into the red in the third quarter of this year.  Indian-born Zubin Karkaria 
will take over as CEO from Peter Meier with immediate effect and has the task of 
restructuring the Swiss group following the recent sale of its European tour operator activities 
to Germany’s DER Touristik.  Kuoni is currently transforming itself into a B2B services 
provider to the international travel industry and governments. 
 
Kuoni also announced an “extensive” restructuring of the loss-making Global Travel Services 
(GTS) division, which produces group travel holidays, particularly in response to changes in 
Japanese group travel.  The division will be streamlined, sales refocused on more profitable 
customer segments and some 350 jobs will go through a mix of non-replacements and 
redundancies, reducing the cost base by more than CHF 30 million. 
 
Kuoni generated flat revenues of CHF 1.05 billion in this year’s third quarter, but operating 
profits nearly halved to CHF 19 million, leaving the EBIT margin at just 1.8%.  The group 
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made a net loss of CHF 121 million due to losses at its former subsidiaries and major currency 
effects. 
 
Commenting on all the changes, Kuoni chairman Heinz Karrer said: “The Kuoni Group has 
been transformed from a broadly based travel company pursuing a wide range of very 
different activities into a focused global service provider for the professional travel industry 
and governments.  Such an in-depth new strategic direction presents a number of challenges 
and places heavy demands on management, especially in fast-changing markets.  After a 
critical review of the strategic direction, the Board of Directors has decided to accelerate its 
implementation.” 
 
 
More Flights as Market Grows 
 
Airlines are continuing to add flights from Germany as the country’s air travel market shows 
good growth.  Eurowings has announced more long-haul routes for next summer as it 
continues to build up its intercontinental network.  The Lufthansa budget airline will launch 
A330 flights from its Cologne/Bonn base to Boston, Miami (each three times a week) and Las 
Vegas (twice-weekly).  This will give Eurowings a total of eight long-haul destinations next 
summer.  However, the initial flights to the Caribbean, launched at the start of November, 
have been hit by long delays that could result in high passenger compensation payments.  The 
flights to Cuba and the Dominican Republic on November 16, 17 and 18, all operated by the 
same A330, were all seriously delayed due to a combination of weather conditions and 
maintenance times.   
 
Meanwhile, parent company Lufthansa will launch flights from Munich to the Greek holiday 
islands of Corfu and Santorin next summer, which are scheduled to operate from mid-May to 
the end of October.  Charter airline Germania will fly from Hamburg to Gazipasa and Bodrum 
in Turkey next summer, add a second weekly frequency to Rhodes and Beirut and continue a 
weekly flight to Madeira. 
 
Easyjet is continuing its expansion at Berlin-Schönefeld Airport with new routes next year to 
Bordeaux and Toulouse.  The budget airline already flies from the German capital to Paris, 
Nice and Lyon in France. 
 
German airports enjoyed good passenger growth in October, according to figures from the 
country's airports association ADV.  Passenger numbers at Germany's international airports 
increased by 5.2% to nearly 21 million last month.  This followed low growth of just 1.8% in 
September when business was held back by strikes at Lufthansa.  In October, passenger 
numbers on European routes increased by 5.5% to 13.2 million, on German routes by 5.1% to 
4.4 million and on long-haul routes by 4.3% to 3.4 million.  There was good growth for the 
three largest airports, Frankfurt (+4.3%), Munich (+5.9%) and Düsseldorf (+5.6%), while 
Cologne/Bonn grew the fastest of the seven major airports with a 13% rise. 
 
 
Lufthansa: Strike Hits 500,000 Passengers 
 
More than half a million passengers were affected by Lufthansa’s cabin crew strike, which 
resulted in the cancellation of thousands of flights.  The strike by the airline’s flight attendants 
on a dispute over early retirement conditions for existing and future employees took a heavy 
toll.  Up to 19,000 cabin staff went on strike, which primarily affected Frankfurt, Munich and 
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Düsseldorf airports, thus massively impacting the airline’s two main hubs in Germany and 
one of its largest other departure airports.  Lufthansa was forced to cancel more than 3,700 
flights affecting 443,000 passengers on 11/11.  On 11/12 a further 933 flights were cancelled, 
affecting another 107,000 passengers.  This took the total to about 550,000 passengers and 
more than 4,600 flights impacted by the six-day strike.  According to Lufthansa board 
member Bettina Volkens, the financial impact of the strike “has already reached a clear two-
digit million Euro sum”. 
 
Lufthansa is trying to reduce operating costs – personnel costs in particular – in order to make 
it more competitive to rivals such as Ryanair, Easyjet, Turkish Airlines and Gulf carriers 
Emirates and Etihad Airways.  Lufthansa’s new budget carrier Eurowings operates with about 
40% lower costs, as staff is employed on contracts outside the Lufthansa Group collective 
agreement. 
 
 
 
SALES ACTIVITIES 
 
Lufthansa Familiarization Tours (September, October, November 2015): 
With Lufthansa’s new service to Tampa launched on September 25th, our area has been in hot 
demand among Lufthansa’s HQ and regional account managers in terms of showcasing our 
many features and benefits to key travel agents and tour operators.  The last of a series of four 
familiarization tours was successfully completed this month (11/06-08) comprising 12 travel 
professionals + 1 LH staff person. 
We liaised closely with both our Leisure Sales Department and the carrier on the development 
of itineraries, providing input related to LH’s rather strict compliance criteria, details as to 
LH’s flight schedule (FRA-TPA) including departure and arrival times, frequency and 
information on the winter flight schedule, which went into effect starting October 24th. 
This month saw us coordinating final details for the above Fam from itinerary approval by LH 
to logistics related to the arrival procedure in Tampa.  Signed Release & Waiver Forms were 
collected and forwarded to HQ accordingly.  We are currently awaiting receipt of an 
evaluation from the carrier. 
 
Netherlands Sales Visit (November 4th – 5th, 2015): 
Arrangements have been made to call on several Dutch tour operators to update them on 
VSPC news and hold training sessions for in-house reservations agents next month, just prior 
to the commencement of the 2016 booking season.  We visited key tour operators American 
Vacations, Jan Doets, Tenzing Travel (formerly known as Kuoni Netherlands) and Travel 
Trend.  Tour operators are reporting that Florida is tracking ahead of the rest of the U.S., 
whereby bookings to Florida are on par with 2014, which was up by 20% on 2013.  Bookings 
to our area for 2015 have increased by double-digit percentage points on 2014.  The outlook is 
for 2016 is very encouraging.  
 
“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 
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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 secured accommodations for the two groups – a big ‘thank you’ here as well for our 
industry’s generosity!  Completed Release & Waiver forms have been collected and 
forwarded to HQ as has the rooming list.  A final itinerary was received and forwarded to the 
tour operator.  All further logistics were finalized early this month. 
Once again, our area received accolades from the attendees for the warm welcome and 
hospitality received, not to mention praise for the well thought-out itinerary and valuable 
educational effect of the tour. 
 
CMT Stuttgart Super Sweepstakes (January 16th – 24th, 2016): 
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 launched this month in conjunction with the official sweepstakes 
website going 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.  We also successfully secured 
co-sponsorship by Lufthansa for 2 flight tickets to Tampa as well as a one-week car rental 
from Alamo. 
 
Visit USA Seminar Austria (January 27th – 29th, 2016): 
Known as Austria’s premier travel trade event, the Visit USA Seminar Austria will be held in 
Graz and Linz 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 3rd, 2016): 
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. 



8 
 

Per the organizer’s request, we have delivered several items including destination-oriented 
questions for an online knowledge test which went live this month, query contributions to a 
questionnaire to be distributed during the event, imagery for development of new stand 
backdrops, etc. 
 
Additional Activity: 
 We provide Visit USA Netherlands with input including details on the 50th 

anniversary of the Museum of Fine Arts for their next newsletter to 1,500 consumers.  
 We supported travel agency Tauchen und Reisen Kriz in Ingolstadt, Germany with 

giveaways and promotional material for an agency raffle conducted on Nov. 28th 
which was attended by approx. 80 visitors. 

 We assisted HQ with the translation of the ‘style guide’, i.e. foundation for the new 
international website. 

 
 
 
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 Out-of-Home Campaign – January 1st - February 29th  

Focused on reaching consumers no matter what their media consumption habits are, 
this out-of-home campaign will serve to surround and immerse customers on the go, 
i.e. where they spend 70% of their waking hours.  In cooperation with German tour 
operator Canusa, we will advertise in the most frequented metro lines in Hamburg and 
Munich.  VSPC will be presented with a key visual and travel teaser with a tour 
operator call-to-action.  25 posters will be placed in metro trains for 2 full months in 
each city.  This initiative will be augmented by online marketing activities.  The major 
metro lines are frequented by an estimated 100,000 passengers daily. 
We’ve provided the tour operator with all elements necessary for production of the 
creative.  Layouts have been received, corrected and approved. 

 
 DERTOUR (Germany)  
 B2B2C Travel Agency Storefront Window Display – November 

Pursuant to our excellent relationship with the tour operator, we were given the 
opportunity to launch a travel agency storefront window display campaign in 
November – one of the most coveted promotional months, as it coincides with the 
launch of the tour operator’s summer catalog.  1,000 travel agencies – all located in 
highly-frequented traffic areas – will be committed to prominently present the 
oversized poster for four weeks.  Content will include VSPC travel teasers, promotion 
of the new Lufthansa service to Tampa as well as travel teasers for coop partners Visit 
Tampa Bay and SeaWorld Parks & Entertainment with Busch Gardens. 
We have provided the tour operator with respective materials (logo & imagery) for 
layout development.  The proof has been received, corrected and approved. 
Displays were deployed the beginning of the month. 
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 B2C Mailing – November 
In conjunction with the above initiative, a 4-page consumer mailing containing VSPC 
imagery, logo and travel teasers will be distributed to 15,000 Dertour customers.  
Coop partner is SeaWorld Parks & Entertainment with Busch Gardens.  The tour 
operator was provided with all necessary elements for layout design.  The proof was 
received, corrected and approved with the mailing launching the third week of this 
month. 
 

 Jan Doets (Netherlands)   
 B2C Daily Telegraaf Online Banner Campaign – November/December 

Holland’s daily “Telegraaf” newspaper is an important Jan Doets partner with 3.5 
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 teaser and link to a dedicated landing page 
on the Jan Doets website.  We provided the tour operator with all creative elements.  
Layouts were received and approved. 

 B2C eNewsletter Blasts – December & February 
Dedicated St. Pete/Clearwater eNewsletter blasts to 16,000 subscribers each in 
December and February.  VSPC will be featured with several images, comprehensive 
copy and travel teasers linking directly to a booking engine.  The tour operator was 
provided with all elements necessary for creative development of the December 
eNews.  After several correction rounds, the layout and content was approved this 
month. 
 

 Knecht Reisen (Switzerland) 
 B2B2C Catalog Editorial 2016/17  

The catalog will be launched in December and will be valid April 2016 to March 
2017.  VSPC will receive enhanced placement with two editorial pages, two product 
pages and logo positioned on inside cover. 
Layout was corrected and approved this month.  The catalog us due in market next 
month. 

 
 
Travel Trade/Consumer Publications & Portals: 
 
 America Journal (Germany) – circ. 42,000, readership 140,000 Consumer 
 ½ page, 4c Advertorial –2/16 issue (Best of USA) Feb. 26th  

This German high-gloss consumer publication is dedicated exclusively to the USA 
providing in-depth coverage on American travel, culture and customs as well as 
insider tips and helpful hints. 
VSPC’s placement will include logo, imagery and content.  Creative was delivered to 
this publisher this month.  Layout to be forthcoming. 
Pub frequency:  6x/yr 

 
 TIP – Travel Industry Professional (Austria) – circ. 16,000 Trade 
 ½ page 4c advertorial in the USA Supplement Issue 2016 – January 

The publisher will again produce a special USA supplement for distribution in 
conjunction with the Visit USA Seminars to be held on January 27th and 28th in Linz 
and Graz with an overrun of 16,000 copies for additional distribution at travel trade 
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outlets.  Austrian travel agencies may also order additional issues free of charge to 
utilize in POS and mailings to their customers. 
We provided the publisher with all materials needed for layout development.  Our area 
is featured with logo, imagery and insider information. 
Profi Reisen is the publisher of Austria’s leading travel trade and tourism industry 
publication TIP, which targets travel agency decision makers and counter staff alike 
and is known for its precise reporting of current events, insider tips and background 
information. 
Pub frequency:  Weekly 

 
 
Online Aggregators: 
 
 ASNM New Media AG Newsletter (Germany) – 1,090,000 subscribers Consumer 
 Florida Newsletter Campaign –  December 2015 and February 2016 

St. Petersburg/Clearwater is part of a Florida eNewsletter campaign consisting of 
eNews blasts on up to 14 online travel portals with a total of 1,090,000 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 is being conducted in cooperation with SeaWorld Parks & 
Entertainment, Visit Florida, Visit Tampa Bay and Alamo. 
The December eNewsletter was developed and approved this month. 

 
 eBookers (Germany) Consumer 
 Online Promotion – May 15th - December 31st, 2015 

Consisting of banner placements and a dedicated landing page, core campaign 
elements include: 
 A soft launch in May and June to run 50% of the media impressions 
 The campaign will be dark in July and August (because of German holiday periods) 
 It will have a stronger share of voice in September-November and run 50% of 

media impressions and the takeovers. 
Layouts were received and approved with the campaign launching on 5/15. 
Reporting shows over 2.22 million ad server impressions through 11/29. 
We have negotiated an extension of the campaign to the end of the year. 

 
We are continuing the process of collecting proposals for this FY’s marketing initiatives, a 
number of which are still in the negotiation pipeline. 
 
 
Public Relations: 
 
Kaus Media Services - VSPC’s German PR Agency 
This month saw us assisting the agency with the following projects: 
 Press Release November: Proofread and corrected. 
 Newsletter November: Provided content ideas, proofread and corrected. 

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


