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MARKET INTELLIGENCE / TRENDS 
 
 
Travel agents Petition Parliament for Changes 
 
Thousands of travel agents in Germany have signed an industry petition calling on the 
country’s Parliament to make changes to the controversial new Package Travel Directive law.   
The petition is an initiative by the well-known independent travel agent Marija Linnhoff, 
president of the small VUSR association, who has vociferously criticized the new law.  She 
hopes the Parliament’s petition committee will hold a hearing on the law, even if the petition 
falls short of the formal 50,000 signatures required for such a public hearing. 
 
Linnhoff and other critics are particularly concerned about the impact of a clause that could 
force travel agents to charge separately for travel products sold as a combined package if they 
want to avoid being legally treated as tour operators.  They claim this will result in higher 
costs and more bureaucracy.   This controversial clause about ‘combined travel services’ 
refers to customers choosing a combination of two different travel products instead of an 
organized tour operator package trip.   
 
Under the current draft law, travel agents have two options: They can sell these two travel 
products to customers separately, which would require two different payments. This scenario 
has been criticized by the industry as completely impractical.  Alternatively, if they sell the 
two travel products as ‘combined travel services’ in one single booking, then this becomes a 
package trip, for which liability insurance is required.  Agents, who have low profit margins, 
fear that this insurance will increase their costs significantly.  
 
However, the German Travel Association (DRV) has opposed the petition, warning that it 
could endanger concessions already achieved through its lobbying measures, such as the right 
to provide neutral ‘sales advice’ before selling a specific product.  In particular, the DRV is 
now in talks with the European Commission over the controversial requirement for separate 
invoicing of elements of a combined travel package.  This EU regulation has already been 
criticized by German justice state secretary Gerd Billen and by the Bundesrat (upper house of 
Parliament) in a formal statement.  
 
The draft law to convert the European Package Travel Directive of November 2015 into 
German law was approved by the German cabinet in November 2016.  It will be discussed by 
a parliamentary committee on January 23, 2017, in a hearing to be attended by travel experts, 
with the DRV representing the travel industry, consumer protection organizations and legal 
experts.  The government wants parliamentary approval by June 2017, with the law going into 
effect starting mid-2018 onwards.  



2 
 

Cruises Keep German Tour Operators Afloat 
 
A surge in cruise bookings and higher-priced holidays helped German tour operators keep 
overall revenues stable this year, and hopes are high for better business in 2017, according to 
fvw’s annual dossier.  Contrary to widespread fears, the German tour operator market 
managed to remain on the growth path this year despite a heavy decline in bookings for 
Turkey, Egypt and Tunisia.  The main factors were a strong rise in sales of cruise holidays 
and growth for higher-priced holidays and packages.  
 
Tour operator revenues rose by a fractional 0.9% to €21.2 billion, even though customer 
numbers dropped by 1.9% to 31.4 million, according to the fvw survey of 52 tour operators, 
who account for 80% of the total market.  Cruise holiday sales increased by 14.7%, according 
to the survey results.  
 
These figures are much more positive than the 3-4% revenue decline predicted by the German 
Travel Association (DRV) at its annual conference at the end of October, which was based on 
travel agency surveys by GfK.  Important reasons for the difference are that the GfK figures 
do not fully cover cruise bookings, whereby the fvw figures also include the seat-only 
revenues of TUIfly and Condor.  The DRV now also expects stable revenues of about €27.3 
billion for the entire German tour operator market this year, even though customer numbers 
are likely to fall from 44.9 million to 44 million.  This trend is explained by higher sales of 
more expensive holidays, such as cruises, long-haul and luxury trips, and weaker sales of 
lower-priced packages to destinations such as Turkey, Egypt and Tunisia.  
The market leaders saw ups and downs this year in terms of revenues and customer numbers, 
the fvw dossier showed.  TUI Germany remained clear market leader despite a 2% fall to a 
turnover of €4.4 billion and a 5% fall in customers to 6 million.  Thomas Cook had stable 
revenues of €3.5 billion and 6.1 million customers in Germany thanks to Condor’s seat-only 
sales.  DER Touristik’s revenues fell 4% to €2.8 billion and customer numbers were down 
nearly 7% at 5.4 million.  In contrast, FTI revenues grew by 3% to €2.2 billion and customer 
numbers increased by 1.3% to 3.9 million.  
 
In terms of destinations, short- and medium-haul tour operator holidays stagnated overall with 
20.8 million passengers with wide fluctuations, the fvw dossier showed.  Spain, up 10.8% to 
9.8 million passengers, was the main winner along with Italy (+6%), Greece (+8%), Portugal 
(+16%) and Bulgaria (+30%).  Turkey dropped 24% to 3.2 million German holidaymakers 
(by air) and Egypt was down 37% at 669,00 tourist arrivals by air.  
 
Looking ahead to 2017, German tour operators were generally optimistic about improving 
sales, particularly long-haul, although market leaders did not comment on their expectations.  
Among the 35 firms who commented on their revenue expectations, one third predicted up to 
5% growth and one third up to 10% growth. 
 
 
Travel Agency Sales Pick Up in November 
 
German travel agents generated better sales last month thanks to good demand for winter and 
summer holidays in contrast to the previous year’s sharp drop in business, according to the 
latest GfK market survey.  November provided some optimism for travel agents and tour 
operators after poor demand throughout most of this year resulted in a 5% fall in holiday sales 
in the tourism year ending October 2016.  
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Travel agents increased holiday revenues by 8% in November, based on a 10% rise for winter 
sales and a 6% increase for summer 2017, the market researchers reported in their latest 
monthly analysis of bookings by 1,500 travel agencies.  However, this is in comparison to a 
weak previous year figure.  German agents suffered a 10% drop in sales in November 2015 
following the terror attacks in Paris and Cairo.   
 
The figures for November 2016 mean that the cumulative winter season sales have improved, 
but are still negative with a 5.8% year-on-year decline.  However, 60% of last month’s 
bookings were for summer 2017 holidays, which are now 8.8% ahead of last year.  The key 
months of July and August are higher than this time last year, along with June and September.   
 
Similarly, IT services company TATS also found positive trends in November with a 2.3% 
rise in booked revenues, according to its monthly sales review of 2,500 travel agencies.  Once 
again, cruise holidays were the main growth driver with a rise of nearly 19%.  Advance sales 
for the coming year also look good with a 10.9% increase in bookings, driven by a 12.2% 
increase for cruise holidays. 
 
 
Budget Airline Carriers Expand on German Market 
 
European budget airlines are expanding in Germany as the country’s aviation market heads 
for consolidation.  Easyjet, Norwegian and Wow Air are just three low-cost carriers planning 
to launch new flights from Europe’s largest travel market next year.  Their moves come as the 
downsizing and restructuring of Air Berlin, the planned creation of a TUI-Etihad leisure 
airline joint venture, and the expansion of Lufthansa’s budget brand Eurowings mark the 
biggest shake-up in German aviation for many years.  
 
Norwegian will conduct an expansion next summer with flights from Düsseldorf, Air Berlin’s 
second hub, and Hanover, TUIfly’s home base.  From Düsseldorf, the Nordic airline will fly 
several times a week with B737-800 jets to Barcelona, Palma de Mallorca, Malaga, Alicante 
and Tenerife.  These are all destinations that Air Berlin will not offer next summer, but hand 
over to the new TUI-Etihad airline.  According to Düsseldorf Airport, the five destinations are 
just the start of a “close partnership” with Norwegian that could include other routes and the 
stationing of planes at the largest airport in North Rhine-Westphalia.  In addition, Norwegian 
will fly twice-weekly from Hanover to Alicante, Malaga and Palma.  The airline already 
operates routes in Germany from Hamburg, Munich, Berlin and Cologne.  
 
Meanwhile, Easyjet will expand flights from Berlin and Hamburg next summer.  The British 
budget airline will station a 12th plane at Berlin’s Schönefeld Airport next summer and add 
several new destinations, with three weekly flights to Pula in Croatia and twice-weekly flights 
to Corsica and Varna in Bulgaria.  From Hamburg, Easyjet will take off to Rhodes, Valencia 
and Bordeaux next summer.  
 
Iceland’s Wow Air will also expand in Germany next year by adding a third weekly flight 
from Düsseldorf to Reykjavik and on to North America (latter starting on September 6th, 
2017, 2x/wk on Sunday’s and Wednesday’s to Tampa). 
 
Separately, Ryanair’s impending arrival at Frankfurt Airport is continuing to make waves, 
especially the controversial new airport charges that will offer sizeable discounts to airlines 
generating passenger growth at Germany’s largest airport.  Passenger numbers at Frankfurt 
dropped slightly by 0.7% in the first 11 months of this year, according to the latest monthly 
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traffic figures from Fraport (Frankfurt Airport’s sales entity).  Lufthansa announced that it is 
considering taking legal action against Frankfurt’s new airport charges on the grounds that 
they unfairly favor new airlines with discounts for passenger growth rates on European routes.  
Board member Harry Hohmeister denounced the charges as ‘sell-off discounts’ and 
threatened to move Lufthansa flights to other airports, if an agreement could not be found.  
 
 
Lufthansa: New Offer to End Drawn-Out Strike 
 
Lufthansa has made an improved offer to its striking pilots after the drawn-out industrial 
action started to divide the airline’s workforce as well as hitting half a million customers.  So 
far the German airline has had to cancel some 4,450 flights, affecting 525,000 travelers during 
six days of strike action taken that started on November 23.  Each strike day costs Lufthansa 
about €10 million in terms of lost revenues and additional costs, and advance bookings have 
also been impacted significantly, according to German media.   
 
Up to 400 ground staff held a demonstration at Frankfurt Airport last month to protest against 
the pilots’ strike which they claimed is “threatening the company’s existence and jobs”.  The 
ground staff works council criticized the pilots for “trying to push through their interests at the 
cost of all other staff” and called on the pilots’ union Vereinigung Cockpit (VC) to agree to 
mediation to resolve the dispute.  
 
In parallel, Lufthansa announced that it has made a new offer to resolve the present industrial 
dispute.  It is now offering a two-step 4.4% increase in remuneration plus a one-off payment.  
Remuneration would be increased by 2.4% for 2016 and by a further 2.0% for 2017.  This 
latest offer is not linked to any other terms or conditions, and thus meets a key union demand, 
according to the airline.  “We want to urgently avoid any further damage to our company and 
finally return to offering our passengers the kind of service they can expect from us,” said 
Harry Hohmeister, Lufthansa’s Chief Officer Hub Management.  The pilots’ union 
Vereinigung Cockpit (VC) is seeking an overall 22% pay raise for Lufthansa pilots to cover 
the last five years, during which pilots agreed to forego salary increases. 
 
 
 
SALES ACTIVITIES 
 
Visit USA Seminar Austria (January 26th – 27th, 2017): 
Known as Austria’s premier travel trade event, the Visit USA Seminar Austria will be held in 
Vienna next year and is expected to attract up to 140 agents.  The format will comprise an 
afternoon seminar with an ensuing evening event.  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. 
Our PowerPoint training presentation for the “interview” session was submitted to the 
organizer this month.  Travel arrangements and shipping logistics having been completed. 
 
Visit USA Seminar Switzerland (January 31st – February 1st, 2017): 
This program is Switzerland’s premier travel agent training seminar held annually in Zurich.  
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 
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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, query contributions to a questionnaire to be 
distributed during the event, imagery for development of new stand backdrops, etc.  Travel 
arrangements and shipping logistics were completed this month. 
 
German Consumer Shows (January & February 2017): 
We are in the planning stages to present our area at several important consumer shows in 
Germany in cooperation with Visit Florida.  Registration has been completed month for the 
following tourism fairs: 
 CMT Stuttgart  January 14-22, 2017 
 ABF Hannover February 1-5, 2017 
 Reisen Hamburg February 8-12, 2017 
 f.r.e.e Munich  February 22-26, 2017 

Our German warehouse was provided with shipping instructions for all above fairs this 
month. 
 
Enterprise Holdings/Alamo Familiarization Tour (February 5th, 2017): 
One of our strongly dedicated rental car partners is going to be bringing a small group on a 
whirlwind tour through Florida next year.  Mike Luetke, Senior Sales Manager at Enterprise 
Holdings (Alamo) based in Germany has invited four of his top-selling brokers to experience 
select Florida destinations – with St. Pete/Clearwater being among them!  Mr. Luetke’s 
invitees are based in Greece and cumulatively generate USD 13 million in sales to Florida 
annually from various markets such as Germany, United Kingdom, Brazil, Australia, New 
Zealand and Greece. 
Accommodations have been secured for the group (2/04-06/2017).  This month also saw us 
reaching out to several attractions partners soliciting interest in showcasing their exciting 
highlights.  Prompt enthusiastic responses were received from the Clearwater Marine 
Aquarium and The Dalí.  A big ‘thank you’ to our partners for their generous support! 
 
ITB (March 8th – 12th, 2017): 
Known as the “world’s largest tourism fair” held annually in Berlin, Germany, we again plan 
to exhibit within the Visit Florida Pavilion.  Registration has been completed and we are 
excited about the participation of an accommodations partner on our stand.  Appointment 
scheduling and all further organizational logistics will be initiated next month. 
 
Swiss Tour Operator Appreciation Event (March 13th, 2017): 
We will again orchestrate an upscale appreciation event for Switzerland’s most influential and 
productive tour operators, with 2017 marking our 5th consecutive year.  The venue has been 
selected and applicable paperwork processed.  Visit Tampa Bay has agreed to co-host this 
event. 
The dinner menu selection was finalized this month in concert with the venue.  Guests will be 
requested to make a main course selection in advance, per the venue’s policies.  Further action 
items in the works are guest list identification, invitation creative, function room needs, hotel 
room block, reservations form development, hospitality gift selection, etc.  Updates to be 
forthcoming. 
 
German Sales Mission (May 14th – 19th, 2017): 
Visit St. Pete/Clearwater and Visit Orlando will be joining forces to organize and expedite a 
German Sales Mission to five German cities (Hannover, Bochum, Oberursel, Frankfurt and 
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Munich).  The program will comprise holding both product management meeting as well as 
comprehensive in-house training sessions at top German tour operator offices and service 
centers, for example at America Unlimited, TUI Germany, Thomas Cook, DER Touristik and 
FTI.   
A sales opportunity was distributed among our industry members this month.  Updates to be 
forthcoming. 
 
Additional Activity: 
 We provided Visit USA Germany with destination input for their next external 

eNewsletter "VUSA NEWS" which is distributed to 25,000 travel agents and the key 
German travel trade media. 

 Yvonne Schmidt of Thomas Cook AG and Katja Wagner of Dertour were provided 
with additional assistance in planning their visits to our area pre/post Florida Huddle. 

 
 
 
MARKETING INITIATIVES 
 
Our efforts continued this month in conducting marketing initiatives and advertising 
programs, which included: 
 
Tour Operators: 
 
 Amerikareisen.at (Austria) 
 B2C Dedicated Direct Mailing – January 2017 

Austrian tour operator Amerikareisen will produce 4,600 high-quality, glossy 
postcards depicting VSPC key visual, intriguing destination description and logo 
which will be mailed to top clients and distributed at a number of consumer fairs. 
All creative and content elements were provided, layout received and approved.  The 
mailing piece went into production this month. 

 
 AMERICA UNLIMITED (Germany) 
 B2C “Climate Box” Campaign – February 

Targeting customers aged 25-65 (couples, families and affluent clientele), the 
campaign is focused on raising awareness and boosting sales via an excitingly 
innovative out-of-home initiative to be supported by propagation on multi-channel 
platforms such as specially designed microsites, social media and media coverage. 
Staged in a high-traffic, pedestrian area of one of Germany’s metropolitan cities, 
America Unlimited will create a dedicated transparent ‘climate’ box of glass.  Inside 
the box, an exciting St. Pete/Clearwater scene will be staged comprised of white beach 
sand, decorative flora and fauna, beach sun loungers and accessories, while balmy 
tunes sooth the soul.  Customers will be lured inside the warm and tropical climate box 
to escape Germany’s bitter cold winter weather.  A promoter team, dressed in shorts 
and bikinis, will serve as animators for snapshots to be shared on social media.  VSPC 
videos will be shown on a large-screen LCD monitor adding to the atmosphere within 
the climate box.  Upon exiting the box, visitors will receive promotional flyers 
depicting VSPC imagery, logo and travel teases.  And, the whole event will be drone 
filmed. 
This month we discussed possible locations for the ‘climate’ box and contacted 
various cities regarding the logistics. 
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 Canusa Touristik (Germany) 
 B2C Online Promotion Package – January 1st - February 28th, 2017 

We will join forces with Canusa on an innovative online promotion package initiative 
focused on attracting new customers and raising awareness for VSPC.  Content 
recommendation ads comprised of key visual and snappy text teaser will link to VSPC 
content on the tour operator’s website and point customers to the booking engine 
platform.  Approx. 5 million ad impressions and 15,000 visits to relevant content are 
projected.  After having provided all relevant creative elements last month, layouts 
were received, proofed and approved this month. 
 

 DERTOUR (Germany)  
 B2B “USA News” Newspaper Ad – January 13th, 2017 

Published monthly, the “USA News” is an 8-page piece distributed to all of Dertour’s 
travel agencies in Germany and Austria.  It is also placed on Dertour’s travel agent 
portal ‘Come Closer’ and is announced in the weekly ‘Counter Mail’.  VSPC will be 
featured with a ½ page, 4c advertorial including general information, images and logo 
as well as special travel packages developed by the tour operator.   
After having provided all relevant creative elements last month, the layout was 
received, proofed and approved this month. 
 

 Explorer Fernreisen (Germany)  
 B2C eNewsletter – December 10th, 2016 

A special St. Pete/Clearwater travel package was advertised in Explorer’s weekly 
eNews to 30,000 customers.  The travel package linked to a dedicated VSPC landing 
page on the tour operator’s website.  The eNews was deployed this month. 

 B2B2C Storefront Window Display – December 2016 
VSPC was featured on an oversized poster with enticing visual, logo and travel offers 
in the storefronts of all 12 of the tour operator’s dedicated stores for four weeks.  
Posters were deployed to the agencies and displayed for the entire month. 

 
 Jan Doets (Netherlands)  
 Aanrander Newsletter – December 2016 

Prior to the holidays and launch of the billboard campaign (see below), VSPC was 
featured in Jan Doets Aanrander eNewsletter distributed to 17,000 subscribers.  It 
contained a destination description as well as a special travel offers to our area, which 
could be booked online directly.  This initiative was supported by posts and messaging 
on Facebook, Twitter and Instagram. 

 Billboard Campaign – January 2017 
For four weeks VSPC will be featured on 40m² highway billboards strategically placed 
along the A9 north/south autobahn running from Alkmaar to Amsterdam (81,000 
vehicles /day) with key visual, logo and snappy text hook.  This month the visuals 
were finalized and produced. 

 
 Knecht Reisen (Switzerland) 
 B2C Out-of-Home Streetcar Campaign – February - April 

We are very pleased to have secured a great opportunity for public transport 
advertising:  200 posters will placed in the windows of Zurich’s main streetcar lines 
for three months starting in February.  Beyond an enticing VSPC image, messaging 
will include a sweepstakes promo comprised of a week’s stay in our area, one-week 
car rental and flights for two donated by Edelweiss Air, whom we were successful in 
attracting as a co-sponsor.  A curiosity generating vanity URL was created as the call-
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to-action, i.e. www.SonnenHungrig.ch (SunHungry.ch).  Here customers are presented 
with a VSPC video and enticing destination description before being led to a new page 
where they are asked to vote for their favorite VSPC beach and answer the all-
important sweepstakes question in order to become eligible to participate in the 
sweepstakes drawing. 
The poster layout was developed, proofed and approved this month. 

 B2C eNewsletters and Social Media – January/February 
To support the above out-of-home campaign, the tour operator will promote the 
sweepstakes on several electronic platforms including eNews blasts to their customers 
and via social media vehicles. 

 
 TUI (Germany) 

The TUI Experience Tour (TET) familiarization tour is among the most important 
programs TUI Germany orchestrates annually for its top 120 travel agents.  Inasmuch, we 
are exceedingly proud to be part of the 2017 TET to Florida in April. 
For 8 months leading up to the TET fam, B2B multi-channel communication initiatives 
are deployed inspiring curiosity, building awareness and generating bookings.  Past TETs 
have shown that this strategy has proven to be particularly successful among the travel 
trade and trade press due to its consistency and longevity in the marketplace, making it 
the “talk of the trade”. 
The first initiative to launch: 
 B2B eLearning – November 2016-January 2017 

This is an exclusive, destination-dedicated eLearning program for placement on TUI’s 
travel agent website within the North America platform, which is utilized continuously 
by 30,000 travel agents.  Our content will comprise comprehensive VSPC unique 
selling points such as award-winning beaches, culture, events, dining, nature, 
excursions and attractions.  A test element will also be included, which participants 
must complete with a minimum test score of 85% in order to be eligible to attend the 
tour.  The eLearning was launched on 11/15 and will run through 1/11/2017. 

 B2B2C InStore Digital Screens – January 9th - 22nd, 2017 
VSPC will be featured in 270 retail travel agencies on in-store digital screens with 
imagery, video, logo and flash animation travel offers for 10 hours/day.  The 
transmission loop will be 6 minutes in length with 10 repetitions per hour.  Respective 
imagery, video and logo materials were provided; layouts have been received and 
approved. 

 B2B TUI News Ad – January 19th, 2017 – circ. 8,000 
This activity is part of the B2B multi-channel communication initiatives for the TET.  
Our ad, comprised of key visual, logo and text hook, will be placed in the TUI News, a 
print piece with a monthly circ. of 8,000 distributed to TUI’s travel agencies all over 
Germany.  Layout has been received, proofed and approved. 

 
 TUI (Switzerland)  
 B2B Incentive Promo – October & November 2016 through February 2017 

In an effort to push new bookings to our area, we’ve developed a B2B incentive 
promotion including a sweepstakes element in cooperation with this important Swiss 
tour operator.  The challenge:  Generate as many new bookings as possible between 
11/14/2016 and 02/28/2017 (for travel between 6/01-30/2017 and 09/01-11/15/2017) 
to become eligible to win a one-week stay in St. Pete/Clearwater + air for two.   
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Communication channels include: 
B2B eNewsBlast – October: 
 Special deals and information on travel and hotels are deployed weekly via the TUI 
eNewsletter.  Our incentive promo was promoted in an eNews blast to 700 agencies 
deployed on 10/13. 
B2B Incentive Flyer – November:  
 A flyer was produced promoting the incentive program and will be distributed among 
the 100+ top-selling travel agents attending this year’s TUI Suisse World eXperience 
in Las Vegas (11/02-07). 

 Catalog Advertorial Page 
We were offered placement of a full-page advertorial in the tour operator’s new annual 
catalog which will be valid April 2017-March 2018 with a print run of 95,000.  This 
comes to us on a complimentary basis, which is due to our excellent relationship with 
the tour operator.  We have provided with applicable content and creative.  The 
catalog will be in-market come January 2017. 

 B2B2C Flyer TUI Post – January 2017 
VSPC will be featured on a full-page with special offers in the TUI Post (TUI’s 
internal newspaper).  Layout was created and approved this month.  

 
 
 
Travel Trade/Consumer Publications & Portals: 
 
 America Journal (Germany) – circ. 36,500; readership 145,000 Consumer 
 ½ page, 4c Advertorial –2/17 issue (ITB Special) Feb. 24th 

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 elements have 
been delivered to the publisher; layout has been received, proofed and approved. 
Pub frequency:  6x/yr 

 
 TIP – Travel Industry Professional (Austria) – circ. 10,500 Trade 

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:  26x/yr 
 ½ page 4c advertorial in the USA Supplement Issue 2017 – January 

The publisher will again produce a special USA supplement for distribution in 
conjunction with the Visit USA Seminar to be held on January 26th in Vienna with an 
overrun of 16,000 copies for additional distribution at travel trade outlets.  Austrian 
travel agencies may also order additional issues free of charge to utilize in POS and 
mailings to their customers. 
Our will be featured with logo, imagery and insider information.  Layout was received, 
proofed and approved this month. 

 Extra Editorial in the USA Supplement Issue 2017 – January 
In addition to our ½ page advertorial in the USA Supplement, VSPC will also receive 
extra coverage in the January issue of the TIP magazine with a special article about 
cuisine.  This extra exposure comes to us free of charge due to our long and excellent 
relationship with the publisher. 
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 Travelution (Netherlands) – circ. 7,500; readership 10,000 Trade 
 6-page Destination Feature/Infotorial – January 

A “Florida Special” issue is planned in January for which the publisher has secured a 
segment on Lufthansa’s service to Tampa.  We will jump on this bandwagon with an 
extensive destination feature on our area.  In addition, our area will be presented on 
Travelution’s website including a VSPC banner ad.  We have provided the publisher 
with comprehensive information in preparation for his development of the infotorial 
and applicable creative for the banner ad. 
Travelution is the Netherlands’ leading travel industry publication with a readership of 
10,000.  With a personalized cover letter, issues are mailed to all business and leisure 
travel agents.  The magazine is also distributed to all tour operators (product 
managers, buyers, sales managers and board members), incentive organisers, airlines, 
tourist boards and NATM members – in short, Travelution reaches close to 100% of 
the Dutch travel industry.  The publication enjoys a long shelf life and research shows 
travel professionals utilize it as a reference piece due to the up-to-date and high quality 
information provided.  In addition, Travelution has his own website giving a weekly 
overview of most important news items in the travel industry with cross links to 
complete press releases.  The website boasts approximately 31,407 unique users, 
370,684 page views and 1.2 million page impressions monthly. 
Pub frequency:  1x/mth 
 

 USA Travel Guide (Germany) – circ. 20,000 Consumer 
 1 page, 4c Advertorial – January  

With detailed information on all 50 states, a fold-out map and a list of all Visit USA 
Germany Members, the USA Travel Guide is an ideal complement to Brand USA's 
image brochure "Travel USA".  It will be published in January 2017 with a circulation 
of 20,000 and will be distributed at the major German tourism shows, the Visit USA 
events and through the INFOX "Bestellservice" (order service), which allows travel 
agents to order the magazines free of charge.  In addition, the travel guide will be 
available online, as a "flipbook" on the Visit USA Germany’s website.  VSPC will be 
featured here with a full page including text, images and logo.   
With all elements having been provided last month, the final layout was received, 
proofed and approved this month. 

 
We continued to follow up with several vendors regarding their submissions of marketing 
proposals for our 2016/17 initiatives in order to move forward with our strategic planning. 
 
Public Relations: 
 
Kaus Media Services - VSPC’s German PR Agency 
This month saw us assisting the agency with the following projects: 
 Press Release December:  Proofread and corrected. 

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


