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MARKET INTELLIGENCE / TRENDS 
 
 
Bookings Slump in June Ahead of Summer Holidays 
 
With school summer holidays due to start across most of Germany in mid- or late July, travel 
agents and tour operators had hoped for a surge of late bookings last month to compensate for 
weak sales during the spring.  But leisure travel sales by German travel agents slumped by 
16% last month compared to the same month last year, according to the monthly GfK 
representative survey of some 1,200 travel agencies.  This left cumulated sales for the summer 
2016 season 8% lower than last year.  Agents would now have to sell 22% of last year’s total 
revenues in the next four months to achieve zero growth for the season as a whole. 
 
The GfK market researchers see this as highly unlikely.  “Even if late sales and last-minute 
bookings pick up strongly in the coming weeks because of the end of the European 2016 
soccer championship and the wet summer weather, it is increasingly improbable that last 
year’s level can still be reached,” they commented.  There were few signs of a surge in late 
bookings last month, according to the survey.  Last-minute sales for departures in June 
dropped by 1.5 percentage points to an all-time low of 4.3%, while sales of July departures 
increased by 1.8 percentage points to 20.2% in revenue terms. 
 
Many Germans appear to have decided on self-drive overland destinations, possibly combined 
with holiday homes, for this summer rather than book flight-based package holidays, 
according to some experts. Rolf-Dieter Maltzahn, head of DER Touristik’s Cologne-based 
package holiday unit, claimed that bookings have been picking up for the last two months.  
“Families are realizing that the summer holidays are just around the corner and they still 
haven’t booked anything,” he commented. “There is still plenty of capacity available 
everywhere.” 
 
 
Packed Coastal Regions in Germany 
 
Germany’s beaches will be full this summer as more consumers prefer domestic holidays to 
foreign destinations, according to tourism managers.  Bookings have soared for resorts on 
Germany’s Baltic Sea and North Sea coastlines this summer, and initial signs from the first 
few weeks of the summer holidays are that the country’s beaches will be full and 
accommodations nearly sold out.  Many resorts are staging events, such as festivals, concerts 
and open-air cinema, and are adding attractions to keep families entertained, especially if the 
weather proves unstable. 
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Germany is already the top holiday destination for Germans this year, ahead of the main 
foreign destinations such as Spain, Italy, Turkey, Austria and France, according to various 
annual surveys.  “There’s hardly anything left available now.  The beachfront row is virtually 
booked out,” said Joachim Nitz, tourism director at Timmendorfer Strand, a popular Baltic 
Sea resort (with a 7km beach) close to Lübeck, and about 80km north-east of Hamburg. 
 
Destinations on the coastlines of Lower Saxony, Schleswig-Holstein and Mecklenburg-
Vorpommern already reported good business for May and June.  The Schleswig-Holstein 
tourism board said it had seen “a strong start to the season”, while “the mood is good” in the 
East Frisian coastal region of Lower Saxony with only few accommodations still available. 
 
Mecklenburg-Vorpommern, the coastal state north of Berlin, has seen slight growth so far this 
year.  “60% of the hoteliers expect bookings at last year’s level, and 20% even expect better 
business than last year,” said Tobias Woitendorf, from the regional tourist board, citing a pre-
summer season survey.  Advance bookings in the spring for this summer were between five 
and ten per cent higher than in 2015. 
 
Another positive factor for German destinations this year is that the regional school summer 
holidays are spread over a longer period, thus extending the season.  “Our top source markets 
of North Rhine Westphalia, Berlin, Brandenburg, Saxony and Lower Saxony follow each 
other nicely in terms of vacation periods,” commented Mecklenburg-Vorpommern’s 
Woitendorf. 
 
 
Routes and Planes for Eurowings? 
 
Air Berlin could transfer a large part of its business to Lufthansa in a dramatic turnaround 
move that would also expand Eurowings dramatically.  Lufthansa is in talks to take over 
about 40 of Air Berlin’s 150 planes along with its non-hub routes and is negotiating with Air 
Berlin shareholder Etihad Airways, to acquire the German carrier’s so-called ‘decentral’ 
routes, the airport slots and about 40 planes and their crews.  
 
A deal would therefore presumably cover Air Berlin’s European city routes and also flights to 
holiday destinations, but not flights to and from its two hubs of Berlin and Düsseldorf.  The 
planes would operate under the Eurowings brand, thus boosting the low-cost carrier’s fleet 
from 90 to 130 planes and giving it a large number of new European routes.  According to 
fvw information, Lufthansa and Etihad Airways have been in talks for more than two months.  
All three airlines declined to comment on the reports. 
 
Any deal with Air Berlin would give a major boost to Lufthansa’s ambition of expanding 
Eurowings into Europe’s third-largest budget airline and able to compete effectively with 
Ryanair and Easyjet.  Lufthansa is currently working on a franchise model for Eurowings, 
under which independent carriers would operate under the low-cost brand name.  CEO 
Carsten Spohr recently suggested three different kinds of partnerships, ranging from wet lease 
agreements to minority stakes, and also said that Lufthansa would not necessarily have to 
retain full ownership of Eurowings in future. 
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DER Touristik: Long Haul Booms as Eastern Med Slumps 
 
Germany’s DER Touristik will expand its long-haul program next winter after strong 
bookings this year, but has heavy declines for the Eastern Mediterranean crisis destinations.   
Like other large tour operators, Rewe Group’s tourism subsidiary has been through a 
turbulent year, but claims to be coping well.  “2016 is definitely a travel year of extremes.  
But we can react to changes faster than our competitors thanks to our technical flexibility,” 
said Rolf-Dieter Maltzahn, head of DER’s Cologne-based package holiday unit (which 
operates the ITS, Jahn Reisen and travelix brands).  However, the group has not released any 
overall booking figures. 
 
DER Touristik claims it “is not suffering as strongly as competitors” from the crisis in 
demand for North Africa and Turkey, but the figures are still dramatic.  Package bookings for 
Tunisia, an important destination for the group, are down by 75% compared to last year, while 
Egypt (-35%), Turkey (-34%) and Cyprus (-25%) are all much lower than last summer. 
 
In contrast, Germany’s third-largest tourism group has strong package holiday sales for the 
Western Mediterranean and long-haul destinations.  Bookings for the Balearic Islands are up 
by 16% and Portugal by 7%, with strong demand in recent weeks.  Among long-haul 
destinations, Cuba is up by 40%, Mexico by 26% and Mauritius by 22%.  Bali is down by 
40% due to higher prices. 
 
The Frankfurt-based unit (Dertour, Meier’s Weltreisen, ADAC Reisen) also has good sales 
for various long-haul destinations, according to managing director Matthias Rotter.  Sri Lanka 
is leading the way with a 40% rise in revenue terms while Thailand is up by 9%.  However, 
demand for Brazil has dropped due to high hotel prices because of the summer Olympics. 
 
City trips, where Dertour is market leader, have suffered from the terror attacks in Paris, 
Brussels and Istanbul, and revenues are down by 16%.  But self-drive holidays are making a 
comeback, especially for Germany (+15%), the Nordics (+12%) and Italy (+9%). 
 
Prices “will remain stable on average” next winter, according to Central Europe chief René 
Herzog, while there are extensive early booking discounts of up to 90%.  Thailand is 5% 
cheaper “thanks to contracting at attractive dollar exchange rates”, Rotter said. 
 
 
FTI: Expansion in Niche Destinations 
 
FTI is expanding niche destinations such as Morocco and Oman, adding capacity for Egypt 
and broadening its luxury program Gold for the forthcoming winter season.  The Munich-
based tour operator has low revenue growth for this summer despite the turbulent bookings 
trends in recent months.  Bookings are strong for Spain, Morocco, Bulgaria, Italy, Greece, the 
UAE and Oman, according to the company.  Turkey bookings are down by 7% (with a 23% 
revenue decline), although the company remained confident that bookings would pick up 
soon, while demand for Egypt has recovered in recent weeks. 
 
Managing director Ralph Schiller was relatively relaxed about the situation. “The only stable 
thing is that nothing is stable.  We’ve got used to it, and customers have as well,” he 
commented.  “Some destinations are more sensitive, but they are compensated by uncritical 
destinations.”  Looking ahead, Schiller said: “We’re confident that we can maintain the 
current growth figure and close the 2015/16 business year with a single-digit increase.” 
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For the coming winter, Germany’s fourth-largest tour operator is keeping prices broadly 
stable, although the Turkish Riviera and Agadir will be up to 30% cheaper due to much lower 
hotel rates.  The group’s hotel brand Labranda will increase its portfolio by at least five 
properties to 31 hotels, including two in Morocco, two in the Canary Islands and one in 
Egypt.  Above all, the tour operator is maintaining its approach of building up niche 
destinations to compensate for those with weaker demand. 
 
For example, FTI sees plenty of potential for Morocco, which has been spared the kinds of 
terror attacks suffered by other North African destinations.  The tour operator has tripled air 
capacity to 45,000 airline seats based on 12 weekly non-stop flights from Germany to Agadir, 
including seven full charters with Sun Express.  The country has been combined with the 
nearby Canary Islands (and also the Cape Verde islands) in a joint brochure, and customers 
can book combined packages in the two destinations.  “The Atlantic coasts of the destinations 
are only 90km apart, so a beach holiday on Gran Canaria can be superbly combined with a 
cultural trip in the kingdom (of Morocco),” said Schiller. 
 
Another niche destination is Salalah, the beach destination in southern Oman, which is 
featured in two different brochures (Orient and Indian Ocean) with 11 hotels and will be 
served by twice-weekly non-stop Eurowings A330 flights from Cologne.  Capacity has been 
increased for Dubai, Abu Dhabi and Ras Al Khaimah, although there will be no charter flights 
to the latter Emirate due to a lack of suitable aircraft, despite nearly 40,000 bookings this 
summer.  FTI has even expanded capacity for Egypt, with 29 full-charter flights a week from 
nine German cities with a total of 200,000 seats for the winter season.  There are 17 weekly 
flights to Hurghada, eight to Marsa Alam and four to Luxor.  The program covers 156 hotels 
and the number of Nile cruise ships has been increased by three to 18. 
 
Long-haul holidays should once again become a ‘major pillar’ for FTI, according to Mathias 
Huwiler, head of specialist and long-haul holidays.  The long-haul program has been 
expanded for next winter with the integration of the ‘Gold by FTI’ luxury program, with 160 
hotels, into the main country brochures.  “We’ve expanded the premium segment in all 
product areas,” he said. 
 
 
Radical Restructuring at Kuoni Switzerland 
 
DER Touristik is launching major changes at loss-making subsidiary Kuoni Switzerland with 
69 job losses and well-known German manager Dieter Zümpel as the new CEO.  Zümpel, 
formerly with TUI and Alltours in senior sales and marketing positions, will take up the post 
as head of Kuoni Switzerland on November 1.  He replaces long-serving Marcel Bürgin who 
is leaving the company. 
 
Sören Hartmann, CEO of the DER Touristik Group, said: “Dieter Zümpel has excellent 
experience in travel sales. With him in charge, Kuoni Switzerland will re-position itself as a 
leader in travel sales and product offering in the Swiss market.”  The German sales and 
marketing expert will be tasked with turning around the Swiss market leader, which has 
suffered from falling sales in the last two years following a series of management changes, the 
sale of the Kuoni Group, the devaluation of the Swiss Franc and several failed IT projects. 
“We need a new start,” admitted René Herzog, DER Touristik CEO Central Europe 
(Germany, Austria, Switzerland), who described Kuoni’s current systems as “not suitable for 
the market”.  
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In future, Kuoni Switzerland holidays will be largely produced by the German parent group 
while the Swiss subsidiary will focus mostly on sales & marketing activities.  From winter 
2016/17, Kuoni’s higher-value packages, long-haul and individual holidays will be produced 
through the Phoenix Unlimited system of DER Touristik Frankfurt.  “It will be a ‘Best Of’ 
from Dertour, Dertour Deluxe, Meier’s Weltreisen and Jahn Reisen,” explained Herzog.  
Products will be created for Kuoni Switzerland in line with the requirements of the Swiss 
market, and priced in Swiss Francs. 
 
This restructuring will lead to the loss of 69 jobs in Zurich.  Kuoni currently employs a total 
of 1,200 workers, including 240 in the tour operating department.  No changes are planned for 
the group’s 85 Swiss travel agencies or the diverse specialist tour operators such as those for 
Scandinavia, diving and safari holidays. 
 
 
 
SALES ACTIVITIES 
 
Willy Scharnow Foundation Fam Tour (September 11th-14th, 2016): 
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 marks the 22nd Willy Scharnow Foundation Fam tour to our area.  The 
group will be 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 will be Visit Orlando with United Airlines 
being our cosponsoring carrier.  UA will sponsor 13 seats (12 agents + 1 WSF escort). 
We liaised closely with our Leisure Travel Department this month providing a program brief, 
flight pattern details, itinerary input and particulars for purposes of industry solicitation. 
 
Visit USA Road Show Switzerland (September 19th – 21st, 2016): 
Scheduled to be held in St. Gallen, Zurich, Luzern and Bern, the road show is expected to 
attract over 200 travel agents.  Both morning and evening training sessions are being 
scheduled during which we will have the opportunity to present our area the more intimate 
roundtable format.  By virtue of conducting trainings in four Swiss cities in short order, we 
will cover a broad catchment area just ahead of the upcoming important booking season.  
Space was limited for these training events allowing for only 10 suppliers; thus, we are 
pleased to have secured this excellent exposure opportunity by means of our early 
registration. 
Having supplied the organizer with destination content and creative for the road show booklet 
last month, we proofed and approved the final layout this month. 
 
Oktoberfest Client Event (September 20th, 2016): 
For the 2nd year, Visit Florida will develop a signature event utilizing the traditional 
celebration of Oktoberfest as a platform to build key relationships.  We will participate as co-
hosts for a select group of German, Swiss and Austrian tour operators and airline 
representatives. 
The event will commence at 3:00 p.m. with a Meet-and-Greet Reception in the Anna Hotel in 
downtown Munich followed by an evening at Munich’s “Wiesn”, the Oktoberfest grounds, in 
the classy atmosphere of the Marstall Oktoberfest tent with warm service and typically 
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Bavarian hospitality.  The event will conclude the next morning with a traditional Bavarian 
breakfast (Weißwurstfrühstück = White Sausage Breakfast).   
Registration documentation was received and completed this month.  We provided Visit 
Florida with input for the invitation list, which was deployed the middle of the month. 
 
Schauinsland Reisen North America Training Seminar (September 22nd, 2016): 
Since the beginning of 2016, this German tour operator has become increasingly active in 
placing and promoting Florida product and inasmuch, plans to stage an exclusive Florida 
travel agent training workshop for up to 80 top selling agents at their Schauinsland “Loft” 
facility in Duisburg.  We are very pleased to have secured one of the coveted training slots, 
which will be held in cooperation with Florida partners Visit Orlando and SeaWorld Parks & 
Entertainment. 
Currently, 5 VSPC properties are featured in the tour operator’s summer 2016 program with 
the tour operator aiming to double VSPC product placement for the 2017 season! 
 
Lufthansa-Sponsored TUI Travel Agent German FAM  (October 1st – 4th, 2016) 
Lufthansa’s Frankfurt-based regional sales office would like to bring a hand-picked group of 
7 TUI Travel agents to our area, all of which will be pre-qualified as sellers of the leisure 
market segment to Florida and North America.  This is an exclusive VSPC destination Fam 
which will not include a sojourn in Tampa, as TUI does not feature any Tampa hotels in their 
product portfolio – so we have a clear advantage here! 
We liaised closely with our Leisure Travel Department providing a program brief, flight 
pattern details, itinerary input and particulars for purposes of industry solicitation which was 
deployed this month. 
 
 
Additional Activity: 
 We provided Visit USA Germany with input for their next external Enewsletter 

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

 Having met Daniela Reipert of TUI Reisebüro in Herford, Germany during this 
year’s Visit Florida Road Show, we assisted her with her own travel plans to our area 
in November, providing comprehensive destination information and must-see 
highlights. 

 
 
 
MARKETING INITIATIVES 
 
Our efforts continued this month in developing and completing marketing initiatives and 
advertising programs, which included: 
 
Airlines: 
 
 British Airways (Germany) 
 B2B Speedbird Club Promotion – June 1-July 4,  2016 

Together with British Airways, Germany we have developed a unique travel agent 
promotion for their “Speedbird Club” communications channel.  Designed as an 
informative online platform specifically for the travel trade, British Airways’ 
Speedbird Club Germany currently boasts 8,700 travel agent members.  Members are 
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kept up-to-date on the latest developments and promotions by means of regular eNews 
blasts. 
Messaging on VSPC (including content, imagery and logo) was combined with twin-
center destination Visit Orlando and included a sweepstakes element.  Again, we are 
most grateful to our industry for the generous accommodations sponsorship. 
The sweepstakes ended this month with very satisfying results: 
Views: 8,006; Clicks: 2,439.  The winner was drawn by BA and congratulated by us. 

 
 Lufthansa German Airlines (Germany) 
 B2B2C Direct Mail Promotion – September 2016 

Ms. Heike Schmitt, Key Account Manager of Deutsche Lufthansa North Rhine-
Westphalia, whom we met at the Lufthansa training sessions last year, is planning a 
special promotion in cooperation with several regional Lufthansa City Center travel 
agencies to push Lufthansa’s service to Tampa Bay.  These agencies will identify 
2,500 top leisure customers to be targeted with a direct mail piece, which will include 
VSPC content highlights along with a small VSPC giveaway.  VSPC will be featured 
as an exclusive destination partner on a free-of-charge basis!   
We are in the process of handling giveaway logistics and have provided applicable 
content for the mailing. This month the mailing piece was proofed and approved. 

 
Tour Operators: 
 
 America Unlimited  (Germany) 
 B2C Multi-Channel Ambient Campaign – December 2015-August 2016 

This exciting campaign will target customers aged 30-55 (couples, families and 
affluent clientele). Using various channels the campaign is focused on raising 
awareness and boosting sales on several platforms such as out-of-home, print (flyers), 
online (eNewsletters) and social media inclusion. 
a) Inner Tubing Promotion – March/April & July/August 

Big tubing events will be launched in both winter and summer months to engage 
and  motivate thousands of beach hungry customers to embark on an emotional 
journey to VSPC.  For these events 10,000 large, colorful inner tubes will be 
produced depicting VSPC logo and image to be presented to consumers for exciting 
slides down the slopes (winter) and refreshing splashes in lakes (summer). 
Winter locations: Southern German, Austrian and Swiss Alps (Achensee, Saalbach-
Hinterglemm, Serfaus, Davos, Engelberg) 
Examples of summer locations: North Sea and several  lakes surrounding Berlin, 
Hamburg, Hannover and Frankfurt 

b) Point-of-Sale Special Offers Flyer – March/April & July/August 
Supporting the tubing promotion, 10,000 flyers depicting VSPC logo and special 
travel offers will be produced and distributed in our VSPC snappy orange eco tote 
bags during the tubing events. 

c) Facebook Integration 
To increase awareness to the tubing promotion as well as the special offers flyer the 
initiative will be promoted on tour operator’s Facebook page (currently over 60,000 
followers) by means of … 
FB Theme: branding of FB cover image and inclusion of VSPC imagery, 
FB Ads: outreach and promotion via targeted adverts and inclusion of posts, 
imagery and video. The tour operator’s FB platform enjoys a high interaction rate 
of likes, comments and shares per post. 
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d) eNewsletter Blast 
Supporting A, B & C above, an eNews blast will be deployed to the tour operator’s 
database of 140,000 subscribers with above-average income, academic 
backgrounds and high interest in travel.  The eNews will feature VSPC content, 
logo, imagery and special travel offers linking to booking engine. 

Co-op Partners:  SeaWorld Parks & Entertainment and Visit Florida 
The winter tubing event ran March 26th –April 1st.  Results:  5,000 inner tubes and 
flyers were produced and actively distributed among curious customers along with our 
eco-friendly sunscreen presented in our bright orange eco-tote bags – all of which 
motivated considerable engagement.  The Facebook promotion of this initiative on the 
tour operators’ page (currently 62,000 fans) generated 338,480 views, 6,309 likes, 342 
shares and 253 comments.  Inclusion of the initiative in an eNews blast produced an 
opening rate of 13.2% and 21,830 clicks on the VSPC travel offer. 
We have laid the groundwork for the summer tube campaign conferring with the tour 
operator on ideal locations, ordering additional promotional material and discussing 
further logistical details.  Promotional material has been delivered to the tour operator.  
The summer tube campaign was launched 7/30 and will run through mid-August. 
 

 American Vacations (Netherlands)  
 B2C Glossy Magazine – September 

VSPC will be featured on four pages of the 74-page piece with logo, imagery and 
comprehensive destination content.  The magazine is distributed at consumer travel 
shows, to repeat customers and can be ordered via the tour operator’s website.  Layout 
was received and approved this month.  The piece will go to print with an initial print 
run of 2,500 pieces next month. 
 

 FTI Touristik (Germany)  
 B2B2C Direct Mailing – August 2016 

A 6-page direct mail piece will be produced containing VSPC logo, imagery, 
destination content and special travel offers to push fall business.  10,000 pieces will 
be distributed to top travel agencies for use in their own distribution channels to their 
customers.  All necessary elements have been provided.  Layout was received, proofed 
and approved this month. 

 
 FTI Touristik (Switzerland)  
 B2C Newsletter & Online Teaser – September 2016 

A newsletter containing VSPC logo, imagery, text and special offer will be sent out to 
4,000 subscribers in combination with a 4-week online teaser placement (online 
platform boasts 280,000 page views/month).  Both newsletter and teaser will be linked 
to FTI’s booking engine. 

  B2B Banner on travelnews.ch – September 2016 
For 4 weeks VSPC banners will be placed on travelnews.ch – an online trade platform 
with 120,000 page views/month.  These banners will be linked to a dedicated 
destination page including and a flyer to download (in German and French).  

 B2B2C Info-Flyer Mailing – September 2016 
A special A3 flyer folded to A4 size will be distributed to 800 travel agencies for use 
in point-of-sale.  The info-flyer will include VSPC logo, images, text and travel offers.  
3,000 German and 1,000 French versions will be printed.   
All Banners and the info-flyer were developed, proofed and approved this month.  
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 Hotelplan (Switzerland)  
 B2C Online Newsletter Teaser – August 2016 

VSPC will be featured with a teaser including logo, image, text and travel tip in 
Hotelplan’s August B2C eNewsletter.  The teaser will link to the respective VSPC 
landing pages on hotelplan.ch.  The newsletter will be distributed in both German and 
French to the tour operator’s database of 110,000 customer addresses.  

 B2B Newsletter and Infonet Placement  – August  2016 
In addition to the above, VSPC will be featured in the B2B eNewsletter to all 
Hotelplan travel agents, the content of which will be placed their Infonet (Hoogle) 
platform for one month as well.  In addition to logo and content placement, enticing 
imagery and our Live Amplified video will be integrated. 
All necessary elements for both placements have been provided.  Layouts were 
received, proofed and approved this month. 
 

 Jan Doets America Tours (Netherlands)  
 B2C Glossy Magazine – August 2016 

Rather than producing a catalog, Jan Doets has taken to producing a high-end travel 
magazine containing enticing imagery and snippets of content related to the U.S. 
destinations the tour operator is strong in selling.  It is distributed to consumers via 
direct mail and at fairs.  Annual circ. is 15,000. 
We were offered free placement of meaningful VSPC imagery for the next issue on a 
free-of-charge basis.  A selection of appealing images was provided. 
 

 Meier’s Weltreisen (Germany)  
 B2C Meier’s Welt Magazine – July 2016 

Published twice a year in conjunction with the launch of new winter and summer 
season catalogues, MEIER’S WELT is a 40-paged magazine exclusively for VIP 
customers.  The magazine’s content focuses on highlighting the next catalog’s new 
products and special offers.  Distribution to 8,500 VIP clients. 
For the July issue (7/15/2016) two advertorial pages featured VSPC within the North 
America section. 

 B2B2C Lufthansa City Center Travel Agency Promotion – June-July 2016 
a) Storefront “TV” Spot:  215 Lufthansa City Center travel agencies featured VSPC 

with a 25-second destination portrayal and 20-second special travel offer teasers 
80x/day between 9am & 10pm for 4 weeks (mid-June thru mid-July) on storefront 
‘TV’ monitors. 

b) B2B2C Promotional Folder: A 6-page print piece featuring VSPC content, logo, 
imagery and travel teasers was distributed to aforementioned LCC travel agencies 
for use in point-of-sale.  Print run of 21,000 pieces. 

c) B2B Newsletter was deployed to the LCC agencies alerting them to VSPC being 
the 4-week featured destination along with details on the VSPC dedicated travel 
offers. 

d) B2C Newsletter was deployed by the LCC agencies to their customer databases 
promoting the destination and specially developed travel offers (mirroring the 
promotional folder content). 

 
 Schauinsland Reisen (Germany)  
 B2C Catalog Page – Winter 2016/17 

After our very successful online campaign with Schauinsland Reisen earlier this year 
and the resulting growing appeal of VSPC among the tour operator’s customers, we 
were offered a very special deal by the Director of Product & Contracting USA:  The 
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winter 2016/17 catalog’s Gulf Coast introductory page will prominently highlight 
VSPC with enticing imagery and descriptive destination snapshot.  What’s more, this 
placement comes to us free of charge!  The page layout has been designed and 
approved. 

 
 Thomas Cook AG (Germany) 

Thomas Cook Reisen  
 B2C ‘Destination of the Week’ Facebook Posts  – June & July 2016 

VSPC was highlighted as ‘destination of the week’ on both the Thomas Cook and 
Neckermann Reisen Facebook pages (62,000 fans) in June and July with 3 posts each 
including imagery and brief destination text.  This initiative was completed this month. 
 
 

Travel Trade/Consumer Publications & Portals: 
 
 Touristik Aktuell (Germany) – circ. 30,854 Trade 
 eLearning ‘expiPROFI’ – February 2016 - January 2017 

Touristik Aktuell, one of Germany’s leading travel trade magazines, has launched a 
brand new eLearning program for the travel trade: expiPROFI (www.expi-profi.de) in 
cooperation with ‘meinpep.de’, founded by TUI4U GmbH in 2012 and focused on 
promoting attractive pricing exclusively to the travel trade.  
Touristik Aktuell and meinpep.de reach the great majority of Germany’s 10,000+ 
agencies.  The Touristik Aktuell web portal generates approx. 240,000 page 
impressions per month.  meinpep.de currently generates 450,000 page impressions per 
month. 
In this new eLearning program, VSPC is featured with a company portrait, 5 study 
pages and a test with 10 questions.  Visit Florida announced plans to add a 
sweepstakes to the platform to win a spot on an exclusive Florida fam trip in 2017.  To 
be eligible, agents must have completed all course elements related to Florida 
destinations and products.  Update to be forthcoming. 

 
Public Relations: 
 
Kaus Media Services - VSPC’s German PR Agency 
This month saw us assisting the agency with the following projects: 
 Press Release July: Proofread and corrected. 
 Newsletter July: Proofread and corrected. 

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


