
1 
 

CENTRAL EUROPEAN OFFICE 
 

A U G U S T   2019 
 

Prepared by:  Marion S. Wolf 
Director Central Europe 

 
 
 
MARKET INTELLIGENCE / TRENDS 
 
German air passengers:  Turkey and North America Win as Canaries Plummet 
 
Germans flew abroad more than ever in the first half of 2019, with Turkey, the USA and 
Canada among the destination winners.  The Canary Islands, Cyprus, the UAE and the 
Dominican Republic all welcomed fewer tourists from Germany, new figures show. 
 
The total number of airline passengers flying from the country’s 24 leading airports increased 
by 4.1% to a new record of 58.9 million between January and June, figures from the Federal 
Statistical Office showed.  The strongest growth was for European destinations, with a 4.8% 
rise to 37.2 million passengers, while 10.1 million passengers (+3.5%) headed for overseas 
destinations.  Domestic passenger numbers increased by 2.3% to 11.6 million despite public 
criticism of the environmental impact of flights within Germany. 
 
Turkey was a clear winner among major southern European holiday destinations with a 
10.9% rise to about 3.3 million arrivals from Germany in the first half-year.   
Spain remained the biggest destination country with a 3% overall rise to 6.8 million arrivals 
from Germany.  But there were contrasting fortunes for the two biggest holiday regions.  The 
number of German holidaymakers flying to the Canary Islands dropped by 8.2% to just over 
1.4 million.  By comparison, the Balearics welcomed 2.3 million arrivals from Germany, an 
8.5% increase on the same period last year. 
Greece did well generally with a 3.7% rise to nearly 1.7 million passengers from Germany, 
but the Greek Islands only generated a slight 0.6% increase to 796,000 arrivals by air. 
Elsewhere, Portugal saw low growth with a 1.3% rise to over 1.2 million passengers from 
Germany and Cyprus saw a 10.4% slump to just 88,000 arrivals. 
In North Africa, Egypt consolidated last year’s strong recovery with a slight increase to 
894,000 arrivals from Germany, while Morocco (+11.1%) and Tunisia (10.9%) both 
performed well with double-digit growth. 
 
There were also ups and downs for big intercontinental leisure travel destinations between 
January and June.   
The USA welcomed 2.5 million airline passengers (business and leisure) from Germany, 6% 
more than in the same period last year. 
Canada also did well with a 5.7% rise to 525,000 passengers. 
In the Caribbean, the Dominican Republic suffered a 17% slump to just 138,000 arrivals 
from Germany while visitor numbers to Mexico were up by 17% to 187,000.  
 
In Asia, the UAE suffered a 7% drop to 840,000 arrivals from Germany while Thailand 
stagnated at 248,000. 
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The official figures from the statistics office confirmed similar earlier numbers released by the 
German Airports Association (ADV), which showed a 4.2% rise in passenger numbers at the 
country’s 22 international airports in the first half of 2019.  This included a 4.9% increase on 
European routes and a 3.7% rise on intercontinental routes.  Germany’s biggest airports all 
generated solid or strong growth in the first half of 2019, including Frankfurt (+3%), Munich 
(+4.7%), Düsseldorf (+10.4%) and Berlin-Tegel (+25%). 
 
 
German Aviation Summit: 
Lufthansa Pushes Synthetic Fuel and Emissions Compensation 
 
The German aviation industry, led by Lufthansa, has won government support for 
technological and technical solutions such as synthetic fuels and emissions compensation to 
reduce the sector’s environmental impact as it seeks to avoid a new CO2 tax on air fares. 
 
Amid rising public criticism of flights as ‘climate killers’, Chancellor Angela Merkel said at a 
‘national aviation summit’ this month that Germany should become a leader in aviation 
environmental protection, particularly with aircraft technologies, and should avoid “forced 
restrictions”.  She emphasized: “It’s important that the industry can show that growth is not 
always connected to an increase in climate-harming emissions.”  The chancellor added: “We 
don’t want any forced restrictions on our mobility.” 
 
Transport minister Andreas Scheuer called for the €1.2 billion annual proceeds from the 
German aviation tax to be used for research and innovation to help make ‘clean’ synthetic 
fuels cheaper to use.  Some politicians, including the Greens, have called for the existing 
aviation tax to be doubled, but also want the proceeds to be dedicated to developing low-
emission aircraft and climate-neutral alternative jet fuels.  The tax, introduced back in 2011, 
currently lies at €7.50 for short-haul flights, €23.43 for medium-haul services and €42.18 for 
long-haul routes.  Under current German law, however, tax revenues cannot be used for a 
specific purpose, such as aviation R&D.  On September 20, the German cabinet is due to 
agree on an overall package of environmental protection measures to help the country meet its 
international CO2 reduction targets.   
 
Lufthansa CEO Carsten Spohr told journalists that as part of its sustainability activities, the 
German airline group has launched an innovative scheme called ‘Compensaid’ in cooperation 
with its long-standing partner, the Swiss climate protection foundation myclimate.  This 
enables airline passengers to offset their individual carbon footprint by supporting the 
development and use of zero-emission synthetic Sustainable Aviation Fuel (SAF).  
"Compensaid" combines a live tracking tool for flights of all airlines worldwide with a 
sustainability platform that makes it possible to directly offset one’s personal CO2 emissions.  
Travelers then receive a detailed evaluation of their entire travel history, which not only 
includes flight distance, time and destinations, but also shows the efficiency of the respective 
aircraft type, individual fuel consumption, and the associated CO2 emissions. 
 
For the first time, passengers can replace fossil aviation fuels one-to-one with SAF, Lufthansa 
explained.  The platform calculates the market-based surcharge in comparison to fossil 
kerosene.  Travelers willing to pay this surcharge can use it to cover their individual kerosene 
consumption with the climate-neutral fuel.  The Lufthansa Group will continue to pay the 
basic rate for the kerosene and the SAF purchased as part of the offsetting process will be 
deployed on Lufthansa flights within a period of six months.  “This is the first online platform 
of its kind to provide end customers with a transparent, quick, and effective way to offset their 
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CO2 consumption when flying using CO2 neutral fuels,” Lufthansa emphasized.  As an 
alternative, travelers can also use Compensaid to support a reforestation project in Nicaragua 
and thus reduce emissions over the long term. 
 
 
Travel Insights: German Holiday Sales Recover Thanks to Last-Minute Bookings 
 
The German travel industry is staging a gradual recovery after more customers booked last-
minute holidays in July, according to the latest monthly Travel Insights sales analysis.  
Bookings through travel agencies and online channels increased by 3% last month, meaning 
that summer 2019 revenues are now only 1% behind last year on a cumulative basis, 
according to analysis of sales by 2,000 representative travel agencies, OTAs and tour operator 
websites by Travel Data + Analytics. 
 
July’s growth was clearly driven by last-minute summer holiday bookings, the TDA figures 
made clear.  One third of all bookings last month were for departures in July and August.  As 
a result, the cumulative drop in July departures was reduced to 1% and for August to 0.5%.  
The overall 2018/19 tourism year is now up by 1% in revenue terms thanks to last winter’s 
higher sales.  Moreover, summer 2018 was a very strong season with bookings up by 13% at 
the same time last year.  Summer 2019 sales revenues are thus well ahead of 2017, for 
example. 
 
Meanwhile, early demand for the forthcoming winter season looks weak so far.  Sales 
revenues for winter 2019/20 are 5% lower on a year-on-year basis, and bookings are down for 
nearly all departure months.  The only exception is November, which accounted for one third 
of all winter season bookings last month.  This may indicate a continued trend to late 
bookings, although the overall sales volume in July was too low for any reliable trend to be 
apparent yet. 
 
 
IT system switch: DER Touristik Opts for Atcom Reservation System 
 
DER Touristik will switch from its current two separate reservation systems to British-based 
Atcom starting with the winter 2021/22 season to speed up sales and offer more flexible 
products in a major technology move.  Germany's third-largest tour operator group will 
unplug Phoenix Unlimited, used by its specialist brands, and Blank, the package holiday 
system used by numerous tour operators.  It’s Austrian and Swiss subsidiaries will also make 
the switch to the new common system. 
 
Atcom, which is already used by the group's Scandinavian subsidiary Apollo, won the 
contract due to its flexibility, speed, user-friendliness and development speed, according to 
the company.  These will enable DER to launch a 'service offensive' to boost sales.   
In contrast, Phoenix Unlimited has had a troubled history.  Launched in 2016 after substantial 
investments, it quickly ran into technical problems, resulting in a sales slump at Dertour as 
travel agents switched to competitors who could be booked more easily.  After improvements, 
the group then planned to gradually migrate all its German tour operator brands from Blank to 
Phoenix. 
 
Ingo Burmester, CEO Central Europe, who knows the Atcom system from his time at TUI 
Germany and Thomas Cook UK, explained: “The decisive factors were that Atcom works 
very fast, enables a component-based (price) calculation, is overwhelmingly standardized and 
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is very flexible thanks to its modular structure.”  He added: "The satisfaction of our customers 
has top priority.  I count not only travelers, but in particular our sales partners among them. 
We want to convince them with the individuality and quality of our products as well as 
through our service.  That is what we will concentrate on." 
 
 
Thomas Cook "won't get a Chinese uniform look", says CEO Fankhauser 
 
The planned takeover of Thomas Cook Group’s tour operator business by China’s Fosun 
Group is a growth opportunity, CEO Peter Fankhauser tells fvw in an exclusive interview.  
Under the financial rescue plan announced last month, Thomas Cook Group’s main 
shareholders have agreed to debt-for-equity swaps and will contribute £750 million for future 
business financing.  Moreover, the tourism group, currently burdened with £1.6 billion of 
debts, will be split into two companies, with Fosun (the group’s largest current shareholder 
with an 18% stake) getting a majority stake in the future tour operating company, and EU-
based institutional investors taking over the airlines.  Now that Fosun and the group’s banks 
have agreed to the recapitalization plan, “it is a question of getting the other debtors who hold 
Thomas Cook bonds, i.e. funds and investment houses, on board,” Fankhauser said in 
Frankfurt.  He expects the discussions to be completed by the autumn, enabling regulatory 
approval to follow. 
 
The Swiss-born boss, who joined the company in 2001 and has been CEO since 2014, does 
not expect Fosun to make fundamental changes to the tour operating business following the 
split-up of Europe’s second-largest tourism group.  “I can rule out Thomas Cook getting a 
Chinese uniform look.  Our experience proves this,” he declared.  “We have worked 
successfully with Fosun for four years and operate a joint venture in China with 320,000 
customers.  The Fosun management values the Thomas Cook brand, just like China as a 
whole.”  Cooperation examples include the group’s Sunwings hotel in Phuket, which now has 
50% Chinese guests, and the planned openings of a Sunwing hotel and a Casa Cook resort in 
China next year, he pointed out.  Fankhauser emphasized that he was “very impressed” with 
the management team of Fosun Holidays, including CEO Jim Qian, who was trained in 
Germany and speaks fluent German.  “Fosun knows the European travel markets, how they 
work and their characteristics,” he commented. 
 
In terms of the tour operator’s future strategy, Fankhauser underlined the importance of 
offering “differentiated products, quality and service” and operating flexibly.  “A choice of 
preferred hotel room, advance reservation of sun-loungers, our app as a travel guide and our 
quality promise show the direction.  That applies particularly for our new hotel concepts Casa 
Cook and Cook’s Club, which have generated a great response among sales partners and 
customers,” he commented.  Asked about the jobs impact at Thomas Cook from the 
forthcoming restructuring, the CEO said “no one should shut their eyes” to the company’s 
very competitive markets, rapid changes in customer behavior, and challenges from 
digitalization.  “I have never given a job guarantee, and I won’t do that now.  But I promise a 
fair and open approach,” he declared. 
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German Consumer Climate Defies Economic Downturn 
Findings of the GfK Consumer Climate Study for August 2019 
 
German consumer confidence paints a mixed picture for August.  While there has been an 
increase in propensity to buy, income expectations have dropped slightly.  By contrast, the 
economic outlook suffered a significant decline.  GfK forecasts that the consumer climate in 
September will remain unchanged from the previous month at 9.7 points.  
 
The global economic downturn, trade wars and the ongoing discussions surrounding Brexit 
are all putting increasing pressure on the economic outlook of consumers.  This has resulted 
in the economic indicator for August dropping to its lowest level in more than six and a half 
years.  So far, the propensity to buy has stood firm, even increasing for August.  By contrast, 
income expectations suffered a small decline after last month's recovery.  
 
Economic outlook continues to decline:  Consumers are heading into an economic 
maelstrom.  The economic expectation indicator lost 8.3 points in August, falling to -12.  The 
last time a lower value was recorded was more than six and a half years ago in January 2013, 
when it fell to -12.5 points.  This means that the figure is now 30 points lower when compared 
to the same period last year.    
Trade conflicts with the United States and the threat of tariffs for German exports as well as 
ongoing Brexit negotiations and the prospect of a no-deal Brexit mean that consumers are 
seeing an increased risk of recession in Germany.  Initially this will primarily affect the 
export-driven sectors as well as the suppliers to these industries, but over time this could 
spread to other areas of the economy as well.  
And the present economic slowdown is also reflected in the current decrease in gross 
domestic product (GDP).  Based on preliminary figures from the Federal Statistical Office, 
economic output in Germany declined by 0.1% in the second quarter when compared to the 
previous period.  For the first quarter of 2019, the economy was still showing growth of 0.4% 
over the previous quarter.  Economic growth was strained by the developments in foreign 
trade in particular, while private consumer spending contributed positively, propping up the 
economy.  
 
Slight decline in income expectations:  Following the growth of the previous months, 
income expectations declined again slightly in August.  The indicator dropped by 0.7 points to 
50.1.  The performance of this indicator as well as its high level both provide evidence of its 
high degree of stability.  This is also demonstrated by the fact that a small loss of just a single 
point has been recorded when compared to the same period last year.  
Whether the income indicator can maintain this high level in the future will be largely 
dependent on labor market conditions.  Should these conditions significantly worsen, this will 
certainly have an impact on the outlook with regards to the future financial position of private 
households.  In those industries that are heavily dependent on exports, such as the automotive 
industry and its suppliers, the employment situation will certainly become more difficult.  
This has already been demonstrated by the fact that some companies have announced reduced 
working hours.  On the other hand, there is still high demand for labor, particularly in the 
service industry.  
 
Propensity to buy improves again:  After its significant losses of the previous month, the 
propensity to buy has once again recovered in August.  The indicator rose by 2.5 points to 
48.8 points.  Even though this is a drop of just under six points when compared to the same 
period last year, this level can still be viewed as highly satisfactory.  
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Thus, both propensity to buy and income expectations are defying the current economic 
downturn.  The increasing fear of job losses in particular could pose a risk for consumer 
sentiment.  It is therefore important that the labor market remain stable in order to ensure that 
domestic demand does as well.  
 
Consumer climate remains stable:  The consumer climate in September remains unchanged 
at 9.7 points.  Despite a strong economic headwind, the consumer climate has remained 
stable, holding steady at a strong level.  Thus, the conditions are in place for domestic demand 
to fulfil its already previously stated function of serving as an important pillar for the already 
sluggish economy in the coming months.  However, if in the future the labor market should 
become less stable and the threat of a significant increase in unemployment loom, the 
consumer economy would also suffer a significant setback. 
 
 
 
SALES ACTIVITIES 
 
FTI Touristik Webinar (August 20th, 2019): 
Due to our excellent relationship and productive cooperation with FTI Touristik, we were 
given the opportunity to partner in one of their coveted North America webinar sessions this 
month.  During a 60-minute product presentation, we provided comprehensive destination 
information, highlights and insider tips.  During a live chat, travel agent participants could 
submit questions and/or comments.  In addition, the webinar was recorded and placed online 
in the tour operator’s travel agents’ platform.  
199 registrations were received for the webinar (more than any other webinar conducted by 
FTI before) with an average of 157 active/live participants.  FTI deployed a rating/survey 
following the webinar, whereby our presentation received the highest scores and numerous 
positive comments with travel agents expressing being particularly impressed with the 
moderation and comprehensive content communicated. 
 
Cruising Reise – USA Travel Agent Training Workshop (August 29th, 2019): 
Pursuant to our excellent relationship with Dirk Zielinski, Product Manager North America at 
tour operator Cruising Reise GmbH, we were invited to a participate in a first-ever special 
USA travel agent training workshop held in Hannover, Germany – where available spots were 
limited to but a few destination partners.  Not only did we secure one of the coveted 
presentation slots, but also successfully negotiated an expansion of the tour operator’s VSPC 
product offers in conjunction with our partaking in this event. 
A VSPC snapshot was included in the invitation mailing for which we provided applicable 
input.  The invitation was deployed the end of June.  We successfully trained 52 qualified 
agents during the roundtable workshop which was followed by an American BBQ, giving us 
the opportunity to deepen our engagement during one-on-one sales discussions. 
 
Visit USA Germany ‘Cinema’ Road Show (September 2nd – 5th, 2019): 
After a successful show last year, we will again participate in the Visit USA Germany’s 
‘cinema’ road show this fall.  This exciting concept entails projection of our destination 
presentation on big movie screens, i.e. each partner will hold a 15-minute presentation in the 
movie theater for all participating travel agents.  In addition, partners will each have a table 
during the travel market for one-on-one discussions with retail trade participants before the 
presentations and during the breaks.  We expect to train up to 150 agents in three cities: 
Berlin, Bielefeld and Düsseldorf (all in CineStar movie complexes).  After the presentations, 
an American dinner buffet will be offered followed by viewing the 45-minute Brand USA 
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movie “America Wild” as the grand finale of the evening for which travel agents will invite 
their best customers to participate.  All supplier partners will have the opportunity to engage 
with these hand-picked consumers before and after the movie.  This month we finalized the 
development of our ‘big screen’ presentation, shipped applicable material to the to the event 
locations, finalized travel arrangements, etc. 
 
Visit USA Road Show Netherlands (September 16th – 18th, 2019): 
After last year’s success, the Visit USA Netherlands will again organize a B2B road show, 
which will include training events in three cities: Zwolle, Den Bosch and Rotterdam.  The 
road show is expected to attract over than 150 travel agents.  The format will include intensive 
training sessions in “speed dating” style for all agents in each city.  We have secured our 
participation by registering early for this important opportunity.   
This month we finalized all logistics related to our attendance (presentation development, 
collateral shipment, travel arrangements, etc.). 
 
Visit USA Switzerland Road Show (September 24th – 26th, 2019): 
Scheduled to be held in St. Gallen, Zurich, Lucerne and Bern, the road show is expected to 
attract over 200 travel agents.  We will have the opportunity to present our area in the more 
intimate roundtable format during both morning and evening training sessions.  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 fall booking season.  Space was limited for these 
training events, allowing for only 10 suppliers; thus, we are pleased to have secured this 
excellent exposure and engagement opportunity by means of our early registration.   
Preparatory tasks related to our attendance continued this month. 
 
Del-Tour Belgium B2B Workshop (October 17th, 2019): 
After last year’s successful program, we will again participate in Del-Tour’s B2B workshop 
due to be held in Liège, Belgium this year.  The B2B event is expected to attract agents from 
the French-speaking part of Belgium as well as from neighboring Luxembourg.  During the 
full-day workshop, agents will be trained in small groups in 15-minute sessions.  In addition, 
a VR booth will be set up giving agents a virtual experience.  Furthermore a photo gallery of 
the workshop will be projected live on social media through Eventer, a geolocation-based app.  
Registration has been completed to secure our participation at an early-bird rate.  Preparatory 
tasks related to our attendance commenced this month. 
 
Visit USA Germany Seminar / Halloween Event 2019 (October 25th – 27th, 2019): 
For the tenth consecutive year, we will participate in the annual Visit USA Germany Seminar 
& Halloween Event.  This year’s seminar weekend will take place at the Hilton Garden Inn 
Frankfurt Airport.  Between 110 and 130 retail travel agents from all over Germany are 
expected to attend.  This event has become so popular that it sells out in less than 10 minutes 
upon deployment of registration documents, meaning we had to be exceedingly quick to 
complete and submit our registration in order to secure one of the coveted presentation slots. 
There will be a new twist on this year’s format:  In addition to the regular 15-minute 
workshop package during which agents are trained in small groups, a new plenary opening 
session will be staged during the first half of the day giving 4 supplier partners the 
opportunity to present their products to the entire audience.   
VSPC will be part of the opening session as one of the first presenters together with Visit 
Orlando, SeaWorld Parks & Entertainment and Ft. Myers.  Each of us will have a dedicated 
15-minute presentation block, whereby as a group we will endeavor to create an interesting 
‘road trip’ story experience for the audience.  An evening Halloween extravaganza including 
prize raffle is planned as the highlight of the weekend.   
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This month, an industry opportunity soliciting prize sponsorship/donations was deployed.  
Thanks to the generosity of our VSPC industry partners, we will proudly present a 3-night 
stay in our area, giving us considerably more exposure during the prize raffle! 
In addition, this month saw us conducting a meeting with the Visit USA Committee and our 
presenter partners to develop and coordinate our ‘road trip’ presentation concept. 
 
USA-Canada Experience Netherlands (October 31st - November 1st, 2019): 
The Dutch “USA-Canada Experience” is a two-day travel trade event giving supplier partners 
an exceptional opportunity to inform and educate the Dutch travel trade and conduct one-on-
one sales meetings directly with product managers and tourism managers.  A full-day 
workshop will see us holding comprehensive training sessions for over 80 agents from all 
over The Netherlands.  The event will culminate in an exciting contest and travel prize raffle. 
An industry opportunity soliciting prize sponsorship/donations was deployed this month.  
Thanks to the generosity of our VSPC industry partners, we will proudly present 2 x 3-night 
stays at two properties, giving us considerably more exposure and being ranked among the top 
prizes donors during the raffle! 
 
Visit USA Austria Seminar (November 14th – 15th, 2019): 
Known as Austria’s premier travel trade event, the Visit USA Seminar Austria will be held in 
Vienna this fall and is expected to attract up to 120 agents.  The format will comprise a 
comprehensive educational seminar in the afternoon with an ensuing evening event.  The 
seminar program will include a table top marketplace and an on-stage “interview” session 
with each supplier partner.  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. 
 
Knecht Reisen “Reisewelten” (November 23rd – 26th, 2019):  
Following the tremendous success of the past “Reisewelten” (‘Travel Worlds’) events held in 
2015 and 2017, prominent Swiss tour operator Knecht Reisen will orchestrate their third 
Reisewelten event in November this year.   
The four-day show will comprise a two-day consumer exhibition attracting close to 4,000 
visitors.  With 1800m² exhibition space available at Knecht Reisen headquarters in Windisch, 
Switzerland, the consumer show will include various impressive theme worlds such as South 
Pacific, Africa, Latin America, North America, cruises, recreational vehicles and sports travel. 
Held in Lucerne, the following two days will be dedicated solely to the travel trade during 
which comprehensive ‘treasure hunt’ style training seminars in will be conducted for approx. 
160 agents.  We are pleased to have secured participation in this important show by virtue of 
our early registration. 
 
Visit USA Seminar Switzerland (February 4th – 5th, 2020): 
This program is Switzerland’s premier travel agent training seminar held annually in Zurich.  
The seminar platform provides the local travel trade with 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. 
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Additional Activity: 
 
 We assisted Fahl Holidays in Wülfrath, Germany with provision of a stock of our 

collateral material for inclusion in their customer travel documentation. 
 In keeping with HQ’s directive to familiarize ourselves with the SimpleView system, 

we scheduled and received an initial training session with our CRM Administrator this 
month.  More to come. 

 
 
 
MARKETING INITIATIVES 
 
Our efforts continued this month in developing/expediting marketing initiatives and 
advertising programs, which included: 
 
Brand USA ‘Orignials’ Co-Ops: 
 
 FALL GERMAN MULTI-CHANNEL CAMPAIGN (November/December)  

After a very successful fall campaign last year, we will continue our cooperation with 
Brand USA and Expedia in 2019.  Germany is one of the top volume markets to the U.S. 
and Brand USA continues to provide partners with innovative international marketing 
opportunities.  This multi-channel campaign is designed to reach consumers at the right 
time, with the right message and in the right place.  The new digital media channels 
provide an integrated marketing approach to engage consumers and ultimately drive 
activation. 
 Mobile Takeover Unit: 200,000 est. impressions / hero image & click-through to 

destination content 
 GoogleDisplayNetwork Traffic Gen: 4,000 clicks 
 Facebook Carousel Ad Unit: Added value, Tile 3 or 4 position in one unit 
 Expedia Activation Partner Marketing:  

 Dedicated hotel results page (one page per co-op) 
 415,000 co-branded display ads driving to a hotel search results page 
 Inclusion on “Visit The USA” landing page linking to our hotel search results 

page 
All required assets have been delivered. 

 
 
Tour Operator Co-Ops: 
 
 FTI TOURISTIK ACADEMY (March-December 2019)  

We are excited to be part of FTI’s very successful eLearning academy together with 3 
additional Florida partners: Greater Fort Lauderdale, Naples, Marco Island & Everglades 
and Sarasota.  Themed as “Florida’s Best Beaches!”, each destination partner is presented 
on 3 pages containing comprehensive content, imagery and video.  Upon completion of 
the eLearning modules, travel advisors receive a certificate confirming their expertise. 
The FTI Academy is one of the most prominent and among the largest tourism eLearning 
vehicles in the German and Austrian markets.  The educational program is promoted via 
several channels such as newsletters, press releases and raffles.  Furthermore, it will be 
accessible 24/7 for 8 months! 
Status to date:  Close to 1,400 travel advisors have completed the St. Pete/Clearwater 
eLearning modules. 
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Our efforts continued this month in requesting and obtaining proposals from vendors of 
choice in preparation for the development of our FY 2019/20 Central European 
marketing/advertising initiatives. 
For the record:  Considerable time and effort is spent on negotiating the fine points with our 
vendors, given we are strongly focused on optimizing our area’s placement in the 
marketplace.   
Of note:  With St. Pete/Clearwater being a long-haul travel destination for the Central 
European markets, the positive effect of the campaigns we run are expected to continue 
beyond the actual placement timeframes due to the lead time between inspiration, 
consideration and effective booking by consumers. 
 
 
Public Relations: 
 
Kaus Media Services - VSPC’s German PR Agency 
This month saw us assisting the agency with the following tasks: 
 Press Release August:  Proofread and corrected. 

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


