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MARKET INTELLIGENCE / TRENDS 

 

 

HOLIDAY BOOKINGS RISE QUICKLY 

 

03 JUNE:  Holiday bookings are picking up rapidly as destinations in Europe and overseas re-

open for international visitors, prompting tour operators to recall staff from the reduced 

working hours model. Consumers are getting more confident about booking holidays for this 

summer, for the autumn or for later departure dates in response to the growing pace of Covid-

19 vaccinations, falling infection rates, destination re-openings and the EU's planned '‘green 

travel pass'. 

 

According to market researchers Travel Data + Analysis (TDA), bookings started rising week 

by week during May, and even exceeded pre-corona levels of May 2019 in the third week of 

the month. This indicates a real boom in the last few weeks. As of end-April, bookings for 

summer 2021 had been 11% below the level of last year and a massive 82% behind April 

2019. TDA analyst Alexandra Weigand: "Everything that is open is being booked. This 

includes destinations such as Mallorca, Portugal, the Dominican Republic and the Maldives." 

Another important trend is that, after a year without travel, consumers are seemingly ready to 

spend more on their holidays this year. According to TDA figures, about a quarter of 

bookings for this summer lie in the price range of more than €175 ($210) per person per night. 

 

Tour operators in Germany are also reporting higher booking figures and are starting to recall 

staff from furlough schemes to work full-time again to cope with the additional workload. 

Most travel companies reduced working hours over the past year under government-financed 

schemes to protect jobs and avoid high unemployment during the worst of the coronavirus 

pandemic. 

 

FTI has reinstated working hours in its call center for travel agents from 9am to 6pm in 

response to rising bookings. "Most of our staff are still on furlough. However, with the current 

boost that the tourism industry is experiencing, there will be constant adjustments," said 

managing director Ralph Schiller. 

The situation is similar at TUI, where travel agencies are now opening with normal hours 

again and call center staff are working full-time again. "We have regularly reviewed the 

workload since the beginning of the furlough scheme and have reacted to changes on short 

notice in the interests of our customers and staff," the group said.  
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FTI GROUP OFFERS AFFORDABLE CORONA TRAVEL PROTECTION 

 

08 JUNE:  Guests who make a new booking with the tour operator FTI Touristik by October 

31, 2021, can now include the optional Corona travel protection. It falls in line with a similar 

insurance offer in May, which was free of charge.  

 

The new insurance package can be added for €9.90 per booking and provides holidaymakers 

with financial protection, particularly shortly before the commencement of the trip. If the 

guest is tested positively for Corona at the earliest 72 hours before departure and therefore 

cannot start the journey, insurance partner Hanse Merkur takes over the cancellation costs at a 

value of up to €1,500 per person. On top of that, the Corona Travel Protection package also 

includes coverage during the trip itself, i.e. in addition to travel medical advice, information 

and assistance via a 24/7 emergency hotline during the trip, it provides an accident insurance 

up to €25,000 in the holiday destination. 

 

 

TRAVEL INDUSTRY JUGGLES SUPPLY AND DEMAND 

 

10 JUNE:  Consumers are booking again – but either on very short notice or a long time in 

advance, according to top managers. They complain that these swings in demand, which often 

respond to the end or re-imposition of a travel warning, make proper capacity planning 

virtually impossible. 

The good news is that tour operators and travel agents are seeing rising bookings for this 

summer, especially for Mediterranean destinations such as the Balearics and Greece as well as 

the Canaries. TUI, for example, claimed that new bookings are "well above the level of 

summer 2019" and are coming in "for all destinations". 

 

However, many of these bookings are for departures on short notice and include very flexible 

cancellation options. This short-term booking pattern applies to more expensive overseas 

holidays as well as for destinations in Europe. "For long-haul trips, about 70% of our guests 

are booking for departure within the next six weeks," said Jan Frankenberg, DER Touristik's 

manager for westbound long-haul holidays. 

 

Similarly, Condor CEO Ralf Teckentrup stated: "Nothing is plannable at the moment. Of 

course, we see that demand is coming back for certain destinations, but it will be the bookings 

in the next 6-8 weeks that will give a certain picture that we can perhaps rely on. You can 

only speculate about what the situation could be in three or six months’ time." 

In terms of destinations, Condor will plan mostly with the Balearics, the Canaries and Greece 

in Europe along with the Caribbean for the coming months. "For the summer I can imagine 

adding two or three routes to the USA," he added. 

 

Moreover, some consumers are already looking beyond this year and are booking for 2022 

instead, especially for cruise holidays, according to travel agency chiefs. Although this is 

good from a sales perspective, it does little for the cashflow as the bulk of holiday costs come 

in once customers are on holiday. Few German tourism managers are therefore making any 

serious revenue forecasts for this year at the moment, although the industry hopes to reach 

about 40-50% of 2019 levels by the end of the year. Norbert Fiebig, president of the German 

Travel Industry Association (DRV), admitted that "the summer will be decisive" to reach this 

target but predicted that the industry will not return "to normal business" before 2022. 
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GERMANY LIFTS TRAVEL WARNING FOR LOW-INFECTION REGIONS 

 

14 JUNE:  According to German Foreign Minister Heiko Maas, Germany will lift its general 

travel warning for most countries starting July 1st. Countries recording infection rates of 50 to 

200 cases per 100,000 people in seven days would no longer be considered a "risk-zone". 

 

But the minister stressed that the lifting of the warning should not be seen as an "invitation to 

carelessness". "Travel with reason and a sense of proportion" would be the motto of this 

summer. As regards variants, Maas warned that "the danger from the virus and its mutants is 

far from over". He added: "That's why we will continue to warn against travel where it makes 

sense: in high-incidence and virus-variant areas." Accordingly, there will still be restrictions 

for countries with higher levels of infections, or where virus variants are circulating, such as 

Britain or India. 

 

Last week, Germany's Robert Koch Institute for infectious diseases removed several countries 

and regions from its coronavirus travel risk list including the United States, Canada, Austria, 

Ukraine, Cyprus, Lebanon and some regions in Portugal, Norway, Croatia, Switzerland and 

Greece.  he RKI updates the list on the classification of risk countries regularly. 

 

Domestic tourism, restaurants, leisure and cultural facilities have been opening up around 

Germany in the last few weeks as Covid-19 cases have dropped significantly to an incidence 

rate below 20 per 100,000 people. Germany is also starting to roll out 'CovPass' – a digital 

vaccine and health pass as part of the EU's strategy to ease travel among bloc countries. That 

is due to come into play fully from July 1st. The aim is that people in the European Union will 

be able to scan their digital vaccine certificate or Covid test results/proof of recovery onto an 

app at borders. It is hoped the digital pass can be broadened to include non-EU countries in 

the future.  

 

 

TRAVEL AGENTS' EXPECTATIONS REACH NEW RECORD HIGH 

 

17 JUNE:  The upturn continues: After months of doom and gloom, the easing of travel 

restrictions and positive vaccination pace have significantly lifted the mood in German travel 

agencies in June. The sales situation has improved considerably, while future expectations 

have even reached a record high. 

 

More and more destinations are open for business, and both tour operators and suppliers 

announce an extension of their offerings. According to the current tourism sales climate index 

for May 2021 recorded by consulting agency Dr. Fried & Partner, the travel agents' 

expectations for the next six months reached an index level of 134 in June – a big jump after 

the index passed the 100 mark in May and by far the highest level since the start of the index 

in 2005. The percentage of respondents who expect demand for travel services to rise in the 

next 6 months had already more than doubled from 21.4% in April to 45.9% in May and has 

increased to 78.9% in June. 

 

The upswing is also reflected in the improved assessment of future earnings – although the 

change compared to the previous month is not that extreme: Now more than half of all agents 

(54.2% compared to 31.5% in May) expect an improvement within the next 6 months. 
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LUFTHANSA DEPLOYS "JUMBO" AND AIRBUS 350 TO MALLORCA 

 

21 JUNE:  Lufthansa is taking measures in response to a significant increase in booking 

demand for flights to Palma de Mallorca from both Frankfurt and Munich. As the roll-out of 

vaccination programs accelerates and travel restrictions being eased globally, Lufthansa 

Group reports bookings across its airlines have increased significantly. Compared to average 

weekly levels in March and April 2021, bookings more than doubled in May and early June.  

 

Demand is particularly strong for European leisure destinations around the Mediterranean as 

well as leisure long-haul markets where there are only limited or no travel restrictions. There's 

especially high demand for Mallorca. The booking figures for the Balearic Island have 

increased 25-fold between April and the beginning of June 2021. 

 

Therefore, Lufthansa announced it will be operating a Boeing 747-8 - the largest aircraft the 

airline is currently operating with up to 364 seats - from Frankfurt to Palma de Mallorca on 

Saturdays during the upcoming summer vacation period in the German state of Hesse. The 

first flight will depart Frankfurt on July 17th.  

From Munich, the airline plans to operate an Airbus 350 to Mallorca at the start of the 

summer vacation period in the German state of Bavaria. The first flight is scheduled to depart 

Munich on July 31st. 

 

Speaking at Routes Reconnected in April, Rupert Kraus, Eurowings Discover director of 

network airport relations, said the airline has a stated focus on serving four main types of 

routes: Sun and beach; city trip and culture; wellness and cruise and nature and wildlife. 

 

 

TUI CUSTOMERS GO UP-MARKET AS TRAVEL GETS GOING 

 

23 JUNE:  TUI is seeing a strong sales upturn in Germany for many destinations, with sun-

starved customers ready to spend significantly more on their summer holidays this year as 

pandemic restrictions are eased and international travel gets going again. "The race to catch 

up on summer holidays is fully underway and the consumer mood to travel is clearly 

increasing day by day," Germany CEO Marek Andryszak told journalists this week. "Demand 

is rising significantly as travel becomes easier." He continued: "We have had strong booking 

weeks, which, since May, have even topped the level of the same weeks in 2019. The most 

popular holiday destinations even have a double-digit percentage increases." 

 

In terms of sales trends, demand is clearly rising for package holidays, which currently 

account for about 70% of all sold trips, the TUI Germany chief said. Moreover, the average 

holiday price is also higher. "Our customers are spending about 25% more on their holiday 

than in 2019," he pointed out.  

Longer trips are also being booked. Instead of 8-10 days, the average has risen to 10-14 days. 

In addition, more up-market accommodation is in demand, with more attractive hotels, higher 

categories, larger rooms with sea views and additional catering options proving popular, 

Andryszak added. About half of TUI's customers are booking holidays with flexible 

cancellation options. 

 

As far as destinations go, TUI customers are choosing well-established top destinations for 

their holidays this summer. Mallorca, Crete, the Turkish Riviera, Rhodes, Kos, Fuerteventura, 

Gran Canaria, Tenerife and Ibiza are among the top ten in terms of bookings to date. 
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In response to this improving demand, TUI is adding more flights and increasing hotel 

capacity in many popular destinations. TUIfly, which will operate 22 aircraft this summer, 

will have daily flights to Mallorca, with a total of 210,000 seats for July and August. There 

will be 70 weekly flights to the Canaries, with 235,000 seats for the two months, and 50 

weekly flights to Greece, with 450,000 seats in total. 

 

 

EUROWINGS EXPANDS FLEET AGAIN AS BOOKINGS TAKE OFF 

 

28 JUNE:  Eurowings aims to have 60 planes in the air again by the end of June as bookings 

rapidly take off again, according to CEO Jens Bischof. The Lufthansa budget subsidiary is 

currently operating 50 jets and wants to resume flights with 10 more planes in the few weeks. 

Thanks to the "very dynamic bookings trend" after the German foreign ministry lifted travel 

warnings for many destinations as well as the faster pace of vaccinations, Bischof now 

expects to have all 81 aircraft in the air again by late summer. The Lufthansa Group's new 

leisure airline is the first airline ever in Germany to receive an unlimited permit under a new 

aviation law requirement known as partial CAMO (Continuing Airworthiness Management 

Organization). 

 

This improving demand is not just for traditional summer holiday destinations such as the 

Balearics, Greece or Italy, the airline CEO stressed. "All routes are picking up," he said. This 

even includes city routes more focused on business travelers. However, Bischof pointed out 

that customers are booking on relatively short notice for this summer, just four or less weeks 

out for about half of the flights. Approximately a quarter of bookings are for the autumn 

holidays this year. 

 

Meanwhile, the Lufthansa Group is hoping to launch its new long-haul leisure airline - 

branded Eurowings Discover - at the end of July, about two months later than the originally 

planned launch date of June 1st. Its fleet will consist of a maximum of eleven aircraft in total 

this year and will grow to 21 aircraft by the middle of next year (ten Airbus 320 and eleven 

Airbus 330). All aircraft are coming from to the Lufthansa Group fleet pool. 

 

Initial flights with three A330s are scheduled from Frankfurt to Punta Cana, Las Vegas, 

Windhoek and Mombasa. Other destinations will be added for winter 2021/22 such as to Fort 

Myers (RSW) starting in March 2022 three times per week and Salt Lake City (SLC) twice 

per week starting in May 2022. For the summer 2022 season, flights to various destinations 

will be deployed from Munich as well. 

 

 

NON-STOP FLIGHTS TO THE U.S. REACH HALF OF 2019 LEVEL 

 

30 JUNE:  What are the prospects for a restart of German leisure traffic to the USA as soon as 

the borders are open again? A good indicator is the survey of non-stop flights compiled by 

U.S. Commercial Service. For summer 2021, it additionally reveals some interesting trends as 

regards market shares.  

 

The European Union decided in mid-June to add the United States to its safe travel list, 

making it easier for US citizens to take a holiday in one of the 27 member states. But the U.S. 

administration has not revealed any reopening plans for European tourists being allowed to 

enter the United States so far. 
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However, there are speculations that the U.S. might reopen its borders to European tourists in 

late summer or early fall. German tour operators already report strong demand for traveling to 

the U.S. and stress that airfares are still quite reasonably priced. It is anticipated, however, 

that as soon as message of a lifted travel ban is announced, airfares will likely rise. 

 

This is at least shown by the list of currently scheduled non-stop flights from Germany to the 

United States for summer 2021. The survey compiled by U.S. Commercial Service reveals 

that non-stop flight capacity in summer 2021 reaches 54% of the volume of two years ago: 

Instead of 70 weekly non-stop flights in 2019, 38 are currently scheduled for the 2021 

summer season serving the big hubs Frankfurt and Munich. Compared to 2019, smaller 

airports such as Düsseldorf (served by Eurowings), Berlin (American, Delta, United) or 

Stuttgart (Delta) are missing in the flight schedule to the U.S. in summer 2021. 

 

There is a stronger focus on the main carriers: With 13 flights from Frankfurt and seven from 

Munich, Lufthansa is operating more than half of all non-stop capacity from Germany to the 

U.S. increasing its market share from approximately 40% to 57%. 

Star Alliance partner airline United offers eight U.S. flights from Frankfurt and four from 

Munich boosting its share from 16 to 29% compared to summer 2019.  

American Airlines held its position and plans to add Charlotte to its schedule served from 

Frankfurt (starting in August) and Munich (in October).  

Condor (serving Seattle three times a week in 2021, extension to weekly flights in July) and 

Delta (to Atlanta daily) have lost market share compared to 2019. 

 

 

CONSUMER SENTIMENT 

 

30 JUNE:  Consumer confidence in Germany increased noticeably in June. Both economic 

and income expectations increased significantly, along with the propensity to buy showing 

moderate growth. As a result, GfK is forecasting a value of -0.3 points in consumer sentiment 

for July 2021, up 6.6 points from June of this year (revised from -6.9 points) and the highest 

value since the summer of last year. These are the findings of the GfK Consumer Climate 

Study for Germany for June 2021. 

 

Rolf Bürkl, GfK consumer expert comments on the subject: “We are leaving the lockdown 

behind more and more. Sharply declining incidence rates as well as significant progress in 

vaccination allow increasingly extensive relaxations or openings. In addition, vacation travel 

is now possible again. This leads to increased optimism, which is also reflected in improved 

consumer confidence. This makes a noticeable recovery in private consumption in the second 

half of 2021 more likely. The domestic economy would thus once again positively contribute 

to overall economic development. So far, growth has been supported primarily by the positive 

export development, especially in the trade of goods with China and the USA. 

 

Economic Expectations 

What is remarkable this month is that consumers are very confident when it comes to the 

general development of the German economy. Following the sharp rise in the previous month, 

economic expectations increased significantly once again. After an increase of 17.3 points, the 

indicator currently climbs to 58.4 points. This is the highest value in more than ten years. A 

higher value was last measured in February 2011, at 59 points. 

 

 

 



7 

 

Income Expectations 

Income expectations also increased noticeably in June, with the indicator gaining 14.6 points, 

climbing to a total of 34.1 points. The last time income sentiment recorded a better level was 

in February 2020, when it stood at 41.2 points, i.e. before the Corona crisis. This represents an 

increase of almost 27,5 points compared to the same period of the previous year. Declining 

incidence rates now also allow opening outdoor and indoor dining areas. A number of 

employees will come out of short-time working hours and thus improve their income 

situation. This has a stimulating effect on income expectations. 

 

Propensity to Buy 

The propensity to buy benefits from the noticeable growth in income expectations, albeit at a 

more moderate rate. The indicator gains 3.4 points, climbing to a total of 13.4 points. Unlike 

income expectations, consumers are still somewhat cautious when it comes to their propensity 

to buy. Despite the openings and relaxations, several sectors - especially those that are 

service-related - are still very limited. 

 

 

 

SALES ACTIVITIES 

 

Visit USA Germany/VISIT FLORIDA Virtual Travel Advisor Training (June 2021): 

The Visit USA Committee Germany has developed a new travel advisor training concept 

focused on presenting a series of training sessions dedicated to one U.S. State or region at a 

time.  The first execution of this new ‘virtual road show’ concept took place last fall with 

VISIT FLORIDA making the debut.  After its huge success, a second “Florida Insider 

Special” virtual road show was conducted this month.  The road show comprised a series of 

three 60-minute virtual training seminars held over the course of three weeks on 

Wednesday’s, whereby two VF partners were paired up to present during each session.  With 

spots being limited, we again jumped on the chance to participate, successfully securing a 

presentation session for VSPC on June 30th partnering with Universal Orlando. 

• Creativity and interaction are key to our standing out and bringing our destination front & 

center in an extraordinary way.  To this end, ‘personalized’ videos shot on location in the 

destination by Rosemarie Payne and her team featuring hot insider tips were included in 

our presentation.  An official big Thank You to Rosemarie and team for the exemplary 

support in developing several fabulous video clips bringing our destination to life! 

• In addition, we integrated our innovative virtual ‘treasure hunt’ including a quiz, which our 

Central European office has become well-known for as an effective tool in generating 

excellent travel advisor engagement. 

221 trade contacts eager to educate themselves in preparation for meeting pent-up demand 

once borders between the U.S. and Europe open participated in this program.  Our 

comprehensive presentation including Rosemarie’s video clips and our innovative signature 

treasure hunt garnered tremendous praise from travel advisors for its notable creativity and 

interactive highlights. 

 

Brand USA Global Marketplace – Pod Assets Update (July 2021): 

Brand USA’s “Global Marketplace” is an always-on, interactive, one-stop-shop digital 

platform for B2B engagement between U.S. partners and the global travel industry.  The 

convention-style platform includes a main stage, buyer pavilion, USA partner pavilions, 

networking lounge and on-demand ‘featured’ and ‘enrichment’ video content. 

Having participated in several successful virtual events on the platform since its inception in 

Q4 2020, HQ advised the end of last month that VSPC will renew its partnership for the next 
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iteration of “Global Marketplace” for the period July 1, 2021 - June 30, 2022.  We have the 

opportunity to update our pod assets, i.e. the content of our virtual stand which includes 

downloadable PDF documents, imagery and video material.  Having conferred closely with 

HQ to coordinate applicable updates, our new pod assets were delivered to Miles Partnership 

this month with final approval by HQ expected next month. 

 

DER Touristik Florida Gulf Coast Podcast (August 12th, 2021): 

After the successful travel advisor training with DER Touristik this month, we pursued 

additional promotional avenues with DER Touristik and secured an opportunity to participate 

in a Florida Gulf Coast podcast in collaboration with two additional Florida partners (Ft. 

Myers and Naples). 

The podcast will be promoted in Germany and Austria via several channels such as DER 

Touristik’s “Come Closer” intranet portal, eNews to 10,000 travel advisors, a B2B Facebook 

group (6,000 followers) and will be aired on streaming portals such as Apple & Google 

Podcasts, Spotify, Deezer, Amazon Music and Audible. Once live on August 12th, the podcast 

will be accessible for 52 weeks straight (until August 11th, 2022). 

Our innovative ideas with a view toward setting ourselves apart included integration of one of 

our destination video jingles (Solar Powered).  Our gratitude goes out to Katie Bridges for 

supplying us with the applicable soundtrack.  The podcast was recorded this month. 

 

Additional Activity: 

 Continued to participate in innumerable conference calls, tourism organization webinars, 

virtual sales calls and ongoing communiqués with our travel industry partners. 

 Continued deployment of updates to travel trade partners promoting VSPC developments, 

website resources and VSPC campaigns while offering our ongoing assistance and support. 

 Generated updates to HQ on developments around the CV-19 pandemic in Europe and 

elsewhere as applicable. 

 Provided the Visit USA Committee Germany with input for this month’s eNewsletter to 

21,800 travel trade subscribers.  Our segment highlighted the St. Pete Pier. 

 Provided the Visit USA Committee Belgium with VSPC news to be published in their 

June eNews blast to 2,000+ subscribers, for inclusion in their social media channels and on 

the Visit USA Belgium website 

 Website Requests for Destination Magazines: 

2 requests received via the crm@simpleviewinc.com platform this month. 

 

 

 

MARKETING INITIATIVES 

 

We continue to proactively engage with clients regarding development of potential initiatives 

in preparation for re-entry and recovery.  We are in ongoing communiqués with industry 

organizations such as VISIT FLORIDA and Brand USA as well as tour operator partners and 

Florida destination partners to explore future co-ops. 

 

Brand USA Co-Ops: 

 

• BRAND USA DISCOVERY PROGRAM - INCENTIVE (May 1-31, 2021)  Trade 

The Brand USA Discovery Program is an innovative and interactive B2B online training 

platform providing travel advisors with the knowledge and skills needed to sell trips to 

the USA more effectively. Travel advisors can learn in their own time with bite-sized 

training and quizzes broken down into different modules such as regions or experiences. 
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After passing a set of quizzes, the travel advisor is considered a specialist in that area and 

earns the applicable badge. 

The program also offers an incentive element with a view toward strongly motivating 

travel advisors to engage with the platform and complete badges within a specific 

timeframe. In Germany, Visit St. Pete/Clearwater has been selected for the incentive 

program and was promoted exclusively for the entire month of May. 

This month we contacted the four incentive program winners and sent them each a 

themed VIP swag bag.  Upon receipt, the winners’ feedback was tremendous with them 

conveying enormous gratitude as well as expressing how impressed they were by the 

high-quality and assortment of individual items and well though-out/true usefulness 

thereof. 

Results: 

Miles Partnership reported this month that 20 users completed the Visit St. 

Pete/Clearwater badge during our incentive campaign in the German market.  Previously 

only 36 users had completed the badge, so this is a great response!   

 

 

VISIT FLORIDA Co-Ops: 

 

• AMERICA UNLIMITED (May-June 2021)  Trade/Consumer 

We are pleased to have secured an opportunity to collaborate with VISIT FLORIDA on 

several marketing initiatives with German tour operator America Unlimited! 

Additional Florida partners are:  The Palm Beaches, Ft. Myers, Tampa 

➢ B2C Video/Podcast “Sunshine Series” – May 31 – June 30 

Each Florida partner had the opportunity to record a dedicated 30-minute 

video/podcast episode as part of the Sunshine Series. The professionally recorded 

episodes were made available on platforms such as Apple Podcasts and Spotify. In 

addition, a video recording of the destination partner’s interview is available on 

YouTube. Each episode of the Sunshine Series was published in succession on a 

weekly basis and was promoted as ‘recommended video’ on users’ search history. 

YouTube discovery ads targeted new customers between the ages of 30 and 49 with an 

interest in travel, the U.S. 

The recording of our St. Pete/Clearwater interview session was successfully completed 

last month at the tour operator’s office in Hannover. 

Estimated views:  YouTube views for Sunshine Series is 60k  

➢ B2C Microsite & Sweepstakes – May 31 – June 30 

America Unlimited built a dedicated microsite including subpages for each 

participating partner, displaying highlights of each region including travel offer. Social 

Media posts, YouTube description and Podcast show notes linked to the microsite. 

The landing page included a quiz encouraging visitors to answer questions about USPs 

(one quiz question dedicated to each partner). 

Impressions: approx. 160,000 per month 

➢ B2C Social Media Campaign – May 31 – June 15 

For the duration of two weeks America Unlimited created and posted Florida-themed 

content to new and existing customers including a call-to-action (raffle participation), 

appealing visuals, educational information, stories and interactive posts. Three social 

media posts were created for each participating partner and were featured on the tour 

operator’s Facebook and Instagram platforms. 

Impressions: approx. 5.3 million 
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➢ B2C Virtual In-House Travel Advisor Training – June 17 

An added campaign bonus was integrated this month in that we had the opportunity to 

conduct a comprehensive virtual destination training for the tour operator’s in-house 

reservations staff putting VSPC front & center in preparation for servicing pent-up 

demand once the U.S. border opens to European travelers. 

A final campaign report is expected next month. 

 

• CANUSA TOURISTIK (April-June 2021)  Trade/Consumer 

We are pleased to have secured an opportunity to collaborate with VISIT FLORIDA on 

several marketing initiatives with German tour operator CANUSA Touristik! 

Additional Florida partners are the Florida Keys, Naples and Tampa. 

➢ B2C Online Campaign – April 14 – June 14 

Placement of a collection of eight travel offers on Travelzoo and also ran on premium 

networks (www.zeit.de, www.welt.de etc.) for 2 months.  Additional ad placements on 

Google and Bing including various keywords and text ads leading users to dedicated 

destination content on www.canusa.de. 

Estimated impressions:  up to 8M 

➢ B2C Social Media Promo & Sweepstakes – May  

Themed “bring Florida into your home”, CANUSA raffled off gift certificates for a 

Florida vacation.  Holidaymakers were encouraged to post a picture on social media 

channels using a specifically created hashtag to create interaction.  The Florida themed 

week on Facebook and Instagram included 6 posts on each channel, 1 individually 

created Facebook ad promoting the raffle and 2 individually created Pinterest ads 

promoting the raffle and content. 

Estimated impressions: up to 100k 

➢ B2C Print Direct Mailing – May 

Mailing featured destination information and product-focused content including copy, 

images, travel offers as well as promotion of the social media sweepstakes program. 

Estimated impressions:  20K top tier CANUSA customers 

A final campaign report is expected next month. 

 

 

Travel Trade/Consumer Publications & Portals: 

 

• AMERICA JOURNAL (Germany) Trade/Consumer 

Publication Brief: 

▪ A German high-gloss consumer publication dedicated exclusively to the USA 

providing in-depth coverage on American travel, culture and customs as well as 

insider tips and helpful hints. 

▪ Published four times this year, the pub enjoys a long shelf-life with a monthly 

readership of 140,000 USA loyalists from high-income households. 

▪ Available at newsstands and several public facilities throughout Germany, Austria and 

Switzerland as well as to over 36,000 subscribers. 

▪ On average, 75% of the readership takes at least 1 trip to the U.S. per year. 

▪ Readers retain AMERICA Journal magazines for up to 4 years. 
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“Florida’s Fabulous Four” Campaign: 

In collaboration with America Journal, three Florida destination partners (Keys, Naples 

and Tampa) in addition to a CTA partner (German tour operator FTI Touristik), launch of 

a dynamic 3-month campaign entitled “Florida’s Fabulous Four”. 

FTI Touristik created a dedicated “Florida’s Fabulous Four” landing page for this 

campaign featuring imagery, content and two tactical offers per Florida partner: 

www.fti.de/floridas-fabulous-four 

The campaign consists of the following elements: 

➢ Print – Issue #1/21 April 30th, 2021  

o 2/1 pages (inside front cover U2 + p. 3 as special eye catcher)  

Each destination partner receives equal content coverage (brief advertorial, 

imagery, logo).  The creative is designed in route-style along Florida’s western 

region from Tampa to the Florida Keys. 

FTI Touristik is included with a brief mention and campaign URL. 

➢ Online – May-July 2021 

o Skyscraper on AJ website 3-month campaign duration, i.e. 4/30-7/31 

The skyscraper is designed to mirror the elements of the print ad and will link to the 

FTI Touristik dedicated landing page. 

Click-through-rate: 0.26% 

o Stand-alone B2C eNewsletter – 6/02 

Each destination partner receives an individual digital ad (teaser box), imagery, 

equal content with link to destination website. 

FTI Touristik is included here as well in a minimized format with link to dedicated 

campaign landing page. 

(Note: The AJ eNews has just recently been developed; subscribers approx. 2,000 

and growing weekly) 

eNewsletter opening rate: 85% 

➢ Virtual B2C Event Presentation – June 17th, 2021 

o America Journal hosted a virtual evening event inviting customers to participate in 

an interactive presentation featuring ‘Florida’s Fabulous Four’ destinations.  By 

popular demand, our signature ‘treasure hunt’ was incorporated with a view toward 

engaging customers and ensuring attentiveness.  A quiz and live chat were included 

as well.  

This virtual consumer event lasting two hours was a first for America Journal and 

of immense value to the Florida partners as it targets a clientele strongly dedicated 

to the USA specifically. 

Attendance: Initially estimated at between 50 and 80 loyal USA readers from high-

income households, this virtual event exceeded expectations by attracting 126 

customers! 

Awaiting a campaign report from our CTA partner FTI Touristik - expected in August. 

 

 

Public Relations Support: 

 

Kaus Media Services - VSPC’s German PR Agency 

This month saw us assisting the agency with the following: 

➢ Press Release June:  Proofread/corrected 

 

 

http://www.fti.de/floridas-fabulous-four
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All initiatives, activities and programs described herein have been duly completed as 

described. 


