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MARKET INTELLIGENCE / TRENDS 

 

 

TRAVEL INDUSTRY CLAIMS NEW RULES HIT FAMILIES 

 

05 AUG:  In a move to try to prevent a new pandemic wave from the Delta virus variant, the 

German government announced on 01 AUG that all persons aged over 12 entering Germany 

from any other country must show a negative corona test unless they can prove that they have 

either been fully vaccinated or recovered from Covid-19. Families with young children could 

therefore be hit hard by the new rules. 

 

In addition, non-vaccinated (or recovered) travelers arriving from 'areas of high incidence' 

have to enter a 10-day period of quarantine that can be reduced to five days by a negative 

PCR test. Children up to 12 have a 5-day period of quarantine. Moreover, all people entering 

Germany from 'virus variant areas' – including those vaccinated or recovered – have to take a 

corona test and then go into a 14-day period of isolation. 

 

The new rules, valid until the end of the year, apply to all means of transport, including 

overland travel by car or train. So far, the regulation only applied to airline passengers. 

German authorities are enforcing the new rules at airports and land borders with spot checks. 

The federal police said on Wednesday that the overwhelming majority of travelers are 

complying with the rules. Only 616 out of 155,000 controlled people had failed to provide the 

necessary documentation, which is a tiny 0.4% proportion. 

 

However, the German Travel Industry Association (DRV) has criticized unclear definitions of 

'high risk areas' in the regulation, referring to the quarantine rule. "For families with children 

this has clear disadvantages. Parents are often vaccinated, but there are no approved vaccines 

for children up to 12. In this case, families with children under 12 have no way to avoid 

quarantine," the association pointed out. The DRV appealed to Germans to get themselves 

vaccinated and to observe the coronavirus regulations. "With increasing vaccinations, we get 

additional protection, can enjoy more freedoms faster and increasingly travel responsibly 

again," the association stressed. 

 

 

LUFTHANSA BENEFITS FROM NOTICEABLE MARKET RECOVERY 

 

10 AUG:  In the second quarter of 2021, the Lufthansa Group benefited from a significant 

market recovery with increasing passenger and booking numbers. Relaxation of travel 

restrictions in international air traffic as well as a great pent-up demand among passengers 

drove both demand and activity. 
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In June alone, the number of bookings was more than twice as high as at the beginning of the 

quarter, Lufthansa reports. As planned, the capacity offered at the end of June was 40% of the 

pre-crisis level.  

 

Thanks to the positive development of the airlines, record results at Lufthansa Cargo and the 

continued recovery of Lufthansa Technik and the LSG Group, operating losses in the second 

quarter of 2021 declined significantly by 43% to €-952 million compared to the first quarter 

of 2021. Adjusted free cash flow in the second quarter was positive at €340 million, mainly 

due to strong bookings.  

 

Group sales amounted to €3.2 billion (+70%) in the second quarter and to €5.8 billion (–

30,1%) in the first half of the financial year. The capacity offered, measured in passenger 

kilometers, was 29% of the pre-crisis level of 2019 in the second quarter of 2021. In total, the 

airlines of the Lufthansa Group carried 7 million passengers from April to June – 18% of the 

pre-crisis level. The development for the full year 2021 remains dependent on the pandemic 

situation, which has a significant direct impact on business development, stressed the airline 

group. Here, travel restrictions in particular have a decisive influence on customer demand. 

 

 

TUI CUTS DOWN SUMMER CAPACITY FROM 75 TO 60% 

 

11 AUG:  TUI reports that it successfully resumed business activities in all European markets 

and that demand for holiday travel remained unabatedly high. "As soon as travel restrictions 

fall in the markets, booking momentum increases significantly": A total of around 1.5 million 

bookings had been received since the half-year figures in May, TUI Group states in its report 

for the months April to June, adding that the company is currently recording 4.2 million 

bookings for summer 2021.  

 

"Demand for summer holidays continues at an unbroken high level," comments the travel 

company. However, capacity for the core months of the 2021 summer program had to be 

adjusted to 60% of the 2019 summer capacity – in May it was still at 75%. TUI reports that 

average prices were 9% higher than for summer 2019 due to the high proportion of package 

holidays in current bookings. With clear travel rules and the lifting of travel restrictions, 

demand picked up significantly in recent weeks, especially in individual markets, CEO Fritz 

Joussen points out. 

 

As before, TUI reports a trend towards a significant increase of online bookings during the 

pandemic. In the third quarter, more than half of the TUI customers booked their holidays via 

TUI’s online channels (52%). In addition, interaction with guests is increasingly taking place 

digitally, with almost 70% (+ 21% points) of all TUI package tour guests using the TUI App. 

Besides the Balearic Islands with Majorca, the Greek islands are among the most popular 

destinations for TUI guests. In addition, domestic tourism and cruises by TUI Cruises as well 

as the TUI Group's hotel and club brands – Riu, TUI Blue and Robinson – are also in demand. 

In the period under review, 283 TUI hotels were open and eight of the Group's cruise ships 

were carrying guests. 

 

With the positive operating restart, TUI is again generating cash inflows. In the third quarter 

of the financial year these were higher than the current cash costs, so that for the first time 

since the beginning of the pandemic a positive cash flow before financing of around €320 

million was recorded. CEO Joussen speaks of encouraging figures. "Especially in Germany 

and in the continental European markets, the current booking figures show a high pent-up 
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demand. In England, the figures are not as encouraging as travel did not resume until July." 

Joussen is confident that business is coming back and TUI's transformation is clearly having 

an impact. 

 

 

GERMANS BOOK LAST-MINUTE HOLIDAYS LATER THAN EVER 

 

12 AUG:  German consumers are booking later than ever this summer, with Turkey winning 

plenty of business, according to FTI's last-minute holidays unit Fünf vor Flug. Greece, the 

Balearics and – for a certain target group – the Red Sea are also among the top-sellers. Almost 

40% of holidaymakers are travelling in the same week in which they booked, the Munich-

based specialist said.  

 

Never before in the history of the last-minute tour operator have customers travelled more 

quickly after booking. “People are waiting as long as possible to spontaneously decide on a 

destination that can be visited without any problems,” explained Sabine Prähauser, CEO of 

Fünf vor Flug. “Corona has been driving demand for trips at short notice for a long time, but 

bookings have never been so extremely last minute,” she commented. 

 

Turkey is one of the top-selling destinations at present, despite the dramatic headlines and 

pictures of fires in the region around Bodrum and Marmaris. The large Greek islands and the 

Balearic Islands are also in demand while there is a special trend for Red Sea holidays in 

Egypt. Prähauser explained: “Vaccinated people can enter Egypt without restrictions or 

quarantine. This is a convincing sales argument for many people in combination with its good 

value for money.” The top long-haul destinations are the Indian Ocean, especially the 

Maldives, and the Caribbean, where the Dominican Republic is proving popular. 

 

 

USA, TURKEY AND ISRAEL ARE BRANDED AS HIGH-RISK AREAS 

 

16 AUG:  As of August 17th, several countries are added to the list of high-risk areas for 

German travelers: Among them are important destinations for package trips. As in the 

previous week, the pandemic claims new victims among favorite destinations of German 

holiday makers. This time Turkey was hit. The Mediterranean country, especially popular 

with families, was added by the Robert Koch Institute, the German public health body, to its 

high-risk list.  

 

In addition to Turkey, the United States, Israel, Kenya, Montenegro, Vietnam and the French 

overseas territories French Guyana and French Polynesia were classified as high-risk 

countries. This brings the number of high-risk areas declared by Germany to almost 70 – 

including popular holiday destinations such as Spain, French, and Cyprus. Portugal, however, 

is not on the high-risk list anymore – except for the popular coastal region of the Algarve and 

the capital, Lisbon. Returnees from these countries who are not vaccinated are subject to a 

ten-day quarantine that can be ended after five days with a negative test. 

 

For the USA, the situation looks quite different: The new decision only affects business 

travelers who are neither vaccinated nor have recovered from Covid-19 as European tourists 

are not allowed yet to enter the country anyway. But the classification as a high-risk area 

dampens tour operators’ hope for a restart of German outbound travel to the USA. 
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GREEK HOLIDAY ISLANDS CLASSIFIED AS HIGH-RISK AREAS 

 

23 AUG:  Due to the high number of new Covid-19, cases the Robert Koch Institute has 

declared die Greek regions of Crete and South Aegean as high-risk areas as of Tuesday, 

August 24. The latter includes popular holiday destinations such as the islands of Rhodes, 

Kos, Karpathos, Paros and Mykonos. Other new entrants on the list of high-risk areas are the 

Caribbean island of Dominica, the Irish regions Border and West, the Balkan states Kosovo 

and North Macedonia and Brazil.  

 

Travelers returning from a high-risk area to Germany must observe a ten-day quarantine if 

they are not fully vaccinated or have recovered from Covid-19. With a negative Covid-19 test, 

those returnees could shorten their quarantine to five days – but for children who need to 

return to school this still could be a serious problem.  

 

But in its updated list of risk regions, the German health body also has some good news in 

store for the travel trade.  One of the most popular destinations for German holidaymakers, 

the Canary Islands, are not regarded as a high-risk area anymore. This also applies to the 

autonomous Spanish communities Asturias, Castile-La Mancha, Catalonia and Valencia as 

well as the microstate of Andorra. 

 

 

SPAIN DECLARES ALL OF GERMANY AS RISK AREA 

 

23 AUG:  Entering Spain has become more difficult for German travelers: The most popular 

destination abroad for German holidaymakers has branded all of Germany a risk area as of 

Monday, August 23rd. With all of Germany considered a risk area for the Spanish authorities, 

all holidaymakers aged 12 and over traveling to Spain must submit a negative rapid antigen 

test or PCR test or their proof of vaccination and recovery to the authorities. So far, only 

German holidaymakers from the five federal states of Hamburg, Berlin, North Rhine-

Westphalia, Saarland and Schleswig-Holstein were affected. 

 

 

CONSUMER SENTIMENT 

 

26 AUG:  Overall, consumer sentiment in Germany was somewhat more moderate in August. 

While income expectations rose slightly, both economic expectations and propensity to buy 

declined. As a result, GfK is forecasting a value of -1.2 points in consumer sentiment for 

September, down 0.8 points from August of this year (revised from -0.4 points). These are the 

findings of the GfK Consumer Climate Study Germany for August 2021. 

 

Rolf Bürkl, a GfK consumer expert, commented on this observation: “Significantly higher 

incidence values, a slowdown in vaccination momentum, and discussions about how to deal 

with unvaccinated individuals in the future have caused noticeable uncertainty among 

consumers in Germany. They fear that restrictions could even be tightened again. This is 

obviously depressing consumer sentiment right now.” In addition, the topic of inflation is 

suddenly playing a role again in discussion about Germany's economic development. 

According to the Federal Statistical Office, cost of living increased by 3.8% in July of this 

year. The last time there was a higher rate of price increase was in December 1993, at 4.3%. 
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Economic Expectations 

After reaching a 10-year high in June 2021, consumer euphoria with regards to further 

economic development in Germany is fading. In August, economic expectations fell for the 

second time in succession. After losing 13.8 points, the indicator drops to 40.8 points. Despite 

the losses, economic expectations remain at quite a high level. This is also evidenced by the 

corresponding year-on-year comparison, which is significant at +29.1 points. Consumers still 

see the German economy on the upswing, although they believe that the momentum is likely 

to slow down somewhat. 

 

Income Expectations 

In contrast to economic expectations, the income expectations remain solid, with the indicator 

even gaining slightly (+1.5 points). Currently, income expectations stand at 30.5 points. This 

is just under 18 points higher than the corresponding figure for the previous year. So far, 

income expectations do not seem to have been affected by increasing prices. Stable 

employment figures and the associated low fear of losing one's job stabilize the indicator. 

 

Propensity to Buy 

The propensity to buy is apparently unable to benefit from the slight rise in income 

expectations in August, with the indicator dropping 4.5 points, sliding down to 10.3. 

Compared to the same period last year, the propensity to consume is down by a good 33 

points. Consumer sentiment is still subdued despite healthy wallets. Carefree shopping is still 

not a reality primarily due to mandatory mask use and distance rules. In addition, the stronger 

rise in prices is also likely to depress the propensity to consume. 

 

 

 

SALES ACTIVITIES 

 

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 was 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 successfully recorded and 

launched this month. 

 

Virtual fvw Counter Days with Visit USA Germany (August 31st – September 2nd, 2021): 

fvw is the leading travel trade pub and online business portal for tourism providing up-to-date 

information on current news, industry relevant topics, analyses, backgrounds and practical 

tips.  The online portal boasts more than 380,000 unique users per month who trust the 

competence of fvw Medien. 

After the phenomenal success of two previous virtual “Counter Days” events in February and 

April (reference July’s report), fvw has decided to continue this concept and will be staging a 

3rd event the end of this month.  We will again collaborate with our Visit USA Committee 
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Germany, participating within a dedicated “USA Hall”.  In addition, we will conduct a 

comprehensive travel advisor training and will also contribute to a sweepstakes with VSPC 

giveaways.  Update to be forthcoming next month. 

 

IPW (September 18th – 22nd, 2021): 

U.S. Travel Association’s IPW is the leading international inbound travel trade show driving 

business to the United States.  It is a national showcase of America, where U.S. travel 

exhibitors generally connect with travel buyers and media from more than 70 countries to 

promote their products and negotiate future business and build relationships.  IPW secures 

America’s position as a foremost global travel destination by increasing international 

visitation and showing the world the best of what the U.S. has to offer.   

After 2020’s show was cancelled due to the pandemic, this year’s show will be among the 

first international trade fairs to be conducted in person.  While the U.S. has not opened its 

borders to Europeans yet, U.S. Travel is working with U.S. Customs and Border Patrol to 

secure the acceptance of an NIE (National Interest Exception) application for European 

buyers. 

This month we finalized our appointment schedules and made all further necessary 

arrangements for attending this important travel trade show.  This year’s show will be held in 

Las Vegas, Nevada. 

 

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 new hotels in VSPC. 

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

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

on the Visit USA Belgium website 

 Assisted Argentum Reisen to include VSPC in their new online luxury program.  

 Website Requests for Destination Magazines: 

No activity due to European summer vacation period. 

1 request 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, 

Florida destination partners and our Visit USA Committees to explore future co-ops. 

 

Brand USA Co-Ops: 

 

• BRAND USA DISCOVERY PROGRAM - INCENTIVE (Aug. 16-Sep. 30, 2021)  Trade 

After our Brand USA Discovery Program incentive dedicated to VSPC exclusively in 

May, which garnered outstanding results (20 badges completed!), our destination will be 
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included in a new incentive themed “The USA’s Midwest and Southeast”.  During this 

round, travel advisors are required to complete four badges in a destination of their 

choosing: 

Destination Options - Midwest:  

• Bloomington 

• Chicago 

• Illinois 

• Michigan 

• Minnesota 

• North Dakota 

• South Dakota 

Destination Options - Southeast:  

• Florida’s Paradise Coast 

• Kentucky 

• New Orleans 

• Puerto Rico 

• St. Pete/Clearwater 

• Tampa Bay 

• The Beaches of Fort Myers & Sanibel 
 
This additional inclusion – at no extra charge – greatly benefits our destination!  Results 

will be forthcoming upon conclusion of the program. 
 
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. 

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.  

 

 

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  
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➢ 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 

➢ 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. 

Per status of 8/13, the campaign produced the following results: 

B2C Video/Podcast “Sunshine Series” 

• YouTube views for Sunshine Series: 84,200 

• YouTube views for Sunshine Series’ VSPC segment: 10,500 with above average 

view retention of 42% (industry average view retention is 30%) 

• Podcast Stats for Sunshine Series: 3790 Listens 

• Podcast Stats for Sunshine Serie’ VSPC segment: 970 Listens with above average 

retention rate of 86% (industry average retention rate is 80%) 

B2C Microsite & Sweepstakes 

• Microsite impressions delivered: 1,320,000 

• Sweepstakes participants: 20,100 

B2C Social Media Campaign 

• Instagram total campaign impressions delivered: 1,569,100 

• Instagram impressions for VSPC post (1): 5,690; 90 Likes, 2 Comments; 3 Saves 

• Instagram impressions for VSPC stories (3): 4,080 with above average back tap rate 

of 5.8% (industry average back tap rate is 3.4%) 

• Facebook total reach delivered: 4,090,000 

• Facebook reach for VSPC posts (2): 28,980; 303 Likes; 25 Comments; 12 Shares 

 

• 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 
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➢ 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 

Per status of 8/10, the campaign produced the following results: 

 
 

Tour Operator Co-Ops: 

 

• CANUSA TOURISTIK (September 2021)  Trade/Consumer 

In cooperation with the Naples, Marco Island, Everglades CVB, we have we have 

secured another opportunity to collaborate on a digital marketing campaign with German 

tour operator CANUSA Touristik! 

➢ Landing Page of “Top 7” – September 2021   

A selection of VSPC’s “Top 7” topics will be featured with a key words, description 

and commensurately enticing imagery in a dedicated landing page targeting customers, 

both existing and potential, with inspirational messaging.  Our topics will include 2021 

# 1 Beach, The Pier, the arts, nature preserves, communities, attractions (CMA) and 

culinary. 

Canusa.de boasts 1.3 million unique website visitors yearly. 

All required assets have been delivered. 

➢ Social Media Promotion Package – September 2021 

The goal of this element is to reach regular CANUSA fans and followers with editorial 

posts: 

• 2 individually created Facebook posts – 1 each destination 

(73,000+ fans on Facebook) 

• 2 individually created Instagram posts – 1 each destination 

(8,500+ followers on Instagram) 

• 1 individually created Facebook ad – for VSPC 

(approx. 100,000 ad impressions on Facebook) 
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➢ Exclusive Newsletter– September 2021 

One themed VSPC article will be featured in the weekly CANUSA newsletter to 

promote our destination.  Article will link to a dedicated content page for VSPC.  

Reach:  400,000 subscribers 

All required assets were delivered this month. 

 

 

Public Relations Support: 

 

Kaus Media Services - VSPC’s German PR Agency 

This month saw us assisting the agency with the following: 

➢ Press Release August:  Proofread/corrected 

 

 

 

 

 

 

 

 

 

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

described. 


