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DOES A NEW REWARDS BOOKING TOOL GIVE AMERICAN AN AADVANTAGE?

At the beginning of March, American Airlines announced the introduction of a
redesigned online booking tool for its AAdvantage rewards members. The new
functionality is intended to make it easier for members of American's loyalty program
to redeem miles online. What impact has the new tool had on American bookings?
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their AAdvantage accounts and redeem miles, any change in performance could have a
significant financial impact.

AA.com's new redemption functionality was launched at the beginning of March and had an
immediate impact. While the number of consumers expressing interest in redemption was
stable (defined by navigating to the redemption section), the success rate increased
dramatically. In each step of the redemption/booking process for a rewards member, the
percentage of consumers reaching that step nearly doubled. 60% now submit their date range
compared to 30% previously, and over 12% ultimately complete a redemption booking, up
from 7% pre-redesign.

Behavior of Visitors Attempting to Redeem Miles
(February 2007 — April 2007)

0
60% 56%%

o
30% 3% 30y
18%

28%

14% 15%
0
70 12%

SelectDates  SelectFlights  Reach Biling ~ Confirmation

Page
2007-02

W 2007-03 W 2007-04

It is likely that a major slice of
American's redemption business
has now been moved away from
high-cost channels and onto
AA.com. Marketers must not
gloss over the importance of
improving online tools for rewards
members. With careful
optimization,  significant  cost
savings and other benefits can be
generated from investment in
loyalty program functionality.
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The redesigned AAdvantage
booking tool impacted
conversion dramatically,
improving the redemption
booking rate from 7% to
12%.
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