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Customer

1975 Bank of America
Chase Manhattan
1980 Citicope
1975 Ddta TransQuest
American Airlines
1978 Boeing
(QANTAS,British Airways
1985 Lufthansa Canadian Airlines
Union Pacific Conrail
1980 Burlingon Northern Santa Fe
West, rint,
1984 Genera Telephone, Bell Atlantic
1984 Southern New Engrand Telecom
Motorola, SWB,ITP,
1996 Bel_lSouth Teecommunication
(British Telecom TEL ecomiraland)
1978 Kansas City power&Light
OntarioHydrorlectric
1992
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AAadvantage
“  dvantage” Freqgluert Flyer Program ‘
“SABRE” Citibank
MCI FTD

dvantage




Frequent User Program
Frequent Stayer Program Frequent Shopper Program
Frequent Buyer Program

to
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Oneto One Marketing
Influence
(Dorothy Tane Market)
Loyalty Marketing Reward
Ukrop s
Target Marketing _
Promoted by Retail
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