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erving nearly 81 million passengers in 172 cities
S each year, Fort Worth, Texas-based American

Airlines (AA) is one of the largest scheduled passen-
ger airlines in the world. And for good reason. The compa-
ny, which realized $17.3 billion in revenue in 2002, boasts a
rich history of innovation and best practices, citing safety,

service, product, technology, network, and culture as hall-
marks to its long-term success.
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AA's commitment to excellence in

“We couldn’t get high, wide, and
deep.” But when Broll began applying
CCBS principles in her attempt to win
the account, things began to change
— and quickly. “After we modeled it,
they just really took off with it.”

INg 10 the BbusinesS Iravel News
Annual Arrline Survey. In fact, even Jan Broll

In the wake of the tragedies ot approach to corporate travel sales. Managed corpo- Account Executive
9711 and in the face of a downed rate travel had become a cost-driven marketplace, Wilson Learning
economy — factors that brought where the carrier with the lowest bid typically
some airlines to their knees — AA secured the account. And while that carrier was often
persevered, placing first in 7 out of AA, the company knew that playing into the com-
10 categories in the 2002 survey. moditization of its industry would garner short-term

results, at best. Sure, this transactional approach

deal tomorrow?

“We sat down and took a hard look at where the

company was going and how the sales team fit into
that plan,” says Craig S. Kreeger, vice president and ‘

VP and General Sales Manager
American Airlines
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— 1t started as 2 highly fransactional process” __says Rick Kuistiisch _manager of training for
says lan RBraoll _the \\/ilsan | eam'ng accaunt passenger sales
——axecutive whao had been followingup with AA
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demonstrated how a consultative approac
can pring added value to the sales process,

often transtorming stand-alone transactions

Into ongoing win-win partnerships that reach

far beyond the usual buyer/seller relationship.
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deliver what proved 10 be a successtul pillot O

brand CCBES In the summer of 19Y96. And

when Broll and Jane Blinde, the Wilson

Learning extended enterprise consultant who

Given this tremendous internal momentum, AA

helped facilitate the pilot, gave Kreeger a final

really took ownership of the project from the

presentation on the value of CCBS in the con-

get-go. For example, instead of having Wilson

text of the carrier’s mission to up the ante on

Learning facilitators deliver the program to its

the business traveler, he was convinced. He

entire Passenger Sales team, AA chose to

had experienced CCBS firsthand.

identify key internal individuals who would

“The key behind this whole thing ... is
that we had the processes and systems
in place to support this philosophical
change.”

— Michael Franks
CCBS Program Manager
American Airlines

learn CCBS inside and out, then coordinate

ongoing delivery efforts. These agents of

change were Michael Franks. program manag-

noML.

Over the two vears that commenced. Franks

yorked closely with Wilson | earning to train

nnort mechanisms that




tion — is that we had the processes and sys- __siich as prodiict development They then pull

“What CCBS has done for AA is physi-
cally change our organization. It's the
way we do business, and it is a key
intervention that took place.”

— Rick Kustusch, Manager of
Training for Passenger Sales
American Airlines
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respective roles.

have enabled CCBS to reach high, wide, and

deep within AA. Coupled with executive buy-in,

commitment, and direct involvement, these

extensive reinforcement measures have made

all the difference. Logistical variances, such as

limited versus ready access to the Internet for

sales reps, were identified. Barriers were over-

come. And what began as a sales training pro-

gram has permeated the very cultural fabric of

“From the get-go, we're letting our best
customers know that we will work with
them to deliver a product that fits their
needs.”

— Craig S. Kreeger, VP and

General Sales Manager
American Airlines

the company.

This not only provides the reps with invaluable

insight when examining buyer patterns, but

“What CCBS has done for AA is physically

also helps them build rapport with all vested

change our organization,” says Kustusch. “It's

parties. For example, an organization’s corpo-

the way we do business, and it is a key inter-

rate travel manager may be primarily focused

vention that took place. We are now practicing

on containing costs, while the chief information

what we preach with CCBS, calling higher,

officer is concerned about attracting and

wider, and deeper within AA — talking about

retaining top talent. Bridging these gaps early

the philosophy to the airport people, talking

on brings clarity to successfully carrying out

about the philosophy to our revenue manage-
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our e-commerce business talking about the

objectives and facilitates much-needed change
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Gone are the days when AA sales consult-

ants approached clients solely from a cost-
ontainment perspective. More often than no
e . Qvered dvel-reiaied dDrog nNelre-

ly scratched the surface of 2 customer’s
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_CCRBS has enabled the Passenger Sales
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“CCBS is our competitive advantage. It is
the way we do business here at AA, and
it’s not going away.”

— Craig S. Kreeger, VP and

General Sales Manager
American Airlines
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Just i1s not enough,” says Morogiello.




