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Watch the numbers. Having logged a total of eleven million sky miles and counting . . .
Today show travel guru Peter Greenberg riffs on the loyalty programs he knows so well.

ot long ago, | received a
notice from American
that 1 had
exceeded five million

Airlines

frequent-flier miles.
That was a wow, or so 1 thought. And the
next time 1 called an American Airlines
agent to make a reservation, 1 couldn’t help
but gloat.

“Sir, don't get too excited,” she responded.

“But I have five million miles,” I said. “I
must be near the top. Right?”

“Well, you're up there alright,” she
laughed. “But you're not even close.”

Yes, 1 had five million miles. Yes, [ was
already branded an Executive Platinum
AAdvantage member. But, there were actu-
ally a number of people ahead of me—WAY
ahead of me—in the mileage race. One road
warrior had accumulated nearly twenty-five
million miles! (And 1 thought I was a
mileage-and-points junkie.)

Our addiction to loyalty programs, both
airline and hotel, has been growing for
more than twenty-three years. Actually . . .
longer, in a way. Because before frequent-
flier programs, there were Raleigh cigarette

coupons and 5&H Green Stamps. The idea
was similar: Encourage repeat business by
rewarding customers for their loyalty. 1
remember that one of my chores as a child
was licking those stamps into the special

booklets after my mother returned from
the supermarket. And then, months later,
taking all those booklets to a redemption
center and returning with . . . a Proctor-
Silex blender! Today, Green Stamps are
probably worth more as collectibles them-
selves—perhaps even to philatelists.

The new, more powerful currency is the air-
line and hotel loyalty programs. Nothing to

lick, much to savor. And literally thousands of
ways to earn—and redeem-—miles and points.

CQME FLY WITH ME.

1981, American Airlines (AA) intro-

AAdvantage, the first frequent-flier

The goal was to retain AA’s most
ers by rewarding them for their

loyalty. AANompiled a database through its

ter reservations system of

150,000 of its Npst frequent customers. They

were the first meNgbers of AAdvantage.
y a few of American’s
e program would be
was really prepared
response to the
vernight, enroll-
of their top

At that time,
executives believed
successful—and no o
for the overwhelmin
announcement. Almost
ment grew to more than 28
customers. In a matter of days,
to convert airport terminal sn
hallways 1o store the boxes of ma

As other competing airlines rol

see how many miles could be earned, bul
important, how many different ways the n\les
could be earned other than by flyi

Refinancing your house eamed miles. Dining

Translate the following poem by Moira Egan TWICE, adopting 2 of the strategies suggested

by James Holmes and discussed by the students during the first class presentation: 1) mimetic

form (word for word imitation); 2) analogical form (equivalent in the target language); 3)

organic form (starts with the semantic material of the source text and allows it to shape itself);

4) deviant or extraneous form (utilizes a new form) [see Bassnett, “Transplanting the Seed”, in
Bassnett & Lefevere, Constructing Cultures, 1998]

Bar Napkin Sonnet #11

By Moira Egan
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Things happen when you drink too much mescal.

One night, with not enough food in my belly,

he kept on buying. I'm a girl who’ll fall

damn near in love with gratitude and, well, he

was hot and generous and so the least

that I could do was let him kiss me, hard

and soft and any way you want it, beast

and beauty, lime and salt—sweet Bacchus’ pards—

and when his friend showed up I felt so warm

and generous I let him kiss me too.

His buddy asked me if it was the worm

inside that makes me do the things I do.

I wasn’t sure which worm he meant, the one

I ate? The one that eats at me alone?
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