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Recent airline industry develop-
ments have airline passengers—
and airline employees— seeking 
bargains. Hence, when American 
Airlines Federal Credit Union, 
located in Ft. Worth, Tex., presented 
members with “an offer they 
couldn’t refuse” in autumn, 2007, 
takers thronged to jump aboard. 

American Airlines FCU, established 
in 1936 for airline employees and 
family members, is one of the few  
employer-sponsored credit unions 
still serving only its employee popu-
lation. AAFCU operates 43 branches 
throughout the U.S. and Puerto Rico, 
serving 211,000 members. AAFCU 
has $4.8 billion in assets. 

AAFCU has made a practice 
of using a direct mail campaign 
promoting the FCU’s AA-brand 
credit cards four times a year. But 
until last year, none had achieved 
anywhere near the success of 
the autumn, 2007, campaign, said 
Jennifer Mirabal, Marketing Services 
Manager. 

Factors contributing to the 
success of the late-2007 campaign 
included a first-time offer of zero-
percent financing on new purchases 
as well as balance transfers, coupled 
with a sweepstakes offering chances 
to win new cars for people who 
applied for and obtained a new AA 
credit card. The credit card promo-
tion also offered people in the travel 
industry additional reward points 
and much-coveted guaranteed seats 
on American flights. 

DMN3, a direct response 
marketing agency based in Houston, 
created the campaign for AAFCU. 

“Response to credit card promo-
tions is usually dismal,” said Pamela 
Lockard, President of DMN3. “We’re 
lucky if we get two-tenths of one 

percent for a response.” Although 
AAFCU usually does significantly 
better than average on its credit 
card promos, because it’s sending 
solicitations to current FCU 
members who recognize and trust 
the AAFCU brand, this campaign 
generated a whopping 2.39% 
response. Mailers were sent to more 
than 59,000 pre-approved members, 
generating 1,400-plus responses. 

Lockard likened the effort to a 
“perfect storm” situation, which 
propelled AAFCU into its first 
quarter 2008 campaign, generating 
an even-higher 2.4% response.

American Airlines Credit Union presents 
members an offer they can’t refuse

People in the travel industry typically 
travel a lot. So DMN3 and AAFCU 
wanted to show people in AAFCU’s 
credit card ads who like travelling. 
The recognizable red, white and blue 
colors of American Airlines and its 
credit union were combined with stock 

photos of people vacationing. This sparked 
immediate response to the credit card offer. 
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Credit Card Promotion
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Credit Card Promotion

The offer of zero-percent financing, 
travel perks and monthly new car give-
aways combined to create the “perfect 
storm” for AAFCU’s direct mail campaign. 
Pictured here are two fliers included 
with AAFCU members’ monthly account 
statements.    
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