
growth in the market this year. 
Last year, the airframer enlisted 
the support of Air Works India 
Engineering to provide an exclu-
sive local consignment of spare 
parts. Gulfstream has also 
expanded its parts distribution 
capability in Brazil, China and 
Hong Kong.

The Latin American 
Gulfstream fleet has grown from 
70 aircraft in 2007 to more than 
165 today, more than half of 
them large-cabin aircraft. Three 
quarters of its customers in this 
region are based in Brazil, Mex-
ico and Venezuela. Last month, 
Gulfstream appointed Fabio 
Rebello as its new regional 
senior vice president for inter-
national sales, with a territory 
spanning Florida and the entire 
Latin American region.

In Russia and the CIS, the 
Gulfstream fleet grew from 11 
to more than 75 aircraft between 
2007 and 2013. By comparison, 
in the Middle East there are 
now 85 customer-owned aircraft 
based in that region.

The company is seeking to 
capitalize on “slow but steady” 
growth in Africa, where more 
than 60 of its aircraft are now 
based. Recently, it appointed 
Evergreen Apple Nigeria as a new 
authorized sales representative.

Bombardier also has achieved 
strong results in business avia-
tion’s new markets and especially 
in Latin America, where more 
than 460 of its jets are now based, 
including approximately 150 in 
Mexico and 130 in Brazil. By 
comparison, the Canada-based 
OEM has more than 40 aircraft 
in India, 100 in China, 117 in 
Southeast Asia, 40 in Russia and 
the CIS, 100 in the Middle East 
and 77 in Africa. Its most recent 
market forecast predicts that 
over the next 20 years China and 
Latin America will rank among 
the world’s four largest business 
aircraft fleets, alongside North 
America and Europe.

According to Bombardier, 
long-range aircraft, such as its 
Global series and Challenger 
605, continue to see the stron-
gest demand in the emerging 
markets. In its experience, cus-
tomers from these regions gen-
erally need to travel farther for 
business, and intercontinental 
trips are quite common.

To bolster product support 
in new markets, Bombardier 
created new customer support 
directors last year for the Mid-
dle East and Africa, and for the 
Asia Pacific region. The aim is 
to allow for quicker and more 
focused decision making in 

helping customers in these parts 
of the world.

This month, the airframer 
will inaugurate its new factory-
owned service center in Singa-
pore. It has also signed a letter 
of intent to establish a mainte-
nance joint venture at Tianjian 
in China by 2016.

For Embraer, much of its 
initial impact on the Chinese 
market has been with the large 
Lineage 1000 and Legacy 600 
models. “Current barriers hin-
dering viability of ownership of 
lighter business jets continue to 
soften as the Chinese govern-
ment studies ways to integrate 
general aviation with commer-
cial aviation,” said Embraer 
Executive Jets president Marco 
Tulio Pellegrini.

The Legacy has also won 
acceptance in India, and lately 
Embraer has had its first suc-
cesses with the smaller Phenom. 
It has also sold some Legacy 
600s in Southeast Asia.

Unsurprisingly, Embraer has 
high hopes for the Latin Ameri-
can market–it claims to account 
for almost one fifth of all busi-
ness aircraft in its native Brazil. 
The Legacy has also made its 
mark in Russia and the CIS, the 
Middle East and Africa.

Across the emerging markets, 
Embraer indicated that corpo-
rate owners have taken the lead 
in new aircraft acquisitions, fol-
lowed by a mix of wealthy indi-
viduals, government clients, 
management customers and char-
ter operators. In most regions, the 
company has continued to see 
strongest demand for its large and 
super-midsize aircraft, with vary-
ing degrees of adoption for the 
smaller Phenoms.

For Boeing Business Jets, 
Russia and the Middle East 
have historically been the stron-
gest emerging markets. One 
quarter of all its sales have been 
in the Middle East, where its 
widebody aircraft (the 747, 767 
and more recently the 787) have 
been strong sellers. 

According to BBJ president 
Steve Taylor, demand in Rus-
sia and its CIS neighbors, which 

had been “on fire” before cool-
ing in response to the financial 
crisis, has bounced back over the 
past year or so. The company 
has sold 26 BBJs in Russia and 
lately demand has come from 
Turkmenistan and Uzbekistan.

Progress has been slower in 
other new markets, but Tay-
lor remains convinced that air-
liner-class business aircraft such 
as the BBJ will prove critical to 
the growth of global business in 
these ambitious economies. He 
was candid in acknowledging 
that lack of clarity over regula-
tions in some key countries has 
deterred some prospective cus-
tomers from investing in aircraft.

“[In China] there has been a 
lot of uncertainty about where 
the rules [for private aircraft 
operations] are going, and a lot 
of buyers have reacted by rec-
ognizing that the new govern-
ment might not want them to 
be making such an obvious pur-
chase. BBJs are kind of hard to 
hide,” Taylor told AIN. “So it 
has been fairly quiet compared 
to where our expectations were.” 
That said, he is encouraged by 
recent relaxation of restrictions 
on general aviation and noted 
that Boeing has in fact sold 12 
BBJs in Greater China.

Similarly, he indicated that 
wealthy Indians have been 
deterred from committing to 
big-ticket aircraft purchases due 
to continuing uncertainty over 
rules and taxes, combined with 
the certainty that ground infra-
structure is still a significant 
inhibiting factor in the coun-
try. For example, a lack of ramp 

space at airports is a problem for 
private aircraft owners generally 
and a more acute problem for 
people with the largest jets.

Nonetheless, Taylor sees 
grounds for optimism with rising 
interest in the BBJs among newly 
wealthy individuals in countries 
such as Malaysia, Indonesia and 
some African states. Eight BBJs 
have sold across Southeast Asia 
as a whole.

Taylor said that business air-
craft manufacturers have to 
keep patiently and consistently 
making the case for the indus-
try in countries where the reg-
ulatory environment continues 
to be somewhat unfriendly. He 
feels that Boeing benefits from 
the long success of its airliners 
across the globe, and this is espe-
cially advantageous in so far as 
BBJ operators can easily tap the 
strong product support infra-
structure it has worldwide.

Airbus Corporate Jets has 
sold 20 private aircraft in 
Greater China, with custom-
ers including Deer Jet, Chinese 
Eastern Executive, Air China 
Business Jets (now part of Bei-
jing Airlines) and Hong Kong-
based BAA. “Traditionally, we 
have been strongest in the Mid-
dle East, but we believe that the 
next two decades will belong to 
the Asia-Pacific region,” said 
ACJ marketing and commu-
nications director David Velu-
pillai. Sales there have also 
included an ACJ319 to Malay-
sian operator Jet Premier One 
and to the Royal Thai Air Force.

According to Velupillai, 
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by Charles Alcock 

It is now several years since 
the business aviation market 
acknowledged the sea change 
that saw more than 50 per-
cent of new aircraft deliveries 
overall made to clients outside 
North America. The shift could 
not have come at a better time, 
with the surge in demand from 
key emerging economies in 
Asia, Latin America, the Mid-
dle East, Africa and Russia and 
the Commonwealth of Inde-
pendent States (CIS) happening 
just as the far more mature core 
markets of North America and 
Europe were stalling. 

Then came the fall-out from 
the global financial crisis that 
took hold in the U.S. around 
mid-2008. In some cases, the 
contagion effect slowed growth 
in some of business aviation’s 
new markets, most notably in 
Russia and the CIS. But orders 
for aircraft–and especially for 
new, larger and longer-range 
models–kept flowing from other 
regions, providing welcome 

relief for manufacturers in the 
darkest days of the downturn.

Initially, the so-called BRIC 
countries (Brazil, Russia, India 
and China) were the focus for 
much of the industry’s expecta-
tions for emerging markets. But 
new opportunities have contin-
ued to crop up in new areas, with 
parts of Africa and Southeast 
Asia now regarded as hot spots.

Much of the momentum for 
this expansion of demand for 
private aviation comes from the 
still-impressive growth in these 
emerging markets. But while 
percentage growth in gross 
domestic product figures contin-
ues to eclipse those of Western 
economies, the positive trends 
are far from assured. For exam-
ple, some respected economists 
and investors are concerned that 
China’s economy could be set for 
a stall. On January 15, follow-
ing the publication of its latest 
annual report, the World Bank 
warned that apparent high fli-
ers such as Brazil, Turkey, India 

and Indonesia could be vulnera-
ble to anticipated rises in global 
interest rates that could result 
from a U.S. Federal Reserve 
decision to curtail its efforts to 
stimulate the U.S. economy.

Limited infrastructure con-
tinues to be a constraint in some 
countries. For example, there are 
still only about 75 airports avail-
able for business aviation across 
the whole of China and only 
some 125 in India. The industry 
has been encouraged by the Chi-
nese government’s recent moves 
to relax access to airspace for 
private flights.

Bureaucracy associated with 
importation of aircraft and parts 
has posed a significant problem, 
especially in India. Last year, 
Indian-based business aircraft 
found themselves temporarily 
grounded as an unintended con-
sequence of a dispute between 
the Indian government and local 
airlines. Shortages of pilots and 
mechanics are also still limiting 
factors in some countries.

AIN asked leading aircraft 
manufacturers for their per-
spective on how opportunities 
in business aviation’s emerging 
markets are evolving.

Dassault Falcon Jet president 
and CEO John Rosanvallon 
highlighted Indonesia, Peru, 
Colombia and “numerous” 
African countries as focal points 
for strong market growth. He 
added that individual entrepre-
neurs account for a significant 

part of the customer base in 
these new markets.

“We don’t just look at all of 
the emerging markets as one 
entity. It’s important to define 
further,” Rosanvallon told AIN. 
“For instance, some emerging 
markets, such as Russia and 
Brazil, are more mature than 
others. We sold our first air-
plane in Brazil in 1978 and our 
first in Russia in 1994, while 
we sold our first new Falcon in 
China in 2006. So, even among 
the emerging markets, some are 
more mature than others.”

China Rising
The flagship Falcon 7X long-

range trijet has led the way for 
Dassault in emerging markets, 
accounting for 80 percent of all 
deals in these countries. In fact, 
China is now the second largest 
market for the 7X outside the U.S. 

“It’s a really dynamic and 
ever-changing market,” con-
cluded Rosanvallon. “Over 
the past five years, we’ve put a 
lot of effort into China and we 
still believe that China is the 
future of our industry. I think 
it is accurate to say that most of 
the expansion in our industry 
will come from emerging mar-
kets in the near future. Because 
of the economic and political 

uncertainty in the U.S., the mar-
ket has yet to recover.”

Gulfstream has made great 
progress in tapping the potential 
of the industry’s emerging mar-
kets. In greater China (including 
Hong Kong, Macau and Tai-
wan) the U.S. manufacturer’s 
fleet has increased from 30 air-
craft in 2008 to more than 124 
at the start of this year.

“China is an important mar-
ket for Gulfstream, and we 

continue to make significant 
investments in people, parts 
and facilities in the region to 
ensure we remain the number-
one brand there,” said senior 
vice president worldwide sales 
and marketing Scott Neal. “We 
were the first business jet OEM 
to establish a company-oper-
ated service center in China 
[Gulfstream Beijing in 2012] 
and we are fully committed to 
our customers there.”

In China, Gulfstream finds 
that decisions by large corpora-
tions to invest in aircraft are still 
driven by the individual found-
ers of these companies. “As the 
market matures and the second- 
and third-tier customers are 
exposed to business aviation and 
its benefits, we will see a change 
in the types of customers we 
encounter,” commented Neal.

There are now 50 Gulfstreams 
based across Southeast Asia. 
More than half of these are 
based in Malaysia and Singa-
pore and nearly 40 percent of 
the total are large-cabin jets. 

In India there are now 
20 Gulfstreams, evenly split 
between its midsize and large 
models. Neal said he is opti-
mistic that India’s economic 
fortunes are improving and 
he anticipates further modest 
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Beyond BRIC, the world is 
now business aviation’s oyster

EMERGING MARKETS: 
 

Turboprop aircraft such as the Beechcraft King Air have extra value in markets with 
limited airport infrastructure.

More life to coMe froM the Mature West

Emerging markets will continue to be a significant driver of business 
aviation growth but proportionally they will start to be less exceptional 
than they have been in recent years, according to independent consul-
tant Brian Foley. “Looking ahead, the growth [in these countries] will 
not necessarily continue and the percentage of aircraft going overseas 
[outside North America] will level out,” he told AIN.

In his view, the emerging markets continue to give the industry the 
chance to chase different growth opportunities. “What is nice about 
them is the diversification in that they are not all joined at the hip,” he 
commented. “At one point China was growing quickly, but since then it 
has simmered down and now the growth there is more sustainable, and 
other parts of the world are picking up the slack. Africa is starting to per-
colate, and this is helping to offset what has been reduced in China.”

Foley pointed to data from Amstat showing that Asia has accounted 
for the highest proportional growth since 2007 (with its percentage of 
the world business jet fleet rising to 4.4 percent from 1.9 percent over 
this period). The next biggest growth came from South and Central 
America (rising to 11.2 percent from 7.8 percent).

“Overall, my outlook for emerging markets is that while increasingly 
important, they’ll get overshadowed a bit as North America comes 
back on line [economically] and later Europe,” he concluded. “The 
Middle East is expected to be flat, but [customers there are] always a 
favorite as they buy the big-ticket items. Africa will be a rising star, but 
the high growth will still be from a small base so it won’t be breath-
taking from a unit perspective. Latin America will continue to pull its 
weight in a steady fashion. Asia will continue to pull market share away 
from the other regions, but while visions of a fleet population explosion 
make for good OEM rhetoric the additions will be modest from a unit 
perspective. I like to think that Asia is making up for the decline in sales 
to the fractional market.”

Fast-growing aircraft charter and management group Hangar8 
echoes Foley’s warning against assuming that business aviation’s new 
markets will necessarily eclipse the mature markets of the West. “One 
of the most promising markets for us lately has been the UK and the 
rest of Europe,” said CEO Dustin Dryden. 

UK-based Hangar8 has been a pioneer in establishing operations in 
regions such as west Africa and central Asia. “The growth there is still con-
tinuing there but I’m more excited about what’s happening closer to home 
now. There are definitely signs of improvement,” said Dryden.  -C.A.
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Dubai has been at the epicenter of business 
aviation growth in the Middle East.

The annual LABACE show 
in São Paulo is evidence 
of Brazil’s stature as a key 
Latin American market for 
business aviation.

The annual ABACE show in Shanghai has been a prime opportunity for industry leaders like 
NBAA president Ed Bolen (pictured at last year’s event) to engage with Chinese officials.
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prospective Chinese custom-
ers often like to be able to carry 
larger groups of passengers. For 
example, one of Deer Jet’s ACJs 
is equipped for 29 passengers 
and the other for 19. Airbus 
has invested in developing cabin 
interiors specifically suited to 
Chinese tastes.

Airbus is preparing to pub-
lish the results of a detailed 
“luxury preference” study cov-
ering wealthy consumers in Rus-
sia, the Middle East and China. 
Early indications from this are 

that the Middle East appears to 
be the most developed of these 
three emerging markets, in that 
it has a higher concentration of 
older billionaires, who tend to be 
less keen to flaunt their wealth 
and who depend on advisors to 
make aircraft choices. By con-
trast, private wealth tends to be 
more newly established in Russia 
and is in the hands of younger 
people who tend to be less con-
servative in their buying habits 
and more eager to have full con-
trol of the aircraft buying pro-
cess. The study suggests that 

China’s billionaires are still con-
fining much of their travel to 
their own country.

Turboprop Market
For Beechcraft, Latin Amer-

ica has been its most successful 
emerging market to date, repre-
senting its biggest market outside 
North America with no fewer than 
885 King Air twin turboprops sold 
there. “It has been a resilient mar-
ket for Beechcraft over the last 
four or five years and has been the 
most consistent in terms of deliv-
ery rates,” said sales and market-
ing executive vice president Shawn 
Vick. “The aircraft are well suited 
to supporting industries such as 
raw materials and agriculture, and 
they are good for allowing custom-
ers to get around [the continent of 
South America].”

Russia also has been promis-
ing territory and Vick told AIN 
that he expects to see a “robust 
increase” in deliveries and orders 
this year, in part due to recent 
successes in getting Beechcraft 
aircraft certified in Russia, 
as well as elevated marketing 
efforts there. This is resulting in 
growing demand right across the 
large country, especially fueled 
by growth in energy, raw materi-
als and other commodity-based 

industries. “I’m bullish on Rus-
sia, probably more so than I’ve 
been in the last few years,” said 
Vick. “We have a couple of mul-
tiple-order opportunities there 
and we recently secured a multi-
ple-aircraft order there.”

Beechcraft also has high 
hopes for Africa, which Vick 
said is “one of the indisputable 
growth areas of the world.”  He 
maintained that the King Air is 
“tailor made” for Africa’s geog-
raphy and also for its sparse avi-
ation infrastructure.

Less fruitful of late for 
Beechcraft have been China and 
India, where uncertainty about 
economic development and pol-
icy issues seems to have impeded 
decision making over aircraft 
sales. Nonetheless, Vick remains 

convinced that the King Airs have 
strong potential in both countries 
and that interest and sales activity 
will pick up again. He added that 
interest has been high in South-
east Asia, and especially in Malay-
sia and the Philippines.

Switching to the Middle 
East, Vick acknowledged that 
the social and political upheaval 
emanating from the so-called 
Arab Spring protests has, to some 
degree, made prospective buyers 
more conservative and indecisive. 
That said, interest in various spe-
cial-missions applications for the 
King Airs has increased.

Nextant Aerospace, which 
is now offering both its 400XTi 
(a modernized version of the 
Beechjet 400A/XP) and the 

uContinued from preceding page 

Flight-planning expertise 
eases operational problems
by Charles Alcock 

Operating aircraft in many of 
the world’s emerging markets for 
business aviation is rarely plain 
sailing. This is why the exper-
tise of specialist flight planning 
groups has become so critical. It is 
their job to make the best of some 
highly imperfect situations and 
ensure trips are as smooth as pos-
sible in the circumstances.

Dubai-based companies JetEx 
Flight Support and United Avia-
tion Services (UAS) each reported 
strong increases in the number of 
trips in all the markets covered by 
this report. Both companies have 
made significant investments to 
establish a global network of per-
sonnel to support operators, with 
an emphasis on providing help in 
the most challenging locations. 
Many of the regions concerned 
share similar problems in terms of 
limited infrastructure, inflexible 
rules and complex bureaucracy, 
but they all have local nuances too 
that have to be dealt with carefully.

According to Jay Husary, UAS’s 
senior director of operations and 
sales, the time required to secure 

landing/overflight permits and 
visas for both India and China can 
still be a “show stopper” preventing 
operators from completing trips to 
their desired schedule. Specifically 
in Southeast Asia, he pointed to 
problems caused by a lack of suit-
able ground equipment and opera-
tional support in countries such as 
Cambodia and Vietnam.

Late last year there was some 
progress in China when from 
December 1 the government lifted 
the requirement to seek permis-
sion from military officials for 
flights outside established no-
fly zones. Instead operators can 
deal directly with the somewhat 
more user-friendly Civil Aviation 
Administration of China.

“Relative to other countries, 
permits still take a while,” said 
JetEx flight operations director 
Djamal Nedjadi. “China has rigid 
routings that mean that flights 
won’t necessarily be straight and 
you have to comply with what-
ever they tell you.”

In India, red tape still rules 
and Nedjadi indicated that flight 

planners are doing well to secure 
landing permits in less than the 
official notice period of seven 
working days. Overflight permits 
normally take three days, and for 
short-notice operations trip plan-
ners commonly still have to route 
clients to avoid Indian airspace 
altogether. Nedjadi pointed out 
the paradox that while much of 
India’s economic growth has been 
built on high technology, the day-
to-day running of the country is 
still mired in paperwork and anti-
quated procedures.

By contrast, JetEx has seen 
improvements in flexibility for trips 
into Russia, with some suggestion 
that this month’s Winter Olympics 
in Sochi might have been a stimu-
lus for this. But UAS said that per-
mit and visa processing times can 
still be an obstacle in Russia, and 
added that infrastructure shortcom-
ings create challenges in neigh-
boring CIS states where private 
aviation traffic is growing. 

In Latin America, UAS pointed 
to continuing bureaucratic delays 
and specific problems such as 
short-notice changes to operating 
regulations from countries such as 
Venezuela. JetEx said that language 
can be a key barrier in this region 
and emphasized the importance of 
having access to local staff, espe-
cially at smaller airports.

Lack of infrastructure and con-
fused communications can impede 
operations in Africa, where traffic 
is also growing quickly, and both 
companies have made it a priority 
to expand their representation on 
the continent.

In the Middle East, Nedjadi 
said that a failure by the region 
to modernize ATC has held back 
development. “We need to see a 
similar situation to Eurocontrol 
and a better process for validating 
flights so that captains aren’t told 
after they’ve started their engines 
that the route isn’t approved,” he 
told AIN. “There is still no auto-
mated system for this, and it 
comes down to a lack of technol-
ogy and a lack of cooperation.”

While sharing its competi-
tors’ desire for progress, UAS has 
accepted the need for flight plan-
ners to make the best of the harsh 
reality of the situation in emerg-
ing markets. “UAS is taking a lot 
of measures such as negotiating 
better handling rates on [custom-
ers’] behalf and conducting train-
ing for handling agents, improving 
communications with authorities, 
and keeping clients aware of secu-
rity concerns and possible service 
failures in advance,” said Husary. 
“We are investing in infrastructure 
in a lot of regions around the world 
and focusing on fixing issues that 
are most pressing in locations that 
are labeled as difficult or, as our 
clients say, ‘exotic’.”  o

EMERGING MARKETS: 

Movie star Jackie Chan has been a key part of Embraer’s efforts to raise brand 
awareness in China. Chan took delivery of a Legacy 650 in 2011.

Flight-planning companies such as Dubai-based JetEx have invested heavily in 
supporting client operations in emerging markets.

	 Continues on page 22 u 

Chinese authorities are partly relaxing restrictions on private helicopter operations, 
improving sales prospects for manufacturers such as AgustaWestland.
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G90XT reworking of the King 
Air C90, has just expanded 
its sales presence in the Mid-
dle East by appointing Dubai-
based JetHQ as its exclusive 
sales agent for Saudi Arabia, the 
United Arab Emirates, Turkey 
and Lebanon. The U.S. compa-
ny’s executive vice president, 
Jay Heublein, indicated that it 
expects to appoint new sales rep-
resentation in both Southeast 
Asia and Latin America before 
the end of this month.

JetHQ managing direc-
tor Garret Jerde told AIN that 

Middle Eastern customers are 
now more receptive to the case 
for using smaller business air-
craft for more cost-effective 
travel within the region. “There 
are more people there now who 
need to go from Dubai to Riyadh 
and we can help them do this for 
$1,000 per flight hour, compared 
with $4,000 per hour [in a larger 
jet],” he said. He pointed to the 
growth in light jets based in the 
Middle East, which, according 
to data from JetNet, have just 
about doubled in number to 42 
in the past eight years. 

Heublein also pointed to 

recent Nextant sales break-
throughs in Russia and indicated 
that Indonesia is now a high pri-
ority. By contrast, the company 
seems to be getting less clear indi-
cations of prospective demand 
from India, China and Africa.

Daher-Socata sees the stron-
gest potential for its TBM850 
turboprop single in emerging 
markets in both Southeast Asia 
and Latin America, and it also 
expects breakthroughs in the 
Middle East this year. It expects 
to see strong growth in the north-
ern part of Latin America.

However, the French manu-
facturer has been frustrated in its 
efforts to break into India, one 
of several countries that limit the 
use of single-engine aircraft in 
IMC conditions. In China, it sees 
demand being limited by the lack 
of availability of suitable pilots 
and also by slow adoption of the 
potential for traveling domesti-
cally in smaller aircraft. It has also 
been frustrated by slow growth in 
Russia and the CIS.

Pilatus was also invited to com-
ment for this article but declined an 
interview. Piaggio Aero Industries 
and Cessna had not responded to 
questions at press time.  o
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To get a more detached, impartial assessment of business aviation’s emerging 
markets, AIN quizzed three leading independent pre-owned aircraft brokers on 
the extent to which they are fulfilling their promise. Here are some of their main 
conclusions:

Alireza Ittihadieh, director, Freestream Aircraft
•  There is activity in all the emerging markets but it is sporadic. It is start-stop, 

with too much uncertainty.
•  We don’t see many aircraft going directly into China. Many aircraft are sitting 

around [waiting to be delivered] and many of them are being channeled through 
Hong Kong. Banks like Minsheng that bought aircraft are stuck with these 
aircraft and don’t know what to do with them. They’ve started a charter business 
to put them to work, but their ambitions have come to a screeching halt.

•  Macroeconomics don’t support it [industry expectations of growth in new 
markets]. The recovery is only tied to quantitative easing [the U.S.-led policy 
of central banks buying government bonds to bolster liquidity in economies].

•  South America is in the Chavist movement [the socialist-influenced policies 
of former Venezuelan President Hugo Chavez]. For instance, Brazil has been 
confiscating private aircraft and driving the wealthy away with new taxes.

•  Many of these countries need another 10 years before they are ready to 
accept business aviation. They aren’t markets I am holding my breath for. I 
see more growth in America and our focus is in the West.

Jay Mesinger, president and CEO, Mesinger Jet Sales
•  One of the biggest challenges in India is infrastructure, and this won’t change 

quickly. They have also struggled with tax issues that forced operators to 
define themselves as commercial operations. There has also been a cultural 
problem in that some of the first aircraft chosen [by Indian customers], such 
as Hawkers and Citations, were too small for the larger traveling groups.

•  In China more airspace is opening up and there has been progress on issues 
such as multi-entry visas and flight approvals.

•  When China goes below seven percent [in terms of GDP growth] it’s as bad as 
when we [the U.S.] go below two percent because of the way they structure 
their financial markets and the [economic] trajectory they have planned.

•  We are doing more business in Southeast Asia because there is a bigger 
appetite there for pre-owned aircraft. Also there is less bureaucracy there.

•  Latin America is spotty and things are slowing a bit and the economies are 
tied together [increasing the impact of a downturn].

•  Russia seems to be coming back after the financial crisis.
•  Business is somewhat down in the Middle East, in part due to the impact of 

investments they have in the rest of the world.
•  In some of the new, less mature aviation markets where everything is new–

including the wealth–they don’t understand that anything used [such as an 
aircraft] can be valuable, but this will change.

Steve Varsano, Founder, The Jet Business
•  Currencies are a big issue. In places like India and Japan where the dollar 

has zoomed up in value [against the local currency] it has caused people to 
put aircraft deals on hold. The Brazilian market is big, but activity has calmed 
down there because the currency is now weaker. But there are opportunities 
to buy aircraft from these places because prices are lower.

•  Some people are now saying that China might not be as strong as in previous 
years. OEMs were signing up deals for aircraft but didn’t necessarily find 
homes for the aircraft. They just went to local distributors.

•  China will see a big push for helicopter business because of the recent change 
in airspace rules that opens up use of airspace up to 3,000 feet. Also, delivery 
time for aircraft is getting quicker. The process has taken six to eight months 
in the past, but it is speeding up.

•  In Asia, Malaysia, Thailand, Indonesia and the Philippines are all good 
markets now.

•  Russia has come back from the dead, and so has the Ukraine. Customers 
there are mainly replacing aircraft with newer models and most people still 
don’t register aircraft in Russia and keep them there only for short periods.

•  Something we have seen in many emerging markets is that where customers 
previously wanted only new aircraft, they are now more comfortable with 
something up to three years old. OEMs are having to sharpen their pencils 
[on new aircraft pricing].

•  Africa is a big opportunity–especially Nigeria, Angola and Ghana.
• The only obstacle [in emerging markets] is a slight ethics and values issue. 

Signatures are not worth the same as they are elsewhere. Relationships are 
more important and purchase agreements are more important. –C.A.

EMERGING MARKETS: 

Some manufacturers are hopeful of persuading Middle East clients, who have exhibited 
a preference for larger aircraft, to make more cost-effective use of smaller aircraft.

uContinued from page 20

russia sees reneWed groWth for jets and helicopters

Many industry insiders would likely dispute the char-
acterization of Russia as an emerging market since its 
origins now go back a good 20 years, to the early 1990s. 
But most can at least agree that it’s still a growing market.

Russian owners–both companies and wealthy indi-
viduals–collectively own between 300 and 500 private 
aircraft (estimates vary depending on where the air-
craft are registered). At this stage many of the new 
aircraft being purchased in this market are for fleet 
replacement.

The Russian United Business Aviation Association 
(RUBAA) expects small and medium-sized businesses 
to drive further growth over the next few years. But 
for this potential to be realized, the group believes 
that private aircraft ownership needs to be made more 
attractive and feasible for entry-level customers.

“Our main goal is to make business aviation [more] 
accessible for a wider circle of industrialists and entre-
preneurs,” RUBAA vice president Yuri Bakhtin told AIN. 
Much of the group’s focus now is on pressing for leg-
islative change to make it easier to operate business 
aircraft into and within Russia.

One change that could be imposed from above 
seems likely to emanate from Russian President Vladimir 
Putin’s December 2013 call for overseas assets owned 
by Russian citizens and companies to be repatriated to 
the mother country. Many Russian aircraft owners cur-
rently opt to register and base their equipment abroad 
to avoid bureaucratic and fiscal burdens back home. 
Putin has threatened those who do not comply with 
the removal of favorable banking credits and exclusion 
from lucrative government contracts. 

According to RUBAA, the number of business jets 
fully imported onto the Russian register climbed to 50 
in August last year from 30 in 2012. The association says 
that some 230 business jets are “more or less regularly” 

based at Russian airports and claims “good knowl-
edge” about 170 business jets as certainly owned by 
Russian nationals.

Currently, however, helicopters are actually selling 
better than jets. This trend took hold between 2004 
and 2007, when something like 300 to 400 new and 
used Western rotorcraft rushed into Russia. After a lull 
during the global economic crisis after 2008, helicop-
ters are back on a growth curve. RUBAA views it as 
part of a broader trend for making aviation assets more 
accessible to business.

Moscow Vnukovo Airport, with its Vnukovo-3 busi-
ness aviation enclave, is the fulcrum of Russia’s business 
aviation growth. According to RUBAA estimates, 
Vnukovo-3 serves approximately 70 percent of all 
business aviation flights in the Moscow area. Domod-
edovo and Sheremetievo have almost equal traffic and 
together take approximately 25 percent; the rest goes 
to Ostafievo. 

When asked what to expect in the near future, air-
port director Vitaly Vantsev told AIN that he sees 
helicopters driving a big part of the facility’s continuing 
growth. This year his team is set to start construction 
for a new heliport with adjoining terminal and hangars 
on the site and he expects it to be ready for use by 
the end of 2016. He expects rotorcraft flights in and 
out of Vnukovo to climb by 30 to 40 percent in the 
next three years, with much of the traffic driven by the 
greater availability of helipads in Moscow city center 
and around the Russian capital. Last September, a new 
helipad opened for service at Sheremetievo Airport’s 
Terminal A, which is effectively a full-service FBO.

“We are always on the lookout for what the pre-
mium segment [of business travelers] wants so that we 
can provide customers with new or expanded capabili-
ties,” he said.  –C.A.
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