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Orville and Wilbur got things
airborne just over one hundred years
ago, and for the most part it has
been a reasonably steady climb-out.
But don’t try to sell that to today’s
aviation executives. More than three
years have passed since the Great
Recession began, and an increasing
number of my business colleagues are
telling me they are tired of hunkering
down. So am I. But these times are
the cards we’ve been dealt, so rather
than become demoralized let’s see
where we are and how we might get
to a better place.
The economy’s downturn affected
the three sectors of aerospace we
cover — business/general aviation,
airlines and defense — to differing
degrees. The defense sector (15
percent of our business) survived
almost unscathed but now faces
severe budgetary pressures. (I have
a contrarian view here and believe the
defense cuts being discussed will not
materialize to the extent many people
think.) The airline sector (20 percent
of our business) also has weathered
the economy’s decline well, with
carriers pulling back capacity but
increasing yields and profitability.
They are ordering the latest-model,
fuel-efficient jets at record rates.
Business aviation (65 percent of
AIN’s business) suffered the most,
with revenues dropping 30 percent
in most parts of the industry and
some sectors, such as charter,
declining even more. I don’t know

of a single company in business
aviation that did not experience
major corrections in late 2008, all
of 2009, and to a certain degree,
2010 and 2011. Business jet deliveries
declined from an all-time high in
2008 of 1,313 units to 870 units in
’09, 763 units in ’10 and an estimated
trough of 650 units this year.
Industry pundits are quietly
forecasting slight increases in
deliveries starting next year. While
I hope they’re right, I don’t anticipate
substantial improvement until we have
a better business climate in the U.S.
I won’t delve into politics other than
to state that I encountered almost no
Obama administration supporters at
the recent NBAA convention in Las
Vegas. My belief is that we won’t see
a sustained business recovery in the
U.S. until more confidence returns
to the private sector, which may not
happen before Nov. 6, 2012. By the
way, next year’s NBAA convention
will be held from October 30 to
November 1 in Orlando — just days
before Election Day. It should be
a fun and interesting time. The
following week should be interesting,
too. Let’s hope that whether Obama
is reelected or replaced, we wind up
with an Administration that will show
much greater support for our industry
than we’ve seen in the past four years.
No matter what happens on
November 6, we as an industry will
continue to work hard to represent

new and pre-owned markets, while
the light end continues to struggle.
Think of sales going outside the
United States; think long range
for long-distance travel. Expect this
trend to continue.
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the true value business aviation
brings to commerce and the economy.
On that note, I am proud of the
leadership role Business Jet Traveler
has taken in representing the positive
side of private lift. BJT has become
a true advocacy arm of our industry,
and you can expect more of the same
in the coming years.

Current Industry
Trends
It is old news, but relevant nonetheless,
that our industry continues to look
for business outside the U.S., and
with impressive results. Depending
on the manufacturer, as much as two
thirds to three quarters of current
aircraft sales are being made outside
of North America, with particularly
strong demand coming from China.
Plan on this trend continuing.
Other old but still relevant news
includes the bifurcation of market
demand between large and small jets.
Large-category jets continue to have
remarkable strength in both the
(over)

Also relevant to current market
conditions is the “old versus new”
saga: Business jets 10 years old and
younger are the ones moving on the
used market; older jets are selling
much more slowly. But consider
this: some jets more than 20 years
old — the early “third generation”
models, including some Gulfstreams
and Challengers, Astra Jets and Lear
35s — have become so attractively
priced that buyers are paying cash
and expecting no residual value.
Meaning, next stop for that plane
is the boneyard. After all, as a wellrespected broker told me, you can get
an airplane today for $1 million that
sold for $4 million just a few years
ago — a plane that flies West Coast
to Hawaii.
These may be among the reasons
why I detected guarded optimism
at this year’s NBAA convention.
For sure, established companies —
those with a solid foothold in the
business aviation industry — have
been able to maintain a level of
profitability even in the U.S. Some
— predominantly maintenance and
service companies — have improved
their market positions. Still, is this
where we wanted to be, three years
after the financial crisis began? Hell
no, but at least business aviation
seems to have stabilized.
I’m going to stick my neck out and
share that I also hold a contrarian
view of both current and future global

economic conditions. I don’t think
things are as bad as many believe,
in the U.S. or around the world. I
don’t think there will be a doubledip recession – companies generally
have plenty of cash but are just too
spooked to invest it with the current
administration in office. I also believe
Europe will resolve its debt crisis — at
least to the point that the financial
markets stabilize — and I don’t think
inflation will come roaring back. I’ll
report back next year.
Business aviation is not going
away, and I see little likelihood
of further market contraction. In
fact, the established OEMs, service
and component companies — the
operative word here is “established”
— are forecasting slow growth in 2012.
I think they’re right.

AIN Results
Believe me — as the industry goes,
so goes AIN. We managed to
increase sales 5 percent this year over
2010 levels — just about enough to
cover our rising expenses and the
investments we made in 2011. We
continue to develop new products
and to hire people, to be ready for
the upturn when it arrives in force.
Businesses realize that in this flat
market, growth will come only from
increased market share — i.e., taking
it out of your competitors’ hides. I
am happy to report that most of our
clients are renewing their advertising
commitments to AIN for 2012; they
realize that branding and product
differentiations have never been
more important than they are today.
This means much more than sending
out periodic email blasts. We continue

to make major investments in digital
products — which now represent
about 10 percent of our revenues —
because we know this is a big part of
the future for any media enterprise.
At the same time, we see many of our
clients strengthening their positions
in our print products to differentiate
themselves from competitors. We
believe in this strategy and our
research supports it. We’ve just
finished a survey of our readers in
which we asked whether they’d prefer
to receive Aviation International
News in print or online if they could
choose only one format. Fully 80
percent told us they’d prefer the
print version. This percentage may
go down over time, but if you want
to have impact with your messages,
do not overlook the value of print.
Since the Great Recession began
in late 2008, we have worked with
our clients to make their marketing
dollars stretch as far as possible. We
do this by packaging media programs
among our growing stable of print
and digital products around the
world and can now offer integrated,
bundled options for all our partners.
Note that I said bundled, not
discounted. We all have seen enormous
downward pressure on what we can
charge in the market. This holds
true whether you’re selling airplanes,
hours of charter or magazine space.
The seemingly easy solution is to
cut prices to gain market share, but
I adamantly believe this is the worst
business practice possible. I don’t
want our sales team to lead a race
to the bottom of the mountain, on
the contrary, I want them to lead the
race to the top of the mountain.

“What makes AIN different? Our insight,
discernment and background knowledge
of the subject. Clear interesting writing.
Good hard news and not just public
relations hype. We look for the other side
of the story — what is the company not
saying in the press conference? We don’t
shy away from the truth. But be careful
not to editorialize —stick to the facts.
Write for the reader, not the advertiser.
Keep these points in mind when writing
all your stories.”
Those words guide us today.
If I have learned one thing after
40 years, it is that quality content
drives readership, and readership

In closing, I want to thank our
dedicated, loyal and long-standing
team of AIN professionals. It’s our
AIN “family,” and I am not referring
to blood relatives. Throughout this
report I am proudly sharing pictures
of our staff — some then, some now
— but all with notations of their years
in service. This cohesive team has
helped build not only an established
company in aerospace, but a thriving,
growing media group that leads in
every market we serve.
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I’m convinced we owe that loyal
readership wholly to our brand of
high-quality reporting. Jim Holahan
set the tone for this 40 years ago.
His mission statement then:

Rarely does a week go by without
some professional saying to me,
unsolicited: “Aviation International
News is the only publication I
consistently spend time with these
days. I thumb through every single
page, read all the headlines and many
of the stories, and when I am finished
I am totally up to speed on everything
I need to know about what is going
on in the business.” Also, not a week
goes by that I don’t hear from an
AINalerts subscriber that ours is
the best e-newsletter available.

G

At NBAA this year, we ran one small
item about the anniversary, which
carried a picture of my dear friend and
AIN’s founding editor, Jim Holahan,
and me in the early days. (You’ll find
that picture elsewhere in this report.)
I was touched that so many people
talked to me at the convention about
the article and expressed love and
respect for everything we have done.
Their comments showed that people
read NBAA Convention News
thoroughly each morning, as the
40th anniversary story was buried
deep within a very thick issue.

sleep a little better having them on
the team. Their involvement helps
assure that the quality standards and
value proposition AIN offers will be
available to our readers and clients
long into the future.
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We celebrated a big anniversary at
the NBAA Convention in October:
it was our 40th consecutive year
of publishing NBAA Convention
News, which we first produced in
Cincinnati in September 1972.

attracts advertising. AIN’s readership
comes from consistent delivery of
high-quality, need-to-know (and costly
to produce) content for our hundred
thousand plus professional readers
and visitors around the world.
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Next-Generation
Management
I mentioned in last year’s report a
long-range plan we have implemented.
Among other initiatives, it includes
development of a next-generation
management team. On that note I’m
pleased to report that two members
of my family are fully integrated
into AIN. Jennifer Leach English is
finishing up her first year as editorial
director of Business Jet Traveler after
serving four years as our marketing
director, and Dave Leach is in his
second year as our director of finance
and new product development.
Has their presence taken pressure
off me? Not for a minute. But I do

In leading AIN I constantly tell
myself I need to set the right example,
and most of all, use good judgment.
Running this enterprise in such
demanding economic times takes
everything I have — and everything
our team has. The result is we have
eked out a small profit, and I believe
our team has been rewarded at least
as much as might be expected in
these difficult market conditions.
I always come back to the fact that
things could be much worse. We
here at AIN count our blessings that
we have such an established market
position. I am optimistic that we will
continue a slow but steady climb to
less-turbulent skies. When we break
out to ceiling and visibility unlimited,
AIN will be ready to serve our
industry more strongly than we ever
did in our first 40 years. Count on it.
As always, I thank our readers around
the world. You keep AIN fully on our
toes. And to our loyal advertisers —

I refer to you as alliance partners —
thank you for your continued vote of
confidence in our special brand of
aerospace journalism.
Who would have ever guessed
40 years ago, on the banks of the
Ohio River at Lunken Airport,
that we’d end up today publishing
editions in, literally, every corner
of the globe.
Thank you all so much.

Editorial Office

Accounting/
Admin Office

214 Franklin Ave., Midland Park, NJ 07432
Tel: +1 201 444 5075 Fax: +1 201 444 4647
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1 THEN

1 NOW

1. R. Randall Padfield (18 yrs)
Editor-in-Chief & VP Ops
rpadfield@ainonline.com
2. Nigel Moll (16 yrs)
Editor – AIN Monthly Edition
nmoll@ainonline.com
3. Charles Alcock (21 yrs)
International Editor, including
International Show Editions
calcock@ainonline.com

2 THEN

9. Paris Air Show, 2007. Producing
the highest quality on-site publications
in the world is a no-nonsense, 24/7 task,
performed to perfection by the
AIN editorial team.
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2 NOW

4. Mary E. Mahoney (30 yrs)
Production Director for all AIN editions
mmahoney@ainonline.com

4 THEN

5
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4 NOW

5. Chad Trautvetter (13 yrs)
News Editor - AlN Monthly,
AINalerts, AINonline
ctrautvetter@ainonline.com
6. Jennifer Leach English
(5 yrs) Editorial Director Business Jet Traveler
jenglish@ainonline.com
7. Jeff Burger (8 yrs)
Editor- Business Jet Traveler
jburger@ainonline.com
8. Annmarie Yannaco (8 yrs)
Managing Editor - AIN Monthly
ayannaco@ainonline.com

10 THEN

10 NOW

10. Matt Thurber (12 yrs)
Editor - Domestic Show Editions
mthurber@ainonline.com
11. Bill Carey (1 yr)
Senior Editor
bcarey@ainonline.com
12. Kirby J. Harrison (17 yrs)
Senior Editor
kharrison@ainonline.com
13. David A. Lombardo
(11 yrs) AINmxReports Editor
david@bizavwriter.com
14. Paul Lowe (19 yrs)
Washington DC Correspondent
paulloweain@aol.com
15. Gregory Polek (17 yrs)
Air Transport Editor AlN Air Transport Perspective
gpolek@ainonline.com
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18. Jane Campbell (12 yrs)
Production Editor - BJT &
Domestic Show Editions
jcampbell@ainonline.com
19. John Manfredo (11 yrs)
Creative Director
jmanfredo@ainonline.com
20. Mona L. Brown (11 yrs)
Graphic Designer
mbrown@ainonline.com
21. Colleen Redmond (1 yr)
Graphic Designer
credmond@ainonline.com
22. Joseph W. Darlington
(9 yrs) Web Designer
jdarlington@ainonline.com
23. Michael Giaimo (1 yr)
Web Developer
mgiaimo@ainonline.com
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81 Kenosia Ave., Danbury, CT 06810
Tel: +1 203 798 2400 Fax: +1 203 798 2104
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28. Nancy O’Brien (7 yrs)
Advertising Sales North America: West
nobrien@ainonline.com
29. Daniel Solnica (19 yrs)
Advertising Sales - Int.: Paris
dsolnica@ainonline.com
30. Victoria Tod (12 yrs)
Advertising Sales - N. America:
Great Lakes/UK
vtod@ainonline.com
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24. John F. McCarthy, Jr. (27 yrs)
EVP & Online Product
Development
jmccarthy@ainonline.com
25. Anthony T. Romano (15 yrs)
Publisher & Advertising Sales North America: East/International
aromano@ainonline.com
26. Melissa Murphy (12 yrs)
Advertising Sales - North America:
mmurphy@ainonline.com
27. John F. McCarthy, Jr.
and David Leach
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Advertising &
Circulation Office
11

214 Franklin Ave., Midland Park, NJ 07432
Tel: +1 201 444 2401 Fax: +1 201 612 8125
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31. Philip Scarano III (5 yrs)
Advertising Sales - North America: Southeast
pscarano@ainonline.com
32. Tom Hurley (11 yrs)
Production/Manufacturing Manager
thurley@ainonline.com
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33. Jeff Hartford (1 yr)
Audience Development Mngr.
jhartford@ainonline.com
34. Susan Amisson (11 yrs)
Sales/Production Administrator
samisson@ainonline.com
35. Patty Hayes (10 yrs)
Advertising/Sales
Administrative Staff
phayes@ainonline.com
36. Cindy Nesline (7 yrs)
Advertising/Sales
Administrative Staff
cnesline@ainonline.com
37. Jane Webb (19 yrs)
Human Resources Manager
jwebb@ainonline.com

38. David Leach (2 yrs)
Director of Finance & New Product Development
dleach@ainonline.com
39. Rosa Rivera (6 yrs)
Accounting/
Administration Staff
rrivera@ainonline.com
40. Erin Fogelstrom
(4 yrs) Accounting/
Administration Staff
efogelstrom@ainonline.com
41. Mary Avella (10 yrs)
Accounting/
Administration Staff
mavella@ainonline.com
42. Irene L. F1annagan (12 yrs)
Accounting/Administration Manager
iflannagan@ainonline.com
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16. Curt Epstein (5 yrs)
Staff Editor
cepstein@ainonline.com
17. Lysbeth McAleer
(13 yrs) Production Editor AlN Monthly Edition
lmcaleer@ainonline.com

AIN’s Senior Leadership, from left: R. Randall Padfield, Anthony T. Romano, Wilson S. Leach,
Jane Webb, John F. McCarthy, Jr., Jennifer Leach English, Charles Alcock and David Leach
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www.AINonline.com
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To find out what the AIN team will be up to in 2012,
download our editorial calendars at www.AINonline.com

