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I pride myself on my candor, and would be lying if I said that during the past 
five years I have not been discouraged by the lack of a clear business recovery 
and angered by the absence of realistic steps to get the economy back on 

track. Throughout this period, though, I have remained extremely proud of our 
team. Having successfully navigated our way through the Great Recession, we 
can, I believe, conquer any challenge that is thrown at us.

I also believe there’s now reason for guarded optimism about the economy–it’s 
recovering slowly, but it is recovering. Here at AIN, we have seen green shoots 
popping up in the second half of 2013, and particularly in the fourth quarter of 
this past year. We anticipate that this trend will persist through 2014 and then 
accelerate. Many forecasts for 2015 and beyond project a strong boost in overall 
business activity, translating into an increase in new-aircraft deliveries.

Our company ended the year approximately 4 percent above 2012 on a “same-
store” basis. We saw significant improvement in the second half of 2013 and 
particularly in the fourth quarter. Moreover, we are noticing substantial increases 
in forward bookings for 2014.

This past year we published our signature on-site daily issues at seven events, 
including five outside the U.S. One of those five was the LABACE event in São 
Paulo, where we provided daily coverage for the first time. AIN’s participation 
was a success for all concerned, including attendees, exhibitors and ABAG, the 
organization that produces this important trade show. A recent forecast shows 
the Brazilian market will be one of the fastest growing for business aircraft in 
the entire world, and AIN will be publishing daily editions at LABACE every 
year from now on.

In 2014, in fact, we will publish at eight major events: Heli-Expo in Anaheim, 
California; NBAA in Orlando, Florida; the Singapore and Farnborough Air Shows 
(100 percent aerospace coverage); ABACE in Shanghai; EBACE in Geneva; 
LABACE in São Paulo; and MEBA in Dubai.

Our on-site publishing division is growing, and why not? Where else can 
our clients have “boots on the ground” at all of the most important marketing 
events around the world and have their messages delivered to a clearly defined 
business/trade-only audience? Whether it is in China, the Middle East, Brazil, 
Europe or anywhere else, our advertising clients are smart: they let AIN do the 
heavy lifting for them.

We did just that at the recent NBAA event in Las Vegas, where our editions were 
chock full of excellent stories–and chock full of advertising. As I have often said to 
my industry friends, if you are building airplanes, weight is your enemy, but if you 
are producing publications, weight is your friend. I believe our NBAA issues this 
year were the finest we have ever published in our 42-year history. Certainly, I have 
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never received as many compliments 
from clients and readers as I did in Las 
Vegas this October.

PRINT IS VERY HEALTHY
Part of the challenge we have 

had at AIN is a changing business 
model. No publisher has fully figured 
out how to operate in the current 
environment–not Rupert Murdoch, 
not The New York Times, not even the 
investment bankers.

Starting in earnest five years ago, 
everyone rushed to digital, as the 
bankers had concluded that the digital 
world would take over, and we’d all 
live happily ever after. That hasn’t 
happened. Meanwhile, marketers have 
become confused. While they aren’t 
exactly sure what they really want, 
many still think print is dead and that 
somehow, somewhere, some way, the 
digital era will now allow them to 
market their goods and services better 
than they did in the old days.

As someone once said, however, 
“You cannot brush your teeth on the 
Internet.” The point is that as great as 
the Internet can be, it is not a panacea 
for all marketing problems and all 
companies. In fact, the selling process 
remains essentially unchanged since 
before the dawn of the Internet. I 
don’t care whether you’re peddling 
automobiles, dresses or $50 million 
business jets–Marketing 101 still 
applies. Selling continues to require 
an exhaustive branding process that 
takes years and that needs to be backed 
up with a quality product or service 
and excellent customer support. You 
still have to establish a presence with 
your customers–and that necessitates 
personal calls, sales letters, face-to-
face meetings, a good PR program 
and a well-executed advertising/
communications campaign.

Call me a contrarian: I think the sales 
effort continues to require a major use of 
print. While no company in aerospace 
media is investing as much in digital 

products and processes as AIN–wait 
until you see our tablet-optimized 
editions, due early in 2014, as well as our 
upcoming website improvements–we 
firmly believe that print complements 
digital, and digital complements print.

We also believe that the message 
is more important than the medium. 
That’s why AIN will continue to 
focus on three main areas: content, 
content and content. I don’t care 
where our readers–your customers–
get their news and information, as 
long it is top-notch and comes from 
AIN print or digital products.

Not all publishers feel similarly. 
There is a bit of a panic setting in 
among many of them–particularly 
those owned by the larger publishing 
houses, which were heading down a 
path of ignoring print, and much worse, 
ignoring quality. The shift from print 
to digital marched on, and publishers 
discovered a horrible truth: the revenue 
generated from the digital front was a 
fraction of what print had delivered.

To make the numbers work, these 
companies had to reduce costs. 
(Remember, they are publicly traded 
corporations and investment banks, 
which need to show stockholders a 
quarterly return on investments.) So 
they cut editorial staff–and quality.

AIN takes a different approach. 
The quality of our editorial means a 
strong reader base, which results in 
a strong advertiser base as well. And 
that allows us to keep employing 
the industry’s best editors, reporters 
and photographers, and to invest in 
complementary digital products. The 
end result is that our content keeps 
getting better.
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BRANDED CONTENT IS HOT
Speaking of content, one area that is 

picking up momentum lately is so-called 
“content marketing.” The issue you’re 
holding is heavier than our usual year-
end edition partly because it includes 
a 20-page insert entitled “How a 
Professional Aircraft Broker Adds Value 
to the Buy/Sell Transaction.” This is an 
example of good content marketing.

AIN produced the insert, which 
was sponsored by a limited number 
of advertising clients. We maintained 
quality control and assured the accuracy 
of the content, but because the insert is 
sponsored, the articles include some 
mention of those sponsors.

Since AIN is known for its objective 
editorial reporting, we clearly identify 
this and any other content-marketing 
pieces as being advertising supplements. 
Nonetheless, the marketing value of 
these inserts is significant. They can 
be overprinted for additional exposure 
through direct mail or be mass emailed 
as PDFs to a sponsor’s own target 
audience. The marketing opportunities–
and results–can expand exponentially 
with this type of investment.

SUCCESSION PLAN
To assure that we continue to 

provide such strong and independent 
publications for a long time to come, 
I have focused in the past four years 
on putting a succession plan into 
place at AIN. None of us are getting 
any younger, and while I personally 
anticipate a solid five more years of hard 
work (after all, it is my passion and what 
else would I do?), I am happy to report 

that our succession plan is right on track.
On the editorial side, moving 

Charles Alcock into the editor-in-chief 
position has proven to be a great move. 
We knew Charlie was a world-class 
editor and are delighted to see how he 
has instilled a new sense of passion in 
our editorial personnel and products 
around the world.

Leading the publishing side, Tony 
Romano and Nancy O’Brien have 
filled some big shoes from John 
McCarthy, who has now fully retired. 
Randy Padfield, who was promoted to 
COO, is helping me run the business, 
along with David Leach, who has 
taken over as CFO and manager of 
all new product development. Dave 
also heads up AIN’s digital initiatives. 
Business Jet Traveler editorial director 
Jennifer English and editor Jeff Burger 
have raised that magazine’s profile and 
sharpened its focus.

I cannot say enough about how hard 
and well all of these people and the rest 
of our staff have worked during the past 
year. Our many overseas publishing 
projects take a physical and mental toll, 

as do all the print and digital initiatives 
we carry out here at home.

The AIN advantage is that we are 
a privately held company. We are 
therefore able to pay less attention to 
quarterly results and more to making 
the investments needed to deliver 
cutting-edge journalism and to help 
you, our dear and valued customers, 
reach your own customers and 
prospects around the world. AIN 
remains committed to that goal.

It is, of course, your abiding 
confidence in AIN that underpins our 
success.

Thank you all so very much for your 
continued confidence in who we are, 
and what we stand for.

Wilson S. Leach
President and Chief Executive
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2 0 1 4  M E D I A  K I T  AVA I L A B L E
AINonline.com/advertise-ain

Print: Aviation International News • Business Jet Traveler • ABACE Convention News • EBACE 
Convention News • HAI Convention News • LABACE Convention News • MEBA Convention News • 
NBAA Convention News • Dubai Airshow News • Farnborough Airshow News • Paris Airshow News • 
Singapore Airshow News • Electronic: AINonline.com • BJTonline.com • AINalerts • AINmxReports • 
AIN Air Transport Perspective • AINsafety • Airshow Reports • AIN Defense Perspective • AINtv • Business 
Jet Traveler Waypoints • iPhone Apps: AINonline, BJTonline & Convention/Airshow  “App within an App”
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