
Last year at this time, I predicted that the worst was over for the 
world economy; and I said that 2015 would witness sustained growth 
in business aviation and the other aerospace markets we serve. As it 
turns out, I was overly optimistic. While the picture continues to 
improve, it remains unclear when a full recovery will occur.

To put it mildly, the global geopolitical scene is not full of good 
news. Once again, all other major markets are looking to the U.S. 
as the engine that will drive the train for a resumption of worldwide 
growth. So much for the “decoupling” theory.

But here in the U.S., signs increasingly suggest a return to growth 
at a reasonable pace—“reasonable” these days meaning more than 
3 percent annually. Housing, auto sales, general retail sales and 
other key indicators are all moving in a positive direction.

Here’s my take. The Great Recession has presented seven 
years of challenges to those of us running businesses—whether 
large or small, privately held or publicly traded. But many of us 
have implemented changes that have allowed our companies to 
become more productive and efficient. Thus, even small increases 
in revenues flow more fully to the bottom line, letting us make the 
capital investments that will get us out of this economic mess. We 
are seeing this at AIN, and we are far from alone in experiencing 
this phenomenon.  

Long term, therefore, I’m bullish—especially if the price of 
oil stays low. We know that cheap oil has negative impacts on 
global economies because the oil industry often represents a large 
proportion of GDP, but l believe cheap oil will ultimately allow 
businesses to purchase more assets and consumers to buy more 
goods and services.  

Short term, we in the U.S. business community have our own 
set of problems, such as the challenges of dealing with more and 
more regulations. Still, given conditions in many other countries, 
we should count our blessings.

One bit of news we know for sure is coming: by this time 
next year, a new president will have been elected. I believe that 
regardless of which candidate and party win the White House, we 
will witness a more confident business climate in 2016, with solid 
growth to the end of the decade.

Certainly, the most respected forecasters remain bullish about 
the prospects for business aviation over the next 10 years. For their 
predictions to come true, we will have to see regular (and, ideally, 
increasing) retirement of the older fleet, which historically hasn’t 
happened. But the need to comply with noise, avionic and other 
regulations suggests that the retirement rate of older turboprops 

and jets will increase. This should bode well for sales of new and 
relatively new (10 years or younger) aircraft.

THE YEAR AT AIN
Particularly considering everything going on in the aerospace and 

media worlds, I’m happy to report that AIN had a good year. Our 
total year-over-year sales grew organically by 5 percent, and AIN 
continues to be the leader in its field by a wide margin.

Approximately 65 percent of our revenue comes from business 
aviation, while 20 percent comes from airlines and 15 percent comes 
from defense (the latter two predominantly from our international air 
show coverage at Paris, Singapore, Farnborough and Dubai; and our 
air-transport and defense-related e-newsletters).

When people ask what we do differently, I always answer that 
one key factor in our success has been our refusal to turn our backs 
on print. Unlike the many print publishers who’ve tried and failed 
to find a profitable digital-only formula, we’ve believed that print 
will continue to be a key part of the picture for the foreseeable 
future. (Indeed, it still provides some 80 percent of our revenue.)

Now, more media companies seem to be agreeing with our view 
and are providing clients with a full array of print and digital options, 
branded-content opportunities and select one-on-one events. This is 
exactly what we’ve been doing for some time. 

All of our properties did well this past year, but Business 
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And part of my job as AIN’s patriarch is to travel with our team 
across that globe, to every one of the events we cover. Whether it 
is Singapore or Shanghai in Asia; Dubai in the Middle East; Paris, 
London or Geneva in Europe; or São Paulo in Brazil, we have boots 
on the ground to help you get your messages out. 

I find it particularly fulfilling that we have such good 
relationships with all of our advertising clients. I can’t emphasize 
enough how much I value those relationships and how seriously I 
take the responsibility of being the industry’s number-one publisher. 
We work hard every day for your respect and your business, and we 
will continue in the year ahead to deliver the top-quality editorial 
environment that our advertisers and readers expect and deserve. 

 As 2015 ends, I want to say thank you once again to our 
outstanding team of 40-plus full-time staffers and to our many 
freelance writers and representatives around the world. Thank 
you, too, to every one of our clients and readers. 

We wish you health and prosperity in 2016 and look forward 
to delivering on the New Year’s resolution we make annually: to 
continue doing exactly what we’ve been doing—only better. 
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Jet Traveler has particularly gained traction: its revenues grew 
approximately 15 percent, and we made a concerted effort to expand 
and enhance BJT’s circulation.

This year, also, BJT began inviting readers to attend NBAA Regional 
Forums as our guests. At forums in West Palm Beach, Fla., in February 
and Teterboro, N.J., in June, we hosted high-net-worth individuals 
and corporate employees who are using or looking for private lift. 
This coming year, we’ll host more BJT readers in West Palm Beach, 
where the NBAA Forum will be held on January 28. Certainly, the 
purchasing power in South Florida in winter is something any smart 
business aviation marketer should not ignore.

Another high-growth product for us in 2015 was AIN Alerts, which is 
without question the most successful e-newsletter in the entire aerospace 
arena. This past year we took Alerts to four days a week—Monday 
through Thursday. When I am out in the field, people constantly tell 
me, “I love your Alerts bulletins that I read every day on my iPhone…” 
So I’m not surprised that the open rate is an unheard-of 45 percent—or 
that many of the banner positions on Alerts are already sold out for 2016.

THE AIN STAFF
I could not be happier with our new generation of senior staff, which 

includes Dave Leach, Jennifer Leach English and Charlie Alcock. 
They have gained the respect of not only the AIN team but also the 
industry and our esteemed clients. The fact that this company has its 
next generation of leadership firmly in place is good news for every one 
of our employees as well as the industry we serve.

I have often observed that in our 44-year history only three editors 
have led AIN. Charlie Alcock took over in 2014 from Randy Padfield, 
who had served ably since 1999. Before Randy, my dear friend and 
partner Jim Holahan directed operations from our inception in 1972 
through his retirement in 1999.

Jim—our longest-serving editor—passed away on July 4 at the age 
of 94. You may have seen the tribute we paid to him in the August 
issue of AIN (available at ainonline.com/holahan). Jim made many 
valuable contributions to the growth of our company but none more 
important than establishing the editorial policy that continues to 
guide us to this day. Its simplicity is powerful: 

What makes AIN different editorially? Our insight, discernment 
and background knowledge of the subject. Clear, interesting 
writing. Good hard news, not just public-relations hype. Always 
look for the other side of the story—what is the company not 
saying in the press conference? Don’t ever shy away from the truth. 
Be careful not to editorialize—stick to the facts. Write for the 
reader, not the advertiser.

Jim—who was recently inducted into the San Diego Air and Space 
Museum Hall of Fame—understood that what counts is a great editorial 
product. If you have that, the readers and advertisers will follow.

A GLOBAL PARTNERSHIP WITH CLIENTS
AIN continues to excel in delivering news and information—as well 

as our advertisers’ marketing messages—in every corner of the globe. 
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