
People whose opinions I value 
unanimously agreed before 
last month’s election that the 

economy–particularly here in the 
U.S.–would improve no matter who 
won the presidency.

 The consensus was that a Romney 
victory would immediately boost 
confidence in the private sector, but 
that the economy would also grow 
during a second Obama term, though 
maybe not as quickly as it would under 
Romney. The reason: businesses have 
kept billions of dollars on the sidelines 
during Obama’s first term and simply 
cannot wait another four years to put 
these assets to work. We shall see.

 Meanwhile, I think one take-away 
from the election is the value of well-
executed branding. The campaigns 
underscored how critically important 
it is to tell your own story, the way 
you want to tell it. Romney clearly 
did not tell his story with enough 
force. Early on, he allowed Obama to 
tell it–in Obama’s terms–and by the 
time Romney got on track, it was too 
late. Obama has a fantastic marketing 
machine, as he proved when he beat 
Hillary Clinton in the 2008 primaries. 

 But enough on politics–let’s get to 
the important stuff, like when are we 
going to get out of this economic mess?

STILL SLOGGING THROUGH... 

As I’ve noted, billions of dollars of 
investment capital are just waiting to 
be deployed to help the private sector 
grow. My hope is that this will start 
happening now that the elections are 
behind us. If it does, maybe the U.S. 
will see a more robust growth rate than 
the 2 to 3 percent per year we’ve been 
witnessing. That current rate, while a 

step in the right direction, is simply 
inadequate. If there is not much change 
in year-over-year growth, we will con-
tinue to see a slow climb-out for the 
next two to three years.

 On the global front, last year I 
predicted that the European Union 
would resolve its debt problems in 
2012. I have already graded myself an 
F on that forecast. Surprisingly, while 
the Greece/Spain/Italy problem clearly 
has not helped the European economy 
recover, its impact has not resulted in 
calamity in the financial markets.  

 We certainly need to continue to keep 
an eye on that European situation–and 
also monitor some of the uncertainty 
coming out of Asia, and of course here 
in the United States with the looming 
“fiscal cliff.” Let me try to counter the F 
on my 2011 report card by predicting 
that our politicians will come to their 
senses and figure out an acceptable tax/
spending solution. The U.S. will not fall 
off the fiscal cliff, and we will not go into 
sequestration mode. Count on it.

 But back to the global economy: 
with so many unanswered questions 
and potential negatives out there, it 
is hard to imagine a robust recovery 
within the next few years. Maybe we 
should be thankful for that 2 to 3 per-
cent growth rate here in the States...

 For sure, I believe we are in a new 
world order when it comes to the 
economy–at least with regard to the 
spending habits of both corporations 
and individuals. This may not be a per-
manent change, but, even on a short-to-
near-term basis, it is a significant one. 

 Companies just do not spend the 
way they did before this Great Reces-
sion, and consumers here in the U.S. are 
saving more. They will spend to acquire 
items they particularly value and to 

replace necessities, such as automobiles, 
that are simply worn out. But they will 
not spend on big-ticket items without 
careful consideration, exhaustive com-
parative analysis and/or negotiation.
 

DEALS TAKING TOO LONG 

 Same with companies. They will 
spend on R&D and capital improve-
ments that they feel will yield a rea-
sonable return. But they will analyze 
and negotiate and will wait until they 
absolutely have to commit funds to 
close the purchase.

 All of this has the net effect of 
making business that much harder to 
conduct. If I have heard one constant 
refrain this past year, it is that business 
transactions are taking much longer 
than they did three or four years ago.

 This is particularly true in the 
 business aircraft market.  Individuals 
and companies are still buying air-
planes, but it takes a long time to 
close a deal. One reason–aside from 
the purchasing phenomenon I just  
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 mentioned–is that too many quality 
aircraft are still on the market. Negotia-
tions take longer because buyers realize 
it is, well, a buyer’s market. 

 Let’s face it: this recession has seri-
ously hampered the business aviation 
industry. Lack of readily available 
financing hasn’t helped, either. And 
there is no doubt that the blatant, po-
litically motivated vilification of busi-
ness aircraft owners by our President 
has negatively impacted our industry’s 
ability to recover.

 But recover it will. Corporations 
still need their aircraft to do their jobs 
properly. You cannot run a multina-
tional corporation today by relying on 
airline transportation for your senior 
executives. Yes, CEOs are watching 
every dollar they spend. If they can 
save money by using charter or a 
fractional share rather than buying a 
whole aircraft, they will consider it. 
But they’re not about to walk away 
from the time–and money–saving 
benefits of flying privately. 

So let’s look at the glass as being half 
full. The maintenance side of our indus-
try not only continues to show strong 
growth, parts of it–outfitting, refurbs 
and completions–are  actually robust. 
This ultimately portends good things for 
new business jet sales because it means 
that many corporations are holding 
onto and maintaining the aircraft they 
already own. When the economy comes 
back, these corporations will replace 
their older, less technologically ad-
vanced aircraft as soon as they can. We 
are seeing this phenomenon in the auto-
motive industry. Consumers held off on 
new-car purchases, because they simply 
did not want to spend the money; they 
maintained their older cars until they 
could afford new ones. This year, we 

finally saw a significant increase in new-
car sales through the third quarter.

 Transactions in the preowned 
market support this theory. Hard data 
supplied by AMSTAT shows that, so far, 
2012 has had more transactions than 
any year since the peak years around 
2007; further robust year-end activity 
could bring the preowned tally very 
close to that high-water mark of 2007. 
Some of this activity is in older aircraft 
and reflects a separate phenomenon 
happening in the market: some well-
heeled buyers are paying cash for good-
quality Stage 3 aircraft–such as Falcon 
50s and Challenger 601-3 As–that can 
be purchased for $3-$4 million com-
plete with power-by-the-hour engine 
programs. Another recent example was 
a 2002 GIV-SP purchase for $9 million, 
which went right into a major nose-to-
tail upgrade for $2.5 million. That is a 
lot of airplane for under $12 million. 

 So this preowned activity along 
with a slowly improving U.S. (and, we 
hope, world) economy will ultimately 
impact new business jet sales, the 
engine that drives our entire industry. 
But to really grow, business aviation 
needs a thriving global economy. We 
do not have that now, and, while we 
will at some point, I think all of us are 
budgeting “flat” until we have a sure 
sense of where we’re headed. 

AIN 2012 RESULTS 

As is generally the case, our sales this 
past year reflected those of the indus-
try we serve. On a same-store basis, 
our revenues this past year were pretty 
much unchanged from 2011. I will 
grudgingly accept this as OK–but not 
for too long: I am just not a believer in 

the new norm where flat is the new up.
 But 2012 did deliver some seriously 

good news for AIN Publications. 
For one thing, we grew against our 
competitors, taking significant market 
share each month. For another, we hit 
a home run publishing our signature-
quality daily editions at the ABACE 
event in Shanghai this past March. 

 We believe the market for  business 
aviation in China will continue to be 
substantial in the near and long term. 
The current state of its economy does 
raise questions and there may be a blip 
on the radar occasionally, but there is just 
too much need–and too much wealth–
within China to predict otherwise.

 So we have made a large  invest- 
ment in our operations in that country, 
including increasing circulation of Avia-
tion International News, the aforemen-
tioned ABACE Convention News issues, 
coverage of Airshow China in Zhuhai 
and a Chinese-language edition of Busi-
ness Jet Traveler. We have a foothold in 
China and will increase it each year.

  
LOOKING AHEAD 

As I’ve said before, my philosophy is 
to invest during cyclical downturns to 
make our company stronger, so when 
we come out on the upside we will be 
significantly ahead of our competitors. 
This is precisely what we’re doing now, 
so let me give you a few glimpses into 
AIN’s future.

 We announced mid-year the 
promotion of Randy Padfield, former 
editor-in-chief, to chief operating of-
ficer of our entire enterprise. We also 
promoted Charles Alcock to editor-
in-chief, to fill Randy’s prior posi-
tion. Randy and Charlie have shown 
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remarkable strength,  vision and ability 
and I could not be happier with the 
succession plan we have in place with 
these two fine individuals. 

 Among the challenges we face–in 
addition to the economy’s ongoing 
weakness–is that we are smack in the 
middle of a transformational period 
in the publishing world. I’m not 
talking simply about the shift from 
print to digital but about profound 
questions regarding how our field 
will generate top-line revenue growth 
in the years ahead. In an attempt to 
answer those questions, every smart 
publisher today has three or four 
main revenue-generating products–
and an eye out for more. 

 Print still represents almost 90 
percent of our revenues, and continues 
to be AIN’s core product that drives 
the rest of our growing enterprise.  Our 
readers–your customers–continue 
to tell us they want to receive AIN in 
print, and we will, of course, continue 
to serve them accordingly. But around 
AIN’s core print products is an array 
of other exciting marketing programs 
and initiatives designed for our alliance 
partners in the industry. 

 On the digital front, AIN has made 
great strides. We have some half-dozen 
major e-newsletters, including the ever-
popular AINalerts, AINmxReports, AIN 
Air Transport Perspective, AIN Defense 
Perspective, BJTwaypoints and now AIN-
safety. Our onsite print editions are sec-
ond to none at the major air shows, and 
we augment each of these with daily, 
digital e-newsletters published from the 
venue. New for 2013 will be digital-only 
newsletters published from some half-
dozen events around the world, includ-
ing Schedulers and Dispatchers, Aero 

India, Oshkosh and JetExpo/Moscow. 
 Of course, all of our regular print 

publications, such as the AIN monthly 
and Business Jet Traveler, can also be 
accessed on any computer screen, iPad, 
iPhone or Android device. 

 Digital isn’t the only front where 
we’re innovating. We believe that any 
time we can help bring buyers and 
sellers face to face, it is a win-win for 
everyone. So look to AIN in 2013 to in-
troduce Executive Roundtable Retreats, 
along with exciting content-marketing 
programs and enhanced-image recogni-
tion and augmented reality to print ad-
vertising and editorial. All of these can 
add value to your marketing campaigns 
in our print and digital publications. 
 

DELIVERING YOUR CUSTOMER 
 

Every move we make here is designed 
to deliver top-quality, credible, must-
read information to the audiences we 
serve. And when we do that, we ensure 
our ability to deliver that audience 
to you, helping you to market your 
products and services around the world. 
Whether we’re communicating via 
print, digitally or face to face, one thing 
has not changed: AIN has daily access 
to your customers.

 As a result, more and more of the 
OEM and major component and 
service companies are increasing their 
marketing presence in AIN’s growing 
array of products. Don’t take my word 
for it–get the scale out and weigh each 
AIN publication against any competi-
tive product that comes to your office. 

 One advantage we enjoy over many 
of our competitors is that our company 
is privately held. During this down-
turn, while the larger, publicly traded 

media firms have cut costs and staff to 
make quarterly numbers, we are free to 
invest. We will continue to do that, in-
troducing new products while enhanc-
ing the quality of our core offerings.  

In closing, I would like to thank our 
hundreds of loyal advertising clients, 
our hundreds of thousands of read-
ers around the world and our talented 
and dedicated staff. We don’t know for 
sure what the year ahead will bring, 
but whatever happens, you can count 
on our award-winning publications to 
cover aviation news thoroughly and 
professionally, and to provide a trusted 
platform for your important messages. 

 
P.S. I want to tip my hat to a great avia-
tion pioneer, Al Ueltschi, who died in 
October. My late father met Al right 
after World War II, when they both 
worked at Pan Am. So when I wanted 
to learn to fly as I was heading to col-
lege, my father took me to the Marine 
Air Terminal at LGA and introduced 
me to Al and his team at FlightSafety. 
FSI did not do primary flight train-
ing in the New York area, but made an 
exception and allowed me to tag on to a 
special training program for airline flight 
engineers. Forty-six years later, I’m still 
an active commercially rated pilot, and 
I remain indebted to Al for getting me 
started in this fine industry. 

Wilson S. Leach
President and Chief Executive
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