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Where there’s no such thing
as a minor detail.

In detail.

With Avitat service, little things make a big difference. So we care for airplanes with finicky precision and offer

lots of extra amenities to make life easier. But that only helps if you know where to find us. And now you do. 

Avitat Albuquerque (ABQ)
(800) 593-4990

Avitat Baltimore (MTN)
(410) 682-8810

Avitat Bangor (BGR)
(207) 992-4582

Avitat Baton Rouge (BTR)
(800) 535-8129

Avitat Boca Raton (BCT)
(562) 955-9556

Avitat Boston (BED)
(800) 538-0233

Avitat Caldwell (CDW)
(888) 622-3268

Avitat Camarillo (CMA)
(800) 278-6247

Avitat Charleston (CRW)
(800) 788-3876

Avitat Chattanooga (CHA)
(423) 490-4613

Avitat Cleveland (BKL)
(800) 322-6961

Avitat Concord (JQF)
(704) 793-9000

Avitat Dallas (DAL)
(800) 966-2378

Avitat Fort Lauderdale (FXE)
(954) 351-2003

Avitat Fort Myers (FMY)
(800) 545-5387

Avitat Fort Myers (RSW)
(239) 225-6100

Avitat Fort Worth (AFW)
(800) 318-9268

Avitat Frederick (FDK)
(301) 662-8156

Avitat Fresno (FAT)
(800) 543-7768

Avitat Hailey (SUN)
(208) 788-9511

Avitat Houston (IAH)
(281) 443-3434

Avitat Jacksonville (CRG)
(904) 641-8555
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(814) 536-5103

Avitat Lafayette (LFT)
(337) 237-0520

Avitat Latrobe (LBE)
(800) 278-2710

Avitat Lebanon (LEB)
(800) 876-4602

Avitat Long Beach (LGB)
(800) 241-3548

Avitat Miami (TMB)
(305) 871-3105

Avitat Missoula (MSO)
(800) 926-7481

Avitat Mobile (MOB)
(251) 633-5000

Avitat Modesto (MOD)
(800) 237-3723

Avitat Monroe (MLU)
(318) 387-0222

Avitat Montgomery (MGM)
(334) 288-7334

Avitat Newburgh (SWF)
(845) 567-9800

Avitat Oakland (OAK)
(866) 383-5669

Avitat Palm Beach (PBI)
(800) 538-0724

Avitat Pensacola (PNS)
(800) 874-6580

Avitat Pontiac (PTK)
(248) 666-3630

Avitat Portland (PWM)
(207) 774-6318

Avitat Raleigh-Durham (RDU)
(919) 840-4400

Avitat Richmond (RIC)
(800) 296-2973

Avitat Richmond (RIC)
(804) 222-7211

Avitat Shenandoah Valley (SHD)
(540) 234-8304

Avitat St. Simons Island (SSI)
(912) 638-8617

Avitat Stuart (SUA)
(877) 735-9538

Avitat Tallahassee (TLH)
(850) 574-5671

Avitat Teterboro (TEB)
(800) 538-0832

Avitat Tulsa (TUL)
(918) 836-7345

Avitat Twin Cities (STP)
(651) 227-8108

Avitat Van Nuys (VNY)
(800) 451-7270

Avitat Westchester (HPN)
(914) 428-3730

International

Avitat Abu Dhabi (AUH)
+971-2-5757-000 

Avitat Calgary (YYC)
(403) 291-4426

Avitat Edmonton (YXD)
(780) 454-6525

Avitat Gander (YQX)
(709) 256-4414

Avitat Goose Bay (YYR)
(800) 563-5202

Avitat Halifax (YHZ)
(902) 873-3575

Avitat Hamilton (YHM)
(905) 679-3558

Avitat Keflavik (KEF)
+354-425-0520 

Avitat London (STN)
+44-1279-665312

Avitat Madrid (TOJ)
+34-91-329-3031 

Avitat Montreal (YUL)
(514) 636-3300

Avitat Nassau (NAS)
(242) 377-3355

Avitat Ottawa (YOW)
(613) 739-3776

Avitat Paris (LBG)
+33-1-49-34-62-31 

Avitat San Juan (SJU)
(787) 791-0969

Avitat Toronto (YYZ)
(905) 677-3300

Avitat Vancouver (YVR)
(604) 270-2222

Avitat Winnipeg (YWG)
(204) 831-7714

www.exxonmobilaviation.com



Aviation Business Leaders Meet with Washington Policy Experts 10The National Air Transportation Association held its second
annual Aviation Business Roundtable in October, featuring 
visits with some of the most influential decision makers in
Washington. Leaders from across the aviation industry met
with key federal and congressional officials to discuss a 
number of critical issues affecting the industry.

After the Perfect Storm 14By David W. Almy
After back-to-back Gulf Coast hurricanes cut domestic refining
capacity, sparking spot shortages and higher prices, Avfuel’s
Craig Sincock sees a return to some stability in the aviation fuel
market—with a few caveats. Our cover story discusses those
caveats and provides further insights from the president and
CEO of Avfuel, the largest independent aviation fuel supplier
in the U.S. 

Community Lobbying: Thinking Outside the Fence 19By Robert P. Mark
An airport and its supporters must be proactive in the 
community, not simply reactive to it when issues arise.
Community lobbying begins with a little outside-the-fence
thinking about the people who can most influence an airport’s
success and how to best reach them with your message. 

WWW: The Why, What, and Who of Business Websites 23By Dan Kidder
Anyone who owns or runs a business has undoubtedly spent
much time pondering the company’s online presence. This article
discusses why you need a company website, what it should
contain, and who can help you make it as effective as possible.
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MMost successful businesses are like a three-legged
stool: they need good financial, operational, and
marketing management. If you’re weak in any
one area, your growth is likely to be a bit wobbly.
For many aviation service businesses, unfortu-
nately, marketing comes up short. As our indus-
try enters what promises to be an era of rapid
change and development, it is more important
than ever that you learn how to create a first-rate
marketing program for your company.

Thirty years ago I taught Marketing 101 at the
University of Pennsylvania’s Wharton Business
School, and over the years I’ve tried to follow the
profession closely. It is not an exaggeration to say
that the 21st century will be a century of uninter-
rupted marketing, totally unprecedented in size
and scope. Each of us is awash in marketing from
the moment we get up until we drift off into
dreamland—where even marketers may lurk. Don’t
let this glut of advertising confuse you: marketing
isn’t just about mass markets and million dollar
ad campaigns. It can be targeted, economical, and
effective, even for an aviation business like yours.

The first step in building a good marketing
management program for your firm is to have
someone at the top (could be you) who takes mar-
keting seriously. Unless you see your business
growing simply by “being there” when your cus-
tomers drop by, you will profit from top manage-
ment attention to marketing every day. Part of
the problem, of course, is the vast scope of mar-
keting alternatives: how can you figure out which
kind of marketing is right and works for you?

In the classical terms of Marketing 101, this is a
question about the “marketing mix” or what stu-
dents learned as the 4 Ps: Product, Price, Place,
and Promotion. Every marketing manager tries to
unravel this puzzle of how to allocate resources in
each of these areas. Is it best to improve the prod-
uct (a new terminal, bigger plane, or better staff),
change the price (up or down, or the terms),
expand distribution (new branches or go online),
or alter promotion (more advertising and PR)? But
you can’t answer these questions without know-
ing as much as possible about the marketplace in

which you compete,
and then learning how
to tell prospects about
what you’ve decided to
produce or provide.

A good place to start
is by learning as much
as you can about your
customers. You proba-
bly already have a com-
puterized database of
your existing clientele
and a way of identify-
ing and collecting data about your best prospects.
If you are creative, it is amazing how many differ-
ent strategies can help you find names of poten-
tial patrons. Some marketing programs also devel-
op lists of influential leaders and opinion makers
in their community to build alliances to promote
the region, the airport, or even specific events
that might increase local activity. 

The next step is to create fields in these data-
bases that allow you to differentiate these people
and target them with relevant messages and infor-
mation. The problem with databases is that we get
overwhelmed by them: endless lists of names and
addresses, often error-ridden, that seem too anony-
mous for us to know how to use them. Good soft-
ware makes all the difference. With a bit of careful
attention to the data-input process, you will, over
time, find that your client and prospect databases
are the most important assets you own. 

Then comes the creative part of marketing:
what to say, and when and how to say it. Here,
the choices are endless, from staid invitations and
announcements to innovative programs, flashy
ads, telemarketing, and blockbuster events. My
advice here is to keep an open mind about what
works best for you, and keep trying to find better
marketing messages and media. One successful
strategy is to always have four or five ongoing
marketing “campaigns” or “individual programs”
under way at a time, carefully tracking the cost
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P R E S I D E N T ’ S  M E S S A G E

Marketing: The Most Important Thing 

Most of Us Don’t Do

By James K. Coyne, President

Continued on page 8



Don’t be intimidated by the terms “campaign” or “pro-
gram.” These marketing activities needn’t be complicated
or expensive. One might be a monthly barbeque for local
tenants, another an email blast to N-numbers that landed
at your airport but didn’t buy from you, another a regular
6-month follow-up letter to past customers, or even some-
thing as simple as a dinner organized for your best clients
at a national trade show. 

Also, try tweaking individual ideas, rather than discard-
ing them, if they don’t perform well at first. Make small
alterations, i.e. change the timing, shorten the message, or
follow up with a phone call to see if you can get a better
response. But always remember that your marketing cam-
paign does not exist in a vacuum. Your customers are con-
stantly comparing your offerings with those from your
competitors. Therefore, it’s essential that you research
your marketplace, know how you compare, and try to stay
ahead of the pack. 

Of course, NATA members vary in size and scope so
much that their marketing strategies are as different as a
small Mom-and-Pop pancake fly-in is to a vast national
advertising campaign. Some of you have big marketing
departments with dedicated sales staff; others only get to
wear your marketing hat when you’re not worrying about
some other facet of your business. Still, no matter who you
are, marketing will be more and more a part of your
future. The better your marketing, the better your future
will be.

and effectiveness of each. Then, over time,
you can weed out the less successful ideas or
campaigns, hopefully replacing them with
new ideas that seem promising. 
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President’s Message
Continued from page 7

C O R R E C T I O N

In the last issue of Aviation Business Journal, our article on

fuel co-op programs failed to mention Avfuel, the largest

independent supplier of aviation fuels and services in the

United States.Whether you look at number of FBOs or gal-

lons, Avfuel has more dealers than any other fuel supplier.

Our oversight is inexcusable, and we apologize to our friends

at Avfuel and to all of our readers.

The folks at Avfuel see their job as helping market their

customers’ facilities and services in as many different and cre-

ative ways that they can.Their highly successful co-op

allowance program utilizes their national name recognition

to promote customers’ FBOs.

Funds accumulated through retail fuel purchases from

Avfuel are set aside for use under the following guidelines:

• Co-op funds accumulate for the calendar year from January

through December.

• Must be a current Avfuel customer upon presentation of

request.

• Each location is eligible for reimbursement in the unit

amount of $0.005 per gallon, multiplied by the total

amount of retail gallons purchased from Avfuel.

• Uniforms or other general apparel that contain the Avfuel

logo are reimbursable.

Avfuel will set aside $.005 per gallon in a co-op advertising

fund for every general aviation gallon purchased from Avfuel

each calendar year.This program is designed with up to 50

percent participation from Avfuel on approved advertising,

based on available co-op funds. Funds can be used for virtu-

ally any advertising medium as well as line service uniforms.

Avfuel remains flexible and works with customers to deter-

mine how to utilize the program to assist customers in

increasing fuel sales.

For more information on Avfuel, go to www.avfuel.com or

call 800/521-4106.
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Lobbying is certainly one occupation that solicits
a variety of opinions. To some, lobbying is a glori-
fied profession because lobbyists interact with those
working in the U.S. Congress or elsewhere in the
federal government. Others vilify the profession
because to them lobbying represents special interests
and deceitful politicians. Either way, lobbying is
something done in all walks of life, including aviation.

Boiled down to its most basic definition, lobby-
ing is developing and fostering relationships with
certain entities and educating them on issues
important to you. Lobbying in the aviation indus-
try takes many forms. NATA continually stresses
the importance of lobbying your airport officials
and how doing so only makes your business
stronger. Every year, NATA conducts its Day on
the Hill event, encouraging members to visit
Washington, D.C., meet with their congressional
representatives and staff, and solicit support for
local and national aviation business issues. And
every day, NATA-member companies work with a
host of local, state, and national governmental
entities and business interests in an effort to
improve their businesses, work safer, and gener-
ate more revenue. 

Relationships are vital to any successful lobbying
effort. There are 535 members of Congress and
several federal agencies encompassing thousands
of staff members that have some type of jurisdic-
tion over the aviation pie. Every year, NATA
encourages its members to invite their congres-
sional representatives to tour their facilities and/or
airports. This is a great way to start relationships
with members of Congress and their staffs, as they do
not usually know what an FBO does or understand
the rather complex makeup of general aviation.

This type of visit can open a legislator’s eyes to
what general aviation means to his or her district,
and it can also make that NATA member a key
contact point for that legislator when it comes to
aviation issues. I have heard time and time again
from NATA-member companies who have hosted
tours and then received follow-up calls from the
lawmaker’s staff inquiring about a broader avia-
tion matter. Whether the issue relates to air quali-
ty within the cabins of airliners or labor agree-
ments between air traffic controllers and the
Federal Aviation Administration (FAA), the mem-

ber company that spon-
sored the tour has
become a conduit to
help answer aviation
questions. And when
that Capitol Hill staffer
comes calling on user
fees or wants an NATA
member’s thoughts on
an FAA reauthorization
bill, that is when devel-
oping the relationship
with that Congressional
office can really pay off, not only for your compa-
ny but for the industry as a whole.

For the last six months, the FAA and industry
have been laying the groundwork for the pending
legislative battle that will take place in 2006-2007
over the FAA’s continued budgetary woes and the
concept of initiating some type of user fee on the
general aviation industry to solve the agency’s fiscal
shortfalls. The FAA plans to release its proposal next
spring, which should kick off months of intense
lobbying from all aviation interests, including the
FAA itself, to attempt to sway Congress. We have all
read much in the press about who is not paying their
fair share and who should be paying more. While
the finger-pointing will continue, one thing is for
certain: whatever decision is made on user fees
and the FAA’s “financial crisis,” it will be made on
Capitol Hill. That is when your relationship with
your members of Congress could play an important
role in the decision-making process, and that is when
you must make sure that your voice is heard.

I N S I D E  WA S H I N G TO N

Lobbying 101: It’s All About the Relationship
By Eric R. Byer, Vice President, Government and Industry Affairs
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Information Services
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The 2nd Annual Aviation
Business Roundtable assembled
65 leaders from across the avia-
tion industry to meet with key
federal and congressional offi-
cials to discuss a number of criti-
cal issues affecting the industry,
including user fees, fuel pricing,
and airspace and airport access
for charter and general aviation
operations. 

The roundtable was highlighted
by a personal message from for-
mer President George H.W. Bush
and presentations by former
Speaker of the U.S. House of
Representatives Newt Gingrich
and Frances Fragos Townsend,
one of President Bush’s closet
policy advisors. Attendees also
visited with

• Sen. Richard J. Durbin (D-Ill.),
Senate Minority Whip,

• Daniel Yergin, Pulitzer Prize-

winning author, The Prize: The
Epic Quest for Oil, Money and
Power,

• Steven R. Weisman, Chief
Diplomatic Correspondent, The
New York Times,

• Edmund S. “Kip” Hawley,
Assistant Secretary for
Homeland Security,
Transportation Security
Administration,

• Sen. James M. Inhofe (R-
Okla.), Chairman, Senate
Committee on Environment &
Public Works,

• Robert A. Sturgell, FAA Deputy
Administrator, 

• Russell G. Chew, FAA Chief
Operating Officer,

• Margaret Gilligan, FAA Deputy
Associate Administrator for
Aviation Safety,

• James J. Ballough, FAA
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Aviation Business Leaders Meet 
with Washington Policy Experts

T
he National Air

Transportation

Association (NATA)

successfully conducted

its second leadership

conference, October 

17-18, which featured

visits with some of the

most influential decision

makers and policy experts

in Washington, D.C.



Director, Flight Standards
Service,

• David L. Bennett, FAA Director,
Office of Airport Safety and
Standards, and

• Dayton Lehman, Deputy
Assistant General Counsel,
Office of Aviation Enforcement
and Proceedings, U.S.
Department of Transportation.

“Assembling the aviation indus-
try’s best and brightest to meet
with the federal government’s
top brass is an invaluable oppor-
tunity for both sides to exchange
ideas, foster relationships, and
tackle real issues that affect this
country’s national air transporta-
tion system and the American
economy,” NATA President
James K. Coyne said. “I am very
pleased with the level of partici-
pation we had at this meeting,
and I am confident that we will
enjoy a much greater spirit of
cooperation from our govern-
ment leaders as a result of this
roundtable.” 

Sens. Durbin and Inhofe dis-
cussed important issues affecting
aviation businesses on the first
evening of the roundtable at a
private reception and dinner in
the U.S. Capitol. 

The following morning, activi-
ties started dark and early as
Coyne flew into Ronald Reagan
Washington National Airport in a
Hawker 1000 to celebrate the
reopening of DCA to general avi-
ation (GA) flights. The airport
has restricted private planes from
the capital airport since the ter-
rorist attacks of September 11, 2001.

Speaking in front of gathered
dignitaries and the press, includ-
ing live coverage by CNN, Coyne
talked about the long campaign
NATA has waged to bring general
aviation back to DCA. Coyne
joined Reps. Tom Davis (R-Va.),
James Moran (D-Va.), Vernon
Ehlers (R-Mich.), Signature CEO
Beth Haskins, and others to cele-
brate this historic day.

Since GA flights were restrict-
ed, Signature Flight Support has
lost some $20 million and was

forced to lay off the majority of
its DCA-based staff. The econom-
ic impact to the Washington,
D.C., region was estimated at
nearly $300 million.

Following the press conference,
Coyne rejoined representatives of
the leading aviation businesses
in the nation at the Ritz-Carlton

Live national news coverage—and twin water salutes—greeted the first non-waiver general aviation flight back into Washington’s Reagan National Airport,

more than four years after 9/11. Onboard and first to disembark was NATA President James K. Coyne.

11Aviation Business Journal | Fall 2005

Continued on page 12

Senator Richard J. Durbin (D-Ill.) discussed the recent fuel price

spikes caused by Hurricanes Katrina and Rita. Sen. James M. Inhofe

(R-Okla.) also spoke to the group assembled in the Mansfield

Room of the U.S. Senate.



Fran Townsend, assistant to the president for homeland security and counterterrorism, stressed the criti-

cal role aviation plays in the nation’s economic life.

in Georgetown for a day filled
with meetings with leading avia-
tion policy experts from the Bush
administration and federal agencies.

Getting the ball rolling was a
heady panel discussion with
Pulitzer Prize-winning author
Daniel Yergin and New York Times
columnist Steven Weiseman on
the role of the global economy
and geopolitics on the price of
finished petroleum products. The
panelists discussed the effects of
limited refining capability, an
upsurge in demand, lack of a

global energy policy, and many
other factors that have contributed
to the current rise in fuel prices.

Following breakfast, Transpor-
tation Security Administrator
Edmund “Kip” Hawley spoke on
the restructuring of TSA and the
future threats facing the nation.
He discussed at length the role
the national air transportation
system plays in recognizing and
identifying terrorist activities and
the future of the Transportation
Worker Identification Credential
(TWIC) program, which was fund-
ed in the Homeland Security
Appropriations Act. 

At the conclusion of Hawley’s
remarks, the business leaders
peppered him with questions on
issues including temporary flight

restrictions, privacy concerns,
and the use of the security watch
lists to monitor charter passengers.

Following Hawley, Assistant to
the President for Homeland
Security and Counterterrorism
Frances Fragos Townsend
impressed the audience with her
intimate knowledge of aviation
issues. She discussed her involve-
ment with preventing an out-
break of avian flu in the United
States and the important role air
transportation providers will play
in minimizing a major epidemic.

Townsend, who regaled the
audience with her tale of jumping
out of a plane with the U.S. Navy
parachute team, demonstrated a
strong understanding of the busi-
ness concerns of aviation service
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Aviation Business Roundtable
Continued from page 11

Author Daniel Yergin (left) and New York Times correspondent Steven Weiseman (center) discussed the role of the global economy and geopolitics in determining the price and

availability of fuel. NATA President Jim Coyne moderated the discussion.

Transportation Security Administration head Edmund “Kip”

Hawley talked about the reopening of Ronald Reagan

Washington National Airport and the continuing security

threat facing all sectors of aviation.



Dayton Lehman, an attorney representing the U.S. Department of

Transportation, discussed charter brokering and operational control issues.

providers and the harsh econom-
ic realities of restricting business-
es to respond to a security crisis.

Following lunch, attendees
were transported to the sanctum
sanctorum of the Federal Aviation
Administration (FAA) for a frank
discussion of a variety of topics
with leading experts from the
FAA. A major topic of discussion
was the need for the FAA to reex-
amine its current financial situa-
tion and examine ways to cut
costs and increase revenue. One
hotly debated topic was whether
charging user fess to general avi-
ation businesses was an accept-
able way to increase revenue for
the agency. Attendees expressed
concern that FAA has not wisely
spent funds in the past and feel-
ings that general aviation busi-
nesses already contribute a fair
share to the Aviation Trust Fund
through the collection of fuel fees.

While at the FAA, aviation lead-
ers discussed recent changes
involving the role of charter bro-
kers and operational control with
Dayton Lehman, general counsel
for the office of Aviation Enforce-
ment Proceedings at the Depart-
ment of Transportation.

Back at the Ritz, attendees

were informed and entertained
by former Speaker Gingrich.
Gingrich, who demonstrated his
ready grasp of history, discussed
the need for government reform
to make the American economy
viable for the 21st century.

The evening concluded with a
personal videotaped message from
former President Bush on the
importance of the industry’s pur-
suit of safety and his apprecia-
tion for NATA’s work to create a
charter safety management system.

“The Navy
taught me long 
ago that the three

most important things in aviation
are safety, safety, and safety,”
said Bush, who served as a fight-
er pilot during World War II. “And
systematic programs like your
Safety 1st campaign that include
computer-based training, audits,
and the creation of a safety cul-
ture in each individual company
are the best way to raise the bar.”

Compiled from ABJ staff reports.
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Roundtable attendees meet with senior FAA officials in the McCracken  “Round Room” on the 10th floor of FAA

Headquarters in Washington, D.C.

Former House Speaker Newt Gingrich said,“Real change requires

real change,” and made his case for government reform.



You might think that in the
more than 20 years that Craig
Sincock has been the president
and CEO of the largest independ-
ent aviation fuel supplier in the
U.S., he had seen it all. Then,
Hurricanes Katrina and Rita hit
in the space of a few weeks, and
the phones rang off the hook. 

“It got a little interesting around
here,” Sincock said with a grin.

“We’re very much in a global
market, with tight domestic supplies
and strong economic demand
driving up the world’s oil prices.
It is remarkable how directly
interconnected all these markets
are,” he said. “Add Katrina and
Rita to the mix in the U.S., and
the market reacts.” 

Hurricane recovery in the Gulf
Coast region is underway, but
according to officials at the U.S.
Department of Energy (DOE), a
complete recovery will still take

many months. As of October 11,
three refineries are still shut
down from Hurricane Katrina
and four from Hurricane Rita,
amounting for a total of about 1.9
million barrels per day of refin-
ing capacity that is off-line (11
percent of U.S. refinery capacity)
due to hurricane-related outages.

In the aviation fuel market,
price spikes and spot shortages,
most quickly alleviated, made for
some jittery days last September
for some general aviation flight
operations. Rumors seemed to be
in greatest supply. “Once the
hurricanes were behind us, we
were able to get the word out and
manage our available supplies. We’re
typically pretty quick on our
feet, but September was unusual,
to say the least,” Sincock said.

According to oil industry
experts, global demand is expect-
ed to grow nearly two million
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barrels a day this year—from 82.5
million barrels a day last year—
but the world’s capacity to refine
and process oil is expected to
grow by less than half that. “Global
economic growth, the main driv-
er of oil demand growth, is expect-
ed to be 3.1 percent per year. China
and India are expecting to achieve
the highest rates of economic
growth, averaging 6.2 and 5.2
percent respectively between 2001
and 2025,” said Dr. Aloulou Fawzi,
an Energy Information Adminis-
tration economist, as reported by
the Wall Street Journal Online in May.

If anyone harbors any doubt,
Sincock said that the era of
“cheap” oil is over. “The global
economy, which is immense and
strong, has long since ended the
U.S.’s role as the market for oil,”
he said. “It’s a new day.” 

Perhaps more importantly, the
gap in the U.S. between the pro-
duction of crude oil and the con-
sumption of all the products
made from it has been widening
steadily since the 1970s. As a
result, the U.S. imports crude
from dozens of countries, Saudi
Arabia first among them. And the
U.S. will likely become more
dependent on Middle East sup-
plies in the future.

The recent spike in oil prices
has been caused by several factors,
according to Sincock, among them

• Strong growth in the demand
for oil worldwide, particularly
in China and other developing
countries,

• A tight supply situation that
has shown only limited
response to higher prices,

• Changing views on the eco-
nomics of oil production, 

• Concerns about economic and
political situations in the Middle
East, Venezuela, Nigeria, and
the former Soviet Union, and

• Supply disruptions caused by
weather events, such as hurri-
canes.

It’s this last event that has
received the most attention of
late, but it is not the only factor.
“Let’s look at the Capline pipeline
as an example,” Sincock said. “It’s
a 667-mile-long pipe that usually
delivers up to 1.2 million barrels of
crude oil from the Gulf of Mexico
to mid-continent states. It receives
most of that oil via the LOOP (the
Louisiana Offshore Oil Platform),
which is located 18 miles south of
Grand Isle, La., out in the Gulf.
This facility has the capacity to
off-load one large tanker per day,
pumping crude to its onshore
storage facilities located 24 miles
inland in underground caverns.
The crude is pumped from the
underground storage to Gulf
Coast refineries and the Capline
Pipeline, connecting it to more than
half of the refineries in the U.S.”

As Hurricane Katrina approached,
that all changed. On August 28,
the LOOP halted marine opera-
tions and crude oil delivery due
to the approaching storm. It wasn’t
until four days later, September 1,
that the LOOP resumed off-load-
ing crude, but at reduced rates.
The next day, September 2, four
tankers were waiting to off-load
at the LOOP, which was operating
at only 75 percent capacity, where
it stayed for another 11 days. 

The ripple effect from this loss
of crude was quickly felt. On
August 29, refineries all over the
U.S. supplied by the LOOP were
in the process of shutting down
or cutting back on crude oil
refining as they anticipated the
interruption in supply. 

Refineries along the Gulf Coast
were also slowed or shut down,
not only because of the lack of
crude supply, but because of the
direct effects of the hurricanes
themselves. In total, about a
dozen Gulf Coast refineries rep-
resenting nearly two million bar-
rels per day of refining capacity
went offline due to Hurricane
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Katrina. Additional refineries in
the Midwest also slowed their
production due to a lack of crude. 

Hurricane Rita, which hit the
Texas and Louisiana coasts a few
weeks later, did not help matters.
“What did help,” Sincock said,
“was the decision to open the
Strategic Petroleum Reserve to
help overcome crude oil short-
ages. Regulatory relief allowed us
to move JetA by water, some
product specifications were
changed to increase refinery out-
put, the airlines tankered fuel to
help offset local imbalances, the
Europeans released some of their
strategic petroleum stocks of
JetA, and refineries in unaffected
areas increased jet fuel produc-
tion.”

Fuel Delivery Gets Complicated
Sincock noted that the effects of
the hurricanes also complicated fuel
deliveries. The loss of electricity
temporarily shut down two major
oil pipelines. In one case, Avfuel had
been working to get a fuel barge
delayed by Hurricane Katrina on
the Mississippi River to Florida.
“My customers didn’t realize that
fuel due for delivery in Florida could
be dependent upon a barge coming
down the Mississippi. Eventually,
we got it through,” he said.

“The free market rapidly and
flexibly responded,” Sincock said.
“When the hurricanes hit and our
prices went up, all these factors
suddenly were at play, fuel started
flowing to the U.S. from abroad—

following the money—and the
shortages quickly vanished.” 

The capacity of the industry’s
infrastructure, high demand, the
hurricanes, price (higher = greater
industry incentive to produce),
and crude supply all play a role
in the price and availability at
your local FBO.

As for the future, Sincock said
that that crude supplies were tight
before the hurricanes, and the
damage to the oil industry in the
Gulf Coast was significant. Long
term, the disruption to Gulf Coast
production facilities may keep oil
prices high. U.S. refinery capacity
was operating at 98 percent before
the hurricanes. Lower heating oil
and natural gas inventories heading
into the winter may lead to severe
upward pressure on prices, as has
been recently and widely reported.

“If the government minimizes its
involvement in the free market, the
free market will respond. As I like

to point out, the best cure for high
prices is high prices,” Sincock said.

DOE’s Murky Forecast
According to the DOE, the extent
of Katrina and Rita’s damage makes
it difficult to provide a reliable
forecast for the upcoming months,
but the impact of the hurricanes
on oil refining and pipeline systems
have certainly further strained
already-tight petroleum product
markets. DOE predicts that prices
for petroleum products will remain
high due to tight international
supplies of crude and hurricane-
induced supply losses. Prices for
energy are still expected to rise
slightly in 2006, as had been
expected prior to Hurricanes
Katrina and Rita. Complete
recovery of energy infrastructure
from hurricane damage will take
many months, but considerable
recovery should occur by the end
of the year. In the last several
weeks, the restart of two major
refineries in western Louisiana
and another in Pascagoula, Miss., is
fueling optimism. Perhaps ironi-
cally, total U.S. energy demand is
projected to decline temporarily
due to hurricane-related destruc-
tion and higher energy prices.
DOE projects that demand growth
will rebound in 2006.
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NATA President Jim Coyne (left, above) and Avfuel President and CEO Craig Sincock (right, above and below)

joined together to speak at two NATA Town Hall Meetings earlier this fall. One, hosted by Executive Jet

Management, was held at Cincinnati's Lunken Airport, and the other, hosted by Priester Aviation, took place

at Palwaukee Municipal Airport in Wheeling, Ill.The two speakers covered many issues facing the charter

and FBO communities, including the availability and volatile price of aviation fuels.



For the near term, Sincock said
that the market for crude oil and
refined products, including jet fuel,
will continue to be a reflection of
the world market. While Katrina
and Rita have damaged the infra-
structure of refineries, pipelines,
and ports, some limited return to
normalcy is predicted by year-
end. Barring further interrup-
tions to U.S. production due to
natural disaster or other events,
supply should not be a problem
and prices should stabilize at cur-
rent levels, with the DOE predict-
ing a slight upward trend in 2006,
exclusive of home heating costs that
are predicted to rise dramatically. 

As for the long term, Sincock said
that China, India, and other develop-
ing nations will more aggressively
compete with the U.S. for global
petroleum reserves in the com-
ing years.

If over the next several years
there are no major natural disasters
in the U.S. and if there are no
significant crude production-lim-
iting events—natural or man-made,
anywhere in the world—to inhib-
it the supply lines, aviation fuel
supplies in the U.S. are likely to be
stable while prices continue their
inexorable (but hopefully slow) rise.

Those are very large “ifs,”
Sincock knows, but with global
demand and supply at close pari-
ty, there is little excess capacity
in the world to easily take up the
slack when something goes wrong. 

“That’s life in today’s global
economy,” Sincock concluded.
“That’s why, today, we have to be
very aware that what’s happen-
ing globally will affect us here
tomorrow. It’s remarkable, but
it’s also reality.”
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“All politics 
is local.”

—Tip O’Neal, Former Speaker 
of the U.S. House

Putting a little something away
for a rainy day is a time-honored
tradition in most cultures. This
simple concept—paying a little
now to be ready just in case—
also translates into a good busi-
ness strategy, not to mention
fairly decent common sense. For
instance, few airport or FBO
managers would operate without
having paid up their liability or
property damage insurance, even
if they could. It’s simply beyond
comprehension. Those conse-
quences are rather easy to recog-
nize: if there’s a fire and you’re
not paid up, you’re out of busi-
ness. 

Being ready for the unknown,
however, is not simply about
cash. When a community is up
in arms about its airport, the
issues may be less recognizable
and much less easy to address.
This is not surprising. Few avia-
tion managers are trained to deal
with these kinds of emotional,
politically charged issues. An air-
port and its supporters must be
proactive in the community, not
simply reactive to it, and that is
where the beginnings of the solu-
tions will be found. It begins
with a little outside-the-fence
thinking about the people who
can most influence an airport’s
success. This might include local
residents, users, media, and legis-
lators, local, state and federal.

What is Airport Marketing?
Marketing an airport is not about
selling, at least not initially. Before
the sales-like part of the market-
ing process begins, the most

important element of any mar-
keting program is intelligence
gathering. That means learning
the identities and characteristics
of the people who can keep your
airport sailing along smoothly
and also learning more about the
potential opportunities or obsta-
cles, locally or nationally, that
these people or groups represent.

The consulting world’s result of
saving for a rainy day is called
social capital. That’s a $2 phrase
for improving relationships with
people both on and off the air-
port who can affect the success
of your airport. So why should
anyone care? Because when
some well-meaning group of citi-
zens comes banging on the front
gate trying to turn your airport
into a Wal-Mart, or at very least
attempts to restrict airport use
with a curfew or some kind of
arbitrary weight limit, you’re
going to need a few friends.
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Building social capital means
building as many wide bridges as
you can between the airport and
the people and organizations that
can most influence success. 

First, a reality check. Communi-
ty relations issues, like airport
noise, safety, or expansion-related
rebukes from crowds of potential-
ly angry citizens, are something
few of us have ever been trained to
respond to without being intimi-
dated or becoming angry or both.
Too often, airport users see a poten-
tial political tumble as something
to be avoided at all costs and
something better left to the other
folks. Saving an airport requires
being a little uncomfortable, but
airport users are just the people
an airport needs to bolster sup-
port. This means getting involved,
perhaps even a bit beyond your
standard comfort zone. This is
where putting away a little some-
thing for the future begins.

Another reason every airport
needs more regular support is
that the most fertile ground for
community revolts often appears

where airport users have become
much too comfortable about their
status, assuming that everyone
around the field already knows
and understands the facility’s
value. The simple fact is that avi-
ation professionals care much
more about an airport than any
community will. 

Anti-Airport Groups
Four airports are shut down
every month in this country, so
your airport needs all the friends
it can find. This also means real-
izing that practically every air-
port is in danger. And despite the
fact that passionate anti-airport
groups are typically small in
number, they are very vocal and
sometimes very, very well organ-
ized. If your airport does not get
out into the community to regu-
larly talk about and market the
value of your airport to the
media, residents, legislators, and
other airport users, your airfield
is already in trouble. You just
might not see the symptoms yet.

A South Florida airport recent-
ly learned not to underestimate
the local residents’ ability to
mount opposition to the airport.
Local citizens not only expressed
displeasure with the airport and
local government at what they
saw as an illegal runway exten-
sion, but they formed a solidly
built, well-organized, and finely
tuned opposition group. And
while the group has not success-
fully closed the airport, it has
certainly made life difficult for
the airport manager. This huge
distraction means there are
many more important issues he
doesn’t have the time to address.

Think Yours Can’t Be Next? 
Remember, Four Per Month 
An airport’s future solidifies
when the people who have a
stake in the success of the field
essentially become a part of the
community, not simply people

reacting to it. That means putting
a little good community relations
capital in that airport’s savings
account for the future. 

Chicago Palwaukee Municipal
Airport, just north of O’Hare, is
land-locked by homes and busi-
nesses. Often pelted with noise
complaints from late-night and
Stage 2 aircraft, the airport man-
ager decided to take action—not
just fight back, but engage the
community and tell the good sto-
ries managers often say no one
ever hears. That manager, Dennis
Rouleau, helped organize a group
of local airport supporters and
users into a pro-airport issue
organization, the Palwaukee
Municipal Airport Community
Engagement Council (PACE).
Over the past three years, PACE
members helped initiate an air-
port noise program that not only
reduced local tensions about
noisy aircraft, but also gave com-
munity members an opportunity
to speak directly with a manage-
ment representative about their
concerns. Last year, PACE distrib-
uted a brochure to the communi-
ty that highlighted the tax dollars
brought into the community
through leases and property
taxes, as well as the number of
jobs at the airport. The brochure
also showed how little local real
estate values appeared to have
been influenced by the airport,
contrary to an anti-airport
group’s opinion.

It’s Not Rocket Science
Community relations and com-
munity issues management are
not smoke and mirrors, nor are
they rocket science. They’re part
of a marketing process that
unmasks an airport’s value to a
community and speaks to the
positive events that may go
unnoticed. And despite the com-
plexity of some of these issues,
they can be solved locally if peo-
ple take the time to listen and act. 
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Want a few more reasons to
market your airport? First, with-
out being involved in the com-
munity, you might miss out on
opportunities you wouldn’t have
heard about except for those out-
reach efforts. Also, being involved
in the local, state, and national
aviation community and regular-
ly taking the temperature of your
community through regular
involvement in social and politi-
cal affairs will keep you from
being blindsided someday. All
politicians tend to listen when
they have issues in front of
them, and an airport representa-
tive must be in constant contact
because the opposition groups
are probably way ahead on this.
The success of your business and
your airport depend on making
the effort.

Thinking It Through
Some big questions pop up when
engaging the airport community.
Who do you talk to first? What do
you say? Do you start by your-
self? What if no one wants to
help? Author and renowned
anthropologist Margaret Mead
cautioned us never to forget that
it takes only one person to stand
up and say “Enough.” Can you
win the community relations
game? Believe it or not, the goal
isn’t to beat the opposition. The
goal, at a minimum, is to con-
tribute to the balance of issues to
keep the anti-airport groups at
bay. 

Meeting people off-airport who
don’t think the way you do is
most likely going to be a little
uncomfortable. But this discom-
fort about how others see your
airport can help you begin to
understand their perspective.
When you understand not only
how they feel but also why, you
have a better chance of figuring
out how to neutralize some bad
feeling and some potentially bad
press. 

As difficult as finding the time
might be, sitting down, closing
your door, and writing (not sim-
ply thinking about) the answers
to these questions is absolutely
required. Ask yourself what peo-
ple outside the fence know about
the airport. Do they even know
there’s an airport there? What
value do you believe the airport
offers the community? Does any-
one else understand that per-
spective? What local, state, or
federal legislators could you call
on right now for support if an
angry mob showed up at the
front gate with noise or airport-
expansion complaints? Who are
the local radio, TV, and newspa-
per reporters who might have
even a passing interest in this
airport? Again, the key to success
at your airport is not just think-
ing about what makes your com-
pany work, but also considering
the opinions of the people who
most influence your airport.

Where else can an airport find
allies before they are needed?
Consider the media. You don’t
need a media relations specialist
to get a reporter interested in
what’s happening on your air-
port. You simply need news. The
best way to learn for certain
what makes a reporter tick is to
ask. If you don’t know the local
media folks, call the chamber of
commerce or look on the web.
You can easily email reporters
and ask for a minute of their
time to learn the kinds of stories
they find interesting and see
where the fit might be for your
airport. Ask reporters over for a
tour. Buy them lunch. Get them
up for a demonstration flying les-
son. This is marketing. The point
is to stir their curiosity. It won’t
work every time, but when a
tough airport issue surfaces,
you’ll find the reporter much
more receptive to your perspec-
tive than if you meet them the
first time when the sky is falling.

How about a newsletter? Anyone
with a computer can easily pro-
duce even a one-page newsletter
every other month. Ask airport
tenants to keep you in the loop
on their own businesses and for
pictures. Think you can’t write
well enough? Visit your local
community college and find some
budding journalists who would
jump at the chance to help tell the
airport story. And when that news-
letter goes out, put it up on your
website as well. Don’t forget to
send copies of all your newslet-
ters and news releases to the local
government organizations, from
the mayor to the city councilors
to the state and federal legislators
because these are the folks that
can help find the cash when it is
needed for capital improvements.
Don’t wait until you need them
to begin making friends.

The possibilities for a good
marketing-focused community
relations plan are almost endless.
The key to a successful airport is
thinking outside the fence. In
fact, thinking about how the peo-
ple who live near your airport or
who have the power to make
your field successful is the only
way to be successful. But you
must begin putting a little some-
thing away for the future. With
the U.S. losing four airports per
month, the threat to your airport
might be right around the corner.
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IIf you own or run a business,
chances are that you have spent
several hours discussing your
online presence. Whether or not
your company has a website and
whether it is effective or as robust
as it needs to be, two things are
certain: the subject of your web
presence never seems to be set-
tled and you never seem to have
a definitive answer. These may
seem like one and the same
thing, but as we’ll discuss later,
they are very different issues.

Why Do I Need a Website?
Usually the five Ws begin with
Who, but for the sake of clarity,
beginning for this discussion
with the Why and working our
way back to the Who makes
more sense.

The first question is whether
you really need a website, and
the simple answer is a definitive

and resounding yes. But the
questioning shouldn’t stop there.
To have an effective website, the
first step is to go through the
exercise of determining why you
need it.

“Business people should think
of their online presence in terms
of their overall business strategy
and make sure that it aligns with
it,” said Scott Woodward of Athenix
Solutions, a technology solutions
company based in Lawrence, Kans.
“It should not just be an after-
thought. I cannot emphasize enough
that the website must be consid-
ered a business tool.”

Far from being an academic or
philosophical discussion, asking
the Why question and spending
quality time examining the answers
helps lay the foundation for cre-
ating a website that works for
your business. The answers you
come up with direct you in craft-
ing a quality product that effec-
tively markets your business.

“From my perspective, having
the business case solved—possibly
as far as developing a business
plan just for the site—will have
the biggest impact,” Woodward
said.

Let’s look at some typical
answers to the Why question.

1. To provide information about my
company 24 hours a day, seven days 
a week.
Unless you are willing to staff
24/7 receptionists, train them in
the latest customer service skills,
provide them with every answer
to every conceivable question,
and prepare them to answer the
inconceivable questions that will
invariably arise at any hour of
any day, you need an alternate
means to provide answers when
customers and potential customers
want them. You obviously cannot
afford the 24/7 receptionist option,
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and you would be crazy try.
But in today’s marketplace,

your customers are surely going
to be shopping on their time, not
yours. Whether they get dressed
up and go out or sit in their paja-
mas and surf the net, customers
have come to expect what they
want when they want it. If you
are not offering them that level of
convenience, they will go some-
place else, likely to your com-
petitor.

2. Numbers don’t lie.
Current estimates put more than
200 million users on the Internet.
Each year governments throw
more money into educating more
people to use the web. You hear
terms like digital divide and e-
competency improvements. The
number of online customers isn’t
going to dwindle in any of our
lifetimes; it will only expand. Of
those 200 million users, how
many might be interested in
your products and services? If
even one tenth of one percent
visited your website in a year,
your business would make
200,000 impressions on potential
customers. Even better, those
viewing your website would be
mainly pre-qualified potential
customers, in that they came
looking for your products and
services.

According to surveys of web
users (and there are tons of them)
most are more highly educated,
have higher annual incomes than
non-users, and consider them-
selves to be very busy (perfect
charter customers). In other words,
these are the people most likely
to buy your stuff.

3. Making changes to content is 
cheap and easy.
How many times has your busi-
ness spent thousands of dollars
to advertise in a directory or
print brochures, only to discover
a mistake or a necessary content
change shortly afterward? With a
directory listing, you are stuck
with the information you provid-
ed until next year. With a brochure,
you either cross out the error
and write in the new info with a
pen (shudder), or you redo the
print run and incur further costs.
With a website, you make a few
keystrokes, and your new infor-
mation is up for the world to see.

4. Because of who else is online.
Are your competitors online? Do
they do a better job of marketing
themselves online than you do? I
am always amazed that compa-
nies will spend beaucoup bucks
to create beautiful brochures,
elaborate terminal spaces, fabu-
lous fueling services, and out-of-
this-world safety programs and
then hire a high school kid with
no graphics experience to design

their website. Your website is as
important as, if not more impor-
tant than, any other marketing
materials you will ever create. If
your competitors are getting
more business and have great
looking websites, they already
understand this. More often than
not, your website is a potential
customer’s first impression of
your company

5. To reach a global audience.
Okay, you are a fixed base operator
who specializes in pumping fuel to
local sport pilots. Ask yourself
two questions: 
a. Is that your specialty because

you want it to be, or did you
fall into that market because
those are the only people who
know about your business?

b. If a number of-out-of town
travelers started coming to you
for fuel or repairs, would you
turn them away?

Let’s be real: nobody wants less
business. So if you want to let
people who might be coming into
your airport know you are there
and what services you offer, a
website is the best and most cost
effective way to do it. Potential
customers probably don’t have
access to your local phone book.
They aren’t reading your local
newspaper or listening to your
local radio stations. So your
choices are direct mail, national
publications like this one, or an
online presence. Better yet, why
not a combination of all three?
We already know from Business
101 that running an ad in the
newspaper is not marketing; it is
just running an ad in the news-
paper.

What Should My Website Be?
Java, SQL, Cobalt, HTML, Flash,
Oracle, XML, yadda, yadda, yadda.
There are so many options, so
many choices, that sometimes
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you just might want to forget the
whole thing. But there is some
good news: I just saved a bunch
of money by switching my car
insurance to Geico. Oh yeah, and
none of these things really matter.

As I told you before, the lack of
definitive answers and the sub-
ject of your web presence never
being settled are two very differ-
ent things. Here’s why. Which
web-based applications and sys-
tems are best depends on which
web designers you ask. Whatever
languages they design in are the
ones they say are best. The key
is finding a web design firm that
you trust and that is willing to
work with you to accomplish
your goals. Notice I said firm and
not a kid in a web design class or
some off-the-shelf design-it-your-
self web program. For a profes-
sional looking and behaving web-
site, you need a professional,
preferably several professionals,
designing your site. Do you let
amateurs work on your compa-
ny’s $20 million Falcon? Why
trust them with the image of
your whole company?

“You can have the best content
in the world, but without the good
first impression people will not stay
long enough to find out,” Athenix’s
Woodward said. “Conversely, if the
site looks good but is essentially
empty, then you annoy the user,
as their time will have been
wasted.”

Several options are available
for creating your website. All of
them are merely a means to get
to the ends of having customers
open their browser and see your
information as it is intended to
be seen. Some are very expen-
sive, and some are not so much.

The more complex you want
your site to be, the more you
should expect to pay. You must
also consider that the more com-
plex your site, the greater the
chance that some users will not
be able to use all its functions.

There are as many computer
configurations as there are com-
puter users. With all the variables
available, each computer is a
unique system. The best way to
avoid spending a plane-load of
money only to have a site that
can’t be viewed is to use industry
best practices. 

Just like your safety program,
the Internet has a group that
monitors emerging technologies
and sets standard practices for
using them. This group is a non-
profit coalition of technology
providers based in Japan, France,
and the United States (at MIT)
called the W3C
(World Wide Web
Consortium). The
W3C gets together
with technology
businesses to make
sure that all the
pieces work together
so when you type
in www.nata.aero,
the Internet will
know to show you
the National Air
Transportation
Association’s web-
site.

Any good design
firm will offer sug-
gestions that are
universally view-
able, based upon
surveys of current
and potential users
of your services

and products. They will make
sure that your site will look love-
ly no matter if it is viewed by a
user on a Pentium II with 68 Mb
of RAM running America Online
with a 9.88k modem or by a blaz-
ing fast user of Firefox on an
Apple G5 dual 586 processors
with a T1 dedicated line and a
gig of RAM.

Your design firm should be
well versed in W3C best practices
and use them. Ask to see the
sites they have designed and dis-
cuss the process they used to
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arrive at the final design.
The firm should have a design

process in place that asks the
pertinent questions discussed in
this article, probes your technical
expertise, looks for clues on what
colors and design elements you
like, and more. The firm should
also provide domain registration
and hosting options, have reli-
able back-up systems, and offer
content consultation.

Enough Geek-Speak Already;
What Should My Site Contain?
Your website is your home in
cyberspace. Given the growing
number of businesses on the web
and the number of web users,
your website will likely be the
first place where customers learn
about your business. Websites
have become so prevalent that
churches, barbershops, delis, dog

groomers, dentists, and many
more businesses and organiza-
tions are using the web to tell the
world about themselves. And
customers depend on these web-
sites to have the information
they want.

Think about your own surfing
experiences. What are your
thoughts when you land on a
web page with grainy graphics,
cheesy music, silly cursor thin-
gies, and bad content? Do you
stay around to look at all of their
offerings, or do you move on to
the next site that has a clean and
professional look?

There are several different
kinds of websites, and your busi-
ness should select the kind that
best fits your market and your
competencies.

• Brochure Sites. A brochure website
offers a brief glimpse of your
services, a little information
about your company, methods
of obtaining more information,

and maybe a few images. It
may also include biographies of
key staff, press releases, and
informative articles. In the case
of FBOs, airport information is
also a great offering. Typically,
these sites are created in Flash,
a sophisticated animated inter-
face, or Hypertext Markup
Language (HTML), the basic
building language of websites.

• Dynamic or Interactive Sites. On an
interactive website, surfers can
either request information,
leave comments, or download
information, software, or
graphics. Other forms of inter-
activity, such as chat rooms
and message boards, are also
very popular but more techni-
cal. This type of site is becom-
ing more popular as technolo-
gy is more widely available and
less expensive. These sites are
excellent for generating leads
and collecting customer data for
later follow-up.

• E-Commerce Sites. These are sites
where businesses sell a product,
deliverable online or offline, and
conduct the entire transaction
over the Internet.

Both dynamic and e-commerce
sites require a back-end (not visible
to the user) relational database
that stores the information the
site needs to function. The two
most commonly used commer-
cial databases are Oracle and MS
SQL Server, and either will offer
similar functionality. Because it
is not relational, do not use Microsoft
Access as your web database.

In addition to using the site for
marketing your business, good
designers can create administra-
tive features that allow you to
easily update the content on
your site. They can also create
mini-applications, called applets,
that allow you to manage your
customer relationships, track
parts and purchases, handle pay-
roll, create online forms for sick
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and vacation leave and expense
reports, and much more. These
applets allow your site to become
a business management tool. Any
paperwork process you under-
take manually can be custom cre-
ated to be done on your website.

Where Do I Start?
One exercise to get you started is
to gather all your existing materi-
als and lay them out on a large
table. These materials will natu-
rally lend themselves toward
being grouped together. Once
you have placed all the items
into groups that make the most
sense, you can create overarch-
ing descriptions for each group.
This helps make site navigation
clearer and allows you to easily
see what information you are
missing and need to create.

When deciding what content to
put on your website and how to
prioritize it, you should ask some
basic questions. This is not a
definitive list of questions, but
just a warmup to get the juices
flowing.

• Who are our customers?

• Who do we want our customers
to be?

• How do we reach out to our
customers?

• Are we achieving return on
investment with our current
marketing strategies?

• What do we want to say about
ourselves?

• How do we differentiate our-
selves from our competitors?

• What is great about us that cus-
tomers may not know?

• What services do we offer?

• How can customers buy from us?

Once you have an idea about
the content you want, the type of
site you want, a budget for the
site (don’t be stingy or it will cost
you later), and a good feel for
how visitors can find what they

are looking for, you can begin
searching for a web design firm.

Local Vs. Distant
The first place to look for a good
design firm is, you guessed it,
online. A good design firm will
have a great website of their
own. The site should tell you
about the company and their
experience, provide advice about
how you should proceed, offer a
means to communicate with
them, and most importantly,
have links to sites they have
designed so you can test drive
their services.

Given that we live in a global
age, there is no reason to be con-
fined to just the designers in
your local area. Most information
can be transmitted via e-mail,
options can be viewed online,
questions can be answered on the
telephone, and the entire project
can be completed with-
out ever meeting the
designers face to face.

However, if you are
like me and prefer to
deal with local busi-
nesses whenever possi-
ble, try networking
with other successful
businesses in your area
at events with the
chamber of commerce
or a local technology
association. If you have
a friend in the plumb-
ing business and he
has a knockout site,
chances are that he
will be more than
happy to point you
toward the designer.
But don’t ask your
competitor. 

The benefit of a local
design firm is that you
can sit down with the
designers and have
their undivided atten-
tion while you describe
your business needs.

They will also have an under-
standing of the local economy,
local networking opportunities to
market your new website, and
sometimes, but not always, offer
better customer service than
someone far from town.
Remember, they have to keep
doing business there and the last
thing they want is a local business
ripping on them around town.

Another possibility is working
with an advertising agency. This
can be especially useful if your
current marketing materials
aren’t that hot. An agency can
craft a sell for your business and
create the content in a way that
makes sense with the design and
the navigation. An agency can
also help you get better results
by suggesting ways to tell the
world about your new site. Also,
make sure to include a care-and-
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IIt happens every single day: two
businesses with similar market-
ing budgets conduct well-planned
direct-mail campaigns, and while
one company realizes less than a
1 percent increase in sales, the
other somehow manages a 20
percent increase and then turns
each of those newly acquired
accounts into a loyal repeat cus-
tomer.

Why do some companies suc-
ceed brilliantly in their market-
ing efforts while others fail?
Many companies have access to
the same tools and resources, but
the ones who succeed know how
to pull them all together to make
their marketing work. And more
importantly, successful business-
es know what is important to
their customers and how to com-
municate it effectively.

In business aviation, safety is
important to consumers, and par-
ticipation in the NATA Safety 1st
Management System (SMS), a
proven cutting-edge management
program, can give organizations a
marketing advantage and help
them build their customer base
and bottom line.

Let’s look at nine elements at
the heart of true marketing suc-
cess.

1. Leadership. To be successful, the
marketing programs your staff or
agency create must support your
vision of your company’s future.

Management, at the very top of
an organization, must set the
tone and clearly define the goals.
Safety must never be the sole
responsibility of the safety coor-
dinator. Management must lead
the way and communicate the
importance of safety throughout
the organization. Safety can be a
powerful marketing position if it
is truly your company’s vision.

2. Customer Service. The Golden Rule
(“Do unto others as you would
have then do unto you”) guides
many people in the conduct of
their personal lives, yet this
axiom is also assuming new
importance as a guiding principle
in the business world. The cli-
mate of solely budget-driven
decisions, when customers blithe-
ly traded away high-quality stan-
dards and service in exchange for
price reductions or convenience,
is no more. Instead, customers
are demanding higher standards
and service again. And compa-
nies of all sizes are realizing that
their strongest selling point can
sometimes boil down to treating
customers as they would like to
be treated—or better.

The growing significance of
meeting or exceeding customers’
demands for quality service has
special implications for small
businesses. In this arena, small
companies can set themselves
apart from the competition in the
least expensive way. In fact,
according to the National Federation
of Independent Business, a recent
three-year study showed that

small businesses that put heavy
emphasis on customer service
and the quality of the customer
experience were more likely to
survive and succeed than com-
petitors who emphasized such
advantages as lower prices or
product type. Making the NATA
SMS a cornerstone of your high-
standard customer experience
can have such an effect on your
business.

3. Teamwork. Effective marketing
doesn’t begin and end with you
and your marketing people.
Everyone in the organization,
from receptionist to line service
employees to customer represen-
tatives, can produce referrals,
positive PR, and even sales. The
key is to “enroll” your entire staff
in the importance of your organi-
zation’s SMS participation. Solicit
their ideas, share your plans for
each new marketing effort, and
keep your team up-to-date on the
creation and implementation of
the SMS program. 

A wise marketing executive
once said, “Everything you do
says something to someone.” If
SMS participation and safety are
your competitive marketing posi-
tion, everyone in your organiza-
tion must be on board because,
make no mistake, your cus-
tomers are watching and every-
thing your team does says some-
thing to them.

4. Coordination. The best marketing
programs cannot succeed if there
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are barriers to sales. If your mar-
keting positioning and competi-
tive advantage are based on safe-
ty, you must have open commu-
nication between all departments
and individuals. This ensures
that everyone is fully aware of
the safety standards and able to
execute them. Customers notice
when an organization is not well
coordinated, and that can affect
repeat business.

5. Focus. Trying to be everything to
everyone will result in a muddy
message and customers not
knowing what you stand for.
Keep your message simple, clear,
and focused, and your marketing
dollars will work more effective-
ly. If high safety standards are
your position and message, don’t
dilute them by giving other posi-
tions equal consideration. Too
many different marketing mes-
sages can diffuse your efforts,
reducing the time and budget
available to effectively deliver
each one and sabotaging your
results.

6. Accountability. Just as the Great
Pyramids were constructed one
stone on top of the next, one suc-
cessful marketing program builds
on another. Success hinges on

tracking and measuring your
marketing results. Start setting
quantifiable goals for every pro-
gram and tactic, such as produc-
ing three new accounts in 60
days. Test and examine each
marketing approach and mes-
sage, build on what works, and
reexamine and possibly discard
what doesn’t.

7. Flexibility. Successful businesses
respond well to changes in the
marketplace, customer prefer-
ences, and new opportunities. As
you roll out your marketing mes-
sages and media, you will learn
which marketing tactics resonate
with your customers and which
don’t. Just as the SMS is designed
to be customized to the specific
needs and demands of an organi-
zation, your marketing program
should be designed so that it can
be flexible as well.

8. Continuity. Consistent presenta-
tion of a brand name and brand
position are essential to long-
term marketing success. While
strategies and tactics may change
and evolve, the position you choose
to associate with your brand should
not change month to month.
Customers won’t believe the posi-
tioning if it is not consistently
communicated or if it goes away,
only to be resurrected when the
industry experiences high-profile
accidents or incidents.

9. Insight. Some business people
always seem to have the inside
track. They evaluate the compe-
tition and forecast future trends,
products, and technologies
instead of just responding to
today’s ups and downs. Being a
successful marketer means stay-
ing ahead of the pack. You don’t
really need a crystal ball; it
should just look like you use one. 

By participating in the NATA
SMS, you gain immediate access
to the latest trends in safety

management. The program is
dynamic and always giving you
new information and tools that
you can incorporate into your
marketing message. Your cus-
tomers will see an organization
that not only takes safety serious-
ly, but also has access to the
most cutting-edge safety manage-
ment standards and practices.

How SMS Helps You Win Referrals
Referrals—everyone wants them,
yet few people really understand
how to win them. Sometimes it
may seem as if all your competi-
tors are benefiting from strong
referrals and word-of-mouth, and
you wonder how they manage to
get so lucky. The truth is that
luck is rarely involved. Getting
referrals hinges on making the
right connections with “influ-
encers” and “influentials.”

Influencers are generally busi-
ness professionals who work
with your top prospects. They
have the ability to make recom-
mendations that can result in
almost immediate referrals and
sales. For example, insurance
adjusters are important influ-
encers when it comes to sending
business to maintenance compa-
nies and aviation mechanics.

Influentials may be members
of the press or consumers who
are viewed as having the highest
standards or being on the cutting
edge in a particular area. Think
about it, and you’ll recognize that
we all look to certain friends or
family members for the latest
information.

You can develop a marketing
campaign to win referrals for
your business by marketing to
both influencers and influentials.
However you should employ dif-
ferent tactics to be most effec-
tive. You will find that the follow-
ing strategies can be successful
on a limited budget and have a
powerful impact on your referral
numbers.
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To win referrals from influen-
tials, try these tactics:

• Use media relations. Make a list of
the editors or journalists at the
print publications, websites,
newsletters, and blogs that
have the greatest influence
over your customer base. Then
feed them press releases, story
ideas, and articles for publica-
tion on your SMS program. You
can break down the story ideas
on specific elements of your
business just as the SMS manu-
al does. You can also use the
SMS e-toolkit to generate story
ideas for your targeted media and
discuss how you are addressing
specific safety challenges through
your SMS program.

• Add a web forum. Depending on the
size of your business, you may
want to create your own com-
pany web forum or bulletin
board or participate in an avia-
tion business forum. This is a
great way to reach influentials
who have a specific interest in
business aviation trends. You
can post safety standards and
procedures that are working
successfully for your own
organization. If your forum is a
hit, it will attract the kind of
visitors who enjoy sharing their
opinions and influencing others.

How to Reach Influencers
For a successful campaign to reach
influencers, consider these strategies:

• Build relationships. Before an influ-
encer will send referrals your
way, he or she must feel confi-
dent that you will handle them
well. This requires a founda-
tion based on trust. You need a
campaign with messages on
the benefits of your organiza-
tion’s SMS program, and you
should frequently touch your
referral prospects with these
messages.

• Initiate contacts. Make a list of indi-
viduals who come in direct

contact with your best prospects
and determine the most effec-
tive way to let them know that
you are participating in the
NATA SMS program. This can
be done informally through
telephone calls or casual meet-
ings or more formally with
emails and direct mailings.
Make sure that the contact per-
son can repeat the benefits of
the SMS in simple language to
your best prospects.

• Supply helpful tools. In some instances,
creating information tools (e.g.,
brochures, newsletters, press
releases) for your influencers to
use with prospects may be help-
ful. These tools should contain
the key benefits and competi-
tive advantages of doing busi-
ness with an organization that
participates in the SMS pro-
gram. In addition to being
helpful, handy tools, these
pieces should contain your
company name, logo, and con-
tact information. As you devel-
op relationships with your
influencers, be sure to get their
input on how you can create
tools that will work best for
them.

Strength in Numbers
Even the smallest company can
capitalize on its affiliation with
something larger than itself, and
even the largest company can
expand by joining together with
other like-minded organizations.
One of the strongest arguments
going for NATA’s SMS is that the

whole is greater than the sum of
its parts.

NATA works hard to promote
Safety 1st as the first truly effec-
tive initiative to make the entire
industry safer. These efforts create
greater awareness among the entire
universe of the flying public. 

Organizations who qualify to
display the Safety 1st logo in
their marketing materials add
NATA’s marketing efforts to their
own. As media pick up on the
improved safety records of SMS
participants, those who fly will
better understand the importance
of doing business with Safety 1st
participants. In addition, several
SMS participants offer preferred
status to vendors who also partic-
ipate in the program. 

“Being able to use the Safety
1st logo will provide our eligible
participants with greater expo-
sure to a wider base of customers
who are telling us that safety
matters to them,” said NATA Safety
1st’s Amy Koranda. “As NATA
continues to promote the program,
participating in Safety 1st will mean
significantly more customers for
participants, as customers will know
that these are businesses who are
working to run safer operations.
What customer wouldn’t want to
conduct business with the safest
operation they can? What busi-
ness wouldn’t want to advertise
that they are participating in the
leading industry initiative to be
safer? The best marketing result
for participants is simply that
they participate and tell their
customers about it.”
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SSuccess in marketing means
keeping your name in front of
current and potential customers
and efficiently and effectively
delivering your message to them.
To help you better reach your
customers, Aviation Business
Journal has reviewed three email
tools that can provide you with
big-company marketing results
on a small-company budget.

Lyris ListManager Version 8.9
Lyris ListManager Version 8.9, a new
product from Lyris Technologies
of Berkeley, Calif., eases email
list management and facilitates e-
newsletters, discussion groups,
and promotional campaigns.

“Lyris ListManager Version 8.9
is a high-power email marketing
delivery solution that makes it
possible to manage and deliver
in-house email lists,” said Dave
Dabbah, director of marketing at
Lyris. “Most of our clients send
out newsletters, have discussion
groups, and use the application
for advanced campaigns.”

The ListManager helps compa-
nies with beginner to advanced
levels of experience with email
marketing. It can help users cre-
ate content, produce text- or web-
based messages, and make web-
based templates for continued use.
The software helps a company
develop its campaign by sorting
demographic data, building queries,
and setting frequency limits to
prevent list fatigue. ListManager
also tracks activity, provides sta-
tistics on the most recent mail-
ings, analyzes web traffic, and
shows exactly how many
people are visiting a
company’s web page. It
can also offer recipients
the ability to unsubscribe
via email or the website.

The ListManager is
available in three differ-
ent forms: Standard, Pro,
and Enterprise. The
Standard version is for
email newsletter publish-
ers and discussion list
owners, the Pro version is
primarily for beginning to
experienced email mar-
keters, and the Enterprise
is chiefly for highly
advanced companies.

“The beauty of the solu-
tion is that it is designed
for companies of all
sizes,” Dabbah said. “We
work with small compa-
nies to enterprise corpo-
rations. We have 5,000
companies worldwide. A
large percentage of our
customer base is 50
employees and below.

The application is really easy to
use and has an outstanding repu-
tation in the market.”

ListManager Version 8.9

Lyris Technologies

(800) 768-2929

www.lyris.com 

Standard licenses from $500

Pro licenses from $7,850

Enterprise licenses from $23,750
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IntelliContact
IntelliContact, from the Broadwick
Corporation, Durham, N.C.,
allows all subscribing companies
to easily produce, send, and track
permission-based email cam-

paigns. Standard and advanced
features include message sched-
uling, forward-to-a-friend, open
and click-through tracking, multi-
ple message auto-responder, and
event management.

IntelliContact is web-based,
allowing customers to sign up for
an account and be running with
the program in a relatively short
time. It also offers the ability to
log on to the account from any
computer with an Internet con-
nection. 

“IntelliContact is perfectly suit-
able for companies of all sizes.
Our customers range from indi-
vidual users to Fortune 500 com-
panies,” said Brandon Milford,
Broadwick’s director of market-
ing. “We realize the importance
of carefully measuring the effec-
tiveness of your marketing
efforts. With our full reporting,

you can see exactly who opened
your mail, who clicked each link
within the email, who forwarded
the message to a friend, and
many other detailed metrics.” 

One unique factor with Intelli-
Contact is that Broadwick charges
by subscribers instead of by the
amount of messages sent out
over a given time period.
Companies can send up to six
messages a month to their sub-
scriber list without paying addi-
tional charges.  

“With such a captive audience,
it’s easy to see why you’ll receive
higher rates of retention and con-
version with permission-based
email marketing than through
other means of reaching current
and potential clients,” Milford said.

For companies unsure about
signing up for an IntelliContact
account, Broadwick offers a free,
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15-day trial to test or preview all
aspects of the software.

IntelliContact

Broadwick Corporation

(877) 968-3996

www.intellicontact.com 

Prices start at $9.95 per month with no set-up fee.

Email Marketing Director 
and Campaign Enterprise 9
Arial Software, headquartered in
Cody, Wyo., produces two soft-
ware products that can help your
company better reach its clients:
Campaign Enterprise 9 and
Email Marketing Director. 

Campaign Enterprise 9, the
advanced affiliate to the Email
Marketing Director software, is
intended for a higher volume of
email sent at a given time, and
yet it is still easy to use for less
tech-savvy companies. Campaign
Enterprise 9 does not incur any
monthly fees, will work with vir-
tually any database, and can hold
an unlimited number of person-
alized emails, email lists, and
subscribers. 

“Campaign Enterprise 9 is our
flagship product, which has evolved
over the past eleven years into a
powerful permission email mar-
keting tool,” said Jim Kinkade,
director of customer service at Arial
Software. “It allows marketers to
track opened emails, click through
rates, and manage remove
requests by integrating directly
with the customer database,
regardless of the database type.”

Email Marketing Director pro-
vides users with an unlimited
number of lists so that compa-
nies can make all of the interest
group lists they want. Users can
obtain built-in newsletter tem-
plates, and automatic bounce-
back and un-subscribing manage-
ment helps filter databases and
ensure that interested clients get
every email that is sent. 

“Email Marketing Director was
introduced in 2005 to tap into the

small business market that can-
not find a satisfactory solution
between paying the high price of
per-email sending and hiring
technical staff to set up enter-
prise-level software,” Kinkade
said. “Email Marketing Director
takes much of what we have
learned developing
Campaign Enterprise
and puts it into an
easy-to-use package
primarily targeted
toward companies just
starting with email
marketing, bringing
the cost to under $500.
It is still a powerful,
permission email mar-
keting tool ideal for
those who are just
beginning to realize
the potential that
email contacts bring to
their business.”

Email Marketing Director and

Campaign Enterprise 9

Arial Software

(307) 587-1338

www.arialsoftware.com 

Email Marketing Director $495

Campaign Enterprise 9 $985 and up

There are many soft-
ware programs and
products available to
help companies better

reach their clients and provide a
more consistent image in every
email or newsletter that is sent.
Emails from your company can
be sent more easily and have less
chance of bouncing back, and the
programs allow you to maintain a
more organized subscriber list.
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Air BP Aviation Services 
Booth 2676, 3276
Air BP supplies
aviation fuels
(both jet kerosene
& aviation gasoline) and lubri-
cants (for both turbine and pis-
ton-engined aircraft) to all sectors
of the aviation industry. In addi-
tion, AirBP provides technical
services and engineering consul-
tancy to partners worldwide.
See our ad on the back cover.

Air Charter Guide/The Cellular Pilot
Booth 1611
The Cellular
Pilot contains
the essential
information that an instrument
pilot needs to conduct a flight,
including FBO numbers, tower
numbers, weather, customs,
rental cars, airport managers,
and approach control. It is organ-
ized geographically. The pocket-
size Cellular Pilot spans the
United States, Canada, Mexico,
the Caribbean, Europe, and the
Middle East.
See our ad on 41.

Avfuel Corporation
Booth 1538 
Avfuel Corporation is
the nation’s leading
independent supplier
of aviation fuels and
services. In addition to
fuel products, Avfuel provides
aviation insurance, fuel storage
systems, refueling equipment,
quality assurance, marketing sup-
port, and pilot incentive pro-
grams. 
See our ad on page 3.

Aviation Resource Group International
Booth 3391
Aviation Research Group/U.S.,
Inc. is an industry leader in the
specialized field of aviation infor-
mation collection, analysis, and
distribution. ARG/US combines
information with focused adviso-
ry services, providing industry
decision makers with the tools
necessary to effectively operate
and compete in the rapidly
changing aviation industry.

ChevronTexaco Global Aviation 
Booth 3134
Chevron Global
Aviation is pre-
pared to serve
business aviation with innova-
tive, customer-focused programs
and the highest quality fuels and
services available.
See our ad on page 47.

ConocoPhillips Company
Booth 3700
Phillips 66
is a lead-
ing avia-
tion fuel supplier. As the nation’s
largest refiner, its supply will
meet customers’ current and
future needs. The company’s
FBO programs ensure that quali-
ty control is just the beginning.
Whether the needs are for trucks,
credit card programs, or innova-
tive contract fuel, Phillips 66 has
it covered.
See our ad on page 6.

Corridor Aviation Service Software
Booth 3673
Corridor is
a software
applica-
tion designed for any aviation
service provider, from FBOs to
repair stations to operators.
Corridor is comprised of integrat-
ed modules: line sales, manage-
ment, and quoting, work order,
inventory, accounting integra-
tion, compliance, and more.
Corridor’s versions meet any spe-
cialty or business size, and are
supported by Continuum’s tech-
nical services.
See our ad on page 43

Elliott Aviation, Inc.
Booth 4531, Static Display
Elliott Aviation is a full-service
business aviation center with
facilities in Moline, Ill., Des
Moines, Iowa, Minneapolis,
Minn., and Omaha, Nebr. Elliott
is known as a world-class busi-
ness aviation provider offering
comprehensive and customer
focused aviation solutions. An
authorized Raytheon/Beech deal-
er and service center, Elliott has
been selling and servicing busi-
ness aircraft since 1936.

ExxonMobil Aviation
Booth 2100
Avitat and
ExxonMobil
Aviation-
branded FBOs provide fueling
and other services for corporate
and general aviation aircraft,
crews, and passengers at more
than 700 airports worldwide.
See our ad on page 4.
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NATA/NBAA Showcase
The National Business Aviation Association (NBAA) is holding its 58th Annual Meeting & Convention from

November 9 to 11 in Orlando, Fla. Among the more than 30,000 attendees and exhibitors expected at the show will

be hundreds of NATA members. Following is a preview of what some NATA members will be promoting in Orlando.

Continued on page 38



Fuel Tech, Inc.
Booth 1735
Fuel Tech
has been a
leader in fuel tanks and fuel tank
accessories since 1984. Fuel Tech
has the quality, products, parts,
and service personnel to serve all
fueling tank needs.
See our ad on page 17.

Garsite/Progress LLC
Booth 2260
Garsite manufactures aircraft
refuelers, hydrant dispensers, and
fuel storage systems. For more than
50 years, Garsite has been pro-
viding high-quality refueling
equipment to airlines, oil compa-
nies, in-to-plane companies, and
FBOs throughout the world. 

Hartzell Propeller Inc.
Booth 1888
Hartzell Propeller
is a leader in
advanced pro-
peller design and manufacturing
technology. It is developing the
next generation of propeller designs
using innovative blended airfoil
technology. Hartzell was founded
in 1917 on the principle of Build
on Honor, a tradition that contin-
ues today.
See our ad on page 35.

Horizon Business Concepts, Inc.
Booth 931
Announcing Version
5 of TotalFBO
Accounting &
Business Management Software, a
complete Windows-based busi-
ness management software for
the general aviation industry. No
other accounting software is need-
ed. Version5 is fully integrated,
modular, easy to use, and afford-
able. Horizon specializes in help-
ing the customer find the solution.
See our ad on page 8.

Jet Source Inc.
Booth 2620
Jet Source is nestled in the heart
of San Diego’s North County
Coastal area and is the only full-
service business aviation facility
in the entire state of California.
With more than 120,000 square
feet of hangar space, the company’s
executive FBO provides aircraft
charter, management, mainte-
nance, avionics, ramp services,
fuel sales, and aircraft sales/
acquisition.

Midcoast Aviation
Booth 4252
Midcoast Aviation is a full-serv-
ice provider of aircraft mainte-
nance, modification, completion
and structural repair. For more
than 30 years, Midcoast’s highly
skilled technicians have flawless-
ly maintained and modified thou-
sands of airplanes. Midcoast’s
reputation for experience, dedica-
tion and commitment to cus-
tomer satisfaction ensures that
jobs are performed only to the
highest standards.

MillionAir
Booth 4847
MillionAir is a worldwide net-
work of fixed base operators pro-
viding upscale services to both
corporate and private aircraft.
Million Air’s strength lies in its
selection of extraordinary people,
who are dedicated to creating the
ultimate VIP experience.
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Christiansen 
Aviation Inc.

(877) 331-5550
www.christiansenaviation.com

Established in 1972

Aircraft
Leasing

for Flight Schools
and Universities

• Lease by the hour

• Flexible terms to meet your needs

• Seasonal considerations

• Aircraft offered:
Cessna 152
Cessna 172
Cessna 172R
Cessna 172SP
Cessna 172 RG
Beech Duchess
Piper Seminole
Piper Warrior

• Aircraft painted to match 
your organization’s colors

• References on request

For more information,
call Bill or Lori

N

Continued on page 40

NATA/NBAA Showcase
Continued from page 37
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Multi Service Corporation
Booth 400
Whatever you fly,
wherever you go,
the Multi Service
Aviation Card can
be used for all avia-
tion-related needs at more than
7,000 merchant locations in more
than 190 countries worldwide.
Services include online billing,
worldwide directories, personal
regional managers, and more. 
See our ad on page  32.

NationAir Insurance, Inc.
Booth 2806
NationAir Insurance Agencies is
dedicated to providing custom
insurance coverage for all seg-
ments of the aviation industry.
NationAir is headquartered in
Chicago, Ill., with additional
branch offices in St. Louis, Mo.;
Lincoln, Nebr.; Melbourne, Fla.;
Atlanta, Ga.; Nashua, N.H.;
Dallas, Tex.; Minneapolis, Minn.;
Pittsburgh, Pa.; and Seattle, Wash.

Palwaukee Municipal Airport
Booth 1220
Founded in 1925 as Gauthier’s
Flying Field, Palwaukee Municipal
Airport has grown over the past
70 years from a 40-acre grassy
open area with dirt runways to a
general aviation airport servicing
the metropolitan Chicago area as
one of the nation’s busiest reliev-
er airports.

Prime Turbines, Inc.
Booth 1549 
Prime Turbines,
established 1984,
is a FAA-certified
repair station UE5R246N,
EASA.145.4786 approved, special-
izing in the PWC PT6 engine. Servi-
ces include hot section recertifi-
cation, power section and gas

generator repair, fuel nozzle and
bleed valve overhaul/exchange, as
well as engine and component sales.
See our ad on page 17.

Professional Insurance Management
Booth 1552
Business avia-
tion insurance
specialists for
30 years, work-
ing with corpo-
rate flight departments, managed
and fractional fleets, owner-
flown, single-pilot, FBO, prod-
ucts, airline, and support busi-
nesses.
See our ad on page  42.

Signature Flight Support
Booth 2600
Signature Flight Support, a BBA
Aviation Services Group compa-
ny, is the world’s largest fixed
base operation and distribution
network for business aviation
services. Signature services
include fueling, hangar and
office rentals, ground handling,
and a wide-range of crew and
passenger amenities at strategic
domestic and international loca-
tions. Headquartered in Orlando,
Fla., Signature currently operates
at more than 70 locations
throughout the United States,
Europe, South America, and Asia.

Stevens Aviation, Inc.
Booth 1400
Founded as a corporate flight
department in 1950, Stevens
Aviation has been dedicated to
supporting corporate success
through aviation ever since. With
sites in Colorado, Ohio,
Tennessee, and South Carolina,
Stevens enjoys a reputation for
providing aircraft owners and
operators outstanding value by
understanding their needs and
providing flexible solutions to
achieve their goals. Stevens
proudly supports Beechcraft,

Bombardier Learjet, Cessna
Citation, Piaggio, and Raytheon
Hawker aircraft.

TAG Aviation
Booth 1847
TAG Aviation is a
major global
provider of person-
alized air travel
services. TAG arranges charter,
manages aircraft operations,
maintenance, and finances, and
provides aircraft acquisition and
sales brokerage. TAG supports
owners based at more than 50
locations across the U.S. and
serves the world’s most sophisti-
cated travelers and aircraft own-
ers. Call TAG for solutions.
See our ad on page 28.

UVair
Booth 5784
UVair, a
division of
Universal Weather and Aviation,
Inc., provides worldwide fueling
support for business aircraft
through a network of suppliers,
handling agents, and FBOs. The
UVair Fueling Card is accepted at
more than 1,750 locations world-
wide and is carried by more than
14,000 cardholders. Benefits of
the UVair Fueling Card include
guaranteed payment, marketing
assistance, sales support, and an
easier way to conduct business.
UVair invites attendees to visit
the Universal exhibit #5784 at
NBAA to learn more about the
advantages of accepting the card.
Universal has been facilitating
successful trips for business avia-
tion operators since 1959. 
See our ad on page 18.

NATA/NBAA Showcase
Continued from page 38



Our Business 
Is Your Business.

In 1986 The Air Charter Guide™ introduced the air taxi industry to itself 
and renamed it in the process. Since then it has been the worldwide marketing 

source for the industry and the first choice for charter customers 
who need to find a solution to their air travel needs.

www.aircharterguide.com
Tel: 617-547-5811
Fax: 617-868-5335

subscriptions@guides.com
sales@guides.com

To learn how 
The Air Charter Guide
can help your business or 
to subscribe, contact

104 Mt. Auburn Street, 4th Floor, Cambridge, MA 02138  U.S.A.

“The Air Charter Guide is the first thing I grab for when I need 
to find a charter operation.”

---- The Coca-Cola Company

“I don’t look anywhere else for information about air charter.”
---- Vulcan Materials

“The Air Charter Guide is a crucial resource to keep around.”
---- Wal-Mart Stores

“The data in The Air Charter Guide is absolutely thorough and 
accurate. I rely on it.”

---- Motorola, Inc.

“I use The Air Charter Guide all the time. It’s extremely useful.”
----U.S. News and World Report

“The Air Charter Guide
is an indispensable tool for the corporate fl ight department. 

We have a trustworthy resource which we have relied on when 
we need supplemental aircraft support.”

---- BP Aviation
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Velcon Completes Qualification Tests 

V
elcon Filters, Inc.
announced in September
that it has successfully

completed qualification tests
to the “API/IP 1583 Specifications and
Laboratory Tests for Aviation Fuel Filter
Monitors with Absorbent Type Elements.” These
tests qualify Velcon’s new “CDF-2xxN” series
water absorbing monitors to the latest edition of
the specification (Fourth Edition).

The following optional tests were also complet-
ed successfully:
1. 3/4 percent sodium chloride full flow slug test,

and
2. 3/4 percent sodium chloride 50 ppm test.

The company’s new cartridge series CDF-2xxN
also incorporates features to reduce static charge.
These new cartridges will eventually replace the
current CDF-2xxK series.

Shell Launches Scholarship 

for Canadian Aviation Industry

S
hell Canada Products recently announced that its
aviation business will fund an innovative new
scholarship program in 2006 and beyond for

Canadian schedulers and dispatchers, aptly named
the Canadian Schedulers and Dispatchers Scholarship. 

Beginning October 1, prospective schedulers and
dispatchers from across Canada began applying to
receive a $5,000 bursary toward education and train-
ing. 

“This $5,000 Canadian Schedulers and Dispatchers
Scholarship is the first of its kind for the business avia-
tion sector in Canada and underscores Shell’s ongoing
commitment to educational initiatives, from Aboriginal
programs to post-secondary projects to scholarships
and research activities,” said Craig Andries, manager,
aviation, Shell Canada Products.

Scholarship recipients will be announced in
January at the 2006 Schedulers and Dispatchers
Conference in San Antonio, Tex.
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This customer is leaving your facility.

Are they coming back?

CC RRRRIIDDOORR
Aviation Service Software

Request a demo: www.corridor.aero 512.918.8900

Do your employees have the right tools
to provide superior customer service?

Think outside the toolbox. CORRIDOR Aviation Service
Software empowers your employees to provide accurate
quotes, complete jobs safely & efficiently, and deliver
invoices before the customer takes off. You'll keep your
customers on schedule -- and keep your customers.

CORRIDOR is developed by industry people who know
your daily processes and recognize your goal to provide
the best service to your customer. Designed to work
with your organization, CORRIDOR will make you, your
employees, and your customers happy.

Repair Station. MRO. Operator. Refurb. FBO.
Large. Small. Full Service. Specialized.

Rotor. Fixed Wing. Components.
There's a version of CORRIDOR for your business.

NATA Safety 1st Program

One wrong move and you could
end up with a jet in your lobby.

Providing FBOs and Corporate
Flight Departments with
Economical and Professional
Line Service Training

National Air Transportation Association • 4226 King Street
Alexandria,VA 22302 • 800/808-6282 • www.nata.aero

N

BizJet Selected as Preferred

Vendor by JSSI

B
izJet recently
announced that
it has reached

maintenance agreement with JSSI.
BizJet International is an authorized
service center for JSSI events, perform-
ing hot sections, overhauls, airframe
maintenance, paint, avionics, and interi-
ors at its one-stop shop facility in Tulsa,
Okla.

Based in Tulsa, Okla., and with more
than 19 years of experience in aviation,
BizJet offers a comprehensive array of
services and capabilities to the business
jet industry.

Jet Source Expands into Scottsdale 

with Addition of a Challenger 604

J
et Source Charter is proud to
announce its expansion into
Arizona where it will offer a

Challenger 604 for charter. The 2003
model Challenger 604, first placed in
service in early 2004, is based in
Scottsdale and was available for
charter in early August. This is the
first Jet Source aircraft to be based
outside of its corporate headquarters
in Carlsbad, Calif.

The Challenger 604 offers a generous range of 4200
statute miles and the widest cabin in its class. This like-
new Challenger can accommodate up to nine passengers
in six oversized chairs and a three-place divan that easily
converts into a bed. The cockpit is equipped with the lat-
est Collins Pro Line Avionics suite, is RVSM certified,
and includes TCAS II, TAWS, and SATCOM.
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Regular Members

• Afton Flight Services
Blake Hoopes, General Manager

PO Box 1662

Afton,WY 83110-1662

307/885-7030

307/885-7032 Fax

• Air Services Inc.
Sammy Bereznak, President

400 Regional Airport Rd.

Carrollton, GA 30117-5959

770/836-9002

770/836-6999 Fax

• Bresnan International Aviation, LCC
John Madrachimov, Director of Operations

154 Airport Road

Westchester County Airport

White Plains, NY 10604

914/997-8859

914/997-7644 Fax

• Canyon State Inspection
Larry Dolan, President CSI

103 S. Southgate

Chandler, AZ 85226

480/783-7100

480/783-7183 Fax

• Civic Helicopters Inc.
Chin Tu, President

2192-H Palomar Airport Road

Carlsbad, CA 92008-4814

619/438-8424

619/438-0451 Fax

• Holman Aviation
Robert Holman, President

Box 218

Kalispell, MT 59901

406/755-5362

406/257-5960 Fax

• Houma Jet Center
Lloyd Geist, Chief Pilot

PO Box 2017

Houma, LA 70361-2017

985/381-2755

• LoPresti Speed Merchants
Curt LoPresti, President

2620 Airport N. Drive

Vero Beach, FL 32960

772/562-4757

772/563-0446 Fax

• Middle Tennessee Aviation, Inc.
James Lawson, President

760 Franklin Road

Lebanon,TN 37087

615/444-0031

615/444-1545 Fax

• N58GE, LLC
Thomas Owen, Owner

9140 Vinton

Sparta, MI 49319

616/887-5900

616/887-5143 Fax

• North Star Aviation
Kellie Blackwell, President

3700 Airport Road

Boca Raton, FL 33431

561/361-4450

561/361-4565 Fax

• Ocean Air Aviation
Patrick McDonald, Line Service Manager

1180 Airport Way

N. Bend, OR 97459

541/997-1995

541/756-6832 Fax

• Rust’s Flying Service Inc.
Todd Rust, President

PO Box 190867

Anchorage, AK 99519-0867

907/243-1595

907/248-0552 Fax

• Shining Star Jets, LLC
John McDaniel, President

3690 Airport Road, Suite 1

Boca Raton, FL 33431

561/347-5440

561/347-5445 Fax

• Talkeetna Aero Services Inc.
Eric Denkewalter, President

Box 433 Talkeetna State Airport

Talkeeta, AK 99676-0433

907/733-2899

907/733-2499 Fax

• Texas Turbine Conversions, Inc.
Bobby Bishop, President

8955 CR 135

Celina,TX 75009

972/382-4402

972/382-4110 Fax

• The Trade Mark Group
Terry Mundy, President

3000 South Palo Verde Road

Hangar 1

Buckeye, AZ 85326

623/328-0100

• Time Pieces
Ginger Davidson, CEO

7296 S. River Bottom Road

Hanover, IN 47243-9334

812/866-3211

• Tursair Fueling Inc.
William Turso,Vice President

PO Box 144140

Coral Cables, FL 33114-4140

305/869-4800

305/869-4884 Fax

• UltraAir LLC
Scott Robertson, President

3737 Orville Plaza

Omaha, NE 68110-2606

402/345-7372

402/345-7371 Fax

• Vector Aviation, LLC
Mike Mouton, Manager

112 Industrial Park Loop

Abbeville, PA 70510

337/898-2268

337/898-2308 Fax

• Volo Aviation, Inc.
Geoff King, Assistant Director of Aviation

325 Main Street

Stratford, CT 06615

203/380-9148

230/502-6642 Fax

• Waypoint Aviation Inc.
David Eatherton, President

4200 Airport Road, Suite 300

Rapid City, SD 57703

605/393-9661

605/393-9649 Fax

Associate Members

• Air Routing Fuel
Jo Harroff, Director Bus. Development

2925 Briar Park Dr., 7th Floor

Houston,TX 77042-3720

713/430-7373

713/430-7052 Fax

• Law Offices of Ronald J. Cozad
Ronald Cozad, Attorney

2006 Palomar Airport Road, Suite 207

Carlsbad, CA 92008

760/431-8200

760/431-1244 Fax

Affiliate Members

• Association of Air Medical Services
Dawn Mancuso, Executive Director/CEO

526 King Street, Suite 415

Alexandria,VA 22314-3143

703/836-8732

703/836-8920 Fax

• JRM Aviation
Jewel Miller

39575 Kirkwood Court

PO Box 2063

Rancho Mirage, CA 92270

760/218-5499

760/321-5858 Fax

• Northwest Arkansas Regional Airport
Terry Franklin, Director of Finance

One Airport Boulevard

Bentonville, AR 72712

479/205-1000

479/205-1001 Fax

• Skytech Inc.
Michael Fitzgerald,

550 Airport Road

Rockhill, SC 29732

803/366-5108

803/980-7228 Fax

• Ted Stevens Achorage International
Airport Police & Fire
Lauri Burkmire, Airport Police & Fire Chief

PO Box 190629

Anchorage, AK 99519-0629

907/266-2407

907/266-2470 Fax
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feeding provision in the contract
so that you don’t pay too much
every time you want to make a
change to the site. And make
sure you are buying a suit of
clothes you can grow into. Make
provisions to add functions to the
site and expand features as you
see success.

So Who Is the Who?
So now we come back to the Who
question, and you wonder who the
Who is. The Who is you, your
customers, the design firm, your
employees, and anyone who can or
will use your website, all meeting
together in cyberspace to learn
about your business.

Keep in mind that the Who will
differ with every login. You aren’t
using your website to reach thou-

sands of people; you are using it to
reach one person thousands of times.
Each visitor will be an individual
with a unique question, a unique
computer, and a unique personal-
ity. Make sure that your site is
universally accessible, has options
for those with slower computers,
isn’t too graphics intensive, and
is easy to navigate.

Unlike a brochure, a website is
a living thing. It is never fin-

Business Webistes
Continued from page 27



ished, and it is always growing.
Make sure that you consider
your website and how it can be
used in every aspect of your
marketing. Putting your brochures
online for customers to down-
load and print out is one way to
maximize your brochure distri-
bution. Posting press releases
rather than only sending them to
the press, tells a larger chunk of
the world what you have been
up to. Be creative in how you
use your site. Remember, elec-
trons are cheap and you can
always change it later.

“The website must be an active
part of their business and not exist
in isolation,” Woodward said.
“People won’t come because it is
there. There has to be a reason.
The specific tactics for getting
people to the site will depend
upon the business strategy.”

For more on this subject, NATA
will hold a two-hour seminar
during its 2006 Annual Convention
in Las Vegas, Nev., March 28-30,
with Athenix Solutions and Sullivan
Higdon and Sink Advertising, the
designers of NATA’s website. Visit
www.nata.aero for more details
as the date approaches.

Websites of Interest
Athenix Solutions
www.athenix.com 
Sullivan Higdon and Sink
www.wehatesheep.com 
National Air Transportation
Association www.nata.aero 

In addition to being editor of
Aviation Business Journal and
manager of communications for
NATA, Dan Kidder has designed
hundreds of sites for political can-
didates and small businesses. He 
is also the architect and adminis-
trator of NATA’s website,
www.nata.aero.
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David W. Almy,Vice President,
Membership, Marketing, and
Communications
dalmy@nata.aero

Stephen Beaulieu, Government Affairs
Representative
sbeaulieu@nata.aero

Eric R. Byer,Vice President, Government
& Industry Affairs
ebyer@nata.aero

Celeste Clark,Executive Assistant,Vice President
cclark@nata.aero

Kelly Creamer, Communications Assistant
kcreamer@nata.aero 

Alan Darrow,Vice President /CFO
adarrow@nata.aero

Deborah Gabriel, Executive Assistant 
to the Vice President 
dgabriel@nata.aero

Diane Gleason, Manager, Meetings 
& Conventions
dgleason@nata.aero

Kele Harris,Executive Assistant to the President
kharris@nata.aero 

Debbie Highsmith, Manager, Education
and Training
dhighsmith@nata.aero

Dan Kidder, Communications Manager
dkidder@nata.aero

Amy B.Koranda,Director,Safety Management
akoranda@nata.aero 

Stan Mackiewicz, Representative,
Government & Industry Affairs
smackiewicz@nata.aero 

Lindsey McFarren, Manager, Research and
Special Projects
lmcfarren@nata.aero

Johanna O'Toole,Manager,Financial Services
jotoole@nata.aero

Jacqueline Rosser, Senior Manager,
Regulatory Affiairs
jrosser@nata.aero 

Louis Soares, Safety Management
Administrative Assistant 
lsoares@nata.aero

Beth Van Emburgh, Manager, Government
& Industry Affairs 
bvanemburgh@nata.aero

Cheryl Woolen, Receptionist
cwoolen@nata.aero

Workers Compensation Insurance
Since 1975, USAIG has provided workers comp coverage
that has earned NATA members more than $33 million
in dividends. Phoenix Aviation Managers also offers
members a premium discount program. Call Anne at
321/751-3197.

NATA Compliance Services
NATA Compliance Services is the only single-source solu-
tion to total security compliance--run by aviation
experts for aviation companies. Services include back-
ground checks, drug testing, and fingerprint collection.
Contact NATA Compliance Services at 800/788-3210 or
access www.natacompliance.com.

Section 125 Plan
Members can save employees and the company real
money when insurance premiums are paid with pre-tax
dollars through NATA's Premium Only Plan. Call Craig
Myles at MHM Business Services at 800/876-7548.

Human Resource Consulting
Human resource management consulting, free tele-
phone consultation. Compensation and benefit adminis-
tration, including payroll, timekeeping, and COBRA.
Contact MoneyWise Solutions at 804/561-1708 or fsur-
face@msn.com.

Increase Technician Pay
Through its proprietary formula, technicians are reim-
bursed for use of personally owned tools on the job in a
manner similar to reimbursing for use of a personal
vehicle for company business.Technician take-home pay
is increased, while employer payroll expenses are
reduced.Ten percent rebate to NATA members. Contact
Profit Systems Aviation at 877/736-6222 or access
www.profitsystemsaviation.com.

Credit Card Merchant Discounts
No minimum volumes, no sliding scales, no qualifying
limitations with excellent customer service, fast turn
around and low, competitive fees starting at 1.79 per-
cent. Call Cathy at 877/672-2273.

Business/Personal Travel
Fare Deals Travel specializes in business and vacation
travel services designed for NATA members and their
customers. Contact Denise Herner 303/792-2929,
800/878-2929, ext. 106 or denise@faredealstravel.com.

Car Rentals
Both Hertz and Avis offer NATA members substantial dis-
counts on all vehicle classes. Call Kathy at NATA 800/808-
6282 for your membership cards.

James K. Coyne, President 
jkc@nata.aero

for more information or call our supplier/partners listed above.

N ATA  N AT I O N A L  S TA F F

N



T
he 2006 NATA Aviation Resource Book & Membership Directory gives you access to more
than 2,800 aviation business service providers nationwide and offers you an unbeatable
bargain. Advertise in NATA’s Aviation Business Journal and get 30% off your directory ad!

Published in January, the NATA Aviation Resource Book & Membership Directory is a year-
round resource for aviation business professionals. An ad in this publication increases your 
visibility to decision makers at the industry's leading companies. These are the people you
want to reach—ones with hefty budgets for the products and services your company 
provides and with the authority needed to make the purchase.

Advertisers in the NATA Aviation Resource Book & Membership Directory get a highlighted
company listing including the page number of their ad as well as highlighted listings in the
product and service section.

Each issue of Aviation Business Journal features articles on technology, safety, marketing,
finance, and other issues that affect the aviation marketplace.

For more information on NATA advertising opportunities, contact Cheryl Stratos or Victoria Geis 
at the NATA Advertising Sales Department, (703) 212-4967 or cstratos@ias-online.net.

NATA Offers a 2006
Frequent Flier Program 
That Works for You
Save 30% on Your NATA Directory Ad  
When You Advertise in Aviation Business Journal

Directory Rates
Full-page 4/c $2,500
1/2-page island 4/c  $2,000
1/2-page 4/c $1,800
1/4-page 4/c $1,000

ABJ/Directory Combo Package (includes five ads)

Full-page 4/c $12,000
1/2-page 4/c $10,000
1/2-page 4/c  $8,000
1/4-page 4/c $4,000

*Combo package includes ads in four issues of Aviation Business Journal plus the Aviation Resource Book & Membership Directory.
Rates do not include special position charges—call for more details.

Space deadline: December 8
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CHEVRON AND TEXACO. TWIN-ENGINE SUPPORT.

© 2005 ChevronTexaco Global Aviation. All rights reserved. Houston,TX. People, Partnership and Performance

With the combined forces of Chevron and Texaco behind you, you can go anywhere. As a Chevron or Texaco FBO you will be join-
ing a network of over 750 FBOs with a combined history of over 180 years industry experience. We support your business with
value added programs like our Alliance Card program, the refueler lease program, promotional support, excess liability insurance,
and more. If you are looking for unsurpassed product integrity from refinery to wingtip join the team with a true passion and 
dedication to your success. To find out more about becoming a Chevron or Texaco FBO visit www.chevrontexacoaviation.com.



beyond petroleumTM

800-752-9220  •  www.airbp.com

Air BP Aviation Services 2004

"The obvious need for continued ramp security education
has prompted Air BP Aviation Services to develop and

offer a security and safety training program to assist the
aviation industry, Air BP Dealers, and FBOs at large." 

Air BP Aviation Services

ramp security

TM

There are few industry resources 
available to communicate to FBO’s
what they are expected to deliver in 
the area of security. This, along with
the insurance industry’s scrutiny of 
the aviation business, has prompted 
development of Air BP's newest 
educational offering: Ramp Security
Training or "RST".  Attendees will be
exposed to the causes for high 

insurance rates and suggested solutions on managing risk 
and exposure reduction. The courses will focus on specific
security reforms including perimeter security, security 
standards for airport workers, background checks, and 
social security numbers checked against terrorist watch lists. 

For more information on Air BP Ramp Security Training 
and other QC Training Seminars, contact Walter Chartrand 
at 281-386-8512. 


