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PRESIDENT’S MESSAGE

The Power of the Pool

The Easiest Way to
Lower Insurance Gosts

By James K. Coyne

veryone is looking for ways to lower over-
head costs in today’s economy, and one
good place to start is with your insurance
program. Most of us find insurance poli-
cies confusing and are confounded by the
unpredictable cycles in insurance markets.

Buying insurance a few years ago was a painful pro- Comp Program is to create a pool of aviation service
cess, especially in the post-9/11 aviation business businesses, thereby improving the management
community. Today, however, the aviation sector has of risk, losses, and expenses. Creating a pool of
more capacity and provides better value than risk 650 companies spreads the risk and makes it more
managers have seen in years. Now is a good time predictable. By concentrating just on NATA member
to see if your policies are right for you and your companies, we've also been able to develop training
checkbook. and safety programs that have dramatically reduced

) the number and severity of employee injuries, and
NATA Membership Pays

The basic principle of all insurance is that

underwriters sell policies to thousands of dif- By concentrating just on NATA member companies, we've also
ferent companies and make money as long as . .

their total premiums and investments excood been able to develop training and safety programs that have
total losses and costs. When they look at a dramatically reduced the number and severity of employee
particular customer, they charge more when 6 0...Q

they are unsure or uncomfortable with the injuries, and thus losses.The NATA program has also allowed
risk involved and less if the risk is more pre- USAIG to save millions of dollars in marketing and sales
dictable and well-managed. Over the years, .1 . 9
NATA has worked with insurance companies, expenses, which in turn has allowed the program to provide a

agents, brokers, and our member companies
to find new ways to lower risks, reduce losses,
and create programs that help our members
lower their insurance costs. Many NATA
members have found that being part of an

unique benefit to our members:a dividend!

NATA insurance program can help them save thou- thus losses. The NATA program has also allowed
sands and thousands of dollars. USAIG to save millions of dollars in marketing and
The best example of this is the NATA Workers’ sales expenses, which in turn has allowed the pro-
Compensation Insurance Program, established gram to provide a unique benefit to our members: a
more than 30 years ago and today one of the largest dividend!
programs of its type in the nation. More than 650 In fact, almost $60 million dollars in total divi-
NATA member companies participate in the pro- dends (technically known as “good experience
gram, which is underwritten by USAIG, the largest returns”) have been earned by our members since
aviation insurance company in the country. the program was established. And with the help of
The fundamental principle of the NATA Workers’ Continued on page 8
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President’s Message
Continued from page 7

the NATA Safety 1 training programs and products,
the losses in our pool have declined, on average,
steadily over the past decade, allowing the good
experience returns to grow to more than $6 million
last year alone.

Good Experience Returns

Of course, not everyone can join the NATA pro-
gram. Only NATA members are accepted, every ap-
plicant must meet USAIG’s underwriting standards,
and companies in four states (North Dakota, Ohio,
Washington, and Wyoming) are excluded because
of state restrictions. But USAIG has learned after
30 years of exceptional performance that NATA
members are a good risk, and each member com-
pany, no matter how small, deserves to be treated
like it was their biggest customer, because the NATA
program is, in fact, USAIG's biggest workers’ comp
customer.

NATA program participants are also encouraged

OMNI DIRECTIONAL

The Future of
GROUND SUPPORT is...

REGISTER 10 WIN a FREE G-30 ODV

For Contest Details Please Visit www.hammondscos.com

No Purchase Necessary. Hammonds 2008 ODV Giveaway starts on March 15, 2008 and ends on

November 15, 2008 at 11:59 PM CT. Giveaway open to residents of the 50 U.S. (and DC) 18 years and

older. For entry and official rules go to www.HammondsCos.com. Void where prohibited. Sponsor is
Hammonds Technical Services, Inc., 910 Rankin Road, Houston, TX 77073.

to share a portion of their dividend with NATA to
help underwrite our safety programs and seminars.
Each participating member company receives a
personal invitation to contribute to NATA when
their “good experience return” check is mailed in
December, and I hope we can count on your sup-
port again this year.

If you are not already part of the NATA insurance
pool, you can ask your agent or broker to enroll
your company in the NATA program or call NATA
directly at (800) 808-NATA. If you call me, I can tell
you how much your dividend check would typi-
cally be based on your company size and premium
amount (usually it's between 10 and 20 percent
of the annual gross premium). No matter how
big your company is or how long you've been in
business, I know you'll be impressed. This is an
outstanding NATA benefit, and you'll appreciate the
rates, the service, and especially the check at the
end of the year. B

VEHICLES

BETTER

Please visit our website to view videos, to
learn more about the exciting new world of
ODV vehicle technology and to find out about
the different lines of ODV vehicles we offer.

HAMMONDS TECHNICAL SERVICES

910 Rankin Road * Houston, Texas 77073
Phone (800) 582-4224 + Fax (281) 847-1857
www.hammondscos.com
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Paying Good Experience
Returns

The NATA Workers Compensation Insurance

Plan - underwritten by USAIG - has now paid over
$60 million in Good Experience Retumns since its
inception in 1975, Moreover, this Plan has earned a
Good Experience Return in 30 of its first 32 years!

With a track record like this, it's not
surprising that more than 600 general
aviation service companies are participants.

[n short. this Plan is not only the most
successful in the general aviation industry,
it's one of the best reasons for becoming a
NATA member.

USAIG, America s First Name in Aviation
Insurance®, offers a complete spectrum of
insurance for the general aviation services
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* Ajrcraft physical damage

* Ajrcraft liability
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* Products/completed operations liability
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For more information on
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Exercise Your Gonstitutional
Privilege on November 4

By Eric R. Byer

s I write this column, we now, finally,
have Vice Presidential candidates for both
parties. First, Democratic Presidential
Nominee Barack Obama selected Sen.
Joseph Biden (D-Del.) to be his running
ate for the fall campaign. Selecting
Biden certainly shores up Obama’s weak record on
foreign policy and places a bona fide ally of blue
collar workers, a segment of the electorate from
which Obama has struggled to gain support, on the
ticket. Obama'’s selection of Biden also eliminates
one of his harshest critics during the campaign—
Biden. More importantly, Biden's selection puts
him front and center as someone who, as a friend
and colleague of John McCain in the Senate, can
counterbalance much of McCain's experience
and mute those accusations that Obama has little
background dealing with foreign policy and defense
issues.

Shortly thereafter, Sen. John McCain selected
Gov. Sarah Palin (R-Alaska), a mother of five and
gun-carrying pro-life Republican who defeated
incumbent Republican Governor Frank Murkowski
back in 2006. Palin has been widely credited for
cleaning up some of the unnecessary spending that
has taken place with Alaskan politicians (she actu-
ally sold the gubernatorial plane) and has a bit of a
maverick streak to her that many have embraced.
Will Palin attract the Hillary Clinton female vote
that is disgruntled with Obama? There certainly is
that potential. And the fact that she shores up the
conservative base, who was quite miffed up until
her nomination, makes Palin an interesting pick
that could push McCain over the top in November.

Unfortunately, this fall will likely showcase much
of the same that we have seen in previous elec-
tions, with attack ads, terribly boring debates where
moderators ask the same questions disguised in
different ways, and non-stop political commentary
ad nauseam.

The question on most American voters’ minds is
how will each of these candidates actually im-
prove, if possible, the major factors that affect my
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daily life, including the
economy, fuel prices,
and health care? For

our members, the ques-
tion remains the same,
how will each candidate
affect my business and
daily operations? More
than ever, it is incumbent
upon all voters, including
our members, to take a
moment to review each
candidate’s position on
the issues that affect them so that when they go

to the polls on November 4 they cast an informed
vote, rather than one based on what the political
pundits have to say. One of the great privileges that
we, as American citizens, have is the right to vote.
We must take this Constitutional privilege seriously.

A Closer Look at the Candidates

To give members a start, I have done a little re-
search into both campaigns, and having dealt with
both Senators’ offices on Capitol Hill, I have tried to
provide a fair synopsis of what our member com-
panies might expect from each candidate if elected.
I have provided links to the web pages of both of
the candidates’ campaigns (www.johnmccain.com,
www.barrackobama.com) so you can more thor-
oughly examine their respective positions.

Clearly, transportation is not a major issue that
either campaign covers on its website. NATA re-
cently submitted questionnaires to both campaigns
asking for their responses to a number of ques-
tions on aviation issues affecting our membership.
Whether we receive responses remains to be seen.
However, I think there are some telling signs as to
what can be expected from each campaign on a few
of the issues.

First, user fees. Although we are all growing
weary of the subject, user fees will unfortunately
continue to be an issue as long as the legacy air-

Continued on page 12
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Inside Washington
Continued from page 11

lines are in business. McCain has historically been
a critic of those “fat cat” members of the business
elite who use business aviation for their traveling
needs. Ironically, McCain himself was a frequent
flyer on corporate aircraft back to his home state of
Arizona before the perimeter rule that forced him
to connect through Chicago, St. Louis, Atlanta, or
Pittsburgh was abolished. After 9/11 and the abol-
ishment of the perimeter rule, he was, of course,
able to catch that direct flight back to Phoenix. Mc-
Cain has lately been relatively silent on user fees,
primarily because he has been campaigning for
president and is no longer Chairman of the Senate
Commerce Committee, which has jurisdiction over
aviation issues. However, McCain has hinted in the
past at making general aviation pay more into the
air transportation system. It is clear that the current

As fuel prices continue to plummet, what real
change will take place? The best bet is that some

sort of expansion in drilling will be mandated
and both candidates will hop on board.

12

Republican administration firmly believes that user
fees are appropriate, and there is no evidence that a
McCain administration would not follow suit.

An Obama administration could more likely be
an opponent to user fees than a proponent. The
National Air Traffic Controllers Association, which
has aligned with the GA community against user
fees, endorsed Obama, giving him a large constitu-
ency of support. Rattling their cage would not
endear him to this base. Obama’s Illinois colleague
in the Senate, Richard Durbin, also has been against
user fees and has a substantial, direct influence on
Obama. However, the Clinton administration in the
late '90s had a history of recommending user fees
within its annual budget proposals. The verdict is
still out on Obama, but he is more likely to oppose
user fees than McCain, in my opinion.

Second, general aviation security. Many of you
have heard about the new Large Aircraft Security
Program that the Transportation Security Adminis-
tration could soon be offering as a proposed rule.
How either a McCain or Obama administration
might continue the implementation of this rule is
unclear.

MccCain is a steadfast and ardent supporter of
America’s defense and homeland security opera-

tions. Much of the debate on GA security to date
has been quietly spurred on by the United States
Secret Service. Certainly, protecting the President
of the United States gives this agency some clout on
the issue. But as a Republican, McCain must secure
the support of the millions of small businesses
throughout this country. Imposing burdensome
new security requirements for GA would certainly
run contrary to traditional Republican values of
supporting the growth of the small business com-
munity.

Democrats on Capitol Hill have been fairly vo-
cal that there continues to be loopholes in general
aviation security. The press has certainly latched
onto this belief and in many ways has driven this
agenda.

At this point, there is no clear indication what
either candidate’s administration would do on GA
security. The McCain position can be viewed at
www.johnmeccain.com. Click on national security.
The Obama position can be found at www.baracko-
bama.com. Click on homeland security.

Third, energy. Fuel prices are up. The demand
for charter is generally down across the country. It
is clear that all the rhetoric on new alternative en-
ergy sources will foretell change of some type once
a new president takes office. McCain has pledged
to do more drilling. Obama has indicated he would
bless that idea as well. But as fuel prices continue
to plummet, what real change will take place? The
best bet is that some sort of expansion in drilling
will be mandated and both candidates will hop on
board. Energy is one area on which both candidates’
websites have a fair amount of information, and T
would encourage you to review their positions. On
McCain’s website, click on the energy button, and
on Obama’s site, click on the energy and environ-
ment button.

Finally, the economy. Both campaigns have
extensive economic plans including small business
components. Reviewing each campaign website,
it certainly seems that McCain has a more robust
plan for small businesses, including tax reductions,
lower health care costs, energy costs, and growth
potential. Obama’s plan would waive all capital
gains taxes for start-ups and small businesses “to
encourage innovation and job creation.”

Both proposals can be seen on the candidates’
websites by clicking on the “economy” button.

Please make sure you take your Constitutional
privilege seriously. Take the time to research each
candidate’s position on the issues important to you
and head to the polls on November 4! A
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SAFETY 1=
WATCH

By Russ Lawton

“When will SMS become a require-
ment?” is a question frequently
asked of NATA Safety 1. Well, it
depends on the part of the world
in which you operate. On Janu-
ary 1, 2009, the International Civil
Aviation Organization (ICAO) will
require countries to make imple-
mentation of a safety manage-
ment system (SMS) mandatory for
any certificated operator. As you
can well imagine, many coun-
tries (including the U.S.) won't
meet the January 2009 deadline.
ICAO has circulated a proposal to
extend the deadline to November
2009; however, as of this writing
the January deadline remains in
effect.

FAR Moving Slowly

Many countries will be forced to
file a “difference” from the ICAO
requirement as a result, meaning
they won't be able to comply by
the 2009 deadline. (Canada and
Singapore are the only countries
to declare their intent to meet the
ICAO deadline.) The U.S. will be
one of the many countries forced
to file a difference as the FAA
inches ever slowly to initiate rule-
making that would require U.S.
airlines and charter operators to
implement SMS.

The current FAA plan is to
publish an advance notice of
proposed rulemaking (ANPRM)
before the end of 2008. The opera-
tive word here is “advance,” as
the ANPRM is intended to solicit
feedback from operators, such as
the economic impact of and time
required to implement SMS, etc.
Any actual proposed rulemaking
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for SMS is several years away.

It's interesting that FAA Associ-
ate Administrator for Aviation
Safety Nicholas Sabatini has de-
clared that there will be one regu-
lation developed for SMS, instead
of modifying existing regulations.
This means there will be one com-
prehensive rule to require SMS for
the following:

e Scheduled Airlines (Part 121),

e On-demand Charter (Part 135),
and

e Repair Stations (Part 145).

As of this writing, there were no
plans to include aircraft certifica-
tion, Part 141 pilot schools, Part
142 training centers, or shared
aircraft ownership (fractional) 91K
operations in the new regulation.
But stay tuned, that could easily
change.

The next step to make the “one
SMS rule” a reality is for the FAA
to establish an aviation rulemak-
ing committee (ARC), composed
of FAA and aviation industry rep-
resentative companies that would
be affected, to provide guidance
on how the new rule would be
written and the implementation
process. A notice of proposed rule-
making will follow once the ARC
has completed its work, allowing
more time for the aviation indus-
try to comment.

The bottom line: Don't expect
to see a regulation in place until
2013, unless the newly elected
administration decides to push it
through sooner (not likely).

You shouldn’t adopt the attitude,
“With a regulation years away, I'm
not going to worry about this until
it becomes mandatory.” You'll be

way behind the proverbial power
curve if you do. It takes three to
four years to fully develop an SMS,
which is why many companies are
already well into the development
process.

Another reason to get started
is that if you operate outside the
U.S., your business will most
likely be affected long before any
new FAA rule is adopted. Some
countries are already raising the
possibility of prohibiting anyone
without an officially recognized
SMS from operating in their air-
space. This policy could extend to
landing slots as well.

Voluntary SMS

The FAA is developing a voluntary
SMS implementation program

to assist operators and head off
potential problems during inter-
national operations. Although the
program is still a work in progress
with a draft advisory circular, any
operator that participates and
meets the criteria would receive
FAA recognition for its SMS. The
form of recognition, however, is
still under consideration. NATA
has recommended that the FAA
implement a voluntary operation
specification (Ops Spec) for SMS,
as this would provide both an of-
ficial and internationally accepted
form of recognition.

It's more likely that the FAA will
instead issue a certificate of recog-
nition. This might be more expedi-
ent because the FAA can neither
officially “accept” nor “approve”
an SMS program until it becomes
required by regulation. A word of

Continued on page 43
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AIR CHARTER

FOUNDATION

The AVSIS Safety Advantage

By Jacqueline Rosser

n the financial world, disclaimers abound

stating, “Past success is not an indication of

future performance.” Similarly, an accident-

free history is not necessarily a predictor of

an accident-free future. An aircraft operator

should never be lulled into the false sense of
security that, because it hasn’t happened yet, an
accident will never happen. It has been estimated
that for each fatal accident as many as 360 incidents
occur. Identifying and acting upon these incidents
is essential to ensuring the ongoing safety of any
aviation business endeavor.

Encouraging Safety Vigilence

The Air Charter Safety Foundation (ACSF) has
announced the availability of a revolutionary
software program for the on-demand and shared
aircraft ownership industry that addresses the need
to maintain a constant watch for emerging safety
issues within their operations. This comprehen-
sive computer program is called AVSiS, or Avia-
tion Safety Information System, and its use allows
operators to collect detailed safety event data for
analysis, response deployment, and success mea-
surement and provides a tool for accounting for the
cost savings realized by interventions.

ACSF encourages all eligible operators to ob-
tain and implement AVSiS. To ensure widespread
deployment to as much of the industry as pos-
sible, ACSF is offering the program at absolutely no
charge to all Part 135 operators and 91K program
managers. ACSF is also providing the necessary
computer database structure. Each user account
will include unlimited storage of AVSiS data on
secure servers maintained by ACSF.

AVSiS deployment will allow operators and pro-
gram managers to establish a non-punitive event
reporting program, which is widely considered es-
sential to a positive safety culture, and to maintain
constant safety awareness in their company.

ACSF has developed AVSIS to be directly ap-
plicable to charter and shared aircraft programs
and offer the valuable benefit of remote reporting
capabilities, so employees may file information on
a safety event from any authorized computer that is
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connected to the Internet.

Users of AVSIS receive access to numerous fea-
tures, including:

e Pilots, line employees, maintenance staff and all
other employees are empowered through AVSiS to
report safety information to the company safety
manager for development of mitigation and inter-
vention strategies.

® AVSIS gives users the ability to differentiate be-
tween types of safety events. Each event is logged
as either an incident (event with a direct safety
implication) or occurrences (events which may
have resulted in an incident).

e AVSIiS enables the user to categorize the event
and apply a severity rating (important for Safety
Management System (SMS) programs).

® AVSIS tracks event investigations and flags over-
due items. The safety manager may make rec-
ommendations and monitor implementation of
safety interventions.

e Safety managers can also use AVSIiS to provide
statistical reports and graphical trend analyses by
incident type, aircraft model location, or other
specified field.

Benefits for the Entire Industry

In addition to the individual user benefits, the da-
tabase structure provided by AVSiS will allow ACSF
to conduct high-level analysis of the data to identify
industry trends and publish intervention strategies
where appropriate, while maintaining the privacy
of the unique users. As use of AVSiS grows, the
entire industry will benefit from the trend analysis
that ACSF can conduct to head off safety concerns
before accidents occur.

More information on AVSiS is available on the
ACSF website at www.acsf.aero/avsis. It is our hope
at ACSF that AVSiS will be used by all eligible opera-
tors. By providing the software and database storage
as a free service to the industry, there is no reason
not to use and benefit from this program. Visit our
website today, complete our simple on-line regis-
tration, and you will be on your way to having a
dramatic, positive impact on your company’s safety
culture. [
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S Afuel-pricing'warin'St*Croix'in “Ih U.S Virgin Islan(-lls highlights the need for
airport minimum standards'and'enforcement at airfields across the U.S.

By Colin Bane

ith jet fuel prices soaring and com-
petition increasing between FBOs
at airports around the country,
NATA is finalizing a new minimum
standards document to help allevi-
ate confusion and conflict at places
like the Henry E. Rohlson Airport in St. Croix in
the U.S. Virgin Islands, where a fuel pricing war is
resulting in the biggest fuel price disparity between
FBOs at any airport in the country.

Bohlke International Airways (BIA) has been
operating in the U.S. Virgin Islands since William
Bohlke, Sr., started an air charter company in St.
Croix in 1959 and began selling Texaco-branded
fuel from its tank field in 1963. Nearly 50 years and
two generations later, as Bill Bohlke, Jr., prepares
to hand off the family business to his son William
R. Bohlke, 111, BIA is one of the highest rated FBOs
in the Caribbean, ranking first in 2007 and con-
sistently in the top three in the region by Pro Pilot
Magazine’s Pilot Survey.

Despite that reputation, Bohlke said increased
competition and lack of minimum standards en-
forcement at the airport is threatening his business.
As the airport has opened its field to leases from
two competing operators to increase its revenue
stream, Bohlke said the playing field is now tilted
against him because his competitors are not being
held to the same minimum standards for operat-
ing at the airport. One of those competitors, H&H
Avionics, currently has the cheapest Jet A-1 fuel
prices in the country, undercutting BIA’s prices by
as much as $1.40 per gallon.
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“Tt's like the Wild West down here, and they're
not enforcing anything,” Bohlke said. “If you don’t
have electricity and you don’t have a parking area,
and you're selling fuel off a trailer...yeah, you can
sell the fuel pretty cheap. But this isn’t some mom-
and-pop airport down here. It's a federally funded
airport. There have to be minimum standards and
safety standards, and they need to be enforced.
We've been here for almost 50 years, invested a lot
in this airport and in St. Croix, and now we're being
lowballed by somebody who is being permitted to
operate with no overhead and without meeting a lot
of the basic minimum standards for an FBO.”

According to Airnav.com on August 29, Texaco-
branded retail jet fuel at Bohlke International
Airways was selling at $6.15 per gallon, slightly less
than at comparable markets at nearby St. Thomas
($6.39/gallon) and San Juan ($6.28/gallon) and
slightly more than at Isla Grande ($5.83/gallon).

Meanwhile, Caribbean Flight Center, the third
FBO at Rohlson Airport in St. Croix, was selling
unbranded fuel at $5.19, and H&H Avionics was
selling unbranded fuel at the same airfield for just
$4.75 per gallon, by far the cheapest fuel in the
Caribbean and among the cheapest anywhere in
the United States. All three FBOs sell essentially
the same fuel, from the nearby HOVENSA refinery.
The main difference is in the overhead costs: BIA
runs a full-service FBO; H&H Avionics is strictly in
the fuel business.

“The price disparity and the difference between
our operations is so ridiculous you want to laugh,

Continued on page 20
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Continued from page 19

but it's not funny,” Bohlke said. “It's crazy. They're
selling fuel so cheap—it’s the cheapest fuel in the
country—and they can afford to do it because they
aren’t being held to any kind of standard for operat-
ing at a federally funded airport. We have mainte-
nance, we have a flight school, we have charter, we
have rental—that’s what an FBO is about. But fuel
sales are part of the bread and butter of any FBO,
and we're being undercut by an operation that no-
body seems to want to do anything about.”

The View from Across the Field

On the other side of the conflict in St. Croix is
Rocky Hughes, a Vietnam vet who owns and oper-
ates H&H Avionics. Hughes said he has nothing
but respect for Bohlke and isn't looking to compete
with BIA for the major airlines’ business, for private
jet business, or even in airport services. He's doing
one thing, and he’s doing it on the cheap.

“We're like the corner gas pump across the street
from the full-service Texaco,” Hughes said. “Bohlke
International is a very nice place, and he's got a
first-class premium service. One whole segment of
the customer base is always going to go to BIA. We
handle some of the local commuters, the private
135 operators, a couple of friends, maybe a couple
of people who come here from the states from time
to time in their little business jets, but primarily
it's all Caribbean customers. I know I'm not going
to impress the major airlines or the guys who own
Gulfstreams, and I'm not trying to. We run strictly
jet fuel and basic services, so I don't have a 20-by-50
carpeted, air-conditioned, glass office for instance.
All we do is come to the airplane and furnish the
fuel.”

Hughes incorporated H&H Avionics in 1994,

obtained a fuel concession services certificate

from the Virgin Islands Port Authority in 1998, and
beat out BIA for a Department of Defense military
contract for $3.2 million in 2002. He said he’s now
selling fuel at a very small profit margin, just above
wholesale rack rates, and is proud to provide fuel
in the Caribbean at a price point competitive with
stateside pricing.

“Originally, we were just setting up to match the
prices in Puerto Rico; then, I started doing a little
bit of market research and realized I could get right
in line with the stateside prices as well,” Hughes
said. “The other two operators here are gouging,
charging to excess, because they're using their fuel
sales to cover their other expenses. I think Bohlke
is probably paying as much as 15 to 17 cents a gal-
lon just to fly the Texaco banner on top of every-
thing else he’s got going on over there. I didn't see
any benefit to selling branded fuel, so I just stayed
independent. Because I'm not trying to compete
with Bohlke International on any other front, I'm
able to keep my overhead down.”

Hughes offers price protection, allowing custom-
ers to lock in a fuel price on the day they place
their order, up to a full week ahead of fueling. He
also offers a fuel bank, meaning his customers can
purchase fuel at the current price and take delivery
months down the line. If the price then falls below
the price paid, Hughes credits the customer with
the difference. He even boasts of a low-price guar-
antee, offering to match any lower price on the day
of delivery, but the point is moot: Nobody in the
Caribbean is underselling H&H Avionics on Jet A-1
fuel.

Hughes is a certified NATA Safety 1% Trainer, con-
tracts with a dedicated hauler with a safety certifi-
cate from the HOVENSA refinery in St. Croix, uses
a three-point filtration system to ensure clean fuel
delivery, and complies by an Environmental Protec-
tion Agency plan for Spill Prevention, Control, and
Countermeasure (SPCC).

He said he’s also working to build out the infra-
structure for his business and sees himself staying
in the game for a long time to come, serving the
small niche market he’s carved out for himself.

“We're still under construction,” Hughes said.
“Our first hangar, a small maintenance hangar, is
being completed now, and our offices are being
built now. By the end of November, we'll have a
small pilots’ room with computers, telephones, and
fax machines so they can take care of their busi-
ness, but mostly what we can offer is a smile and a
happy handshake, a cup of coffee, and big savings
on fuel costs at this airfield.”
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Two Different Sets of Rules

Minimum standards documents are designed to
dictate some of the basics of doing business at an
airport. They tend to cover a lot of generalities and
can also be extremely specific, but the overarching
purpose is to ensure that anybody operating at an
airport follows basic building codes, safety codes,
and rules of operation. Ideally, a minimum stan-
dards document protects both the airport authority
and individual FBOs and provides clarity for how
the various companies at an airport interact, sup-
port, and compete with each other.

“Let’s say you and I want to play golf, but you
have one set of rules you play by and I have anoth-
er set of rules,” said Al Peterson, airport manager
at Nantucket Memorial Airport and a member of
NATA’s Airport Committee. “How do we compete?
I want to play by the rule book—you know, play it
where it lies—and you want to be able to pick your
ball up out of the sand trap, carry it to some better
place, and pretend a few of your crazy shots didn’t
count. Unfortunately that’s sort of what we've come
to in some of these markets where the airport mini-
mum standards are not being enforced.”

Peterson has a bit of objectivity on the topic as he
has exclusive rights at Nantucket Memorial Airport
and hasn’t had to deal with the kind of competition
that Bohlke is seeing in St. Croix and other FBO's
are confronting around the country.

“T don’t know all the specifics of Bohlke's case
down there in St. Croix, but I will say that his
dilemma is not unique,” Peterson said. “NATA is
actively reviewing minimum standards and en-
forcement because what's happening in St. Croix is
symptomatic. With fuel prices as high as they are
and with airports looking to increase revenue by
giving out new leases, it's creating new competi-
tion. And unfortunately, the playing field hasn’t
been level in cases where the minimum standards
are not being enforced.”

As airports seek out new sources of revenue,
they've been giving out more and more leases to
FBOs and even, in some cases, taking over the
leases themselves and getting into the lucrative
field services and fuel sales business.

“Sometimes competition between multiple FBOs
is good, and sometimes it's destructive,” Peterson
said. “T don't know all the specifics about what’s
going on down in St. Croix, but it seems wrong to
me that a guy can be in business for many years,
following the rules, and making significant invest-
ments at an airport, and then have the airport let
somebody else come in on a shoestring and com-
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pete with him, selling fuel out of a truck. When
you've got multiple FBOs at an airport, it's hard to
compete if the airport authority doesn’t maintain or
enforce minimum standards.”

Peterson said the conflict between BIA and H&H
Avionics provides a starting point for addressing
similar cases on a national level.

“T think the solution is pretty clear,” Peterson said.
“Enforcing minimum standards protects the people
who are following the rules. It levels the playing
field. Either you have the rules or you don'’t, but if
you have them, you have to enforce them. Other-
wise you've just got a lot of confusion and angst.”

NATA Brings Unique Perspective

Eric Byer, NATA’s vice president of government and
industry affairs, said he receives phone calls every
week related to minimum standards issues. “We see
it frequently,” he said. “Either the airport doesn't
have a minimum standards document, or the docu-
ment is antiquated thus not addressing current
real-life issues that occur between businesses at an
airport.”

Byer said providing clarity about minimum stan-
dards is a priority for NATA and its members.

“NATA is now finalizing a new publication that
can be used by GA airports and FBOs to foster a
better process in the development of minimum
standard setting at an airport,” Byer explained.
“As an association representing both FBOs and GA
airports, we have a unique perspective in being
able to identify the trouble areas that exist between
both entities. We believe that our new minimum
standards publication will provide a good reference
point for airports and FBOs when establishing a
new minimum standards document or updating an
obsolete one.”

Addressing the movement by airports to open
up competition to generate additional revenue at
an airport, Byer said, “Airports want to open up to
competition, but when you get new FBO entrants
coming in where the existing operators have been
for a long time and have made a significant invest-
ment in infrastructure, it gets contentious as to
if and how the new entrant will meet minimum
standards requirements. And if there is no mini-
mum standards document in place at the airport or
the document is dated, the situation snowballs out
of control with Part 16 complaints then being filed
and the FAA taking years to resolve the dispute, if
at all.”

“Local politics generally make whatever con-

Continued on page 22
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flict that exists between competing businesses at
an airport, or between an airport and a business,
worse,” Byer concluded. “Generally, local elected
officials have no real knowledge or experience on
minimum standards matters or airport regulatory
requirements, which only compounds the problem.
That is why NATA has created this new minimum
standards document, to help minimize conflict and
ensure an agreeable environment where both the
airport and FBO can thrive without the political or
regulatory drama that ultimately costs all parties
time and significant money.”

A Long History of Service

Bohlke International Airways has been operating in
St. Croix since 1959 and originally got into the fuel
business in 1961, beginning a long relationship with
Texaco. As the BIA website notes, “Back then fuel
was delivered in 55-gallon drums and pumped out
with a hand crank and filtered through cheesecloth.”

Texaco installed a 140,000-gallon tank farm in
1963, anticipating scheduled airline service to
St. Croix (today BIA sees five flights a week from
American Airlines and one from Delta Airlines).
Bill Bohlke, Jr., and Ruth Ann “Tuddy” Bohlke took
over the business in 1975. They sold off the fueling
business in 1984 to focus on charter business and
then bought it back in the rebuilding process after
Hurricane Hugo wreaked havoc on both businesses,
resuming operation of the Texaco tank farm. In
2005, Bohlke retired as an International 777 Captain
and FAA flight examiner after 37 years of service to
American Airlines.

Now William R. Bohlke, 111, and his wife Laurie
are poised to take over the BIA operations as Bill
Jr. prepares to retire from the FBO business. The
younger Bohlke has served as a part-time C130
pilot with the Puerto Rico Air National Guard and is
making the transition to running BIA. He said he’s
not afraid of competition on the ground in St. Croix
but wants to help ensure that there is not a drop in
standards, safety protocols, or quality control in St.
Croix or across the country.

“It’s an island down here, with island rules and
island customs, and everything is island casual,”
Bohlke said. “But on the national level and even
down here in the Virgin Islands, everybody’s got
to abide by the rules, and they have to be set in
stone or the legitimate guys are going to lose out to
the suspect operators every time. For a long time
we were the only guys down here, and my father
and grandfather have worked really hard to build
something good. I'm going to hate to see it if we
ultimately end up getting our legs cut out from

under us by somebody playing by a different set of
standards.”

The younger Bohlke is a competitor at heart and
said he thinks BIA will survive the current fuel
price wars because of its reputation and the other
services it provides.

“We're still in business because we have built
a reputation for service and dependability, we
carry all the insurance coverages, and people will
keep coming back because they know we're le-
git,” Bohlke said. “They care that we go that extra
percent because the asset is so high with these
aircraft. Still, it's awfully tempting. When you've got
an enormous price disparity like we have on the
ground here, in times like these, pretty soon it’s not
just these off-the-cuff start-up charters looking to
cut corners.”

Bohlke uses the same Texaco station vs. indepen-
dent corner gas pump analogy that Hughes invokes
in defense of his H&H Avionics operation, but he
said the emphasis should be on quality control.

“We pay a premium for and pride ourselves on
having good clean fuel, but the fact is everybody
wants cheaper gas,” Bohlke said. “You don’t even
have to be in the aviation industry to understand
that. But as a customer you have to ask yourself,
“If there’s a guy with something like a lemonade
stand sitting across from the Texaco and selling gas
for $1.40 less than at the pumps, is it really worth
it?” Everybody wants cheaper gas, but come on.
Minimum standards help insure that quality is up
to spec, that everything falls within the EPA stan-
dards, and that safety controls are in check. For
the customer, if they want that lower fuel price, I
guarantee they'll sacrifice quality control when the
minimum standards and enforcement are relaxed.
How much are you willing to sacrifice?”

Bohlke is betting that BIA’s loyal customers aren’t
willing to sacrifice at all. BIA offers full-scale “red
carpet service,” charter services, and rental services
and operates as the Caribbean Regional Distribu-
tion Center for Diamond Aircraft sales and service.
BIA also offers flight school training in Diamond’s
single-engine DA-20 and DA-40 aircraft and the
multi-engine DA-42.

“We really are a full-service FBO, and that’s what
our customers are looking for, but the fact is that
fuel sales are a critical piece of it,” Bohlke said. “As
it is, it feels like we're being penalized for being
everything an FBO ought to be. I hate to complain,
and I give it to these guys who have found a way to
make a quick buck, but there has to be a line in the
sand: If you want to operate on a federally funded
airport, you have to comply with the minimum
standard. If you don’t comply, you're done.” B
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At ExxonMobil Aviation we are dedicated to giving our FBOs the tools and services they need to succeed.
We offer line crew training, a credit card program, refueling trucks, quality products, and brand recognition.

We're proud of that, but what sets us apart is our long-term commitment to you. We go further to help
partnered FBOs build their businesses.

Beyond quality fuel and reliable service, ExxonMobil Aviation FBOs enjoy:
Pilots+ Rewards: Pilot Loyalty Program
PremierCare: Safety and Customer Service Training and Certification
PremierSpirit: Pilot Feedback and FBO/Employee Recognition Program
Dealer Forum: Dealer Input and Networking Opportunities

To join the ExxonMobil Aviation family and learn more about ExxonMobil Aviations’ fuel and service solutions,
please contact Mark Dimitri at 703-846-4071 or mark.j.dimitri@exxonmobil.com.
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Ready, Set..

I hat general aviation aircraft get off the ground at all is
due in large measure to the aviation service businesses that
support them.

It is, after all, the FBOs, flight schools, maintenance and
repair organizations and GA airports that employ the good
folks on the ground who make it possible to get off the
ground. !

Aircraft operating companies and aviation service businesses
make general aviation successful, worldwide.

www.nata.aero
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Founded in 1940, the National Air Transportation Association

aggressively promotes safety and the success of aviation

businesses through its advocacy efforts before government,
"the media and the public.

If you work in an aviation business, NATA is your association.
Get involved. Get assistance. Benefit from valuable programs
and forums designed just for you.

Give us a call at 800-808-NATA or visit us at www.nata.aero
anytime.

NAVA

National Air Transportation Association

The Voice of Aviation Business




TOGETHER WE CAN FLY

The Hiller Group is a wholesale fuel supplier which provides distinct advantages for our
customers. As a Chevron FBO, you can count on a reliable fuel supply from a leading refiner
of Avgas and Jet Fuel in the United States. And, we support your business with value added
programs like our refueler lease program, training, excess liability insurance, marketing
support, business consulting, data integration services and more. For more information about
programs for distributors and to become a Chevron or Texaco FBO contact The Hiller Group
at 813.882.3313 or 800.544.3835.

THE HILLER GROUP

800.544.3835 | www.hillergroup.com




Private Aviation:
Navigating Today's Market

By Dan Tyburski

ntering the private aviation market can be

one of the most rewarding personal and

professional endeavors for anyone assist-

ing aircraft buyers with their purchases.

But with today’s changing marketplace and

numerous financing options, prospective
buyers, with your guidance, have much more to
consider than just a few years ago.

According to GABA, current economic conditions
have contributed to a number of changes in the
aviation market, including early softening in the
pre-owned market, the extension of hold times, and
more aggressive price negotiations across many air-
craft models. The emphasis today is on newer, low-
time, more efficient aircraft. Mid-cabin to heavy jets
with relatively low time continue to drive much of
the demand.

The industry is experiencing record-breaking
deliveries from original equipment manufacturers,
with future schedules extended well beyond 2015
for some aircraft. New product announcements, an
active secondary market, and an ever-increasing
number of owners and operators all point to this
trend. Current activity levels suggest aviation bill-
ings will increase to $25 billion, up from the $22
billion delivered in 2007, with total business jet
deliveries expected to exceed the 1,138 reported in
2007.

This activity has been fueled in part by a broad
product line designed to provide owners with
aircraft choices that are more efficient and bet-
ter matched to their particular mission. Examples
range from very light jets such as Eclipse and Cess-
na to ultra long-range models produced by OEMs
including Gulfstream, Dassault, and Bombardier.

Increasing wealth, both in the U.S. and interna-
tionally, has also been a factor in making travel by
private aircraft more available to a growing num-
ber of people. New aircraft deliveries are trending
toward more balance between the U.S. and interna-
tional markets. Historically, the U.S. has taken an
average of more than 70 percent of new OEM deliv-
eries. Today, however, international markets accept
approximately 60 percent of new aircraft orders,
largely through greater absorption of the OEMs’ fu-
ture capacity, with the U.S. taking similar numbers
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of deliveries.
Russia, China,
the Middle East,
India, and Brazil
are leading the
increase in inter-
national private
aviation.

The pre-owned
market contin-
ues to be very
active as well,
with the most
obvious recent
trend revolv-
ing around the
stronger bias
of buyers and
lenders toward
aircraft averag-
ing less than 10 years old.

In addition to selecting the right aircraft, prospec-
tive owners need to consider:

e Average length of trip

e Typical number of passengers

e Average stops for each trip

e Airport types and flight services
Intended annual hours of use
Preference for pre-owned or new
Special needs or configurations

Flight department vs. management firm
Chartering possibilities (under part 135)
Entity used to own/operate the aircraft
Appropriate financing structure

e Annual fixed and operating costs to be incurred

You can help your client find the right answers to
these questions by assembling experienced profes-
sionals who will help you ensure that your client is
well informed and represented. That team is tradi-
tionally comprised of the following:

Aviation Consultant: An aviation consultant
will provide much of the up-front market intelli-
gence with respect to matching the client’s aviation
needs to the appropriate aircraft type.

Continued on page 28

27



28

Navigating Today’s Market
Continued from page 27

Aircraft Broker: Working with the right aircraft
broker, dealer, or OEM representative can help your
client move from defining the type of aircraft to
actually locating a particular aircraft to pursue.

Financial Institution: Selecting a financial
institution with aviation experience early in the
process will ensure you have the proper support
with pre-positioned approvals, allowing your client
to access funding more quickly.

Aviation Attorney: An aviation attorney with
an extensive background in general aviation is a
must. You never want to feel that your attorney is
getting aviation practice “off the ground” at your
expense.

Aviation Insurance: Selecting a firm with
significant experience on the aviation front should
save on both the initial cost of insurance and poten-
tially much more in the event of a loss.

FBO/Aircraft Management Firm: Finally,
where your client hangars, services, and operates
the aircraft will largely be determined by the type
of aircraft management firm, FBO, charter operator,
or in-house flight department best suits his or her
needs.

The next step to successfully navigating today’s
market is selecting the appropriate financing struc-
ture. This begins with determining whether owner-
ship and the associated tax benefit of depreciation
are to be retained by the buyer or traded to the
lessor with the goal of reducing the structured pay-
ments on the aircraft.

Variations and even hybrid products are seen
from time to time, but the two principal finance
products most widely used are the Tax Lease (some-
times known as a True Lease or Operating Lease)
and a Non-Tax product, generally structured as a
secured loan, that could also be in the form of a fi-
nance lease or synthetic lease. The benefits of both
products are outlined below.

Tax Lease Benefits

This is a form of leasing that can offer a number of
benefits when structured properly and aligned with
your tax strategies:

e Trade-Off Benefit: Tax benefit trade-off (deprecia-
tion) should provide below market rates.

e Tax Savings: When structured properly, lease
payments can be deducted as a business expense
assisting with Alternative Minimum Tax issues.

e Favorable Accounting Treatment: Certain lease
structures can provide off-balance sheet account-
ing treatment.

e Debt Covenant Compliance: Leasing can assist in
meeting balance sheet covenants.

e 100 Percent Funding: Lease structure provides for
100 percent of the cost of the aircraft.

e Aligns lease with Asset Life: The lease term plus
residual assumed are structured consistent with
the useful life of the aircraft.

e Flexibility: The lease can be structured as either
a fixed or floating rate obligation and can accom-
modate progress payments on the future delivery
of the aircraft.

Non-Tax Product Benefits

This option enables the buyer to maintain owner-
ship and available tax benefits, entering into a loan
that is secured by the aircraft. Benefits include:

e Tax Benefits: Any tax benefits through ownership
of the aircraft are for the client’s benefit.

e Flexibility: Longer terms, 100 percent financing
and funding of upgrades are examples of the flex-
ibility provided.

e Rate Options: Fixed or floating rate structures are
available using this structure.

e Preserve Borrowing Capacity: Opportunity to gain
a new source of funding while preserving existing
credit facilities.

e Balloon Payments: Ability to have a fixed, pre-
determined balloon payment on the aircraft for
the client, which also contributes to the longer
amortization period.

e Balance Sheet: The obligation will be on balance
sheet, simplifying the client’s accounting treat-
ment and providing control of asset at maturity.

Understanding these financing options, in addi-
tion to the state of the industry, is vital for anyone
navigating today’s market and considering private
aircraft ownership. Even the best of markets are
subject to corrections and adjustments with sig-
nificant economic swings, and general aviation is
certainly not immune to this. The key is to educate
prospective buyers and offer them a solid, informed
foundation on which to base their purchasing deci-
sion.

It is important to surround yourself with a knowl-
edgeable team of advisors who know the business
and can recognize opportunities and mitigate risks,
ensuring a positive experience as you assist your
clients with the private aviation market. [

Dan Tyburski is a managing director for Wachovia
Bank’s equipment finance division and manages its
general aviation finance business.
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IT'S NOT JUST OUR CHARTER TEAM.
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10 Charter Marketing
survival Solutions

By Michael J. Ryan

n August 10, CharterX Industry Headline
News reported that, “For most on-
demand air charter carriers...in North
America, revenues are down nearly 25
percent over last year for the second
quarter of 2008.” And Business Jet Travel-
er reported in its August/September 2008 issue that,
“Charter volume is dropping significantly in some
markets....” If this sounds like your charter busi-
ness, then you should consider these ten charter
marketing survival solutions.

“Marketing” includes all the activities you per-
form to get and keep customers. Within that broad
umbrella, T include business development, adver-
tising, sales skills, sales processes, sales manage-
ment, direct mail, e-marketing, customer retention
programs, referral programs, and public relations,
to name just a few possible activities.

As we go through each of the suggestions, you'll
see many places where I ask for data. Except by
random chance, I don't expect any operator to have
solid empirical data collected and readily available
for everything suggested. In fact, Tenaglia’s Law
of Missing Information likely will apply, “The data
you need is not available and has never been col-
lected.”

Fortunately, after more than 10 years consulting
to businesses large and small, we have developed
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a practical solution to the Law of Missing Informa-
tion. All you need to do is go to the employee who
does that activity and ask for their best estimate or
gut feel. We've done this dozens of times when we
needed data, and you know what we found? Plus

or minus 10 percent, the people who do the actual
work intuitively come up with the same answer as
the collected data. The secret, though, is getting the
“gut feel” from the person doing the work and not
from the person supervising the work.

Some of the marketing survival solutions in this
article are so simple, and practically free, that you'll
be kicking yourself because you aren't already do-
ing them. And I suspect there will be a few sugges-
tions you won't want to do. But if your revenue and
profits are down, you owe it to yourself to consider
all ten.

1.Start with a Sales and Marketing Activity List

This will take you about two hours, and you don't
need to write anyone a check. Get your team
together and make a list of every single marketing
activity you're doing today. Watch out for all the
ways you spend money and all the free stuff you
do to find new customers, keep current ones, and
invite inactive customers to start flying again. Be
sure that your inventory lists every place your com-
pany’s name appears.

Continued on page 32
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2.Evaluate Effectiveness

n electronic spreadsheet or a large pad of paper

will be useful here because you'll need several
columns. In the first column, list each activity.
Label the next column “Time” and next to each ac-
tivity, enter the percentage of time your company
spends on that activity. (Here’s your first chance to
apply my advice about the Law of Missing Informa-
tion.) In the third column, enter the approximate
amount of money (if any) you spent on that activity
over the past twelve months.

In the fourth column enter the expected outcome
from the activity. For example, if the activity was
“enhanced listing in www.aircharterguide.com,” the
expected outcome would likely be something like
“online quotes.” And finally, in the fifth column, en-
ter your best estimate of the results of the activity
over the past twelve months.

Here'’s why you want to do this. For every ten
clients we help with this exercise, eight of them
are surprised to find that they're getting better
results where they spend the least amount of time
and money. So what does that tell them? For most
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clients, it suggests reallocating resources to the
marketing activities that produce the best results,
dropping the things that obviously aren’t work-
ing, and judiciously investing in the things in the
middle to find the next winning activity.

3.Test Everything
The exercise in step two should let you categorize
activities three ways: things to do more of, things
to do better, and things to stop doing. This third
solution is all about doing things better. The single
most cost effective thing you can do to massively
improve your marketing results is test what you're
doing. And a good place to test is on those market-
ing activities you suspect you could be doing better.

Testing is essentially free because you're doing
the activity anyway. The basic rules of testing are
to establish a baseline (which you already did in
step two), think about a slightly different way to do
that activity, write down what's different, try it of-
ten enough to get meaningful results, and compare
the results to the baseline.

Coming up next in solution number four, I'll give
you a practical example of testing. But keep this in
mind: About 25 percent of the time, the test results
will be worse than the baseline. And half the time,
the results will be about the same. But 25 percent
of the time, you'll find something that works better
than the baseline process. When that happens, you
have a brand new baseline process.

4.TestYour Quote Response Process
nretail quote request represents a future customer
or repeat business from a current or former cus-
tomer. Quote requests are one of your most valu-
able assets, even though they don’t appear on your
balance sheet. That means you should be keep-
ing accurate data for your retail quote conversion
rates. A conversion rate is simply the percentage of
quotes that turn into trips. So if you processed 100
retail quotes one month and 63 of them turned into
trips, your conversion rate was 63 percent.

To increase your conversion rate, you need to test
the process. Start by asking your charter coordina-
tors to explain how they handle retail quotes today.
Then think of one variation on that to test for a
reasonable period of time to see if the conversion
rate improves. And don’t bet the hangar on the test.
Apply the test to only every third or fourth quote.
(Recall that I said that some of the time, the test
will produce worse results.)

If the baseline process is to receive an email
quote request, prepare the quote, and email it back
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to the customer within an hour, try testing one of

these variations:

1. Call the customer after you send the quote to
confirm it “came through OK” and to see if there
are any questions or concerns,

2. Include photos of the aircraft and/or the pilots
with the quote, or

3. Wait one day and then call the customer and
ASK FOR THE SALE.

Here's a real life example of testing the quote
response process. About six years ago, Mrs. Ryan
and I were vacationing in Vermont. Her birthday
coincided with the trip, and I wanted to surprise
her with a day trip to Bar Harbor. I emailed three
operators with different aircraft models in the area
and asked for quotes. Two of the operators respond-
ed very professionally, but impersonally, within the
hour by emailing me a nicely prepared quote form
and a canned email response thanking me for the
request. By the way, neither of them ever followed
up.

But Adam Barbor at Trakair sent me an email re-
ply before he sent the quote and asked if this was a
business trip or maybe a special occasion. If so, he
asked, was there anything extra we might like?

I wrote back and explained the reason for the trip
and that I wanted to make it a surprise. Here'’s his
email response, to which he attached the quote:

Imagine Mrs. Ryan walking out the door at the

FBO and seeing her own plane, gleaming in the

sun with a fresh coat of wax, as she walks down

the red carpet to the cabin door, where her crew
is waiting to welcome her on board. The cham-
pagne will be on ice for her to enjoy on your trip
to Bar Harbor. A stretch limousine will be waiting
on the ramp to whisk you to the restaurant where
the owners will meet you at the door and escort
you to a window table on the second floor so Mrs.

Ryan can see the harbor while dining on fresh-

caught lobster. After lunch, the limo will take you

to the shore, staying as long as you like, before
returning to the airport for the next stop in her
birthday adventure.

Which operator did we choose? No question. By
the way, of the three quotes, Trakair was the high-
est!

5.Improve Your Sales Skills

like it or not, when revenues slow down, we need
to get out of “order taker” mode and into “sales”

mode. Go to all members of your team who ever

have direct contact with prospective customers and

teach them basic sales skills. How? Call the folks
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at Nightingale Conant—(800) 323-5552—and order
copies of Brian Tracy’s The Psychology of Selling. Tt's
on CD for $89.95, and it’s one of the best programs
for teaching your team how to apply basic sales
skills, overcome objections, and turn quote requests
into customers. Then, twice a week, have a sales
meeting where your team discusses a portion of the
program and reports to you on what happened and
what they learned when they applied it.

Will this process turn order takers into top sales
people? Not likely. But will it bring nonexistent
sales skills up to mediocre and bring mediocre up
to average? You bet it will, if you follow the advice.
And getting everyone who'’s involved in the sales
process to improve their skills just one level will
improve your conversion rates at very little cost
and at virtually no risk.

6. Call Expired Quotes and Inactive Customers

nne way to apply your new sales skills is to call
your expired quotes. Someone in your organiza-

tion should be monitoring the quotes that expire

Continued on page 34
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without a trip being booked. That employee should
call every one of those expired quotes and find out
why the prospect did not take the trip. Unless they
were obviously unqualified, ask for their future
business and get their permission to keep them on
your e-marketing and/or direct mail list. And be
sure to ask how they found out about you.

There is zero downside risk to calling inactive
customers, and it’s another great way to practice
your sales skills. Ask these former customers what
you did to lose their business and what you need to
do to earn it back. What's the worst than can hap-
pen? They stop flying with you? They're already
not flying with you!

The reasons you need to do this are:

1. A few will actually come back to you, and
2. They'll tell you what you need to know to stop
other customers from leaving.

Many will tell you that your service was wonder-
ful, you didn't do anything wrong, and then tell you
the reason (which has nothing to do with you) that
they aren't flying with you anymore. Before you
hang up, thank them for their past business, assure
them that they will always be welcome, and then
ask for a referral. They will be very receptive.

7.Call on Prospects
hen sales are down, you might be forced to go
into town and ask for business. I'm sure many
readers have some experience speaking to travel
agents and corporate flight departments. But maybe
it’s time to go visit some of the companies in your
market area.

On those sales calls, I would definitely downplay
anything that sounds even a little bit like comfort,
luxury, or perquisites and focus exclusively on
tangible business benefits. Remember, people buy
emotionally and then justify their purchase ratio-
nally.

When business is good, customers don’t need a
lot of rationalizing to justify the emotional decision.
But when times are tough, it must be all rational
justification. The emotional side of flying privately
has to be kept in the closet, out of site. Everyone
knows it's there; just don’t open the door.

Making cold calls will not be a good use of your
time. You'll want a person to meet with and an ap-
pointment. So combine your calling strategy with
your referral strategy. When you are speaking with
your expired quotes and inactive customers (as well
as active customers), ask them if they could “pro-

vide an introduction to one of your business col-
leagues in town who might be interested in learn-
ing about a business tool to leverage their time, see
more clients in the same day, close more sales at
month-end, make more presentations on the same
trip, and get key personnel quickly from site to
site.”

Two things will happen. First, you will get the
referrals, and second, the person you are asking for
the referral will begin to think about those benefits
you just mentioned, which in turn may get you
more business from them.

8.Find Out How You're Getting Found

nalyze all your new business over the past three

months. That's recent enough to reflect the cur-
rent economy, and going back too far might distort
the analysis. Create a chart or table, by trips and
by quotes, of specifically where the business came
from. “Online quotes”, for example, isn't detailed
enough. Was it a quote request through your web-
site or a request forwarded through CharterX or Air
Charter Guide? If it came in by phone, where did
the caller find your telephone number?

Suppose you haven't been collecting this informa-
tion. In that case, the “gut feel” approach will work
only if the charter coordinators have been asking
the question but just not recording the answer.
Howepver, if they haven’t even been asking, then
immediately put a process in place and tabulate
that information for the next 60 days. You don'’t
need to do any computer programming, although
some of your quoting software makes it very easy
to record the source. An old-fashioned tick sheet
with boxes or sections for the most likely answers
will do the trick.

For your wholesale business, tabulate by name
of broker and by operator. Create this data for both
number (trips and quotes) and by revenue (for
actual trips flown). Rank the results from most
profitable to least profitable source. Then, call up
your brokers and operators and ask them how they
found you. The idea is to find out which of the
many web portals (e.g., Charter Hub, Xquote, RSV-
Pair, and Avinode, to name a few) you subscribe to
is working the best. You'll want to continue your
subscription there and maybe increase your invest-
ment and cover that by dropping the services that
don't seem to be getting you as much business. But
always make these decisions based on facts.

Let me offer a word of caution about those por-
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tals. Some of them are purely for wholesale expo-
sure, a few are primarily for retail charter buyers to
find you, and at least one has both retail and whole-
sale sides. Be sure you check your results on both
sides before making any decisions about increasing
or decreasing your presence.

9.Educate Your Current Customers

he conventional wisdom is that charter revenues

drop when the overall economy drops, and that’s
because charter customers cut back on travel or
switch to more airline and less charter travel. As-
suming that’s correct (and I'm not convinced it is),
here’s what you need to do about it. Stay in touch
with your customers on a monthly basis, and give
them practical ideas for how charter can be an ef-
fective business tool for them.

Your clients who cut back on charter may be do-
ing so because they associate charter with one use
or purpose, and they just don't need that as much
right now. So your job is to educate them about the
dozens of effective ways charter can and should be
used to generate more business, service their exist-
ing clients, get sales teams to trade shows, etc.

How do you get the information to your custom-
ers? The least expensive way is email (or e-market-
ing). U.S. mail works well, but costs you the statio-
nery, postage, and the time to stuff the envelopes.

Many operators send invoices or receipts to their
customers after each trip. If those are going out in
the mail, use that customer contact (and postage) as
a marketing opportunity. Include the kind of infor-
mation mentioned above. Another idea is to watch
for articles in blogs, websites, or print media, and
order reprints. Stuff those in the envelope with the
invoice or receipt.

I can already hear the objections. The customers
don't get the paperwork. It goes to the accounting
department. That might be where it's addressed,
but if you put a buck slip on the article with a note
from you to the customer by name, there’s a very
good chance that someone in accounting will route
the enclosure to the customer through the interof-
fice mail. In any case, it cost you almost nothing to
try, and there's no downside risk.

10.Ask the Owners for a Marketing Budget
know I might be on thin ice, but I'm going out on
it anyway. And I know this doesn't apply to all
owners and every operator. But I trust it applies to
enough of you that it's worth suggesting.
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If your revenues are down, so is the charter rev-
enue the owners were counting on receiving. Some
owners may be willing to work with you on a mar-
keting budget. Naturally, they’ll want it used to gen-
erate trips and revenue for their plane and not the
rest of your fleet. But there are plenty of ways you
can do that, including enhanced listings on various
portals just for that aircraft. We aren’t talking about
big bucks. Even $250 a month per aircraft can be
used effectively in conjunction with the nine points
listed above.

Marketing includes all the activities you perform,
and all the other activities you could perform, to get
and keep customers. Apply these charter marketing
survival solutions to claim your share of the air-
space. A

Michael Ryan is the president of AirPSG, LLC, which
provides air charter operators with hands-free, mar-
keting survival solutions. AirPSG helps 135 operators
grow their retail charter business and claim their share
of the airspace. He can be contacted at mike.ryan@
airpsg.com.
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alifornia’s Monterey Peninsula often
evokes images of PGA tournaments at
the world famous Pebble Beach golf
course, seaside vacations at posh resorts,
or shopping at the upscale galleries and
boutiques of nearby Carmel. Yet anyone
who visits Monterey Bay Aviation at the Monterey
Peninsula Airport is not likely to see a ramp crowd-
ed with high-end corporate jets. “That’s because we
have targeted a different market niche,” said John
Lotz, the full-service FBO's president, CEO, and
majority shareholder. “Our customer base is the
affluent personal user (APU), who is a successful
professional who flies his or her own aircraft for
recreation or a business purpose.”

In that regard, Lotz said this market differs
significantly from the corporate jet sector. “That
market is typically served by jet centers that offer
just one product—Jet A,” he said. “Their customers
are really the pilots because they are the ones who
select the FBO, while the boss just tells them where
to fly. On arrival, the boss gets into his limo and
disappears.”

Lotz, who describes himself as “a man with a pas-
sion for aviation,” is a retired Air Force Brigadier
General and a well-known Monterey Bay area
entrepreneur. He also serves as NATA's treasurer
and a board member. He began flying more than

46 years ago and holds a CFII rating, as well as
single-engine, multi-engine, and commercial fixed
wing and helicopter ratings. Currently, he has more
than 1,100 hours of instructor time, out of a total
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of 3,000-plus hours. That time includes 900 hours
in the single-engine Beechcraft Bonanza and 200
hours in the twin-engine Beechcraft Baron. In fact,
he counts himself among the cadre of eight flight
instructors on the company’s 20-person staff.

“My interest in the FBO business goes back to the
1960s, when I directed flight operations for DEC
Aviation, a successful FBO at Madison, Wisc., Truax
Field. After that, I went on to Harvard to pursue an
MBA, which I completed in 1971.”

Lotz’s MBA thesis was an analysis of the FBO
industry as it existed at the time. He drew two con-
clusions from his research: “First of all, FBO’s were
badly managed, and second, it was a fragmented
industry.”

At the time Lotz was working on his thesis, the
“classic FBO did everything under one roof” and
was truly full service, he said. But since then,
things have changed.

“Full service used to mean fuel, tie-down, hangar
storage, maintenance, charter, instruction, rental,
and anything else the FBO owner could cobble
together to increase revenue. But as more corporate
jets went into service, more FBOs tended to under
serve and turn away from the APU, or owner-flown
single- and twin-piston market. What I saw was an
opportunity to serve the APU market exclusively
and to offer that market a focused variety of ser-
vices,” he said.

Lotz saw the chance to do that in July 2001, when
he began to acquire the assets of Monarch Aviation,
a multi-service FBO catering to the piston aircraft
operator at Monterey Peninsula Airport. Those
assets were folded into a new company, Monterey

Continued on page 38
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Bay Aviation.

“Monarch had fueling, maintenance, and flight
training,” he said. “We initially acquired the flight
school portion in July of 2001, and by November of
2007 we completed the acquisition when we took
over their maintenance operation. The following
January, we consolidated all of the functions into a
single complex on the northwest side of the air-
port.”

Among the first steps taken was a complete
overhaul of Monarch Aviation’s flight school. The
first thing Lotz did was replace the aging Pipers and
Cessnas with brand new equipment. Today, the
fleet, which is available for both pilot training and

rental, includes a 2006 Cessna 1728, a 2008 Cessna
1728SP equipped with a Garmin G1000 glass cock-
pit, and a 2005 Citabria Adventurer. That aircraft,
which is VFR only, is used for stall and spin recov-
ery, emergency maneuvers, aerobatic training, and
enhancement of stick and rudder skills.

Under current planning, the Cessna 1728, will be
phased out this year and replaced by a new, similar

model with the Garmin G1000 flight deck, Lotz said.

The plan also calls for the addition of a Cirrus air-
craft, most likely the SR22, which has an Avidyne
Integra digital cockpit.

Supplementing the fleet of new aircraft is a
single-engine 1977 Piper Arrow III, equipped with
retractable landing gear and used for the school’s
commercial license course. “We bought the Piper
three years ago because the commercial course, un-

der FAA rules, requires time in a ‘complex’ aircraft
like the Arrow,” he said. “This rule is archaic, but
we had no other choice since the industry is not
producing this kind of airplane anymore at a price
that makes sense for a low utilization aircraft.”

The flight school, which operates under FAR Part
61, provides students with a modern classroom
wired to accommodate two Class IV advanced
aviation training devices (AATD), built by Preci-
sion Flight Control. One is instrumented with the
Garmin G1000, and the other an Avidyne Integra
system. Both incorporate X-Plane simulation soft-
ware.

Private pilot students usually spend 12-15 hours
in the AATDs, even though only 2.5 hours of simu-
lator time is creditable toward the private license.
However, up to 20 hours of simulator time can be
credited toward the instrument rating, Lotz noted.

Lotz also said that Monterey Bay Aviation became
an official Cessna Pilot Center using the OEM’s
well-regarded computer-based instruction. Under
the program, the average number of hours required
for a student to get the private license is 56, com-
pared with an average of 80.1 hours for all flight
schools. The minimum number of hours required
is 35 for a Part 141 and 40 for a Part 61 school, Lotz
explained.

“The simulators allow us to pack a lot more train-
ing into the same time,” he said. “The goal here is
to lower the actual number of hours to get a rat-
ing—which for the private license is almost always
more than the minimum number of hours—and to
produce a more experienced and safer pilot. For the
private license, our goal is to achieve that in 37.5
hours in the airplane and approximately 12.5 hours
of simulator time.”

Monterey Bay Aviation offers instruction from
the private license through commercial, instru-
ment, certified flight instructor, and certified flight
instructor-instrument ratings, as well as recurrent
training. Lotz pointed out that despite the current
state of the economy and the fact that the com-
pany’s instructor fees were raised about 35 percent
and aircraft rental by 50 percent, pilot training at
his school is at its highest to date and bucking the
trends of falling enrollment elsewhere.

To explain this, he credited the company’s use of
integrated simulators and computer-based train-
ing. “This is not commonly done in the market
we serve, outside of colleges and universities that
have aviation degree programs,” he said. “We serve
a market that can afford to spend the money for
quality training, and we know what they are willing
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to pay. We have also hired very experienced flight
instructors with backgrounds in military, commer-
cial, and corporate flying.”

Along with training, Monterey Bay Aviation hosts
its famous Red’s Mornings on the last Saturday of
each month. Open to any pilot at no charge, Red’s
Mornings are seminars focusing mainly on flight
safety issues, but at times including discussions
of aviation history, romance, and humor. “Red’s”
refers to the donut supplier at the meetings. An-
other business includes sightseeing flights along the
scenic Monterey Bay and Big Sur coastlines and the
Salinas Valley.

The company has also further expanded its aircraft
maintenance services, focusing exclusively on pis-
ton aircraft. Washing, waxing, interior cleaning, and
other detailing work are offered to jet operators,

on request and if staff is available. “We will also
provide overflow parking for jets and turboprops
during special events that draw a lot of corporate
traffic,” Lotz explained. “Some minor line work is
also provided to the few airlines
serving the airport, mainly oxy-

that insist on the certificate,” he said.

Monterey Bay Aviation has 10,000 square feet of
space in its main FBO building devoted to offices,
flight training classrooms, a reception area, and
pilot lounge. All maintenance is carried out in an
adjacent 8,000-square-foot hangar, which can also
accommodate 8 to 10 piston tenant aircraft, depend-
ing on size and mix. But Lotz reported that plans
are underway to construct an additional 8,000- to
10,000-square-foot hanger that will provide space
for maintenance, aircraft storage, and offices. The
expansion plan also calls for seven single-aircraft,
box-type hangars.

“We are now going through the permitting pro-
cess with the Monterey Peninsula Airport District
for the expansion,” he said. “Once that is done, we
will be able to announce a completion date.”

Monterey Bay Aviation’s plans also include efforts
to diversify its customer base. Lotz said that about
70 percent of his customers now base their aircraft
at his company, with transient traffic accounting
for the remainder of the business. “Our market

Continued on page 40

gen and nitrogen system servic-
ing.”
Monterey Bay Aviation employs

two A&P mechanics, and two & QUIEI‘: G .

other employees, a mechanic’s
helper and a line man, are slated
to receive their A&P licenses

this year. The company services
most piston aircraft airframes
and engines, up to but not in-
cluding overhaul, and specializes
in Cessna, Cirrus, Mooney, and
Columbia (which was acquired by
Cessna in 2007) aircraft. “We are,
in fact, an authorized service cen-
ter for Cirrus and Mooney and are
in the process of being appointed
a service center for Cessna,” Lotz
said.

In addition, the company is
applying for an FAR Part 145
repair station certificate, which
Lotz hopes to receive by year-
end 2008. “Part 145 authorization
would allow us to work for those
corporate aviation operators who
will only deal with a 145 repair

ITaS TV VI LSOVENTTE
VoICIng;

SHUEIV ATEHETENLS

r..And YUU LL love the

INSTANT Accounting and
Managgment Reports.

Stop waiting for data and let

Total FBO.
put YOU back in charge

The only aviation re with the
Integration BUILT-IN!
BOD-358-9804 - 918-355-3460
= wwwh. TolaIFBO.com
Horizon Business Concepis, Inc.

station, as well as those airlines
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Monterey Bay Aviation
Continued from page 39

is regional in nature, and we are trying to draw a
greater share of the transient traffic from this area,”
he said.

He hopes this will increase fuel sales, which
are solely confined to 100LL avgas sold under the
Chevron/Texaco brand. Monterey Bay Aviation
purchases the fuel from a consortium at the airport
and dispenses from one 750-gallon-capacity tanker
truck. While the company pumps an average of
60,000 gallons annually, the combined impact of
the weakened economy, severe winter storms, and
the many visibility-restricting wildfires throughout
California this summer have reduced flying over
the past year. This has decreased fuel sales by 10
percent between January and July, compared to
the first seven months of 2007.

While Monterey Bay Aviation has built its business
serving the needs of the owner-flown piston aircraft
operator, Lotz is well aware of the possible impact
of the very light jet (VLJ) on that market segment
and plans to follow it into VLJs.

“We do see the potential for some of our APU
customers to consider upgrading to VLJs, even
though we believe that the jury is still out, given
the problems that have developed at some of the
manufacturers,” he said. “But if there is a case for us
to serve VLJs, we would start by adding an aircraft
management and dispatch service, along with some
level of maintenance support and transitional and
proficiency flight training.”

Lotz said he has no plans to pump Jet A for VLJs.
“There’s a very limited market for jet fuel at this
airport, and there are already two providers doing
that here. We are, however, in discussions with FBO
operators at other airports to develop a high-quality
regional fueling and support network with the VLJ

owner in mind.” That network could take the form
of partnerships or acquisitions, he said.

Additional expansion plans are on the drawing
board, Lotz said, including the possible addition of
a dealership that would focus on some type of spe-
cialty aircraft as well as aircraft brokerage catering
specifically to the APU market. An onsite shop sell-
ing high-quality aviation giftware is also in the plan.

Lotz stressed that any benefits that could be real-
ized from his long-term planning could ultimately
be impacted by the number of general aviation
pilots, both active and in the training pipeline. “As
the number of general aviation pilots has shrunk,
we, as an industry, have to ask ourselves, how big
an army of pilots can we be? In 1980, the number
of active pilots in the U.S. peaked at about 850,000.
The most recent statistics I've seen put that at
about 600,000.”

Lotz noted that prior to 1980, pilot growth was fu-
eled by the military, an expanding airline industry,
and a government policy that promoted aviation.
“The aircraft OEMs also promoted general aviation
by encouraging people to learn to fly and own an
airplane,” he said. “But all of this changed in recent
years. The military has slowed down as a source
of pilots, airline industry growth has lessened, and
because of (product liability) issues, the OEMs
stopped producing piston aircraft for a period of
about 10 years.”

And while some believe that the new sports pilot
license category could turn the tide of declining
fight school enrollment, Lotz isn’t so sure. “The
numbers indicate that fewer than 2,000 sports
licenses have been issued in the last three years,
and, in my opinion, that is not very successful.”

Lotz said that he and the NATA Flight Training
Committee would like to learn, through market
research, what the potential market is for flight
training and promote it to a specifically identified
target group.

‘I would like to look at the number of flight train-
ing service providers and the number of potential
candidates for flight training,” he said. “We know
that this is not a mass market, but I don’t think that
anybody in the industry today really knows what
the extent of the market really is.”

Along with this, Lotz said that the student drop-
out rate in flight instruction is approximately 50
percent. “Everyone has an opinion, but I do not
believe that we really know why people drop out,
especially at such a high rate. That's something that
any market research needs to look at.” A
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Affiliate

Rhode Island Airport Corporation
Brian Schattle, CFO

2000 Post Road

Warwick, Rl 02886

(401) 691-2000

Fax: (401) 691-2562
bschattle@pvdairport.com
pvdairport.com

Regular

Alaska’s Enchanted Lake Lodge
Daren Erickson, President

PO Box 111249

Anchorage, AK 99511

(907) 694-6447

Fax: (907) 694-6448
enchantedlake@earthlink.net

American Business Airways, Inc.
Les Brown

Director of Operations

37655 Ford Road

Westland, MI 48185

(248) 444-5202

ambusair@cs.com

Choo-Choo Aero

John Spallone

Assistant Manager

5800 Lovell Field Loop
(hattanooga, TN 37421
(423) 400-8779

Fax: (423) 265-4872
johnspallone@bellsouth.net

Davis Flight Support

Dan Kaufman, General Manager
1411 W Covell Blvd., Suite 106-301
Davis,CA 95616

(530) 759-8766

Fax: (530) 759-8766

d kaufman@davisflightsupport.com
davisflightsupport.com

Diamond Air Charters Inc.
Anthony Debany, President

49 Miry Brook Road
Danbury, (T 06810

(203) 730-9955

Fax: (203) 730-9966
tdebany@gmail.com

Heli-Support, Inc.

Kathleen Roberts, Human Resources
120 NE Frontage Road

Fort Collins, (0 80524

(970) 492-1040

Fax: (970) 492-1099
katlour@yahoo.com

Lux Air Glendale

Les Wenger, General Manager
6841 North Glen Harbor Blvd.
Glendale, AZ 85307

(623) 872-1368

Fax: (623) 872-1360
les@glendaleaviation.com
glendaleaviation.com

il
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Merit Jets LLC

Cary F.Cimino, CEO

425 Madison Ave., 3rd Floor
New York,NY 10017

(212) 774-6106

Fax:(212) 753-2900
cary@meritjets.com
meritjetc.som

Mid-South Aviation, LLC
Grady C.Gaskill

703 Rod Sullivan Road
Sanford,NC 27330

(919) 776-1094

Fax:(919) 776-3073
chris.gaskill@jetmgt.com
jetmgr.com

Million Air Los Angeles
Richard Dunaway

Director of Operations

12101 Crenshaw Blvd., Suite 100
Hawthorne, CA 90250

(310) 676-4673

Fax:(310) 978-0703
rdunaway@millionair.com
millionair.com

Oxford Aviation LLC
James Stowers, lll, Manager
One Ward Parkway, Suite 350
Kansas City, MO 64112

(816) 531-7700

Fax: (816) 531-7707
jim@oxfordcos.com
oxfordcos.com

Peter Broom Aviation Services
Peter J.Broom

President and Chief Pilot

70 La Costa Court

Indian River Shore, FL 32963

(772) 234-1480

Fax: (772) 234-5692
ajpbas@bellsouth.net

ProFlight Training Academy, Inc.
Wendy Slusarski

Chief Administrative Officer

1006 Airport Road

Jackson, MI149202

(517) 768-9020

Fax: (517) 768-9334
wslusarski@proflightacademy.com
proflightacademy.com

Yelvington Jet Aviation, Inc.
Trevor Blanchard

Line Service Manager

2326 Bellevue Avenue

Daytona Beach, FL 32114

(386) 257-7791

Fax: (386) 257-1391
trevorb@yjeta.com

yjeta.com
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R Dixon Speas
Associates

922 Waltham Street, Suite 101
Lexington, MA 02421-8019

Phone 781.863.1600 Fax 781.863.1605

E-mail info@rdixonspeas.com
www.rdixonspeas.com

50 Years Consulting to Business Aviation,
Airlines, Airports, FBOs and Manufacturers

+ Comprehensive Safety and Compliance Audits
including IS-BAO Certification

* Pre-FAA/DoD Audits
- Safety Programs
+ Operational Improvement

» Maintenance Management
« Strategic Planning
+ Market Studies/Forecasts
+ Feasibility Studies
- Business/Asset Appraisal
+ Aircraft Suitability Analysis
+ Management Recruitment
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NATA’s Sustaining Members

These special members have made a commitment to help develop programs
and initiatives throughout the year, This membership class includes participation,
sponsorship and recognition in all major NATA events and publications.

Air BP Aviation Services
Avfuel Corporation
Chevron Global Aviation
ConocoPhillips Company
ExxonMobil Aviation
FltPlan.com

Flight Explorer

The Hiller Group
Midcoast Aviation, Inc.
NetJets

Signature Flight Support
Universal Weather and Aviation, Inc.

USAIG

Founded in 1940, the National Air Tnn.-rp-nrtuliun Asspeiation ﬂmr:uivnlr promotes vialion
safery and the success of avation service businesses through 12 advocacy eflfons before
government, the media and the public, and by providing valuable programs and forums o
further is members’ prospenty.




Safety Watch
Continued from page 15

caution to charter operators: The
fact that you have included your
SMS program in your operations
manual does not constitute FAA
acceptance of your SMS.

Both NATA and the Air Char-
ter Safety Foundation (ACSF)
are actively participating in an
SMS working group, composed of
charter operators, airlines, repair
station companies, and FAA repre-
sentatives. The group’s purpose is
to advance the voluntary imple-
mentation of SMS by providing
feedback and lessons learned from
companies already implementing
SMS. This effort will hopefully re-
sult in a more practical regulation

and implementation process.

Tools are available right now to As the Voice of Aviation
help you implement SMS in your
organization. NATA Safety 1% has a Business, NATA’s focus is
structured program to assist in the

development of an SMS, which in- (o) protect the interests

cludes a guidance manual, hands-

on workshops, and monthly web- of aviation businesses
casts. ACSF offers the AVSiS safety

event reporting and management through aggressive
software program and the newly

developed ACSF Operator Stan- and professional
dard and Audit Program that will

help ensure your SMS conforms to representation. To get

FAA standards.
For further information on these involved, call
programs, go to www.natasafe-
tylst.org or www.acsf.aero. &) (800) 808-6282 or visit

www.nhata.aero.
Air BP Aviation Services Back cover
Air-Sur, Inc. 9
AirSure Ltd. Inside front cover & 30
Avfuel Corporation 3
Avgroup, Inc. 13

Chevron Global Aviation
ConocoPhillips Company
Corridor

Cygnus

ExxonMobil Aviation
Fitplan.com

Hammonds Technical Services
Hartzell Propeller Service Center
The Hiller Group

Horizon Business Concepts
KaiserAir

Midcoast Aviation, Inc.

NATA Sustaining Members
NetJets

R.Dixon Speas Associates
Signature Flight Support
Universal Weather & Aviation
USAIG

Velcon Filters

Inside back cover
18

33

6

E S £ b
= | The Time Has Come,
s API/EI1 1581 5th Edition is Here!
32 New Installations & Retro-Fitting

16 To upgrade your existing facilities,
4 contact Velcon at www.velcon.com,

or contact your authorized VelCOI”l@

4 Velcon distributor.

4 VELCON FILTERS, INC.
36 COLORADO SPRINGS, CO, USA
29 719-531-5855 ¢ 1-800-531-0180 o FAX (719) 531-5690
- VISIT OUR WEB SITE AT: www.velcon.com
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eing politically active in

Washington, D.C., can

be a challenge for many

aviation businesses.

You own or operate full-

time businesses, and
your time is limited. However,
when an important issue arises
that requires legislative action,
many of you find the time to
become politically active because
you have a cause. Whether in
Washington or in your hometown,
you need to reach out.

On May 7, NATA held its annual
Day on the Hill event where 80
association members met with
members of the U.S. House of
Representatives and the U.S. Sen-
ate and their staffs to discuss im-
portant issues facing the industry,
particularly final passage of FAA
reauthorization. These face-to-face
meetings are an important educa-
tional exercise to ensure that we
reach as many elected officials
as possible to make our position
known on important issues facing
our industry.

Election Day is fast approach-
ing, and we will not only elect a
new President, but all seats in the
House and a third of the seats in

the Senate are being contested.
Voter turnout, as we have seen
from the caucuses and primaries
already held, is at record highs.
With so much at stake politically
for our country and our industry,
we must do what we can to ensure
that our nation’s policymak-

ers support the general aviation
industry. One way NATA does this
is by establishing a political action
committee, or PAC.

A PAC is, as the name indicates,
a political committee organized
to elect candidates running for
government office that support
issues important to that political
committee. Trade associations,
corporations, unions, and other
entities organize PACs as a way to
generate funds from their mem-
bers or employees, enabling them
to contribute to these candidates’
campaigns. NATA's PAC, known as
NATAPAC, was established to con-
tribute to candidates who support
the general aviation industry and
the issues it faces.

PACs are not without controver-
sy. Some believe PACs corrupt pol-
iticians by bringing outside money
into the political arena to buy
favors from politicians. Regardless

of one’s opinion about PACs, the
fact is that they are actively used
by a number of different lobby-
ing entities in Washington. A PAC
is a valuable tool to help ensure
that supportive politicians remain
in office. Contributing to a PAC

is just one tool to use to make a
difference with policymakers.
There are a number of other ways,
including writing to your lawmak-
ers on issues important to you.
When Congress is not in session,
your Representative and Senators
are usually at home visiting with
constituents. This is a great time
to schedule an appointment at
their offices or invite them to your
operation for a tour and a discus-
sion of issues.

If you have not contributed to
NATAPAC and would like to or if
you would like to make an ad-
ditional contribution, please visit
www.nata.aero/natapac.

Important note: Federal law
requires all PAC donations to be
personal contributions only. Com-
pany/corporate contributions are
prohibited. Do not use company
or corporate checks to make dona-
tions. PAC donations are not tax
deductible. 4]
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NATA's Safety 1=
Honors Gertified Supervisors

ATA members asked for more in-depth line service training, and NATA responded by expanding its
seminar offerings to include several Advanced Line Service Supervisor Training (ALSST) seminars
over the past two years. The ALSST is primarily intended for those who attended the popular Line
Service Supervisor Training (LSST) and are looking for advanced training. This seminar takes many
of the topics from the LSST, such as fuel filtration and quality assurance, and builds on them. It also
introduces new topics such as fuel system management, managing your manager, dealing with dif-

ficult employees, and coaching leadership.

Following are the people and companies that attended both the ALSST and the LSST. In recognition of both
the individual and company commitment to safety and training, NATA honors the NATA Certified Supervisors
from its 2007 and 2008 ALSST seminars.

Clayton Coffey, Allied Aviation Harvey Tucker, Million Air

Michael Carey, Atlantic Aviation John Harrison, Million Air

John Perez, Atlantic Aviation Al Arroyo, Million Air

Bill Moran, Avitat Boca Raton Bill Elder, Miracle Strip Aviation

Billy Odierno, Avitat Boca Raton Don Garrod, Montgomery Aviation
Tony Plucinski, Castle Aviation Richard Vinet, Pfizer

Tommy Martin, Columbia Air Services Gerald Donvan, PrivateSky Aviation
James Nall, Columbia Air Services Herb McDonald, Quail Air Center
Travis Bryan, Craig Air Center, Inc. Dan Shisler,Ronson Aviation

Daniel Domek, Cutter Aviation David Ricci, Ronson Aviation

Geoff Gilson, Denver Air Center Kenny Ahlbaum, Scottsdale Air Center
Ronald Richardson, Eagle Aviation Mariah Schultz, Scottsdale Air Center
David Parker, Executive Air LLC Rox Begay, SevenBar Aviation
Delbert Nunnenkamp, Global Aviation Chris Black, Sheltair Aviation

Rocky Hughes, H & H Avionics, Inc. Joe Rosello, Sheltair Aviation

Bruce Koslan, Hawker Beechcraft Sheldon Steede, Sovereign Flight Support
Lee Olson, Helicopter Adventures Larry Blanchet, Stevens Aviation
John St.Germain, Jackson Hole Aviation Kenneth Flowers, TAC Air

Matthew Reider, JetDirect Eric Clark, Tac Air - Chattanooga
Marcus Harrington, Jetscape Aviation Raymond Maxted, Tac Air - Texarkana
Adalberto Mainaerdi, Jetscape Services Dennis Fria, TAC Air Centennial

Jason Hansen, KCAC Greg Campbell, Tampa Int. Jet Center
Evan Carroll, Landmark Aviation Erik Balcome, Taughannock Aviation
Marques Rivers, Martha’s Vineyard Airport Jim Allen, Texas A&M University
Rene Medina, McCreery Aviation Co James Littlepage, Texas Jet

Alfred Johnson, Million Air Kevin Richardson, UPS

Kina Rapoza, Million Air

NATA congratulates all participating companies for investing in their line service personnel. NATA’s Safety 1% will
provide additional educational opportunities in 2009 to help keep members’ line service current and competitive. B

Safety 1 News continued on page 46
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Safety 1¢ News
Continued from page 45

PLST Online Awarded FAA
Approval for Fire Safety Training

he Federal Aviation Administration’s

(FAA) Airport Safety and Operations Divi-

sion, AAS-300, reviewed the Professional

Line Service Training (PLST Online) Fire

Safety module and praised NATA’s Safety

1%t program for the innovative, first-of-its-
kind online fire training. FAA approved NATA's fire
safety training for 14 CFR Part 139 Section 321 in
Cert Alert No. 08-04 on June 6.
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X5 M Concept 3- Assessing Se Rk

NATA’'s PLST Online Fire Safety module
covers all aspects of fire safety training for
line service personnel, including fire safety
principles, how to recognize different fires
and extinguishing agents, how to fight fires,
and how to minimize fire risks on the ramp.
NATA’s fire training includes interactive
training, frequent pop quizzes, practical/
hands-on training tasks, and exam questions
randomly selected from a large bank of ques-
tions, making every exam unique.

The Fire Safety module is one of eight
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modules from the PLST program specifically de-
veloped for in-depth line training. PLST Online,

the first-ever web-based line service training, has
been available since mid-April with more than 600
students actively training for certification. Safety

1%t revolutionized professional line service train-
ing with its expanded, modernized, and updated
online version. PLST Online is the best way to train
and recurrently train the men and women out on
the tarmac who marshal, fuel, and
manage the aircraft, crew, and
passengers that are the lifeblood of
any FBO.

PLST Online provides engag-
ing training anytime, anywhere
and ensures consistent training in
minimal time. Student progress is
automatically tracked, and reports
are always available for training
and standardization audits.

Make sure your line remains
up-to-date with FAA approved fire
safety training by visiting
www.nata.aero/plst.
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Training on everything that
prepares you for anything.

Nowhere is training more important than in aviation. Which is why Chevron offers
free comprehensive training to Chevron and Texaco branded FBOs. Our customer
service curriculum spans a variety of critical areas, from airport basics to creating a
service culture. Our advanced safety program covers aspects of Spill Response,
Hazardous Materials and hands-on Live Fire training. And, our product integrity
courses fulfill FAR Part 139.321 requirements. It’s training that goes farther, from
a true global aviation leader. Visit www.totalga.com for class schedules or call your

Territory Manager to learn more.

ron U.S.A. Inc., Houston, TX.

Chevron Global Aviation

‘ a Chevron
‘ TEXACO ‘ CALTEX
Our Family of Brands
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Air BP is giving away a
Custom Mini Cooper at NBAA

Watch the mail for your special invitation or visit
Air BP's Booth #5375 for details on how to win.

& . Sterling Card Members are Pre-qualified!

1790 16th St. SE, Salem, OR 97302
800-752-9220 e info@airbpaviation.com

See: http://mini.airbpaviation.com

NBAA October 6-8, 2008, Drawing held October 7 2008

RESOURCES THAT PRODUCE RESULTS ﬁ alrl [‘_"_-p




