Final Report of the
General Aviation
Manufacturers Association
Piston Engine Aircraft

Revitalization Committee
March 26, 1996




Dear industry Colleagie:

It is with great pleasure that I present this final report on
behalf of Hwe Piston-Engine Aircraft Revitalization Commitiee
(PEARC). The findings of this conunittee, outlined on the fol-
Iowing pages, contain the research, analysis and recomimenda-
tions we bave developed over the last year. Our obfective in
publishing this report is fo encourage you to become involved
by foining otbers in taking steps to revitalize our industry.

We bave the unique opportunity—right now—to drive growth
in the piston-powered aircraft industry, The key to this growth
is straightforward: increase the number of general aviation
pilots. This includes retaining the pilots we alveady bave and
bringing back those who bave dropped out. It also includes
adding new student pilots. '

As pointed out in this report, the number of new student pilots
bit an alltime low of 66,000 in 1994. Although final data is
not yet avatlable, the nunber of new student pilofs in 1995
will probably not fare much better: If we are to realize the full
potential of our industry, we simply cannot allow this “status
guo”ivend to continie,

Research underiaken by PEARC indicates, bowever, that tbere is
a significant unmet demand for learning to fly. The study iden-
tiffed more than one million people who arve very interested in
learning to fly and who have the resotirees to do so.

This opporiunity for growth, therefore, depends not so much on
developing interest, but on getting effective marketing messages
to these likely prospects in a costeffective manner and ensuring
they enter into a learn-tofly “infrastructure” that responds fo
their needs and Dolds their inferest.

No individual can do it alone. No single organization can fake
on this fask alone. The entire Industry stands fo benefit from a
well-coordinated, unifted approach. I know I can count on you
Sfor that support. We're all counting on yoi.

Sincerely,

Greg Sunimne
Chairman, Piston Engine Aircraft Revitalization Connittee
President, AlliedSignal Engines
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Execuiive Summary

Perspectives on the Piston-Engine Aircraft Indusiry
Historic Viewpoint

Conditions are Ripe for Recovery

Breaking Through Barriers toc Growth

Revitalization: More than New Airplanes

The Primary Driver for Industrial Growth -
Increasing the Number of Pilots

Benefils of Increasing Numbers of Pilots are Many
The Goal: 100,000 New Pilots Yearly

Needed: A National Learn-to-Fly Program

Keys to a Successful National Program

Other Key Factors to Indusiry Growth
Promoting the Value of General Aviation to the Public and Congress
Improving Training Effectiveness

Sefling the Product from the Bottom-Up

Enhance and Promote Safety

Improving the Perceived Value df New Aircraft
Making Positive Legislative and Regulatory Changes
In Conclusion

Appendix: Market Research Summary
“Survey of Potential Pilots”
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o revitalize the piston-powered”

atireraft industyy, let’s attract and train

100,000 new pilols annually

by the year 2000

Pis+ton- Engiane

f}ﬁiﬁARGReconunended Six-Point Revitalization Effort

1. Dramatically increase student pilof starts

2. Highlight and build awarenass for the value of
general aviation

3. Improve flight training effectiveness

4. Continue to enhance and promote safety

5. Improve the perceived and actual value of new aircraft

6. Make positive legislative and regulatory change
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Bluepiint for Grouth

i‘%s“bis “Blueprint for Growth”
@ report is a comprebensive

summary of the findings
of the General Aviation Manufact
urers Association (GAMA)-sponsored
Piston-Engine Aircraft Revitalization
Commniittee (PEARC), formed in late
1994 to deterimine how fo incredse
sales of piston-engine afrplanes.

The PEARC team is comprised of
senior mandagers and directors from

15 GAMA member companies as well

as representalives from the Aircraft
Hlectronics Association (AEA), Aircraft

Owners & Pilols Association (AOPA),

Expertmental  Adircraft  Association

(EAA), National Business Aircraft
Association (NBAA), National Afr
Transportation Association (NATA),

FLIGHT TRAINING Magazine, FLYING

Magazine, Embry-Riddle Aeronautical

Universily, Wichita State University,

National Aeronautics & Space Admin-

istration (NASA) and ithe Federal

Aviation Administration (FAA).

Working diligently for nearly 12 inontbs,
PEARC conducted new research and
developed new thinking that bas the
Dotential to dramatically impact the
Juture of our industry.

PEARC studied qll of the market fuc-
tors that have caused the 16-year
slump in new aircraft sales—and bas
recommended six key initiatives that
will effectively revitalize our indus-
try—by altracting more pilots and
eguiphing them with faster, safer and
more cost-effective aivplanes,
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_.ﬁfama_tically Increase Student Pilot Starts

While all six solutions are critical for long-term revitalization, the most important is
dramatically increasing student pilot starts. After 16 years of decline, market con-
ditions now are ripe for attracting a new generation of student pilots. Why?
Because:

A One miflion or more qualified student pilot prospects
A& Growing economy

A General aviation tort reform

A Developing new avionics technology

A Continuing new engine and airframe technology

A Improving certification regulations

A Demand for kit built and certified aircraft is growing

With these factors indicating renewed demand for aircraft, flight training and sup-
port services, it's time to re-build our marketplace, beginning with student pilot
starts. '

Where are these new student pilots going to come from? Extensive research con-
ducted by PEARC has identified a large number of likely prospects:

A 1.2 miffion likely prospects say they'd like to learn to fly

A People list “enjoyment” as a primary reason to learn to fly

A Most think flying is more expensive, time consuming and dangerous than it
actually is

A General aviation is misunderstood by the press and targeted prospects

A Information is difficult to find concerning flight schools and what flying is

As part of its research effort, PEARC examined why interested prospects don't
begin flight training. Highlights of the findings include the following points:

o A new study conducted in October 1995 showed that more than one million
Americans would like to learn to fly-—and have i{he necessary resources—
but lack information that would help them find a flight school.

s A 1993 Gallup poll survey showed an astounding 66 percent of all men and 34
percent of ail women in the U.S. have expressed an interest in learning to
fly at some point in their fives.

o PEARC's research shows that today, over one million people in the U.S. are
gualified and very interested in learning to fly. Another 2.4 million are somewhat
interested.

&G e n e ral A v ia t i e n M e nu f o c t u r e r s A s 85 5 ¢ b oa t i e n



* The survey determined that 18 percent of the women respondents would be
“very likely” to begin flight training while 15 percent of the men said the same—
although more men were “somewhat likely” to learn than were women
(31 percent vs. 24 percent).

* Why are men and women interested in learning to fly? PEARC research shows
that nearly 66 percent of the motivation to become a pilot is for “enjoyment” with
23 percent listing personal travel and 10 percent for business.

* After screening interviews with nearly 8,000 households and conducting
in-depth interviews with nearly 800 people who represented qualified
prospects, PEARC's researchers determined there is tremendous student pilot
market potential—if we know where to look and how to “tailor” our marketing
messages.

How is the general aviation industry going to attract and retain the interest of this
large population of potential new student pilots? '

PEARC recommends that every general aviation manufacturer, service provider
and organization should pool their resources to plan, fund and support a highly
targeted learn-to-fly program—and support efforts to improve the value, safety
and cost effectiveness of piston-engine aircraft.

l{ighhght and Build Awareness for the Value of General Aviation

Part of tailoring key marketing messages inciudes building awareness for flying as
part of a fulfilling lifestyle and/or a rewarding career.

* We will need to develop a lifestyle-oriented message that is backed with
convincing evidence that flying is both safe and practical.

* Learn-to-fly messages will need to dispel misconceptions about the cost
and time needed for flight training.

With motivated, qualified prospects who think learning to fly would be enjoyable—
but worry about cost and time constraints—market education is a key part of con-
vincing prospects they have the time and money to learn to fly.

If we band together effectively, we can afford to bring our general aviation mes-
sage 1o a new generation of entrepreneur-pilots, future airline pilots and avoca-
tional flyers. It will require a collective effort, but an effort that will benafit everyone.

Promote the value of general aviation to the pubiic and Congress.

Particular emphasis shouid be given to the unique and vital nature of general avi-
ation transportation for small and large communities. OFf interest to all audiences
is the positive impact of general aviation operations on local economic activity and
employment.
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Clearly, the key driver is the need to altract and engage new student pilots, but
PEARC also made several other recommendations to respond to the needs of
these new pilots and to hold their interest, including:

:'fli_x:'i:]prove Flight Training Effectiveness

Regulatory changes in several basic areas would encourage and simplify pilot
training while making it more efficient and relevant to contemporary technology.

nhance and Promote Safety

Pilot error is the number one safety problem facing general aviation. Most acci-
dents result from poor pilot decisions based on inadequate or incomplete training.
Therefore, the industry must do a better job in packaging and distributing FAA
research on how to improve pilot decision-making training and io publicize and
promote the effectiveness of existing FAA safety seminar programs. No less vital
is the need to reduce maintenance errors by updating initial maintenance techni-
cian training to reflect today’s technology, to provide more recurrent training for
technicians, and to promote recognition and appreciation of the technician’s pro-

fessional status.

fﬁiinprove the Perceived and Actual Value of New Aircraft

" New aircraft sales success will depend to some degree on closing the perceived
price/performance gap between new aircraft and used or experimental/homebuilt
aircraft. Ways to do this include publicizing the value of the aircraft certification
process in terms of quality and safety, and more rapidly adopting improved tech-
nology to make perceived value tangible and obvious.

Make Positive Legislative and Regulatory Change

Take steps to insure that needed legislative and regulatory changes are adopted by
continuing access to airports and airways; ensuring enactment of an adequately
funded Airport Improvement Program (AIP) which addresses general aviation needs;
haiting the adoption of onerous new taxes and user fees; and implementing
Investment Tax Credits (ITC) and realistic depreciation schedules.
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“Overbuilding Boom Lead to the ‘80s Bust ("%ﬂ/oday, a significant
@ opportunity for growth
A Sales declined from 14,000 to 600 in nine years exists in the piston-
A Liability lawsuits multiptied powered industry, following 16
A Prices for aircraft and components rose quickly years of depressed sales and over-

: all activity in general aviation.
The industry reached artificially high levels from 1975-1980 After 1980, the piston-powered
when viewed in historic perspective »see Figure 1. In 1978, aircraft segment of the industry
sales reached an afl-time peak, but the unique environment | s, sored a rapid, steep decline
prevailing at the time precluded a good comparison with the influenced by a number of factors.
industry norm. From this peak, sales fell precipitously.

By 1978, aircraft distribution channels had become overloaded »+see Figure 2, and
a record number of aircraft awaited buyers. Over the next eight years, the aver-
age number of active pilots per aircraft in the general aviation fleet reached an all-
time low. [nevitably (and aggravated by external factors), retail sales of new,
single-engine piston aircraft declined from 14,000 in 1978 and had virtually
ceased by 1994, when only about 450 were produced.

This 85 percent decline over 16 years was not
merely a result of oversupply. That period saw
16,000 S Alfcraft Sales . an explosion in unwarranted product liability

Figure 1: RETAIL SALES PEAKED 1975-1880

14000 b lawsuiis. As a result, product liability costs of
12,000 L manufacturers skyrocketed, severely impact-
10,000 | ing product prices.

3,000 |- .

6000 | Simply put, a high percentage of existing and
4,000 |- potential piiots were priced out of the piston
2000 | aircraft market. Product liability was a major

' L S s — reason, but by no means the only factor.

1970 1972 1974 1976 1976 1950 1982 1984 1985 1988 1090 1902 1994
Foomfapemiet | #The Environment in 1978

A Promotion was at an all-time high in 1978

Figure 2: MARKET SATURATED ) w .
A New trainers and move-up models were

. PlotslActive Alroraft Avg. Age of SEP Alroraft Fieet being introduced regularly

' : A Lease backs, Investment Tax Credits and

sol P PS airline deregulation stimulated sales

351 20 it's helpful to contrast the 1994 market envi-
, ronment with conditions in 1978. In that year,

i Y 1° several new training aircraft models—such as

25 __v__;mm;m 1o the Cessna 152, the Piper Tomahawk, and the

s A ARUSEP ARl L Beech Skipper had been introduced.
T T T R T

1964 16868 1972 . . '
1962 1666 1970 1974 1978 1082 1985 1980 The industry had extensive promotional pro-
Sowve: Cessna Asore’ . ’
grams underway, and the eccnomic climate

P isten-Enginese A ircoraf t 2 e vitalization C ommi+t t & e




COST-OF-OWNERSHIP
HAS INCREASED

was favorable. High inflation rates made aircraft values likely to increase over
time, spurring purchases of new equipment. Moreover, the ITC then in place
encouraged aircraft acquisitions.

However, primary demand then decreased as cost-of-ownership increased.
+Figure 3 dramatically itlustrates how return on investment fell from 18.2 percent in
1976 to a minus 10.3 percent in 1995, despite increased used aircraft values in
the absence of available new planes.

Cost Benelits RO/

M Furchase Price e
55 Interest 5 Tax Benelits

R -;555, 130 4 $65,335 18.29

1995 $218,628 191,002 -10.3
F SR S S S | L L L. [ ] P
SOK  BI0CK  S200K SOK F100K S200K -15% 5% 5% 15%
$50K  $150K  8250K S50K S150K -10% 0 0% 20%

Sourcs; Raytheen Afrcraft

Filot careers had become more competitive due to a plentiful supply of both expe-

rienced and entry level commercial pilots; and less attractive with declining Figure 4:
salaries and increased minimum qualification standards for new hires. This, plus [MPROVED
fewer prospective pilots eligible for GI Bill education funding, sharply curtailed AIRLINE
flight training activity. SERVICE
i irli i i f A Yield
Meanwhile, airline service has improved **see Figure 4, Aiports Sorvedt (,gffé;, S{;!Mm)

with airports served increasing from 482 to 763 and 00
fares decreasing in the post-deregutation environ-
ment. However, keen competition has resulted in
airline average vield falling from 21.4 cenis to 12.7
cents by 1994,

Along with the increased cost of general aviation
flying, competition for discretionary income has
also increased Fsee Figure 5. As more recreational 2
activities have become available and affordable, .,
flight hours per pilot have deciined.

-, 'E,;'@nger Replacement Cycles

A Older airplanes are still excellent values
A Retained value of used airplanes is increasing
A Avionics breakthroughs keep used airplanes “current”
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Flight Hotrs per Pifot Flgure 5: Factors other than the obvious lack of

FLIGHT HOURS new aircraft have lengthened replace-
PER PILOT HAVE ment cycles. These include the favor-
DECLINED able-price-to-performance ratio of used

aircraft +see Figure 6, the increasad

Competing Pilot Inferesis
retained value of used aircraft »see

Bieyeling 43%
SaigBoatng 5% Figure 7, and a product of the .sc:arcity
Fsting s as well as high prices of new aircraft.
e o Today a five-year-old aircraft retains 70
Poiserboating % percent of its original value, compared
Ve e L Camping ik to only 55 percent in 1982. Also,
Soues: FRgn! Training Msgazns avionics innovations—particutarly GPS
receiver/computers—avaifable for retro-
fit have made keeping older aircraft
gven more attractive.
7982 vs 1983 Performance
Model 1 Model 2 Model 3 Figure 6
PRICE/PERFORMANGE
Price HAS DECLINED
(Constant §}

Uisefd {oad

! B S S R L Y R B B B | F A B N B |
¢ 10 20 30 40 50 -0 4 19 20 30 49 50 o 10 20 30 40 50

Source; BCA Pianiing and Purchasing Handbook

Figure 7: RETAINED VALUE QF USED AIRCRAFT INCREASING
5-Year-Old Used Price Compared fo New
80%
0%
80%
B0% |-
rd wnesse Madel 3
'kjf
40% ] i 1 1 1 I 1 1 1 L L 1 ]
1882 1984 1086 1888 1920 1992 1994
Single-Engine Piston Retraclable Gear Alrcratt Source: Arora® Bluebeok
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This severe slump has, at last,
bottomed-out and conditions are
ripe for recovery. Not surprisingly,
after more than a decade in which
hardly a trickle of new aircraft were Somewiat 5
manufactured, latent demand has -
built to critical mass, as shown in an

October 1995 market survey »see Somenta

Figure 8.
FRTY Ve o
“All Systems “Go” for Launch Uniivey f a1
. Carger/ 11%
- S Business Sl
A 1.2 miflion “Baby Boomers” would Malo  Femals Leam
’ o Fly

fike to learn to fly .

A Personal enjoyment is a huge molivation for learning to fly

4 Most prospects are pleasantly surprised about the true cost, time and safety
issues _

A Aircraft kit sales have grown steadily

Also, a broad resurgence of interest in fearning to fly is evident. Surveys indicate
a potential market of 1.2 miilion people “very likely” to learn to fly and having the
money to do so. An even larger group are considered “somewhat likely."

oo Single-Engine Piston Alrcralt Shipments s prjmary reasons given by
those surveyed are “enjoy-
ment” (66 percent) and
“personal travel” (23 per-
cent). Those surveyed
also revealed widespread
misconceptions about the
cost and time required to
become a pilot. Only
about a third correctly
estimated the cost, and
only a like number accu-
rately estimated the time
commitment involved.

E Factory Froduction

J Compistion of HomebuitExpert (83% of Total Sold)

1593 1994
Source: Kit Plara Magazine Sutvey

1968

Figure 9:
APPEARS TO BE
STRONG LATENT

DEM’?ND People who truly want to fly are wilfing to go to great lengths. Driven by high prices
for production-certificated aircraft, experimentai/kit afrcraft sales have been grow-
ing »see Figure 9. Even though the average kit aircraft requires over one man-year
of skilled effort, kit completions have tripled since 1990.

Today, four kits are shipped for every certificated aircraft delivered. in fact, sever-
al popufar Kit—built designs are gbout to be offered as production-certificated fac-

tory-built aircraft,

Figure 8:
MARKET
RESEARCH
FINDINGS




Signing Ceremony of the
General Aviation
Revitalization Act on
August 17, 1994 by
President Clinton.
Prasent were (left to right)
Monte Mitchell, president of
the Alrcrait Electronics
Association; Arthur Wegner,
chairman and CEQ of
Raytheon Aircraft Co.;
Patricia Lehman, secretary-
treasurer of the International
Association of Machinists
District Lodige 70 in Wichita,
Kansas; George Hooper, -
Grand Lodge representative
of the International
Association of Machinisis in
Dallas, Texas; Congressman
Dan Glickman (D-K8), House
spensor; Vice-Prasidant
Al Gore; Russell Meyer Jr.,
chairman and CEQ of
Cessna Airgraft Co.;
Govemor Gerald Baliles, for-
mar head of the National
Aidine Commission; Senator
Nancy Kassebaum (R-KS},
Senale sponsor;
Congressman Jim Hansen
(R-UT), Heuse sponsor;
Edward Stimpson, president
of the General Aviation
Manufactyrers Association;
Phil Boyer, president of the
Aircraft Qwners and Pilots
Association; FAA
Administrator David Hinson;
Mortimer Dewney, Deputy
Secretary of Transportation;
Linda Daschis, FAA Deputy
Administrator; Glenn Parr,
general counsel for Piper
Aitcratt Corp.; and Frank
Hunger, Assistani Attomay
General (Civil Biwv.).

Pis +ten - Engine

;’i}_?eaking Through Barriers to Growth

A 18-year statute of repose reduces liability exposure for airframe manufacturers
A Nearly 4,000 new general aviation manufacturing jobs to be created in 1996 alone
A Optimism fuels invesiment

Following passage of the General Aviation Revitalization Act of 1994, widespread
optimism has fueled a renaissance throughout the industry. President Clinton’s
signing of the measure cut off much of the product fiability “tail” which had
dragged piston-engine aircraft production to a standstill.

By imposing an 18-year statute of repose, it effectively shielded airframe builders
and suppliers from liability for tens of thousands of older aircraft.

Freed of this burden, major manufacturers immediately began moving ahead.
Cessna is building a new production facility in Kansas which will turn out 2,000
piston-powered airplanes annually. The firm’s 1997 piston-engine aircraft produc-
tion will be nearly four times the entire industry output of such aircraft in 1994.

Passage of the statute of repose was a major factor in Piper's emergence from
bankruptey, while Mooney and others began increasing production as well.
Largely due to passage of the Act, over 4,000 new jobs will be created in the pis-
ton aircraft industry in 1996 alone.

The General Aviation Revitalization Act represented the first national tort reform
legislation ever to become law. More remains to be done to fully lift the costly bur-
den of unwarranted product liability suits.

With continuing support from general aviation consumer groups and industry
organizations who were so vital in passage of the General Aviation Revitalization
Act, prospects for growth appear excellent.
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: -.’_I_:‘échnology has Improved Perceived “Value” of New Aircraft

A Aircraft fleet average age is now 28 years
A AGATE research and development seeks new technologies
A Cerlification regulations must lower, not increase costs

Although manufacturers are resuming production of existing popular designs,
they are incorporating upgraded airframe, engine and avionics technology. The
result is overall improvement of the perceived "value” of new aircraft—offsetting
higher purchase prices in the eyes of prospective buyers.

Today’s piston-engine aircraft fleet has an average airframe age of 28 years. And,
one-fourth of the fleet is over 35-years-old.

Renewed R&D—and improved certification regulations—to replace this outdated
technology base has already brought advanced systems-—like electronic igni-
tions—to market, and more, such as the NASA-sponsored Advanced General
Aviation Transportation Experiment (AGATE), is well under way.

The wide-ranging AGATE program involves a joint research consortium with broad
manufacturer participation and cost-sharing. Its primary goals are to improve
small piston-engine aircraft cockpit displays and integration, icing prevention and
avoidance, engine controls, manufacturing methods and pilot training methodologies.

‘Revitalization: More than New Airplanes

With a coordinated action plan, industry can capitalize on the revitatization oppor-
tunities presented by pent-up market demand and new technology. As a result,
the Piston-Engine Aircraft Revitalization Committee recommends efforts to:

1. Increase the number of student pilots

2. Highlight the value of general aviation

3. Improve training effectiveness

4. Continue enhancing and promoting safety

5. Improve the perceived value of new aircraft

6. Make positive legisiative and regulatory changes
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The Benefits of Increasing the Number of Pilots are Many

: =.EI.:_i.icreased Sales of Aircraft and Components

A Pilots per plane rafio is stable, about 3:1
A 10,000 new pilots equals 2,500 to 4,000 new planes
A 1,200,000 qualified student pilot prospects in the U.S.

The average pilot per plane ratio in the U.S. piston-engine aircraft fleet has remained
stable and is presently about three pilots per airplane »see Figure 10.

Because each 10,000 new pilots added to

. Flgure 10:
our present base would yield enough 1 increases in PiLoT POPULATION WILL YIELD NEW AIRCRAFT SALES
demand to build from 2,500 to 4,000 new  Pllots/Aiecrat
airplanes, it's clear that the only way to sig- B

nificantly build demand for our products sl
and services is to add a new generation of
aviation customers—and keep them satis- gk
fied for years to come.

Pitat/Aircraft Ratlo Is Stable

. A Net Increase of 10,000 Piols Could Yield a
This learn-to-fly program should be focused 1 Fieat lncrease of 2 500-4,000 Adcitional Alrcraft

only on the most promising student pilot
prospects and tailored to fit their specific 0
reasons for learning to fly, -

L 1 1 1 L L 1 ] L 1 L I
1968 1970 1972 1974 1976 1978 1980 1982 1084 1985 1988 1890 1492
: Source: GAMA

Airhnes Can Rely on General Aviation-Trained Pilots

U.S. airlines are increasingly relying on general aviation as the source of career
pilots. In fact, 80 percent of new pilots hired by U.S. carriers in 1995 originated from
general aviation, not from the military—a significant change from previous practices.

European and other foreign airlines must train most of their pilots ab initio. This is an
expensive training process which is even more costly in Europe—and in much of the
rest of the world—than in the U.S. where good weather and a wide choice of rain-
ing facilities prevall. Foreign airtines, notably Lufthansa and several Asian carriers,
have been sending their trainees to the U.S. for years, U.S. airlines are able to avoid
these additional training costs by hiring from a pool of skilled general aviation pilots,
something not available in Europe where generai aviation is minimal.

:ﬂf:}:iicreased Sales at FBOs

The fixed-base operator (FBO) is the cornerstone of general aviatiort wheare most
training, aircraft sales, maintenance, hangaring and tie down, and rentals take
place. More pilots means more business and a healthy FBO base for the industry.

It ail starts with students - Increasing the number of student starts is the key to
growing the number of pilots. Equally obvious is that without changes in the present
situation, the pilot population will dwindle.
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The Goal: 100,000 New Pilots Yearly

A Train and retain 100,000 student pilots annually by the Year 2000
A Return active pilot popuiation to 800,000 and continue growth

Student pilot starts hit an all-time low of 66,000 in 1994 »see Figure 11. This figure cor-
relates directly to single-engine aircraft shipments. In contrast, student pilot starts
averaged nearly 130,000 per year in the mid-1970's.

SEP Aircraft Shipments .

Figure 11:
STUDENT STARTS AND SINGLE-ENGINE
PISTON AIRCRAFT SHIPMENYS ARE CORRELATED
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¥We had 800,000 active pilots and over
200,000 active airplanes in the fleet in
1880.

With no changes, the total pilot popu-
lation could drop from today’s 650,000
to 530,000 by the year 2000 -*see
Figure 12. An effective learn-to-fly pro-
gram, however, could expand active
pilot numbers to nearly 700,000 by
that year.

It is a hard reality that a minimum of
100,000 new student pilots per year is
required to sustain a stable pifot pop-
utation, fo rebuild our pilot base to a

healthy, growing number, and to create demand for a new fleet of piston-powered air-

planes at the same time.

To do that, we need to begin a targeted learn-to-fly promotidnal program that will help
fight schools reach an additional 40,000 to 50,000 student pilots annually—and

retain them for the long term.

Also important is the need to retain private pilots—who have been disappearing at

the rate of nearly 23 percent annually.

Pilot Population
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Figure 12: DESIRED IMPACT OF A LEARN-TO-FLY PROGRAM
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‘Recent Efforts are Good Starts

& AOFA and EAA efforts are volunteer-oriented
A Impact is positive but narro wly focused
A NATA’s test marketing has concluded

Although admirabie, the Industry's current learn-to-fly promotional efforts are not
having sufficient impact to reverse the decline in the pilot population. NATA's test-
marketing of a national learn-to-fly program has conciuded and no broad nation-
al learn-to-fly program exists today.

The commitment and cost is simply too large for one organization. It requires a
unified "theme” that will create synergy among individual efforts to recruit and
retain student pilots.

Current programs like the AOPA's Project Pilot, which encourages members to
become mentors for prospective pilots—and the EAA Young Eagles program
aimed at the 8-12 age group, are focused on the efforts of volunteer members of
AGCPA and EAA. -

':‘lféeded: a National Learn-to-Fly Program

A tightly focused effort targeting highly qualified segments of the population wiil
undoubtedly be the most effective vehicle for widening the pilot base.

Recent research (see appendix) done for the PEARC has identified the demo-
graphics of potential student pilots having these essential characteristics:

They can afferd Io fiy
They are motivated fo learn
They have the iime to deveote to 1

'::Ii_emog-raphics of the “Very Interested”

& Near metropolitan areas

& Many are self-employed

A Those ages 25 fo 65 wish to fly for “enjoyment”’

A Those under age 25 seek aviation carcers

A 26 percent are women

A Most prospects earn over $50,000 per year (household income)

These prospects are sophisticated consumers who will expect a high degree of
Gustomer service and convenience from the moment they call or visit an FBO or
flight school. They're used to big ticket purchases and expect sophisticated, infor-
mative marketing presentations. '
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Within the two groups, anly 26 percent earn less than $50,000 a year. The rela-
tively large number of women (26 percent) who are qualified prospects compares
to a much smaller percentage of women in the active pilot population--just 7 per-
cent. That means women are a strong prospect sub-group.

Self-employed people have a particularly high interest level, both because of their
incomes and the fact that they tend to be more open to new challenges and expe-
riences.

The pyschographics of the “mast interest” group bears this out. A large percent-
age want to learn to fly for the "adventure” and “romance” associated with this
activity. Their reading preferences tend foward specialty magazines covering
“adveniure” activities such as motorcycling -and SCUBA diving.

These prospects own homes and businesses, computers, cars and golf clubs.
They will also demand high-guality in all aspects of their flight training and even-
tual aircraft ownership. They won't be easy to “close” because they're better shop-
pers, information seekers and evaluators than ever before.

'1:5'_::(?hanging Inaccurate Prospect Perceptions

A Most prospects thought learning to fly cost much more than it actually does
A Most are not aware of basic private pilot license requirements and time needed

for training

A measure of how poorly general aviation is understood among the general pop-
ulation is thatl, when asked how they perceive the cost and time of learning to fly,
34 percent of the “very interested” thought it cost over $5,000 to earn a private
pilot license.,

; “Hot Buttons” for Prospective Pilots

It is apparent that these people will respond to marketing themes which awaken
them to new possibilities in their fives, such as:

“Live the dream, learn fo fly”

“Takeoff on the adventure of a lifetime”
“You've always wanied to...just do it!"
“Your ticket o adveniure”

“Fun weekends for family and friends”
“Fasier and cheaper than you think” and
“Mentors avaiflable”
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Keys to a Successful Learn-to-Fly Program

A national learn-to-fly program is feasible only if it has broad industry support and
Is synergistic with existing programs. Obvious participants are those who will be
the major beneficiaries of a'learn-to-fly program, including (but not necessarily
limited to) airframe, avionics and component manufacturers, fuel companies,
FBOs and training schools, aviation publishers, aviation associations and other
aviation marketers.

These beneficiaries must clearly perceive the true benefits, both short and long-
term, of buying into this program. Even more important than the immediate
prospect of increased sales must be the realization that long term industry health
and growth-—indeed, its very survival—depend upen the program’s continuing
success. For that to happen it will require that:

The Cost Per New Student Pilot is Low

Oniy the most likely candidates should be targeted, using lower-cost promotion
vehicles such as direct mail and, whenever possible, keeping administrative and
overhead costs down by using existing association staff.

The Program is Focused and Well Managed

A Measurable objectives (FAA-provided student pilot licenses issued)
A 100,000 new students annually

Results must be measurable. The basic goals parameter—student start numbers
—is available quickly from the FAA, and we have good historic time-lines with
which lo determine a valid *howgozit.”

A reasonable and attainable goal, given the identified potential market, is 100,000
new students annually. This can and will be met by a program having clear
accountability and leadership. Participants will direct the program, which will he
implemented by a staff to be specifically tasked and seconded.
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A= bile a comprebensive,
integrated Learn-To-
Fly program is piv-

; otal, there are several other keys to
Promotmg the Value of General Aviation to the Public = growth of the piston-engine air-
and Congress ! craft market.

A General aviation is a community resource as important as roads and rails
a Every pilot begins with general aviation
A Economic prosperity can be found near busy airports

General aviation has a story to tell in every community. Life-saving air ambu-
lances, package express services, business charters, flying entrepreneurs and
unique fiying vacations can make for good feature and business news.

Particular emphasis should be given to the vital, unique nature of general aviation
transportation for small and large communities. Of interest to all audiences is the
positive impact of general aviation operations on local economic activity and
employment levels. A historical analogy to the development and prosperity of 19th
Century communities with rail service, compared to those without it, might be
appropriate.

Figure 13
PILOT BROP-QUT
RATES DECLINE AS
CERTIFICATION LEVEL

INCREASES ~Improving Training Effectiveness
Anpual Drop-Cut Rate R

5% 34.2%

Regulatory changes in four basic areas would encourage and
simplify pitot training while making it more efficient and relevant to
conternporary technology:

Rewrite FAR Parts 61, 141 and 143. FAA has received comments
as part of the NPRM process and a coordinated program to this
end will be spearheaded by AOPA, NATA and GAMAs Safety
Committee.

Revise pilot certification requirements 3see Figure 13. These
e = would include seif-certification for recreational pilot medicals
Student Pavate Commercial  ATP R . \ .. : .
swenora  (If SUCCesSIUL, extended to private pilots); reduced minimum time
required to begin training for the instrument rating; fssuance of a
“frozen” air transport pilot (ATP) certificate after a pilot has completed all required
training and the ATP checkride, but withhold the privileges of the certificate until
the applicant has attained the minimum flight experience.

Simplify flight school certification. Schools would be allowed to obtain one cer-
tification applicable to several locations with oversight by a single FAA Flight
Standards District Office, and to increase the use of designated flight examiners.
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Promote and encourage new training technologies. This could include increased
credit for some computer-based training, especially instrument training, and inte-
grating training technology with cockpit technology. For the latter, flight simulation
could be done in an actual cockpit, with flight review and critique after an actual
flight using flight data recordings.

‘Selling the Product from the Bottom-Up

A Dramatic improvements in FBO/Flight School marketing and sales
training is needed

A CFl incentives needed to boost “closing” effectiveness

A lead handfing and customer service improvement needed

It will be necessary to improve marketing of flight instruction/FBO services and
adopt a new customer focus consistent with proven mass marketing “point of
sale” techniques. This means that the learn-to-fly promotion is handled in a con-
sistent manner where prospects arrive and receive valuable data and counseling
from motivated, trained, certificated flight instructor (CFl) “closers.”

Just as salesmen in other fields are motivated by incentives, the CFI must be sim-
itarly encouraged. The instructor is the “storefront” for student pilots. But this
“salesperson” typically receives little formal training in marketing or customer rela-
tions. FBOs could provide increased compensation and recognition to CFls who
make major contributions to “sales.”

Prospect and lead follow-up is essential to any sales operation, but surveys show
little FBO follow-up of leads on prospective flight students. And when there is
follow-up, it is often not effective.

A structured program to provide marketing training for FBOs and CFls is essen-
tial. It would logically consist of seminars reinforced by coltateral materials such
as manuals and brochures—or become part of every flight school’'s CFl curricu-
lurm,

tinuing to Enhance and Promote Safety

A Help promote FAA safely training
A Promote A&P training and recognition
A Promote generaf aviation's safety record

Pilot error is the number one safety problem facing general aviation. Most acci-
dents result from poor pilot decisions based on inadequate or incomplete training.
Therefore, the industry must better package and distribute FAA research on how
to improve pilot decision-making training, and to publicize and promote the effec-
tiveness of existing FAA safety seminar programs.
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No less vital is the need to reduce maintenance error by updating initial mainte-
nance technician training to reflect today’s technology, to provide more recurrent
training for technicians, and to promote recognition and appreciation of the avia-
tion maintenance technicians (AMT) professional status.

Promoting general aviation’s strong safely record and correcting misperceptions
are fundamental to the success of revitalization.

'ff:i_tﬁproving the Perceived Value of New Aircraft

A Performance and safety improvementis are needed
A Innovation and certification rules must become rmutually inclusive
A The cost of reguiation must not exceed benefits

New aircraft sales success will depend to some degree on closing the perceived
price/performance gap between new aircraft and used or experimental/homebuilt
aircraft. Ways fo do this include publicizing the value of the aircraft certification
process in terms of quality and safety, and more rapidly adopting improved tech-
nology to make perceived value tangible and obvious.

Simplified FAA regulations and aircraft certification processes can and should be
adopted to lower barriers to innovation and reduce costs. The FAA must be
encouraged to provide more uniform interpretations of FAR Part 23 (aircraft certi-
fication) and to remove regulations where no clear safety issue exists or where
regulatory costs exceed benefits. FAA could also delegate more of its certification
responsibilities without compromising safety.

Makmg Other Positive Legislative and Regulatory Changes

A Continued access to airports and airways

A Implementing an Airport Improvement Program (AIP) which address general
aviation needs

4 Onerous new taxes and user fees must not be adopted

A [nvestment tax credits are needed

Ensuring continued general aviation access to the airport/airway system.
Means to accomplish this goal would inciude an adequately funded FAA and
Congressional support for a general fund contribution to a strong air transporta-
tion system.

A key to this needed support is a nationally-funded Airport Improvement Program
targeting key general aviation airports that provide access to metropolitan areas as
well as those providing small communities access to the air transportation system.

Senate debate continues over equitabie aviation taxation without a financial penal-
ty on general aviation's use of the air traffic controt (ATC) system. Closely tied to
this discussion is the development of a future ATC system to accommodate gen-
eral aviation without undue cost.
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Providing tax and other purchase incentives for general aviation aircraft. The
industry must articulate to both legistators and media the importance of restoring
targeted Investment Tax Credits for general aviation aircraft used for income pro-

ducing purposes.

We must also press for aircraft depreciation schedules which fully recognize the
ongoing capital investment required tc operate an aircraft.




:‘%bere is a significant
@ opportunity for growth

in the piston-powered
aircraft indusiry. After a number of
l Years of industry decline, conditions
| exist now Jor an industry recovery.

f

Thanks to legislation which imposed an 18-year statute of repose on general avi-
ation aircraft manufacturer's liability, widespread optimism is building in the mar-
ket. Evidence of this optimism is found in many companies which are experienc-
ing increases in production and creating and filling thousands of new jobs,

Although manufacturers are resuming production of existing popular designs,
they are incorporating upgraded airframe, engine and avionics technology. The
resutt is overall improvement in the perceived "value” of new aircraft — offsetting
higher purchase prices in the eyes of prospective buyers.

With a coordinated and unified action plan, the piston-engine aircraft industry can
capitalize on this revitalization opportunity. To that end, PEARC recommends a
six-point "blueprint for growth”:

Increase the number of student pilois

Highlight the vaiue of general aviation

Improve training effectiveness

Continue to enhance and promicle safety
Improve the perceived value of new aircraft
Make positive legislative and regulatory changes

BB bbb p

The key driver to achieving sustained growth is increasing the number of pilots.
[ndustry growth depends on the size of the pilot population and increasing the
number of student starts is critical to growing the number of pilots. Without
changes, the pilot population wiil dwindle, and could drop dramatically over the
next five years.

The PEARC final report concludes that a national learn-to-fly program is the most
effective vehicle for stimulating more student starts. A large pool of likely candi-
dates who are very interested in learning to fly has been identified. These
prospects have the resources, desire and time to learn. Highly targeted and cost
effective marketing messages can be put into place to reach these prospects and
compel them to learn to fly.
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While the learn-to-fly program is a vital element of indusiry growth, there are sev-
eral other key drivers. Promoting the value of general aviation to the public and
to Congress is essential, as is the need to improve fraining effectiveness. Of equal
importance is the need to improve CFl and FBO marketing and customer focus
while continuing to enhance and promote safety. There is a need to close the per-
ceived price/performance gap between new aircraft and used or experimental/
home-built aircraft.

In addition, it is necessary to make other positive legislative and regulatory
changes to ensure continued general aviation access to the airport/airway system
and to provide tax and other purchase incentives for general aviation aircraft.

To reverse the decline of student pilot starts, modernize our aging aircraft fleet and
bring improved safety and efficiency to general aviation, all general aviation man-
ufacturers, organizations and consumers must support a unified re-positioning
effort.

For industry teadership, the “call to action” for revitalizing the piston-engine air-
craft industry is summarized below:

A Unified themes and goals must be supported by the entire industry

A Learn-to-fly programs need to begin immediately to take advantage of growth
opportunities

A Tailored marketing messages to qualified prospects are needed

A Industry image, safety and efficiency must be improved
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“Survey of Potential Pilots”

Market Research

By Frederick/Schneiders, Inc.
October, 1995

Sponsored by the

Alrcraﬂ Electronics Association

Alrcraft Owners and Pilots Association

General Aviation Manufacturers Association

National Aeronautics and Space Administration (AGATE)
Sporty’s Academy

- Interview Dates: =
September721 thi o
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Survey Highlights

© Among the surveyed population between age 25 and 60, 10.5% say they are “very interested”
in learning to fly, including 7.1% of the men and 3.7% of the women.

This projects to roughly 1.2 million individuals, including 900,000 men and 300,000 women.
57% of the targets are between age 25 and 40.
Nearly half say they will fikely start flight training within five years.

One-quarter say they will likely buy an airplane within five years of obtaining a license.

@ 6 & & 86

Two-thirds say that their main interest in flying is “pure enjoyment;” one-quarter say “personal
travel” is most important.

@ Half say that “lack of time” is the main reason they have not taken up flying; one-third say it is
the “lack of money.” Men are more likely to cite the “lack of time;” women cite time and money

factors equally.

©® One-third overestimate how long it takes to get a license. More than one-third overestimate the
cost of flight training. Seven-in-ten overestimate the hourly cost of renting an airplane.

® Traveling at twice the speed of driving, taking weekend adventures, and entertaining family
and friends are among the most persuasive recruitment messages with these targets. Being
able to get a license in six months, find a mentor, and rent an airplane for $50 an hour are
also very persuasive recruitment messages.

® These targets are particularly likely to see themselves as independent, adventurous, take-
" charge, and competent. They also consider themselves busier than their cohorts.

@ Bicycling, fishing, boating, and golf are among the activities most popular among these targets.
Skydiving, ballooning, and hang gliding are among the least popular activities.

© Besides general interest magazines, these targets are particularly likely to read magazines
about science and technology, outdoor activities, and automobiles. '
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Summary Analysis

© These results are encouraging. There is a high fevel of
interest among this population.

© We don't know from this survey whether there is a
comparable level of interest at other income levels.
The universe of targets couid be much larger than 1.2
million.

© Women present a real opportunity for expanding the
universe of pilots.

@ The barriers to men and women are different. Men are
likely to have more money and less time to learn fo
fly; women have more time but less money. Both are
likely to overestimate the time commitment and cost
of flying.

@ While these targets are primarily interested in the
romantic aspects of flying, many also recognize the
practical advantages of holding a pilot's license.

@ A recruitment campaign should be targeted to those
interested in scientific/technical and outdoor activities.

© Among other factors, the message should stress the
ease of learning to fly and the adventure/fun that it
can provide the pilot as well as family and friends.

@© The appeaf should be directed toward independent,
adventurous, take-charge, competent individuals.

Cammi*?ee.
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Dear Industry Supporter:

The piston-powered airvcraft segment of general aviation bas
long been the foundation of our enttre industry. But for more
than 16 years, this segnient was in decline. Then, when the
General Aviation Revitalization Act was signed into law in
August, 1994, a unique opportunity for growth was presented.
Almost overnight, this legislation, whiclh imposed an 18-year
statite of repose on general aviation aircraft manufactirer’s
liability, positively changed the outiook for the pistoi-potwered
aircraft industry. And this, a new era bad begun.

The GAMA Board of directors realized that without a compre-
hensive revitalization plan, bowever; the full opportunities of
this new era might not be reallzed. We must understand the
industry’s bistory and bow it bas changed, learn from this his-
tory, and construct a rational, coordinated plan for the fuliire—
our future. To undertake this task, GAMA formed the Piston-
Engine Aircraft Revitalization Comumittee (PEARC), chaired by
Greg Summe, president of AlliedSignal Engines, and a memiber
of the GAMA Board.

To assist Mr. Sunmne, GAMA compariies dedicated some of their
leading experis in marketing, design and manufactire of pis-
ton-powered airpicnes. Then, GAMA invited the participation of
otber industry groups and organtzations who also bad experi-
ence and inferest in this revitalization effort. Their support and
Darticipation was invaluable, '

Over a pertod of 12 moniths, this broad-based group of experis
dedicated bundreds of bours fo the efforf now presented in this
Jinal PEARC report. It is the most comprehensive examination
of the piston-engine aircraft industry ever underiaken, It is an
essential Dlueprint for revitalization. But it is not a plan for
any single organization or company—it is a plan jor an indus-
try Your fndustry. Without a broad, coordinated effort in a
task of this magnitude, the industry will never reach its full
bpotential.

Qur challenge now Is fo implement this blueprint for growth,
With owr indusiry and government partners, GAMA stands

ready,

Sincerely,

R

Horst Bergnidain
Chairman, General Aviation Manufacturers Association
Chairman, President & CEQ, Jeppesen
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