
oth Aircraft Bluebook and Vref
have published new findings
for the quarter. The books differ
slightly in many areas, however
they do not differ in their near-

term outlook, continuing to trend down in
almost all categories. In those remaining cate-
gories that are not trending down, book-by-
book the answer as to why could lie in differ-
ent places, depending on the category.

In some cases one book or the other may
have just felt that a prior period adjustment
was too drastic and thus leave the trend-line
flat with no adjustment. I doubt in most areas
that the contemplation around a level trend is
about stabilizing prices. I believe that the best
interpretation around the reports is that we
are still in for a downward trajectory. One of
the publications’ newsletters spoke of 20 con-
secutive quarters of downward pricing, and
that now we are showing yet another down-
ward correction. The other spoke of continu-
ing price sliding for jets and turboprops. So
rather than plan for a recovery, let’s plan for a
reality of the current market.

As aircraft sales professionals we have the
greatest access to the buyers and sellers. We
are the ones who listen daily to the heartbeat
of the market; we’re the ones most likely to
help our clients and prospects use the data to
their best advantage. If we were going to help
shape a game-plan we would of course have
to divide it between the offensive game and a
defensive game. As there are turnovers as to
who has the ball at any given time we must
create a game-plan that assumes today’s
offense will be tomorrow’s defense. Buyers
and sellers will switch positions over the
long-game.

Let’s start with the view from the seller’s
position: The seller is trying to sell their air-
craft and struggling to determine what price
it will sell for. Will prices go up in the near-
term? What would holding it for better pric-
ing mean? How should the seller price the
offering? Is ‘Make Offer’ a better strategy,
given what could be a continuing declining
market or the uncertainty of a rebounding

market? Bottom line: “Help!”
First things first: There are so few sales in

so many categories it may seem impossible to
show good sales comparisons to derive what
the real price of the airplane should be. Since
there are so few transactions, it is critical to
also look carefully at good, current market
research of the other like-kind offerings. Don’t
simply rely on the listings around the market.
There are too many listings with no real input
as to the motivation of the seller, the actual
asking price and other critical aircraft data
like complete logs or damage history.

Far more in-depth research is required.
Like many other of our fellow sales profes-
sionals, we call daily into the markets, talking
regularly with the sellers or their representa-
tives. We gain an understanding of the real
condition of the aircraft, the motivation of the
sellers, and determine if there is an impend-
ing 1031 exchange date or delivery of a
replacement plane (or other near-term moti-
vation to sell). This input helps shape the ulti-
mate ‘take’ prices of sellers.

Next, work must be done to bring asking
prices of the aircraft ‘for sale’ much more in
line with the ultimate ‘take’ price. In such a
crowded marketplace buyers watch closely to
identify real sellers using techniques as sim-
ple as correct asking prices.

The bottom line is that there are buyers
today and they are very focused on price. As I
have said during past downturns, when a
buyer can create certainty around an offer,
don’t think of them as “bottom feeders” or
someone trying to “steal” your airplane, just
think of them as buyers.

And what of the buyers in the market
today? I give the same advice that I give to
the seller: It will all be about price.

Remember, buyers have never had the
combination of as much inventory to choose
from combined with such attractive pricing.
No longer do buyers just look at the manufac-
turer they would like to buy into; they also
look to the left and right of their desired cate-
gory to see if there are other products that can
deliver the same mission fulfillment.

Often times the
traditional product
loyalties fly out the
window and
price/value become
the only driver. So
as a buyer, always
be sure to shop by
mission-fulfillment
and not just by
product loyalty. It is
never too late to cre-
ate new loyalties.

If you think about my suggestion to the
seller to look for certainty in a buyer, be sure
to supply your aircraft sales professionals
with as much information to enable them to
help the seller identify you as a real buyer.
Usually price is secondary to a seller if they
feel confident in a transaction reaching the
finish line. It is not unusual for sellers to have
experienced more than one failed deal after
encountering buyers who were just not as
they described themselves to be.

Therefore, regardless of the side you are
on, play to win. Listen to the market, be
proactive and don’t miss a great deal as a
buyer or a seller. There is an over-supply of
inventory and an under-supply of buyers.
This will keep markets unstable and anxiety
high for the time being.

❯ Jay Mesinger is the CEO and Founder of J.
Mesinger Corporate Jet Sales, Inc. Jay is on the
NBAA Board of Directors and is Chairman of
AMAC. He now serves on the Jet Aviation Customer
and Airbus Corporate Jets Business Aviation
Advisory Board (BAAB). Jay is also a member of
EBAA and the Colorado Airport Business
Association (CABA). If you would like to join in on
conversations relating to trends in Business
Aviation, share your comments on Jay’s blog
www.jetsales.com/blog, Twitter and LinkedIn. More
information visit www.jetsales.com
Do you have any questions or opinions on the
above topic? Get them answered/published in
World Aircraft Sales Magazine. Email feedback to: 
editorial@avbuyer.com
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