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Introduction 
 
 

Scope of the Project 
 
In an effort to better utilize the “airport asset,” Washington County and Hagerstown Regional 
Airport have retained AvPORTS to develop this Comprehensive Marketing Plan.  The community 
leaders in Washington County believe that the Airport is an underutilized opportunity in the area of 
passenger air service, air cargo, and as a location for aviation related businesses. Through product 
development and more aggressive marketing, the Airport can play an even more important role in 
the growth and development of Washington County.  
 
The Scope of Work called for investigation into four primary focus areas: an analysis of air cargo 
demand and service opportunity, air passenger service development, new business development, 
and marketing strategies and recommendations.  
 
Structure of the Plan 
 
The Plan is divided into Seven Sections. Section One: Situational Analysis provides a 
comprehensive and strategic overview of the Airport in the competitive marketplace. Section Two: 
Air Service Analysis evaluates the demand, identifies the opportunities and proposes the guiding 
framework for enhancing air passenger service at HGR. Section Three: New Business Analysis 
identifies key industries and specific airport businesses that are appropriate for the Airport to 
pursue and develop both on and off the airfield. Section Four: Economic Impact highlights the 
significant value generated with successful introduction of new passenger service. Section Five: 
Action Items provides a marketing overview and strategic marketing principles that result in key 
next steps. Section Six: Sample Marketing Action Plan offers detailed marketing tools and 
strategies that can be incorporated into a specific marketing action plan adopted by the County.  
 
Overall Approach and Rationale 
 
In most communities, the Airport is an underutilized asset.  The Hagerstown Regional Airport is not 
just a place that enables people to conduct business elsewhere or take a vacation from business 
for a while, it’s a business itself and furthermore, a place to do business. The Airport must be 
viewed as a multi-faceted enterprise that includes fixed based operations and fueling, base for 
corporate aircraft, general aviation programs, airport shops and vendors, restaurants, airport 
property for commercial and industrial uses, and passenger and cargo service.  It is a business 
that has just as much to do with creating opportunities on the ground as it does orchestrating 
movements through the air.  
 
Developing successful marketing plans to grow aviation related revenues and business at 
secondary airports such as the Hagerstown Regional Airport is a multi-layered endeavor. The 
analysis and research required of the market base is unique, the strategic marketing support is 
specialized and requires an in-depth understanding and partnership with community stakeholders. 
As strategic marketing efforts relate to air service and passenger demand development, the 
skepticism that must be overcome within airline planning departments is often challenging. 
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Equally important to mastering the many unique and diverse functions of a successful airport 
operation, is understanding and capitalizing on the interconnected relationship between the airport 
and the community. Neither exists in isolation, and the future success of each is heavily tied to the 
other. The “airport asset” therefore needs to be positioned as a business enterprise serving as an 
engine for economic growth in the greater community. 
 

Key Findings 
 
 

SWOT Analysis  
 

The strengths, weakness, opportunities and threats analysis will point out existing advantages and 
disadvantages of the Hagerstown Regional Airport.   
 
Strengths 
 

• Location: The Airport is conveniently located at the intersection of two major interstates to 
draw passengers from the north and south, and east and west. 
 

• Runway: RWY 9-27, at 7,000 feet, is the second longest runway in the state of Maryland 
and enables HGR to accommodate any narrow-body jet and within reach of most US 
destinations.   

 

 
 

• Full Service: HGR is a full service airport and already is home to most of the aviation 
business types. Additionally, it is the only Part 139 certified airport in the region, a 
distinction not shared by either Martinsburg or Frederick.  

 

• Low Cost Carrier: HGR is currently served by low fare carrier Allegiant. 
 

• National Network Connectivity: Sun Air allows connections to anywhere on any airline out 
of IAD. 

 

• Stable: The Airport is financially self-sustaining. 
 

• Strong Tenants: The Airport currently has key tenants which support its economic 
success, particularly Sierra Nevada Corporation which employs the largest number of 
people at the airport in high-paying defense contract work and The Rider Jet Center, which 
has invested millions in developing the Airport and is committed to growing it further into 
the future as evidenced by plans for a new multi-million dollar FBO. 

 
• Foreign Trade Zone: The Airport sits in a designated foreign trade zone. 
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Weaknesses 
 

• Image: The Airport does not have a strong brand within the community, with many locals 
either unaware of the Airport’s service offerings or of its economic impact to the 
community. 

 
• Land: The available land inside the fence for development does not include any pad-ready 

sites. Site development would be required before further development could occur.  
 

• Internet: The lack of internet availability for much of the Airport is a hindrance to business 
attraction and development. 

 
• Marketing: Neither Sun Air or the Airport engage in significant marketing efforts due to a 

lack of marketing staff and programming. 
 

• Air Cargo: There is currently no air cargo service, and service to nearby airports limits 
opportunities for air cargo service. 

 
• Underutilization: The Fairchild Building is a large, vacant facility with prime airfield access 

that is currently not generating any revenue for the Airport. 
 

 
 

• Missing Businesses: The Airport offers painting services for smaller aircraft, but currently 
houses no large paint hangar. There is no business specializing in avionics on the Airport. 

 
• Limited Air Service: The Airport currently has four flights a day to Dulles and two flights a 

week to Orlando. 
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Opportunities 
 

• Untapped Market: Many passengers within the Catchment Area do not currently utilize the 
Hagerstown Airport and represent a large pool of new customers to attract.  

 

• Nearby Land: There are hundreds of developable acres adjacent to the Airport with 
current planning concepts which include mixed-use development that could support and 
complement the Airport’s own business development. Some adjacent parcels could 
represent future opportunities for airport expansion. 

 

 
 

• Metro Growth: As the DC and Baltimore metro areas continue to expand north and 
westward, both residents and businesses will increasingly look to communities like 
Hagerstown, and airports like the Hagerstown Regional Airport, as a place to live and do 
business.  

 

• Federal Contract Work: Now that Sierra Nevada Corp. has laid the groundwork for major 
defense contract work at the Airport, HGR can position itself as an ideal candidate for 
future government contractors.  

 
Threats 
 

• Nearby Competition: Greater flight options and low fares at BWI, DCA and IAD offer stiff 
competition for passengers. Similarly, lower rents and a slightly longer runway make 
Martinsburg a tough competitor for general and corporate aviation business. 

 

• Sluggish Economy: The slow recovery from the Great Recession increases the challenge 
of attracting and growing new business. 

 

• State Policies: The perception that Maryland is not as pro-business as neighboring states 
can hinder business attraction efforts. 

 

• Incompatible Development: Planning concepts, which call for a truck stop adjacent to the 
Airport, would not constitute the best compatible land use to support business growth and 
development on the Airport. 
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Needs Identification 
 
Based on the SWOT Analysis and stated Airport goals, the following needs were identified and 
served as the launching pad of this Comprehensive Marketing Plan: 
 

• Need for greater utilization of existing air service and need for expanded air service 
• Lack of air cargo service 
• Need to support and grow existing businesses 
• Need for additional complementary businesses 
• Need for comprehensive and strategic marketing  
• Lack of ability to execute and implement Comprehensive Marketing Plan with own 

resources 
 
Key Recommendations 
 
 

Key Air Service Recommendations 
 
Short Term (1-3 years) 
 

1. Add a Total Travel Cost Calculator to the Airport’s website which compares the total cost 
of travel (including air fare, driving gas expenditure, and parking costs) at HGR with 
competing airports BWI, IAD and MDT. (Sec 6.2.1, p114) 

2. Add a Booking Engine to the Airport’s website (Sec 6.2.1, p114) 
3. First focus on improving utilization and success of existing air passenger service before 

dedicating significant resources to securing new air service (Sec 2.6, Benchmark 1, p53) 
4. Update and simplify the Airport’s standard airline presentation (Sec 5.7, p106) 
5. Continue to meet with Allegiant at the Allegiant Conferences (Sec 5.7, p106) 
6. Send presentation packages to the air cargo airlines and meet with key regional 

management ((Sec 5.7, p106) 
 
Mid Term (3-5 years) 
 

7. Work with Allegiant to increase frequencies to Orlando to three and then four times a week 
to offer additional travel options for passengers (Sec 2.6, Benchmark 4, p54) 

8. Work with Allegiant or another carrier to expand service to an additional Florida city 
identified in the Air Service Analysis section once Orlando service has improved. (Sec 2.6, 
Benchmark 4, p54) 

9. Attend JumpStart or similar air service development conference when Sun Air and Allegiant 
performance improves (Sec 5.3.1, p102) 

 
Long Term (5-10 years) 
 

10. Attract a second regional carrier with service to a major hub once existing service has been 
proven self-sustainable (Sec 2.6, Benchmark 4, p54) 
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Key Business Development Recommendations 
 
Short Term (1-3 years) 
 

11. Use Section 3 in the New Business Section to focus new business recruitment efforts on 
companies which will complement existing Airport businesses and improve the 
attractiveness and competitiveness of the Airport. (Sec 3, p71) 

12. Pursue an aviation training program with the Hagerstown Community College or Pittsburgh 
Institute of Aeronautics for training of flight attendants, ticket agents, reservations agents 
and airport security. (Sec 3.20.1, p90) 

13. Purchase Top Flight to protect the future land use of land surrounding the Airport for 
aviation purposes and eventually develop as a Transportation Portal offering expanded 
aviation business services, maintenance operations, cargo operations, and warehousing. 
(Sec 1.8.4, p22) 

14. Support and expand HGR’s role as a domicile for corporate aircraft serving clients in the 
Baltimore/Washington metros as Rider Jet Center is doing (Sec 3.21.1, p92) 

15. Pursue a communication and lobbying strategy to combat perceived uncompetitive 
business climate (Sec 5.3.5, p104) 

 
Mid Term (3-5 years) 
 

16. Develop two 35,000 square feet hangars on the available land inside the fence (Sec 3.4, 
p75) 

17. Pursue expansion of current defense contracts in the aerial surveillance program with UAV 
aircraft, either with Sierra Nevada or a different company (Sec 1.17.3, p21) 

18. Pursue a possible maintenance and operations facility for Sun Air (Sec 3.20.1, p90) 
19. Grow the Hagerstown Aviation Museum to offer year-round exhibits and attractions (Sec 

3.20.2, p91) 
20. Pursue a large aircraft and engine maintenance and repair shop (Sec 3.17.2, p88) 
21. Pursue a ground equipment repair company (Sec 3.20.2, p91) 

 
Long Term (5-10 years) 
 

22. Establish a corporate center for small businesses (Sec 3.17, p88) 
23. Pursue a hotel/motel (Sec 3.20.2, p91) 
24. Pursue a service station (Sec 3.20.2, p91) 
25. Pursue an Avionics Specialty Shop to locate on-Airport (Sec 3.21.2, p92) 
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Key Airport Marketing Recommendations 
 
Short Term (1-3 years) 

 
26. Partner with an Airport/Aviation Counsel Liaison to assist in the execution and 

implementation of the Comprehensive Marketing Plan as well as the formulation and 
implementation of the Marketing Action Plan. (Sec 5.5, p105) 

27. Adopt a Marketing Action Plan which incorporates the strategies, guidelines and 
recommendations of the Comprehensive Marketing Plan according to the budgetary 
allowances of the County (Sec 5.5, p105) 

28. Establish a “Speaker’s Bureau” where airport officials talk to school groups, rotary clubs 
and other community organizations on a routine basis (Sec 5.3.5, p104) 

29. Work with Sun Air to establish a marketing program of their services (Sec 1.10, p24) 
30. Work with Allegiant to pursue a reverse, inbound marketing campaign (Sec 5.6, p106) 
31. Adopt a Direct Sales and Marketing strategy as a component to Airport Marketing when 

pursuing air service and business development (Sec 5.3, p102) 
32. Develop a brochure and CD describing the available business opportunities in and around 

the Airport including on the airfield, in the industrial park, and nearby private land. (Sec 
5.3.2, p103) 

33. Develop and execute a comprehensive public relations program that increases the Airport’s 
number of touch points and contacts, as well as their frequency (Sec 5.3.4, p104) 

34. Meet with Allegiant to discuss marketing HGR as a Washington, DC market (Sec 5.2.1, 
p100) 

35. Organize an “Ambassadors of the Airport” program (Sec 5.3.2, p103) 
36. Develop the “Week End Package” for visiting business owners (Sec 5.7, p106) 
37. Invite target business opportunities for the weekend and conduct a direct sales program 

(Sec 5.7, p106) 
38. Strategic Rollout of new Airport logo adopted by Washington County to include press 

releases, e-blasts, social media outreach (Sec 6.1, p109) 
 

Key Website Design Recommendations 
 
Short Term (1-3 years) 

 
39. Rebuild to communicate a new brand and targeted message (Sec 6.2.1, p112) 
40. Develop a “Why Fly Hagerstown?” page (Sec 6.2.1, p112) 
41. Improve navigation with a sitemap footer (Sec 6.2.1, p112) 
42. Put a directions link at the bottom of the home page (Sec 6.2.1, p112) 
43. Add drop down menus (Sec 6.2.1, p112) 
44. Create individual airline pages for Sun Air and Allegiant Air (Sec 6.2.1, p112) 
45. Replace outdated information ((Sec 6.2.1, p112) 
46. Create a contact page for Airport/Passenger interaction (Sec 6.2.1, p112) 
47. Create a Passenger Information page with rental car, parking, directions, hotel 

accommodations and key phone numbers (Sec 6.2.1, p112) 
48. Fully incorporate a social media suite (Sec 6.2.3, p115) 
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Section One 
Situational Analysis 
 

1.1 Introduction  
 
Washington County has a tremendous asset in the Hagerstown Regional Airport that already 
provides a significant economic boon to the local and regional economy. At the same time, County 
officials and local businesses rightly recognize the potential of the Airport to offer even more. With a 
focus on strengthening existing businesses while recruiting new ones, growing passenger services 
while pursuing cargo opportunities, and adopting sound marketing strategies with targeted 
objectives, the Airport can be an even greater asset to the County and the region.   
 
Hagerstown Regional Airport recently regained air service from Allegiant Airlines to Orlando after a 
two year absence. Commuter service is provided to Washington Dulles International Airport by Sun 
Air under Essential Air Service subsidy provided by the U.S. Department of Transportation.  There 
is no air cargo service.  The current tenants at the airport are in the field of general aviation, 
corporate aviation and aviation manufacturing, and have facilities inside the fence.  There is also 
land and buildings outside the fence adjacent to the airport that is developed or can be developed.   
 
To further develop the passenger air service, air cargo, 
and new aviation related business at the Airport, it was 
agreed that an overall business plan should be 
created.  The business plan is comprised of a series of 
programs that will identify the best opportunities for 
passenger air service, air cargo service and new 
business for the airport.  A marketing action program 
will be developed to enhance the current passenger 
airline service and business enterprises at the Airport 
and identify the best new business targets for the 
Airport.   
 
1.2 General Background  

Washington County is located in western Maryland 
north of the Baltimore/Washington DC metro areas.  
The City of Hagerstown, the county seat, is commonly 
referred to as the “Hub City” due to its being the hub 
for rail and ground transportation.  It is the home of the 
Antietam Battlefield and markets itself as a tourism 

destination.  Due to distances and automobile traffic 
flow, the Hagerstown Regional Airport is the most 
convenient passenger airport for residents in the counties of Washington and Allegany Maryland, 
Berkeley and Morgan West Virginia, and Franklin and Fulton Pennsylvania.  
 
  

Figure 1: The Airport recorded 56,299 flight 
operations and handled 20,070 passengers in 2012. 
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Hagerstown is the largest city in the area and is located approximately 70 miles northwest of 
Baltimore International Airport and north of Washington Dulles International Airport.  There is freight 
rail service operated by Norfolk Southern and CSX and the area is served by two major interstate 
highways, I-81 and I-70.  The six county catchment area for Hagerstown Regional Airport has a 
population in excess of 500,000.  Washington County is the largest county in the area with nearly 
150,000 people. 
 
The Hagerstown Regional Airport is owned and operated by Washington County.  The airport has 
a full time airport director who reports to the Director of Public Works. The Hagerstown Regional 
Airport is a non-hub airport located five miles from the center of Hagerstown. The airport has two 
runways, one of which can handle passenger and cargo operations.  This runway, RWY 9-27, is 
7,000’ x 150’.  The airport has instrument capability with ILS, VOR/DME, and RNAV.  The smaller 
crosswind runway, RWY 2-20, 3,160’ x 100’, is closed when the tower is not operational and is 
used primarily for general and corporate aviation. In 2012, the airport recorded 56,299 flight 
operations.  In 2015, it is expected to have between 55,000 and 60,000 flight operations.  
 
The airport terminal is supporting regional/commuter type air service and has room for four airlines 
and rental car check-in.  The airport meets Part 139 regulations for security and operations and 
has security screening operated by TSA prior the passenger hold room.   There is a ramp loading 
area for air cargo at two locations at the airport.  Airport businesses inside the fence include a fixed 
base operator with numerous large hangers and corporate hangers, a maintenance repair 
operation, and some corporate entities.  The airport rents out 140 T hangers. 
 
This Business Plan is being developed to review and determine the best business opportunities for 
Hagerstown Regional Airport. The key will be to define the passenger and air cargo needs of the 
local customers and the best aviation business opportunities for the area.  
 
1.3    Current Business Environment  
 
The business environment in the Hagerstown Regional Airport service area is affected by the 
growth and health of the national economy, the state economy, and the local economy.  As we 
know, the business climate is constantly changing.  The following is an overview of the economic 
situation for business. 
 
1.3.1 The Nation  
 
Even though the Economy has made positive gains since the low in 2008, there is much ground to 
be made up.  The unemployment rate has eased from the 10% level in October of 2009 but is far 
from the months leading up to the recession in 2007.  While housing appeared to turn the corner 
last year, it is still a long way to go from the depths of the housing bust.  The Federal Reserve has 
been reluctant to react by pulling back from its easy money policy.  The Fed will be looking for 
enduring labor-market strength.  Most experts believe that the spending cuts from the Sequester 
will weigh on the growth in coming months as the reductions take effect.  There is great 
uncertainty about fiscal policy and the effects of the coming health-care law in 2014. 
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It is estimated that the economy will grow 2.2% this year with a growth in Gross Domestic Product 
projected to be a little less than 2% for the first quarter of 2013 and 1.75% for the rest of the year.  
It is estimated that the economy will increase its growth in 2014 to 3.5% with the GDP increasing 
to approximately 3%.  The Feds policy on easy money should see interest rates remain at their 
current low rates through mid year of 2013.  Treasury notes will remain at 2.5%.  Inflation could be 
a problem with an estimated increase of 2.3%, higher than the growth of the economy. 
 

In individual sectors, autos and auto 
parts sales are growing at a 4% rate and 
expected to hit 5% next year.  With the 
rebound in the housing market, wood 
products should have a good two years 
ahead.  Estimated 10% growth in 2013 
and 18% in 2014.  Aerospace products 
and parts are expected to show good 
gains despite cutbacks from the 
Department of Defense.  Growth in 
commercial sales will offset the decline 
in military sales.  Overall, a 10% gain in 
aerospace output this year and more 

than 18% in 2014. 
 
A bright outlook for high-tech 
manufacturing, with strong demand for 

medical devices, wind powered equipment, 3-D printers, robotics, and electronics.  Computers 
and electronics will get a boost in 2013 from the “re-shoring” trend where manufacturers are 
bringing production back to the United States.  Exports are expected to increase 4% this year with 
a resulting 2% trade deficit. 
 
 
Unemployment has dropped to 7.5% primarily due to people dropping from the unemployment 
rolls.  Despite solid growth from manufacturing, job gains remain meager with the great push to 
automation requiring fewer workers.  Production in 2014 will match 2007 production levels but 
employment will not match 2007 levels until 2017. 
 
Transportation will still be impacted by the high cost of oil and fuel.  Current crude oil is trading in 
the $95 to $100 per barrel with gasoline, kerosene, and diesel still selling at high rates.  The recent 
increases in domestic oil finds have not seen a corresponding decrease in oil or fuel cost.  The 
airlines will continue to raise their fares to offset the fuel cost and additional operating cost.  The 
continued contraction of the domestic airline industry with the merger of American Airlines and US 
Airways will see a reduction in jobs in the new entity and probably increased fares in monopoly 
markets.  The big four will include: American, Delta, Southwest, and United.  Niche airlines will 
include:  Allegiant, Alaska, Frontier, Hawaiian, and Spirit.  The regional airlines will continue to 
provide services to their major airline partners. 
 

Figure 2: Volvo Powertrain employs over 1,000 workers at its 
Pennsylvania Avenue plant in Hagerstown. The Auto and Auto  
Parts Sales industry sector is expected to grow five percent 
nationally in 2014. Photo courtesy of The Herald Mail. 
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1.3.2 The Region   
 

 
 
The Hagerstown Catchment Area includes portions of Western Maryland, Southern Pennsylvania 
and Eastern West Virginia. The region, at the heart of the Mid-Atlantic, is a gateway to the 
Northeast, Midwest and South. Due to its geographic location and position within the interstate 
highway system, Production, Transportation and Material Moving ranks as one of the top five 
industry sectors throughout the region, employing roughly a fifth of the workforce in most area 
counties. Thanks to the region’s proximity to several large metro markets, including Washington, 
DC and Baltimore, Sales and Office consistently ranks as the top industry employment sector by 
population.  
 
The region as a whole enjoys lower unemployment rates than the national average, ranging from as 
low as 6.2% in Franklin County, PA to 8.3% in neighboring Fulton County. Recent job growth has 
been slow but positive throughout the region with an average increase of 1%. The exception is 
Morgan County, West Virginia, where a 2.68% decline has occurred. Some of the job growth may 
be attributed to growth in employment in nearby metro areas.  
 
The Business Environment is not equal among the three parties of the tri-state area. While cost of 
living, wages, and building costs are similar throughout the region, higher taxes and greater costs 
of permitting and environmental regulation is associated with doing business in Maryland versus 
the neighboring states.  
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1.3.3  Washington County and Hagerstown  
 
After Franklin County, PA, Washington County has the largest labor force in the region at 66,920. 
Management and Professional Related occupations accounted for 34.2% of jobs in the County. 
The largest employers in the County included Meritus Health, Citi Group, Volvo Powertrain, The 
Bowman Group, and FedEx Ground.   
 

 
 

Table 1: Major Employers in the Hagerstown Regional Airport Area 
 

Company   Services/Products           Employees 
 

Washington County 
Public Schools Education 2,965 
Meritus Health Hospital 2,860 
Citigroup Financial Services and Call Center 2,500 
First Data Transaction Processing 2,214 
State of MD Corrections Management 1,600 
Volvo Powertrain Parts Manufacturing 1,391 
Wash. County  Government 1,134 
Hagerstown CC Education 813 
Bowman Group Trucking and Logistics 753 
Fed Ex Ground Package Delivery Systems 648 
Merkle Response Direct Mail processing/fulfillment 520 
City of Hagerstown Government 461 
Lehigh Phoenix Printing 417 
Sierra Nevada Aviation Support Services 417 
Staples  Distribution Center 367 
Brooks Lane Health Short Term Hospital 348 
Susquehanna Bank Financial Services 324 
DOT Foods Food Service 312 

 
Both the City of Hagerstown and Washington County are known for their active pro-business 
stance and attentiveness to job creation and business recruitment. Their success is evident in 
recent announcements by large local employers FedEx Ground and Sierra Nevada Corporation, 
which indicate plans for significant future growth and expansion in the short term.  The cost of 
doing business and cost of living is significantly less than in neighboring counties to the east.  
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The median household income for Washington County is $52,859, 23.3% lower than the average 
for the State of Maryland and 36% lower than neighboring Frederick County. Only 25% of 
households have incomes over $100,000 compared to 33% for the State of Maryland.  
 
Unemployment for Washington County averaged 8.8% for 2012, higher than the US average and 
the State of Maryland at 6.9%. Economic Growth has declined in recent years, along with median 
household incomes. The Economic and Community Assessment estimates that a return to pre-
recession levels should occur by 2018. Recent upticks in employment numbers are primarily due 
to job creation outside of the County.  
 
1.4    Global Strategies  

 
Business is changing in the United States. Demographics, economics, global competition, new 
technologies, communications, and new production methods are transforming the work place.  
The United States has become a service-based economy and is no longer the manufacturing 
center for the world.  Organizations are merging and downsizing with industrial and commercial 
programs being developed as worldwide partnerships or alliances.  In the 1990’s, the federal 
government budget for defense and aerospace was drastically reduced.  The surviving aerospace 
companies and defense contractors were re-engineered to a blend of “military and nonmilitary 
business” to remain competitive.  Companies are relocating from the large centers of commerce to 
smaller towns with lower labor cost and to areas where business incentives will produce lower 
operating cost. 
 
1.5    Current Situation  
 
The market for business is global.  Companies, large and small, are affected in all areas by global 
competition.  The manufacturing industry is reorganizing into smaller, more specialized units. The 
manufacturing industry is becoming broad, diverse, and segmented.  It has found that there are 
increased global opportunities for U.S. products and this market wants quality products. Through 
the use of automation, U.S. companies have found that they can lower the cost of production and 
increase the quality of goods produced.  The trend is for major companies to convert from mass 
production to lean production of specialty products.  The key to this conversion will be keeping 
labor and operating cost lower and, at the same time, produce a quality product.  There will be an 
increasing need for highly skilled workers, more robotics, and improved methods in quality control. 
 
In the 1990’s and going into the twenty-first century, there appeared to be an abundance of 
American workers.  Unskilled and semi-skilled workers were plentiful and companies could easily 
fill their needs. The worker of today will not meet the needs of tomorrow’s jobs.  The jobs of 
tomorrow will require a better educated and a better trained worker to meet the technical 
requirements of the job market.  
 
The major manufacturing and production companies have downsized and  outsourced work that 
was previously done in their plants and factories.  Smaller sub-contractors are taking on the 
responsibility for more of the production of parts and systems.  For the past twenty years, the 
growth in employment in the U.S. has come from companies with less than ten employees.   
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These smaller companies provide a specialized service for larger companies at a lower cost.  Many 
individuals have found that with the new advances in communication and computer equipment, 
they can operate their companies from almost anywhere.  Also, the concept of the “job” is 
changing drastically.  The traditional 9-5 job as a career is being replaced, in many cases, by 
portfolio careers made up of contract, free lance, part time, consulting, and self employment.  A 
generation ago, workers followed a rigid set of work place rules, whereas employees today may 
not even have job descriptions.  Listed below is a comparison of the typical job 30 years ago and 
today. 
 

Table 2:  Changes in the Job Market 
 
 A Typical Job 30 Years Ago  Today’s Jobs Include 
 
 *  Fixed Position    *  Assignments 
 *  Long Term Employment   *  Contracts 
 *  Loyalty and security   *  Employee adds value to company 
 *  Limited job description   *  Do whatever needs to be done 
 *  Limited access to information  *  Abundant access to information 
 *  Fixed Salary    *  Fee plus share of profits 
 *  Conventional benefits   *  Handle own benefits 
 *  Escalator type advancement  *  Career journey 
 
1.6    Future Situation  
 
Trends for the future will be centered on meeting customer satisfaction requirements through the 
use of new technology.  Industry will have an increased need for highly trained workers and, at the 
same time, for lower production cost.  There will be more emphasis on recruiting workers who can 
be trained in the new advanced skills.  The American worker has set “quality of life” as a major 
goal.  Companies have found that they can lower their labor and production cost by relocating 
away from the major cities.  Outsourcing of certain task and production has produced good quality 
products at lower cost.  Smaller communities like those in the Hagerstown Regional Airport 
catchment area are becoming more attractive locations for relocated companies, and new 
companies who sub contract to the major companies. 
 
These smaller companies are looking for towns and communities that can offer lower cost labor, 
lower cost housing, lower cost facilities, lower taxes, lower cost utilities, low crime rates, fewer 
environmental constraints, good transportation, and access to community education and training 
programs.  In order to attract and keep their management and staff, they are looking for areas that 
provide a better “Quality of Life”  for the employee and their families. 
 
1.7 Community Strategies   
 
Community leaders were interviewed to determine the overall strategy for this plan.  The views of 
this group were diverse, but there was concurrence in regards to the following:  
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1.7.1  Vision 
 
The vision for Washington County is to become the regional leader in providing and coordinating 
efficient and effective public services in an open and cooperative manner.   The community plans 
to support existing business and expand the infrastructure and transportation access.  Economic 
development leaders will build on existing “clusters” and expand the hospitality base to support 
additional tourism. 
 
1.7.2  Mission 
 
The mission for Washington County is to support and strengthen individual and community self-
reliance and responsibility, promote education, economic opportunity, public health, safety and 
welfare, protect the environment and cultural resources we share, and plan for future urbanization 
and a culturally diverse population.  
 
1.7.3  Goals 
 
The economic development goals for Washington County, as outlined in the Economic 
Development Strategic Plan, are fostering: 
 

• A more diversified and recession proof economic base 
 

• Compatibility with the natural environment and quality of life 
 

• An educated workforce 
 

• Opportunities for entrepreneurs and small business 
 

• An attractive, inviting, and vibrant Hagerstown city center 
 

• Opportunities for small towns and rural/agricultural areas 
 
1.7.4  Objectives 
 
The economic development objectives for Washington County include: 
 

• Increase marketing initiatives for Hagerstown Regional Airport to attract new business and 
assist existing airport business expansion efforts. 

 

• Investigate the creation of new economic development incentive programs to help retain 
and attract good-paying jobs. 

 

• Support major development efforts like creation of the Mt. Aetna Farm Technology Park 
and redevelopment of former Washington County hospital site. 

 

• Maintain positive relations and better understand the needs of both small and large 
business through improved retention efforts including Commissioner visits to local 
companies. 
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1.8    Hagerstown Regional Airport Strategy  
 
1.8.1  Vision 
 
The airport will be developed to meet the passenger, air cargo, general aviation and corporate 
aviation needs of the region and attract more air service and aviation related business that can be a 
stimulus for the local economy. 
 
1.8.2  Mission 
 
The mission of the Hagerstown Regional Airport is to contribute to the economic base of 
Washington County by providing and supporting the air transportation needs of the four-state area 
in accordance with FAA Regulations and with the State and County Laws.  The aviation facilities 
will be operated to the highest standards of safety, service and security. 
 
1.8.3  Goals 
 
In setting out to achieve its mission, the Hagerstown Regional Airport will seek to accomplish a 
number of key goals: 
 

• Create an atmosphere for the development of aviation and aviation related businesses at 
Airport. 

 
• Determine passenger, cargo, and other aviation needs of the airport. 

 
• Plan for improvements necessary to meet Airport needs. 

 
• Recruit appropriate air service and aviation related business to the Airport. 

 
• Support current airport activities and clients. 

 
1.8.4  Objectives 
 
The business objectives for the Hagerstown Regional Airport can be quantified as follows; 
 
Passenger Air Service Objectives 
 

• Increase the number of Allegiant flights to Orlando Sanford Airport. Expand Allegiant service 
to other Florida markets.  

 
• Support Sun Air service to Washington Dulles Airport and make this service a convenient 

way to connect to major international and domestic markets.   
 

• Help airlines achieve passenger loads at affordable fares that will produce profits. 
 

• Have facilities available for more flights and increased passengers. 
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Air Cargo Objectives 
 

• Have air cargo service by FedEx and UPS available to support major shippers. 
 

• Create an air cargo center that can be combined with highway and rail to produce a multi-
modal operation. 

 
General Aviation Objectives 
 

• Identify requirements to facilitate growth in corporate and general aviation. 
 

• Provide airport improvements to meet the needs and help existing clients expand business.  
 

• Replace aging facilities with new facilities.  This can include new T hangars and acquisition 
and redevelopment of the Top Flight facility.  

 
New Business Development Objectives 
 

• Identify target aviation related companies that could locate at the Airport. 
 

• Determine improvements required to meet needs of target companies. 
 

• Recruit new aviation related business. 
 
1.9    Business Concept  
 
The community is seeking to expand its base of business and the development of the airport is one 
of the keys.  To facilitate the recruitment of additional businesses to the area, increased passenger 
air service, new air cargo service, and an expanded general aviation and corporate aviation 
structure at the airport will be very helpful.   Hagerstown Regional Airport has the runway and taxi-
way facilities to meet regional jet aircraft and standard jet aircraft for passenger service, commuter 
air cargo aircraft, and corporate jet aircraft. This should be attractive to aviation related businesses.  
The Hagerstown Regional Airport has some property that can be developed to house new aviation 
related businesses and other types of businesses. 
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1.10   Business Tactics   
 
The business tactics are based on the strategies, objectives, and goals of the Hagerstown 
Regional Airport. In the near term  (2013-2015), the business tactics for the Hagerstown Regional 
Airport should center on: 
 
In the near term (2013-2015) 
 

• Work with Allegiant Airlines in expanding its current flight schedule to Orlando Sanford 
Airport and add service to another Florida city. 

 
• Work with Allegiant Airlines in selling outbound passengers from Florida to Hagerstown as 

Allegiant’s airport for the Washington DC area. 
. 

• Work with Sun Air to provide convenient interline service at Washington Dulles International 
Airport to major domestic and international markets. 

 
• Revisit FedEx and UPS with formal presentation of local air cargo demand to gauge their 

interest in serving HGR. 
 

• Identify new business opportunities and establish recruiting program. 
 
In the long term (year 2016 and beyond) 
 

• Recruit a regional jet airline to provide service to a major hub airport like Atlanta, Charlotte 
or Chicago. 

 
• Improve the facilities to meet increased number of passengers from new and expanded air 

service. 
 

• Meet the needs of corporate and general aviation clients. 
 

• Have revenue sufficient to cover the cost of operation and expansion. 
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1.11    Business Development  
 
The community leaders of Washington County have been seeking new business opportunities that 
fit the overall characteristics for the community.  They have supported agencies for economic 
development and have supported the development of land for industrial business parks and the 
development of the airport.  The airport has some property inside the fence that may be attractive 
to the recruitment of aviation related businesses.  Developers have prime property outside the 
fence that may be attractive to the recruitment of aviation related business that does not need 
ramp access and non-aviation business. 
 
The community is working to expand tourism.  The Hagerstown Regional Airport  can be a positive 
attribute in developing inbound tourism.  Currently, the market gets 75% of its tourist from 
Maryland and the three adjoining states.  The average party is 2.3 people with an average 
expenditure of $146 per day.  The states of origin are as follows: Maryland 25%, Pennsylvania 
22%, Virginia 19%, West Virginia 8.9%, New Jersey 3.2%, and Other 22%.  The addition of 
expanded passenger air service will be very helpful in new business development and tourism.   
 
1.12    Changing Environment  
 
Since 1990, businesses and individuals from major metro areas have been relocating to the 
suburbs and to smaller cities.  This trend is expected to continue. The high taxes in the metro area 
and the growth and environmental restrictions in many of the preferred markets are pushing these 
businesses and individuals to consider small and mid-size communities. The companies that are 
relocating tend to be in the $10 million to $50 million range of annual sales and are either owned by 
an individual or a partnership. The “quality of life” available in the Washington County area may fit 
the needs of many of the aviation related businesses seeking to relocate. 
 
1.13    Political Situation  
 
The Hagerstown Regional Airport is owned by Washington County and is governed by the County 
Commissioners whose members are elected.   The County Commissioners review all plans and 
programs for the airport.  This method works well and there seems to be no political problems for 
the airport.  The airport is located five miles from downtown in a semi-rural area.  This is away from 
the major population center and the noise of the aircraft does not seem to create any noise 
problems.  There is good highway and road access to the airport and congestion should not be a 
problem. 
 
1.14    Economic Issues  
 
Approximately 500,000 people are located in the Hagerstown Regional Airport primary market area 
and the expanded market area contains over one million people.  Washington County by itself is 
150,000 people and is equal to 2.5% of the total population for the State of Maryland.  Household 
and per capita incomes have been stagnant for the past several years because of the national 
economic slump that began in 2008.   
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Table 3:  Economic Data for Hagerstown Airport Catchment Area 
 
County Population Housing Units  Retail Sales 
             (million) 
Washington, MD  149,180      60,819  $2,463,271 
Allegany, MD     74,012      33,358       865,196 
Frederick, MD   239,582      91,258    3,066,281 
Berkeley, WV   107,098      45,197       886,400 
Morgan, WV     17,471        9,800         94,838 
Franklin, PA   151,275      63,882    1,749,971 
Fulton, PA     14,772        7,095       101,400 
Total    753,390    311,409  $9,227,357 
             (million) 
Hagerstown/ 
Martinsburg MSA*  273,749    115,816  $3,444,509 
 
Hagerstown Region**  513,808    220,151  $6,161,076 
 
State of Maryland          5,884,563 2,391,350           $75,664,186 
 
*Includes Washington, Berkeley, and Morgan Counties 
**All counties except for Frederick 
 
Source:  US Census Data for 2012 and 2011. 

 
The real median income in Washington County has fallen from $56,505 in 2006 to $52,859 in 
2010.  Median household income in Washington County was 77% of the statewide median 
income, down from 80% in 2006.  Only 25% of the households in Washington County had 
incomes in excess of $100,000 compared to 33% statewide and 46% for Frederick County.  The 
City of Hagerstown had 12% of household incomes in excess of $100,000. 
 
The levels on education attained by local residents is a key factor in the ability to attract high-skilled 
and high paying jobs.  In this regard, Washington County is at a competitive disadvantage 
compared to Maryland’s more urban counties.  Only 18.6% of the residents in Washington County 
have a bachelors degree or higher while the state reports 35.6% and Frederick County reports 
36.2%. 
 
The Washington County economy, which is driven largely by the private sector, continues to suffer 
from high unemployment.  The average unemployment for 2012 for Washington County was 
estimated to be 8.8%.  The state unemployment average was 6.9% due to the large number of 
jobs with the Federal government and other public sector institutions.  The labor force in the six 
county Hagerstown Regional Airport catchment area  is projected to grow by 56,000 jobs from 
253,000 jobs in 2010 to 309,000 jobs in 2030, a very positive sign.  Lower wages in the 
Hagerstown Regional Airport catchment area is both a disadvantage and an advantage in 
economic development.  Lower wages are an advantage when recruiting new businesses due to 
lower labor cost.  An estimated 36% of the Washington County workers commute to jobs outside 
the county, with 71% going to jobs in Maryland. 
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1.15    Strategic Position for the Airport  
 
1.15.1  Facilities 
 
The airport owns and operates the passenger terminal which also houses office and operations 
space for airport management.  The airport also owns all of the 140 T-hangars.   The terminal is 
modern and can conveniently handle four passenger airlines. The hold room is limited to 165 
passengers.  Additional air service will need to be scheduled not to conflict with current Allegiant 
and Sun Air operations due to the small hold room. The airport parking lot can be expanded if 
needed.  There is some land available inside the fence that can be developed for additional hangar 
space. 
 

 
 
1.15.2  Support 
 
The community is pro-business and has been working to get new air service to locate at the 
Airport. Economic Development for the County is focusing on high tech and advanced 
manufacturing companies to relocate.  The Convention and Tourism Bureau is building the tourism 
market as a key growth industry for Washington County. The County Commissioners, City, and 
local business organizations including the Chamber and Greater Hagerstown, are all supportive of 
the Airport and its mission.  
 
1.15.3  Available Resources 
 
The Airport is owned and operated by Washington County and its operation, largely financed with 
state and federal resources, is supported by the County’s general fund.  
 
The Airport benefits from Allegiant’s passenger enplanement totals which push it above the critical 
10,000 Origin & Destination threshold to qualify for $1,000,000 in FAA grants. This influx of cash 
can be used for funding important capital improvement projects.  
 
In addition, the Pittsburgh Institute of Aeronautics currently trains aviation mechanics and 
represents an opportunity for future integration of education and employment at HGR. 
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1.16    Competitive Situation  
 
The closest commercial airports to the Hagerstown Regional Airport are approximately 70 miles 
away at Baltimore International Airport and Washington Dulles International Airport. These are large 
commercial airports with air service to most major U.S. and international destinations.  The air fares 
at Baltimore tend to be lower than Washington Dulles International Airport due to the larger 
presence of Southwest Airlines at BWI and predominance of United’s hub operations out of IAD. 
Ronald Reagan Washington National Airport is located 80 miles to the southeast of HGR and 
attracts some local passengers who either work or have other ties in the DC area and enjoy the 
number of non-stop flights and reasonable fares offered at DCA. Harrisburg International Airport is 
located 80 miles to the northeast but attracts far fewer local passengers than BWI or IAD due to 
being a bit further away and offering far fewer flights than the alternative airports to the south. Field 
visit interviews indicated an overwhelming local preference to fly out of BWI.   
 
Even though the major airports are not far in terms of miles, the drive times to the two major 
airports can be very lengthy.  Highway congestion in and out of the Washington County area is 
very congested during peak times and congestion in the Baltimore and DC metro areas is 
significantly worse.  This highway problem will be a stimulus for airline passengers to use the 
conveniently located Hagerstown Regional Airport.  Easy access and close, free parking are a real 
positive for HGR. 
 
There is competition for corporate aviation and general aviation at Martinsburg, West Virginia and 
Frederick, Maryland.    Both can handle corporate aircraft but Frederick is more limited due to a 
shorter runway.  Martinsburg rental rates are 20% lower than Hagerstown Regional Airport and 
Frederick rental rates are 82% higher. 
 
Should tower closings occur across the country due to the sequester and lack of community funds 
to keep them open elsewhere, Washington County’s commitment to keep the tower open may 
enhance HGR’s competitiveness for attracting businesses, corporate aviation and air service which 
prefer to locate at a tower-operated airport.  
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1.17    Strengths, Weakness, Opportunities, and Threats   
 
The strengths, weakness, opportunities and threats analysis will point out existing advantages and 
disadvantages of the Hagerstown Regional Airport.   
 
1.17.1  Strengths 
 

• Location: The Airport is conveniently located at the intersection of two major interstates to 
draw passengers from the north and south, and east and west. 

 

• Runway: RWY 9-27, at 7,000 feet, is the second longest runway in the state of Maryland 
and enables HGR to accommodate any narrow-body jet and within reach of most US 
destinations.   

 

 
 

• Full Service: HGR is a full service airport and already is home to most of the aviation 
business types. Additionally, it is the only Part 139 certified airport in the region, a 
distinction not shared by either Martinsburg or Frederick.  

 

• Low Cost Carrier: HGR is currently served by low fare carrier Allegiant. 
 

• National Network Connectivity: Sun Air allows connections to anywhere on any airline out 
of IAD. 

 

• Stable: The Airport is financially self-sustaining. 
 

• Strong Tenants: The Airport currently has key tenants which support its economic 
success, particularly Sierra Nevada Corporation which employs the largest number of 
people at the airport in high-paying defense contract work and The Rider Jet Center, which 
has invested millions in developing the Airport and is committed to growing it further into 
the future as evidenced by plans for a new multi-million dollar FBO. 

 

• Foreign Trade Zone: The Airport sits in a designated foreign trade zone. 
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1.17.2  Weaknesses 
 

• Image: The Airport does not have a strong brand within the community, with many locals 
either unaware of the Airport’s service offerings or of its economic impact to the 
community. 

 
• Land: The available land inside the fence for development does not include any pad-ready 

sites. Site development would be required before further development could occur.  
 

• Internet: The lack of internet availability for much of the Airport is a hindrance to business 
attraction and development. 

 
• Marketing: Neither Sun Air or the Airport engage in significant marketing efforts due to a 

lack of marketing staff and programming. 
 

• Air Cargo: There is currently no air cargo service, and service to nearby airports limits 
opportunities for air cargo service. 

 
• Underutilization: The Fairchild Building is a large, vacant facility with prime airfield access 

that is currently not generating any revenue for the Airport. 
 

 
 

• Missing Businesses: The Airport offers painting services for smaller aircraft, but currently 
houses no large paint hangar. There is no business specializing in avionics on the Airport. 

 
• Limited Air Service: The Airport currently has four flights a day to Dulles and two flights a 

week to Orlando. 
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1.17.3  Opportunities 
 

• Untapped Market: Many passengers within the Catchment Area do not currently utilize the 
Hagerstown Airport and represent a large pool of new customers to attract.  

 
• Nearby Land: There are hundreds of developable acres adjacent to the Airport with 

current planning concepts which include mixed-use development that could support and 
complement the Airport’s own business development. Some adjacent parcels could 
represent future opportunities for airport expansion. 

 
• Metro Growth: As the DC and Baltimore metro areas continue to expand north and 

westward, both residents and businesses will increasingly look to communities like 
Hagerstown, and airports like the Hagerstown Regional Airport, as a place to live and do 
business.  

 
• Federal Contract Work: Now that Sierra Nevada Corp. has laid the groundwork for major 

defense contract work at the Airport, HGR can position itself as an ideal candidate for 
future government contractors.  
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1.17.4  Threats 
 

• Nearby Competition: Greater flight options and low fares at BWI, DCA and IAD offer stiff 
competition for passengers. Similarly, lower rents and a slightly longer runway make 
Martinsburg a tough competitor for general and corporate aviation business. 

 

 
 

• Sluggish Economy: The slow recovery from the Great Recession increases the challenge 
of attracting and growing new business. 

 
• State Policies: The perception that Maryland is not as pro-business as neighboring states 

can hinder business attraction efforts. 
 

• Incompatible Development: Planning concepts which call for a truck stop adjacent to the 
Airport would not constitute the best compatible land use to support business growth and 
development on the Airport. 
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1.18 Management Approach   
 
An effective organization has to be developed on a conceptual framework.  The activities and work 
to be accomplished needs to be based on the mission of the organization, the purpose of the 
business, objectives, strategies, and key activities as mentioned earlier in this study.  Structure 
follows strategy and the design of the organization should be concerned with the key activities of 
the Airport. 
 
The organization structure is comprised of three functional levels:  Operating management, 
innovative management, and top management.  At an airport, the operating management is 
responsible for performing the day to day work.  Innovative management is responsible for creating 
the business of tomorrow.  Top management must be capable of directing, of giving vision, and of 
setting the course for the airport for today and tomorrow.  Organization structure does not just 
evolve. 
 
1.18.1 Current Organization at HGR 
 
The current organization at the Hagerstown Regional Airport is based on a work and task focused 
plan designed on the “functional structure concept”.  This concept works well for an organization 
with only one product and few managers.  Decisions are made at the highest level (County 
Commission) and the employees work follows specific functions.  The functional structure has the 
advantage of clarity.  Everybody has a home and understands their tasks.  The chart listed below 
sets forth the existing organization for the Hagerstown Regional Airport.  The operating 
management is headed by the Airport Director who reports to the County Public Works Director.  
The airport staff is responsible for airport operations and airport maintenance.  Policy for the airport 
is developed by the County Commission with support from the County Administrator, the County 
Counsel, and the County Auditor/Controller.  Several of the airport tasks are outsourced and 
include: Grant work and engineering services, some marketing services, security for commercial 
service, HVAC vendors, and website maintenance.    

 
 

  



COMPREHENSIVE MARKETING PLAN FOR HAGERSTOWN REGIONAL AIRPORT 	  
 

 

34 

Figure 1: Organization Chart for Hagerstown Regional Airport 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
1.18.2 Control Systems 
 
The Airport is owned and operated by Washington County. The Airport Director is responsible for 
the operation, management, maintenance, and security of the Airport. All budgets, major 
purchases, acquisitions, and operating items are approved by the County Administrator and the 
County Commission.  The airport director is responsible for developing, monitoring and maintaining 
the Operations and CIP budgets. 
  

BOARD OF COUNTY COMMISSIONERS 

COUNTY ADMINISTRATOR 

DIRECTOR OF PUBLIC WORKS 

AIRPORT DIRECTOR 

MAINTENANCE SUPERVISOR 

ARFF ADMINISTRATOR 

OPERATIONS COORDINATOR 

FIREFIGHTER/EQUIPMENT OPERATOR 
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1.18.3 Risk Assessment 
 
The Hagerstown Regional Airport is in a financial position where it can support the entry of new air 
service, and it can support the marketing effort needed to attract new business to the airport.  The 
major risk facing the airport in its support for new air service and the recruitment of new business 
are: 
 

• Loss of air service from the existing airlines to some or all markets. 
 

• Cost of upgrading airport terminal hold room to accommodate additional flights or an 
additional airline. 

 
• Cost of additional staff to get and support additional business. 

 
• Cost of sales, advertising, and public relations for the business development. 

 
• Cost of developing the land for new aviation related facilities. 

 
1.19 Leverage Opportunities  
 
When the airport completes the expansion of the hold room at the terminal and the development of 
the three parcels inside the fence, the airport will have taken advantage of the current leverage 
opportunities.  The next opportunity will come in redeveloping the old Fairchild facility or working 
with the developers on land outside the fence. 
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Section Two 
Air Service Analysis 
 

2.1 Passenger Airlines 
 
Prior to airline industry deregulation in 1978, the airlines were regulated by the Civil Aeronautics 
Board (C.A.B.) for Domestic and International air service. New routes were granted to the airlines 
and fares were approved by the C.A.B. The airlines were grouped into Trunk, International, Local 
Service, Cargo, and Charter. The Trunk Airlines were eleven large airlines that operated long haul 
routes across the United States. A few of the Trunk Airlines had international routes. The Trunk 
Airlines included American Airlines, Braniff Airways, Continental Airlines, Delta Air Lines, Eastern 
Airlines, National Airlines, Northeast Airlines, Northwest Airlines, TWA, United, and Western Airlines. 
The International Airlines operated only between the United States and a foreign territory. The 
International Airlines included Pan American World Airways, and Trans-Caribbean Airlines.  
 
The Local Service Airlines were thirteen small airlines that had originally replaced rail service in 
many small markets. These airlines included Allegheny, Bonanza, Central, Frontier, Lake Central, 
Mohawk, North Central, Ozark, Pacific, Piedmont, Southern, Trans-Texas, and West Coast. The 
Cargo Airlines were also regulated by the C.A.B. for domestic and international routes. The major 
Cargo carriers included Flying Tiger, Seaboard, Southern Air Transport, Airlift International, and 
Zantop. There were eight major Charter Airlines and they had to receive C.A.B. authority for every 
flight they operated.  
 
Some states like California, Texas, and Florida had jet service and commuter service provided by 
local companies. These airlines were certificated for intra-state service only and were regulated by 
their state Public Utilities Commissions. The intra-state airlines in California included Air Cal, PSA, 
Golden West, and Swift Air. Southwest Airlines was authorized to fly in Texas and Air Florida was 
certificated to operate in Florida. The airlines serving California, Texas, and Florida provided high 
frequency service at very low fares. This type of service was very popular with the public and was 
admired by the Civil Aeronautics Board. In fact, the Civil Aeronautics Board modeled the 
deregulation plan after the success in California and they had envisioned that the Airline 
Deregulation Act of 1978 would create a new type of airline industry that would provide low fare jet 
service to markets throughout the United States and not just in California, Texas, and Florida.  
 
The airline industry changed drastically since the passage of the Deregulation Act in 1978. This Act 
envisioned the industry expanding into a network of low fare high frequency jet service throughout 
the United States with easy access for new entrants. In 1979 and 1980, new airlines were started 
and the "intra-state" airlines ventured into interstate markets. The major trunk airlines, in most 
cases threatened by these lower cost airlines, moved to stop the new airlines. During the mid-
1980's, the major airlines acquired most of the successful "intra-state" airlines, local service 
airlines, and smaller trunk airlines. To enhance their hold on the marketplace, the major airlines 
created operating hubs to control the flow of passengers. The "Hub" allowed the major airlines to 
funnel passengers from many cities into a connecting point where the customer would then 
connect on to another flight going to their ultimate destination. For the "Hub" concept to work, 
massive amounts of passengers needed to transit via the hub.  
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This strategy included and impacted smaller markets. Since the major airlines had higher cost, it 
became uneconomical for the major airlines to operate jet flights in the less dense markets. To 
keep control of the passengers from the smaller cities, the major airlines created feeder partners 
that operated propeller aircraft to a hub city from these smaller markets. Marketing agreements 
were signed between the major airlines and the commuter airlines allowing the commuters to use 
the name of the major airline and for the major airline to provide marketing and customer service 
support for the commuter airline. With the low cost competitors out of the market and with the 
hubs successfully in place, American Airlines, Delta Air Lines, Continental Airlines, and United 
Airlines launched a major expansion in the late 1980's and early 1990's into the international 
markets.  
 
All of the major airlines suffered net losses in the early 1990’s, resulting from the expansion into 
international markets, a rise in fuel prices, the impact of the first Gulf War, and the economic 
recession in the United States. The airlines have been able to lower their cost and increase their 
revenues which resulted in improved financial results. The major airlines made a comeback in the 
mid 90’s and posted excellent profits from 1995 through 2000. In 2000 the profit dropped 
significantly due to increased prices of fuel and labor. The major airlines with international networks, 
began focusing more on what they do best; long haul flights at higher fares. They started 
transferring the short haul markets to their regional and commuter partners. 
 
Many of the niche airlines such as Alaska, Hawaiian, Frontier, and Horizon continue to meet 
specific market needs and expand. The success of the niche airline, along with ready access to 
low cost aircraft and low cost labor, has created a new resurgence in start-up airlines during 
1990's. Twelve new jet airlines started service, met stiff resistance from the major airlines and 
found that profits are hard to come by. Only Air Tran (previously ValuJet), Frontier, Jet Blue, and 
Spirit Airlines have survived.  
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Table 4: Domestic Scheduled Passenger Airlines 
 
Legacy  Low Cost/Niche   Regional/Commuter  
 
American Airlines  Alaska  Air Wisconsin (US)  
Delta Air Lines Allegiant Airlines American Eagle (AA)  
United Airlines  Frontier Airlines  Atlantic Southeast (DL)  
US Airways Go! Cape Air  
 Hawaiian Airlines Chautauqua (AA,DL,UA,US) 
 Jet Blue  Compass(DL)   
 Southwest Airlines  Express Jet (UA) 
 Spirit Airlines Great Lakes (F9,UA)  
 Virgin America Gulfstream (UA) Horizon (AS,AA,DL) 
  Mesa (DL,US,UA)  
  Mesaba (DL)  
  Piedmont (US)  
  Pinnacle (DL)  
  PSA (US)  
  Republic (FL, US)  
  Sky West (UA,DL)  
  Shuttle America (DL,UA)  
  Trans States (UA)  
  Vision Air 
 
The greatest growth in domestic air travel has been by the regional/commuter airlines. The major 
airlines took control of the traffic in the smaller markets with their ownership or alliance agreements 
with the regional/commuter airlines. The major airlines provided mainline jet service between hub 
airports and major cities. The regional/commuter airlines provided service with propeller aircraft to 
the hub airports from smaller cities allowing for connections to the flights of the major airlines.  
 
This system has worked so well that the regional/commuter airlines have gone to larger aircraft to 
meet the passenger demand. These larger aircraft include turbo prop aircraft seating from 30 
passengers to 78 passengers and small jet aircraft seating from 30 passengers to 100 passengers. 
In most cases, the regional/commuter airlines have signed flight guarantee contracts with the major 
airlines guaranteeing a set fee for each hour flown. This fee program has made the 
regional/commuter airlines very profitable and allowed many of these airlines to purchase or lease 
large numbers of regional jets for future use. Small and mid-size cities are now looking to the 
regional/commuter airlines as their main source of air service. Over half of the daily flights in the 
U.S. are now by regional airlines. The table below lists some of the key affiliations between the 
major airlines and the regional/commuter airlines.  
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Star Alliance Member Airlines: Adria Airways, Aegean Airlines, Air Canada, Air 
China, Air New Zealand, ANA, Asiana Airlines, Austrian, Avianca, Brussels 
Airlines, Copa Airlines, Croatia Airlines, EYPTAIR, Ethiopian Airlines, EVA Air, 
LOT Polish Airlines, Lufthansa, Scandinavian Airlines, Singapore Airlines, South 
African Airways, SWISS, TAM Airlines, TAP Portugal, THAI, Turkish Airlines, 
United and US Airways.  

Oneworld Alliance Member Airlines: airberlin, American Airlines, British 
Airways, Cathay Pacific, Finnair, Iberia, Japan Airlines, LAN, Malaysia Airlines, 
Qantas, Royal Jordanian, and S7 Airlines 

SkyTeam Alliance Member Airlines: Aeroflot, Aerolineas Argentinas, 
Aeromexico, Air Europa, Air France, Alitalia, China Airlines, China Eastern, China 
Southern, Czech Airlines, Delta, Kenya Airways, KLM, Korean Air, Middle East 
Airlines, Saudia, TAROM, Vietnam Airlines, and Xiamen Air 

Table 5: Major Airlines Affiliations and Code Sharing P 
 
Airline   Commuter Partner  Primary Hub  
 
Alaska Airlines  Harbor Airlines Seattle 
  Horizon Airlines Boise, Portland, Seattle 
 
American Airlines  American Eagle Boston, NYC, Miami, Dallas, Chicago, Los Angeles 
  Trans States Chicago, St. Louis 
 
Delta Airlines  Chataqua Airlines Detroit, New York 
  Compass Minneapolis 
  ExpressJet Atlanta, Detroit, Memphis, Minneapolis 
  Mesaba Detroit 
  Pinnacle Detroit, Memphis, Minneapolis 
  Shuttle America Detroit, New York 
  Skywest Minneapolis, Salt Lake City 
Frontier Airlines  Great Lakes Airlines Denver 
 
United Airlines  ExpressJet Chicago, Denver, Houston, Newark 
  Mesa Airlines Denver, Washington/Dulles 
  Republic Chicago 
  Sky West Airlines Denver, Los Angeles, San Francisco  
    
The development of regional partners was so successful, that the major airlines expanded this 
concept with the development of “Alliances”. These alliances are agreements between the major 
U.S. airlines – American, Delta, United and US Airways with major international airlines. These 
alliances are based on marketing and operating agreements with the U.S. carrier as the lead carrier 
in the alliance. There are currently three major alliances – Star Alliance, One World Alliance, and 
Sky Team. The Star Alliance was started by United Airlines and is the largest alliance with twenty-
eight fully participating members counting United. The One World Alliance was started by American 
Airlines and it has 13 fully participating members. Sky Team was started by Delta Air Lines and it 
has twenty fully participating members counting Delta. After US Airways and American merge, the 
new American will remain in Oneworld. 
 

Table 6: Major Alliances 
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The members of each alliance has code sharing, interline, marketing, frequent flyer, and 
operational agreements with each other. This expands the reach of each airline without increasing 
the size of the airline. 
 
The terrorist attacks on September 11, 2001 had a severe impact on the airline industry, 
prompting Congress to bail out the airlines with the passage of the Air Transportation Safety and 
System Stabilization Act. In the first five years of the last decade, the industry lost over $30 Billion 
and more than 100,000 aviation employees lost their jobs. These events, further magnified by 
skyrocketing fuel prices and the onset of the Great Recession, instigated a rapid restructuring of 
the industry focused on cost-cutting, consolidation, charging premium fares where possible and 
maximizing ancillary revenue.   
 
2.1.1 Cost-Cutting 
 
From labor, to aircraft design, to trimming down on complementary services customarily made 
available to passengers in the past, Airlines have turned over just about every rock to stem the tide 
of rising operating costs.  
 
American Airlines, which lost more than $10 billion in the last ten years and filed for bankruptcy 
protection in 2011, cut labor cost by 13% in 2012. Even with that significant cut, American still 
posted an overall loss of $130 million last year, not including restructuring costs. While still in the 
red, American’s efforts are paying off. Just the year before, its losses totaled nearly $1 billion. 
 
US Airways purchased meal carts that weigh twelve pounds less than the ones they replaced. 
Delta began installing slimmer seats on its aircraft in 2008. Jet Blue now offers a single bag of 
crisps as its in-flight service instead of the more robust snack box customers had enjoyed in 
previous years.  Complementary beverages are also a thing of the past on some carriers. Spirit 
Airlines charges customers $3 for a glass of water.  
 
The extent to which Airlines have gone to reduce costs in every aspect of their operation makes it 
imperative for Airports desiring new service to be keenly aware of the cost to operate from their 
airport. The more an Airport can reduce costs incurred by the Airlines, the more attractive servicing 
the market becomes. The typical metric used in the industry to determine the cost of operating 
from a given market is the Cost Per Enplaned Passenger, or CPE. 
 
2.1.2 Airline Mergers 
 
In the last ten years, four major US Carriers have disappeared after being acquired by one of their 
peers. In 2001, TWA entered bankruptcy and was acquired by American Airlines. In 2005, America 
West merged with US Airways. In 2008, Northwest merged with Delta creating what was then the 
world’s largest carrier. In 2010, United merged with Continental overtaking Delta as the world’s 
largest carrier and low cost carrier Southwest acquired Air Tran. Finally, US Airways and American 
Airlines announced their intention to merge in 2013 in a deal that will replace United as the largest 
carrier by passenger traffic.  
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Figure 2: US Airways and American Airlines announced their 
intention to merge in February 2013. Photo Courtesy 
NBCDFW.com 

 
Consolidation has disproportionately affected smaller and medium-sized communities across the 
country. The Massachusetts Institute of Technology conducted a study which found small and 
mid-sized cities lost 26 and 18 percent respectively of their scheduled service in the last five years. 
Airlines have focused their air service strategies on strengthening the financial positions of their 
hubs.  Consolidation has allowed the industry to cut back on capacity growth and allow fares to 
rise, improving revenues and their bottom line. 
It has also strategically positioned the major 
carriers to compete on a global scale without 
yielding too much domestic territory to low 
cost competitors. Planes are fuller than they 
were in the 1990s and airlines are increasingly 
conscious of which markets provide them 
higher load factors.  
 
Most experts believe that the US 
Airways/American merger will probably be 
among the last major acquisitions among the 
legacy carriers in the short term as the 
previous eight (8) major airlines have been 
reduced to four (4) and the industry as a whole takes time to resort itself. Potential future 
acquisitions among low cost airlines such as Spirit, Frontier and Alaska are possible. After years of 
industry consolidation and the abandonment of numerous markets, particularly among small to 
medium-sized cities, there may be room for new entrant carriers to enter the market and fill the 
void.  
 
2.1.3 Premium Fares 
 
In order to reverse years of losses, airlines not only turned to cutting costs but also raising ticket 
revenues. Consequently, air fares have climbed. The average domestic airfare in 2009 was 
$310.35. In 2012, just three years later, it had risen 21 percent to $374.83. The average domestic 
air fare is currently at its highest peak in the last ten years. Markets where there is less competition, 
and where there is no low cost carrier service, typically have higher than average fares. Many small 
and medium-sized markets fall into this category, and have disproportionately born the burden of 
the industry-wide increase. Some major hubs, however, defy that general rule and are no cheaper 
than their smaller counterparts. Of the top 100 largest airports, Washington/Dulles was the 4th 
most expensive in the country in the fourth quarter of 2012, with an average domestic air fare of 
$495.43. The fares at Dulles were on average thirty-two percent higher than the national average. 
Both Reagan National Airport and Baltimore/Washington have average domestic air fares below 
the national average, at $370.10 and $318.55 respectively.  
 
Hagerstown Regional Airport had an average fare of $115.03 in 4Q 2012, making it the second 
cheapest airport in the nation. This is in large part due to Hagerstown’s primary carrier being low-
cost carrier Allegiant.  
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Figure 3: Ancillary revenues from things like baggage fees 
and beverage sales make up a majority of Spirit Airlines' 
revenue. Photo courtesy cheapoair.com 

2.1.4 Maximizing Ancillary Revenue 
 
Once a small fraction of their overall revenues, the importance of ancillary revenue in sustaining an 
airline’s operation has grown dramatically in the last several years. While the degree of this 
importance varies widely from carrier to carrier, as well as the different sources of ancillary revenue 
itself, the growth in ancillary revenue has been an industry-wide phenomenon.  
 
Ancillary revenue comes from a variety of sources. These sources include: in-flight services such as 
entertainment and food, travel packages that include commissions from hotel bookings, and fees 
levied on checked bags, ticket reservation changes, and in some cases seat assignments.  
 
Moodie reports that global airline ancillary revenues surged 19 percent to top $27 billion in 2012. 
AvPORTS data analysis also shows a surge in the past five years. Among legacy carriers 
American, Delta, United and US Airways, ancillary revenues accounted between 2.8 to 5.7% of 
total revenues in 2007. By 2012, the range had doubled to between 4.1% and 10.4%. As ancillary 
revenues have traditionally played a larger role for low-cost carriers than legacy carriers, they have 
led the charge in finding new ways to make more money. Among low cost giants Allegiant, 
Frontier, JetBlue, and Southwest, ancillary revenues accounted between 5.4 and 18.5% of total 
revenues in 2007. By 2012, that range had nearly doubled to 9.1 and 30.9%.  
 
In 2007, Spirit Airlines’ ancillary revenues only 
accounted for 11.1% of the airline’s total 
revenues. It has since begun charging 
customers between $1 and $50 to choose their 
own seat assignment. In 2010 Spirit 
implemented a $25 carry-on fee, which has 
since climbed to $40 unless you are a $9 fare 
club member. In 2012 the airline began charging 
passengers a fee for receiving agent-printed 
boarding passes. These additional fees have 
propelled Spirit’s ancillary revenues to account 
for the majority of the airline’s revenues. In 2012, 
58.5% of all revenues at Spirit Airlines were 
ancillary revenues added on to revenue from 
ticket sales.   
 
Southwest and JetBlue are the nation’s only major carriers that have not yielded to the now 
industry-wide implementation of the first checked baggage fee. Spirit Airlines charges $3 for a 
glass of water. Allegiant Air made 12% of its revenues in 2012 from travel commissions collected in 
the travel packages it offers through its website and travel agency partners.   
 
In determining the revenue performance of any market, it is now more than ever essential to 
consider the ancillary revenue generated by the route. 
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2.1.5 Air Service in the Greater Baltimore/Washington Metropolitan Region 
 
The Greater Baltimore/Washington market had 41,519,800 Origin & Destination passengers in 
2012 and consistently ranks among the top 20 largest markets in the nation each year. The Region 
has three primary commercial airports: Baltimore/Washington Thurgood Marshall International 
Airport (BWI), Washington/Dulles International Airport (IAD) and Washington/Reagan National 
Airport (DCA). Each airport is a major hub for three different carriers. BWI just nudges out DCA as 
the busiest in terms of domestic passenger traffic, while Dulles is the clear leader in international 
traffic.  
 
Southwest Airlines operates a hub out of Baltimore, and combined with its newly acquired AirTran 
Airways, Southwest carries 30% of all domestic traffic in the region. United Airlines, which operates 
a hub out of Dulles, is the second most popular domestic carrier with 19%, and US Airways, which 
operates a hub out of Reagan, is third with 17%.  
 
With non-stop service to 47 international destinations, Dulles is able to capture 50% of the 
international traffic in the region. Reagan and BWI, which account for 26% and 21% respectively, 
are popular for international destinations primarily in Canada and the Caribbean.  
 
In terms of total passenger traffic, including domestic and international, Southwest/AirTran is the 
largest carrier in the region carrying 27% of the traffic. United is the second largest with 21%, US 
Airways third with 16%, Delta fourth with 15% and American Airlines fifth with 10%.  
 
2.2 Future Passenger Airline Strategy 
 
2.2.1 Low Cost Airlines 
 
During the last several years, only the low cost and efficient airlines like Southwest Airlines, JetBlue 
Airways, Spirit and the regional airlines have produced profits or operated near breakeven.  Many 
airline experts feel that a dramatic transformation in the airline industry is underway.  Emerging 
slowly but surely is a domestic airline industry that eventually could be dominated not by traditional 
hub-and-spoke airlines, such as United or Delta, but by low cost carriers like Southwest and Jet 
Blue.  Until a few years ago, the low cost airlines were cavalierly dismissed and begrudgingly 
tolerated. 
 
It is estimated that by 2017, the domestic market share of the Big Four airlines will fall to 50% by 
2017 and settle in at around 45% by 2020.  Southwest Airlines has already become the largest US 
domestic passenger airline when you factor in its newly acquired subsidiary, Air Tran.  The Big Four 
(Delta, United, American and US Airways) round out the rest of the top 5 domestic carriers, with 
low cost carriers JetBlue and Alaska taking spots six and seven. The low fare innovation has 
passed through its pioneering stage and has reached its rapid growth era.  This is a classic pattern 
seen in other industries where a superior product replaces those of established producers.   
 
There have been casualties however in the low cost and niche airline sector, primarily to the high 
cost of fuel.  In early 2008, Aloha Airlines, ATA, and Sky Bus ceased all operations.  Express Jet 
abandoned its “branded flying” and returned to being a feeder for Continental Airlines (now United).  
Frontier Airlines was hit hard by the price of fuel and filed for Chapter 11 bankruptcy protection. 
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Figure 4: PEOPLExpress Announced in June that 
it plans to begin serving East Coast markets in  
Fall of 2013. Photo courtesy The Daily Press 

2.2.2 Regional/Commuter Airlines 
 
The Regional/Commuter Airlines can no longer operate as small, independent airlines meeting the 
air travel needs of the smaller communities.  The Regional/Commuter Airlines have formed 
alliances with the major airlines and now provide connecting service to and from the small cities 
and the major airport for large airlines.  The Regional/Commuter Airlines operate as wholly owned 
subsidiaries of the major airlines (American Eagle), as partially owned by a major airline (Comair), or 
as an independent airline with an exclusive marketing agreement with a major airline (SkyWest). 
 
The Regional/Commuter Airlines operate twin engine propeller aircraft that seat between 19 and 78 
passengers and regional jet aircraft that seat between 30 and 100 passengers.  The mission of 
these airlines is to provide short haul, high frequency service and feed passengers to the major 
airlines.  The Regional/Commuter Airlines operate flight schedules to meet certain time of day 
connecting banks at major airports.  In the case of the Washington DC area, United Express 
carriers Express Jet, Mesa, Republic, Silver, Skywest, and Trans States Airlines all feed the United 
hub at Dulles with flights to markets in the Northeast, Mid-Atlantic and Midwest. Air Wisconsin and 
Piedmont, among others, similarly feed US Airways’ hubs at Reagan Airport and Philadelphia.  
 
Most of the Regional/Commuter Airlines are restricted, by their agreements with their major airline 
partner, from flying jet aircraft that seat more than 100 passengers.  The pilot's union at the major 
airlines, have scope clauses in their contracts that state flying standard type jets belongs to the 
major airline. A few of the Regional/Commuter Airlines are testing the viability of operating longer-
range routes with small jet aircraft that carry less that 100 passengers.    
 
The elimination of short haul routes by the major airlines affords the Regional/Commuter Airlines 
additional opportunities to expand.  These airlines will either get additional aircraft to enter the new 
routes or they will reduce service in existing markets to free up aircraft for the new opportunities. 
With the recent reduction of flying by the major airlines, the Regional/Commuter Airlines will now fly 
in larger markets.  For example, Mesa Airlines has replaced United Airlines in the 
Washington/Dulles – Atlanta market, a traditionally high volume, low fare market.  
 
2.2.3 Start Up Airlines 
 
New jet airlines are being formed to fill the need in the 
short haul markets.  Used aircraft and low cost labor are 
available for the new entrants.  These new airlines will be 
competing with the Commuter Airlines to serve the 
markets abandoned by the Major Airlines.   
 
The most recent new airline to enter the East Coast 
market is the revived PEOPLExpress Airlines. 
PEOPLExpress announced in June 2013 that it had 
acquired Xtra Airways’ operating certificate and four 
Boeing 737-400s. The Airline intends to set up a hub in 
Newport News, Virginia and plans to announce its initial 
markets and schedules in late Summer 2013 with the 
inaugural flight sometime in Fall 2013.  
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Many markets in the East are large enough to support new jet service.  The major problem seems 
to be under-capitalization, poor management, and inadequate marketing.  Even though the major 
airlines are dropping service to numerous markets, the high cost of operation and lack of capital 
will keep many new airlines, as it did PEOPLExpress for a number of years, on the drawing board. 
 
2.3 Customer Requirements 
 
In order to meet the travel needs of Hagerstown customers, air service will need to satisfy certain 
customer needs.  Boeing Aircraft Company has developed research studies pertaining to 
passenger preferences.  The studies define the broad categories of passenger preference factors; 
 

• Schedule related factors pertain to route network and frequencies offered when 
passengers want to fly, and to number of non-stop services and ability to connect with 
other flights. 

 
• Airline related factors pertain to the Airline's image from past experience or advertising, 

and to cost/quality trade-offs in fares, promotions (e.g. frequent flyer programs), in-flight 
services. 

 
• Airplane related factors pertain to the particular features and comfort aspects of particular 

aircraft.  These factors include seat comfort, spaciousness, storage, size of aircraft, cabin 
appeal. 

 
The Boeing research confirmed that the most important service features for a market like the 
Hagerstown Airport market were prime time schedules, frequency of flights, low fares, jet aircraft, 
and convenience. Safety is an essential element of any successful airline. However, once safety 
standards are proven, customer decisions are driven predominantly by schedules and fares.  
Scheduling, including timetables and punctuality, is a primary concern to business travelers.  An 
airline that cannot promise and deliver reliable on-time performance is not fulfilling an essential 
requirement. 
 
The Boeing study also indicated a high degree of price sensitivity, particularly among leisure 
travelers, who tend to be much more price sensitive than business travelers. Boeing's qualitative 
research indicated that most travelers want consistent, reliable high-quality service with the 
greatest emphasis on degree and nature of personal contact and comfort levels.  However, at the 
same time, the research found that on short flights passengers are willing to forego certain 
comforts and services in exchange for significant fare reductions. 
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2.4 The Local Airport Passenger Market  
 
2.4.1 Market Area 
 
The Airport primary market includes residents in the Maryland counties of Allegany, Frederick and 
Washington, and the Pennsylvania counties of Adams, Bedford, Franklin, and Fulton. This market 
has a base population of 560,476 with an average household income of $42,017. The largest 
concentration of population for the Airport is Washington County with 148,203 residents. Some 
residents located in Frederick County, Maryland may find it just as convenient or more convenient 
to use BWI while some residents located in Adams County, Pennsylvania may find it just as 
convenient or more convenient to fly from either Baltimore or Harrisburg. The Airport is located 
near the intersection of Interstates 81 and 70 and is convenient for air travelers from all seven 
counties. 
 
2.4.2 Historical Air Service 
 
While Hagerstown had become a pioneer in aircraft manufacturing before the outbreak of World 
War I, it was at the close of World War II that commercial service began operating from the 
municipal airport. Columbia Airlines flew Boeing Model 247s to Baltimore beginning in 1946, yet 
the often troubled service was short-lived and discontinued later that year. All American Airways, 
later Allegheny Airlines, began flying Douglas DC-3s to Pittsburgh and Washington in 1949.  
 
In 1962, unsatisfied with Allegheny’s refusal to increase service at an airport surrounded by a 
struggling economy, the airport operator at the time, Dick Henson, started operating “The 
Hagerstown Commuter” which offered four flights a day to Washington National Airport. By 1965, 
“The Hagerstown Commuter” was flying the majority of passengers out of the Airport. In 1967, 
Allegheny and Dick Henson struck the nation’s first agreement between an established commuter 
airline and a local service carrier which saw the local service airline relinquish an unprofitable route 
and turn it over to the commuter, now dubbed “Allegheny Commuter Airlines.” 
 
Due to the Airport’s proximity to the President’s retreat grounds at Camp David, just twelve miles 
to the east, Air Force One started becoming a regular customer of the Airport as early as 1972.  
 
In 1981, the City of Hagerstown transferred the ownership of the Airport to Washington County 
and the airport’s name was changed to Washington County Regional Airport. 
 
Chautauqua Airlines began flying Jetstream 31s in 1985 as Hagerstown’s second carrier. In 1987, 
Piedmont Airlines assumed the route to National that the Hagerstown Commuter had previously 
flown.  
 
US Airways flew several flights a day to Baltimore/Washington and Pittsburgh throughout the 
1990’s on Saab 340 and Beech-1900 aircraft, carrying a peak of 67,900 passengers in 1997. 
Flights to Baltimore ceased in 1999 but service to Pittsburgh continued into the 2000’s. Mesa 
Airlines, which had been operating the service on behalf of US Airways, terminated the route in 
2005 around the same time that US Airways and America West were merging and US Airways 
began dismantling the Pittsburgh hub.  
Allegiant began service to Orlando/Sanford in November of 2008 and left the market in July of 
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2010 due to less than desired demand. Cape Air began flying HGR-BWI as an essential air service 
route in 2010. That essential air service was replaced by Sun Air with flights to Washington/Dulles 
in 2012. The Airport successfully wooed Allegiant back in May 2012. 
 

 
 

Figure 5:  Historical Passenger Traffic at HGR 1997-2012. Data Source: US DOT O&D Passenger Survey 
 
2.4.3 Current Hagerstown Regional Airport Air Service 
 
Hagerstown Regional Airport is currently served by two passenger airlines. Allegiant Air flies twice 
weekly to Orlando/Sanford on 150-seat MD-80 aircraft and Sun Air operates four daily flights to 
Washington/Dulles on 9-seat Piper Navajo aircraft under the Essential Air Service Program. Once 
passengers reach the Dulles hub they have the option to continue on to destinations throughout 
the United States and the world on United Airline’s network.  The schedule for Summer 2013 is in 
the table below. Note that Allegiant’s service to Orlando is offered on Fridays and Mondays while 
Sun Air’s service to Dulles is daily. 
 

Table 7:  Flight Schedule For Hagerstown Regional Airport 
SUMMER 2013 

 
 Market Airline Depart Arrive  Aircraft 
 
 HGR – Dulles Sun Air 6:40 am   7:30 am Piper Navajo 
  Sun Air 9:45 am 10:25 am Piper Navajo 
  Sun Air 1:00 pm   1:40 pm Piper Navajo 
  Sun Air 4:20 pm   5:00 pm Piper Navajo  
 HGR – Orlando Allegiant 6:45 pm   8:50 pm MD-83 
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HGR   

MDT   

IAD 

  

Primary Catchment 
 

Population:  560,476 
Households:  215,139 
Avg. HH Income:  $42,017 

Figure 7:  Catchment Passenger Usage 
by Airport. Data Source:  AvPORTS 2013 
Zip Code Database (based on June 2013 
zip code data provided by Datasheer, 
LLC) & AvPORTS MIDT Booking Data 
base Adjusted with US DOT DB1b O&D 
Passenger Data (YE 3Q 2012) 
 

2.5 HGR Catchment Leakage  

 
 
 
 
 
AvPORTS has determined the Hagerstown Catchment Area Market 
is 678,721 Origin & Destination Passengers. The total leakage market is 678,721 passengers a 
year. Of that total market demand, only 14,300 used the Hagerstown Regional Airport in Year-
Ended Third Quarter 2012. The HGR Catchment Area leakage demand exceeds 900 Passengers 
Daily Each Way. This means that more than 900 passengers who live within the HGR Catchment 
Area opt to use an alternative airport instead of HGR each day. The Hagerstown Regional Airport 
currently only captures two percent of the total market demand. 98% of passengers within the 
catchment area leak to surrounding airports.  
 
Fifty-nine percent of all leaking passengers opt to fly out of Baltimore instead of Hagerstown. 
Twenty-one percent choose Dulles and 13% choose Reagan National. Only three percent opt to fly 
out of Harrisburg and four percent choose some other airport outside the region.  
 
Hagerstown is classified as an “outbound market” since there are more outbound initiated trips 
than there are inbound initiated trips, which is expected in a market like Hagerstown. Sixty percent 
of leaked passenger demand is comprised of outbound-initiated trips.  
 
The vast majority of leaked passengers flying on Southwest Airlines and AirTran are flying out of 
BWI. Most United passengers use Dulles while US Airways passengers are nearly split between 
Baltimore and Reagan National.  
 

Figure 6:  HGR Catchment Area. The Primary Catchment is in Blue and the 
Secondary Catchment is in Green. Data Source:  AvPORTS 2013 Zip Code 
Database (based on June 2013 zip code data provided by Datasheer, LLC) & 
AvPORTS MIDT Booking Data base Adjusted with US DOT DB1b O&D Passenger 
Data (YE 3Q 2012) 
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While 84% of HGR catchment area leakage is domestic, the number of leaking international 
passengers is surprisingly large given the market size. More than 100,000 international passengers 
leak from the catchment area each year.  

 
Baltimore is the preferred airport 
for domestic trips claiming 64% 
of all domestic leakage. Dulles is 
the preferred airport for 
international trips claiming 49% 
of all international leakage. While 
Southwest is the clear leader in 
carrying leaked domestic 
passengers, United takes a 
smaller plurality of leaked 
international passengers with 

24% of the market. Air Tran 
carries 14% of leaked 

international passengers and American carries 10%. Due to the large number of foreign carriers 
and destinations served out of both Dulles and BWI, the international leakage market is more 
fragmented. 27% of leaked international traffic is bound for Europe, 27% for Latin America and 
22% for the Caribbean.   
 
 

Figure 3: Passengers wait in line at the Southwest ticket counter at BWI. 
Photo courtesy The Baltimore Sun. 
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2.5.1 Top Domestic Markets 
 

Table 8:  Top 25 Domestic Markets 
 

 
 
 
The top five domestic leakage markets are all leisure markets primarily in Florida. Orlando is by far 
the largest domestic market in the HGR Catchment with 60,611 passengers a year, or 83 
passengers daily each way. Despite current non-stop service on Allegiant, HGR only captures 14 
percent of the Catchment-Orlando market. BWI captures 41% of this market, Reagan National 
captures 23% and Dulles 16%. In every other top domestic market besides Orlando, HGR fails to 
capture more than two percent of the traffic. This is due to the lack of air service at HGR. The rest 
of the top ten are all business destinations: Miami, Denver, Boston, LA, Atlanta and Phoenix. In all 
of the top ten domestic markets, and all but one of the top 25, BWI is the preferred airport of 
choice among passengers.  
 
Interestingly, Hagerstown captured 71% of the Catchment-Baltimore market when Cape Air was 
flying the route. This success was due in large part to a more aggressive marketing campaign 
undertaken by Cape Air and the Airport which resulted in higher load factors and increased 
utilization of the EAS service.  
 
 
 
 

Rank Destination Code Outbound Total HGR BWI IAD DCA MDT Other
1 Orlando/Sanford MCO/SFB 44,521 60,611 14% 41% 16% 23% 4% 2%
2 Las Vegas LAS 15,580 21,753 0% 60% 21% 12% 3% 4%
3 Ft. Lauderdale FLL 13,066 18,379 1% 61% 9% 26% 0% 2%
4 Tampa TPA 12,368 18,162 0% 75% 8% 13% 1% 3%
5 Miami MIA 10,912 16,321 1% 41% 24% 32% 0% 1%
6 Denver DEN 8,732 15,780 1% 60% 16% 19% 3% 1%
7 Boston BOS 9,055 15,336 1% 84% 8% 7% 0% 1%
8 Los Angeles LAX 8,382 13,465 1% 49% 36% 9% 2% 2%
9 Atlanta ATL 7,456 13,458 1% 79% 10% 7% 1% 2%

10 Phoenix PHX 6,739 11,918 1% 75% 10% 6% 4% 6%
11 Seattle SEA 5,855 10,843 0% 50% 22% 23% 2% 2%
12 Chicago (Midway) MDW 5,796 10,663 0% 71% 26% 1% 0% 2%
13 San Diego SAN 5,387 9,549 0% 78% 13% 4% 3% 2%
14 San Francisco SFO 5,312 9,378 1% 38% 50% 5% 1% 5%
15 Ft. Myers RSW 5,572 8,952 1% 76% 4% 14% 3% 2%
16 New Orleans MSY 5,429 8,812 1% 72% 8% 15% 1% 2%
17 Chicago (O'Hare) ORD 4,471 8,110 1% 32% 30% 24% 4% 8%
18 Providence PVD 4,100 8,077 0% 97% 2% 0% 1% 0%
19 Dallas/Ft. Worth DFW 4,337 7,981 1% 59% 14% 7% 14% 4%
20 Baltimore BWI 4,753 7,941 71% 0% 8% 16% 0% 4%
21 San Juan SJU 5,865 7,689 0% 76% 9% 13% 0% 2%
22 St. Louis STL 3,815 7,636 1% 76% 13% 0% 8% 2%
23 Nashville BNA 3,785 7,565 0% 87% 5% 2% 4% 1%
24 San Antonio SAT 3,963 7,433 1% 84% 8% 3% 3% 1%
25 Detroit DTW 3,861 7,329 2% 89% 3% 3% 1% 3%

Passengers by AirportYE 3Q-2012
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2.5.2 Top International Markets 
 

Table 9:  Top 25 International Markets 
 

 
 
Four of the top five catchment international markets are in the Caribbean. Cancun is the largest 
international market with 9,273 passengers a year, followed by Montego Bay (6,228), 
London/Heathrow (4,547), Punta Cana (3,154) and Nassau (3,071). In the top four Caribbean 
markets, BWI is the clear preferred airport while 85% of passengers destined for London use 
Dulles. Dulles is the clear preferred airport for destinations in Europe, Asia and South America.  
 
2.6 Guide to Air Service Strategy and Opportunities  
 
In this section we outline a strategy for developing air service at the Hagerstown Regional Airport 
based on analysis of current market data and competitive dynamics and identified future 
opportunities. This program is meant to serve as a general guide, and not necessarily as a fixed 
blueprint of exactly how events should or will unfold. The individual carriers identified are examples 
of carriers which could provide the identified kind of service, and not necessarily the only carrier 
which should be pursued to do so.  
 
Three potential levels of future air service attainment are outlined in this guide: a minimum air 
service level, a medium air service level, and a high air service level. Which level actually comes to 
fruition depends on a number of factors. A significant determining variable is the robustness and 
success of the Airport’s Marketing Program. 
  

Rank Destination Code Outbound Total BWI IAD DCA MDT Other
1 Cancun CUN 8,480 9,273 76% 20% 1% 0% 3%
2 Montego Bay MBJ 5,789 6,228 84% 2% 10% 0% 4%
3 London (Heathrow) LHR 2,529 4,547 7% 85% 1% 0% 7%
4 Punta Cana PUJ 2,650 3,154 57% 14% 20% 1% 10%
5 Nassau NAS 2,651 3,071 79% 3% 17% 0% 0%
6 Aruba AUA 1,707 1,872 82% 11% 3% 3% 2%
7 Frankfurt FRA 1,047 1,783 13% 73% 1% 3% 9%
8 Vancouver YVR 875 1,615 38% 26% 19% 9% 9%
9 Rome FCO 895 1,563 7% 74% 3% 2% 14%

10 Dublin DUB 865 1,524 14% 43% 7% 0% 36%
11 San Jose, Costa Rica SJO 1,285 1,509 20% 66% 10% 4% 0%
12 San Salvador SAL 1,186 1,387 0% 87% 13% 0% 0%
13 Lima LIM 1,080 1,339 6% 57% 34% 0% 3%
14 Istanbul IST 769 1,317 1% 92% 0% 0% 6%
15 San Jose Del Cabo SJD 1,045 1,259 23% 26% 50% 0% 1%
16 Guatemala City GUA 1,068 1,232 3% 69% 24% 0% 3%
17 Grand Cayman GCM 1,038 1,188 15% 59% 15% 6% 5%
18 Paris CDG 643 1,185 4% 83% 3% 0% 11%
19 Munich MUC 661 1,139 0% 87% 8% 1% 4%
20 Bermuda BDA 1,073 1,135 97% 0% 0% 0% 3%
21 Manila MNL 577 1,120 17% 46% 27% 5% 5%
22 Toronto (Pearson) YYZ 627 1,115 26% 51% 20% 0% 2%
23 St. Maarten SXM 964 1,034 46% 39% 6% 0% 9%
24 Amsterdam AMS 569 1,029 3% 92% 0% 2% 4%
25 San Pedro Sula SAP 534 994 7% 57% 28% 0% 8%

Passengers by AirportYE 3Q-2012
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Attainment of each level, and the ascension from one to the other, follows a general step-by-step 
progression of four benchmark achievements. These benchmark achievements serve as the core 
of the Guide to Air Service Strategy and Opportunities and follow below.  
 
Benchmark 1: Increase Utilization of Existing Service 
 
The first step to attracting new air service is to ensure that existing service is well-utilized and 
profitable.  The best argument an Airport can make to an airline when convincing them to expand 
or initiate new service in that market is to demonstrate that current airlines and routes are already 
doing well there.  
 
Because Hagerstown is an Essential Air Service market, marketing campaigns on behalf 
undertaken by the Airport or the Airline operating the EAS service may not be as robust as they 
otherwise might be since the EAS airline receives the federal subsidy regardless of the degree to 
which the service is utilized. The burden to market the route and increase utilization then falls more 
heavily on the Airport.  
 
The Airport should dedicate marketing funds to support Sun Air’s service to Dulles in order to 
increase passenger awareness and usage of that service. Current load factors on Sun Air average 
less than 15%. The average load factor for US Airlines today is 82.5%. It is typical for commuter 
routes between hubs and smaller markets to have lower than average load factors, but airlines 
increasingly look for higher loads when determining which routes to drop, which to continue and 
which to initiate. Through expanded marketing, Sun Air can achieve higher load factors. Cape Air, 
which operated EAS service to Baltimore, frequently achieved load factors above the 70th 
percentile thanks to a more established and robust marketing program for the route.  
 
Benchmark 2: Transition EAS Service to At-Risk Profitability 
 
HGR cannot attract a second daily-service carrier until it no longer falls under the Essential Air 
Service Program designation. HGR will remain under the program until a carrier is willing to fly a 
route daily at-risk, and that will be contingent on a carrier’s confidence in being able to do so 
profitably.  
 
Through strategic and expanded marketing efforts like those identified in the Marketing Action 
Plan, HGR can transition Sun Air’s service to profitability through increased utilization. Once that 
happens, the Airport can position itself to either convince Sun Air or another carrier to serve the 
Airport at-risk. 
 
Benchmark 3: Enhance Daily Service  
 
Once the current level of service can be provided at-risk and profitably, the next step is to increase 
the frequency or up-gauge the aircraft used on the route. Using larger aircraft and/or offering 
additional flights throughout the day improves passenger comfort and convenience, and makes the 
service all the more attractive. In the following effort to secure service on a second carrier, an 
enticing argument is being able to show a historical market that grew from an unprofitable Essential 
Air Service route to a profitable at-risk one to an expanded profitable one.  
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Benchmark 4: Secure Second Daily Service Carrier and Add Leisure Service 
 
After successfully expanding and maintaining profitability on the first daily service route, a second 
carrier can be attracted to serve an additional hub from Hagerstown. Most air service in the United 
States today is directed to hub airports.  The flights to these hub airports will have local passengers 
and connecting passengers onboard thereby creating more passengers and a higher load factor.  
A number of potential route opportunities and carriers could be considered for this service. They 
include: Delta Connection to Atlanta or Detroit, United Express to Cleveland or Newark, and US 
Airways Express (future American Eagle) to Philadelphia. 
 
The level of service on this second daily route could vary depending again on the robustness of the 
marketing program and the particular carrier in question. Market analysis indicates there is enough 
demand for example for Delta Connection to operate a twice daily 50-seat Canadair Regional Jet 
to Atlanta.  
 
Increased frequencies on Allegiant or another carrier to Orlando and new service to the leisure 
markets of Myrtle Beach, Las Vegas and Tampa/St. Petersburg are potential opportunities for 
future service. The Hagerstown market could support service to these destinations a couple times 
a week. A sample list of new air service possibilities that could either replace or expand existing 
services is below: 
 
2.6.1 New Air Service Possibilities: 

 
Airline Destination Aircraft Seats Freq.  Tot Seats 
 
Allegiant Orlando MD-80 150 3w 64 daily (450 weekly) 
Allegiant Myrtle Beach MD-80 166 2w 47 daily  (332 weekly) 
Allegiant Las Vegas MD-80 166 2w 47 daily (332 weekly) 
Allegiant Tampa/St. Pete MD-80 166 2w 47 daily (332 weekly) 
Commut Air Dulles Dash 8-200 37 2 74 daily  
Silver Airways Cleveland B1900 19 3 57 daily 
Silver Airways Dulles Saab 340 34 2 68 daily 
Seaport  Variable1 Pilatus PC-12 9 4 36 daily 
American Eagle Philadelphia ATR 42-2002 46 2 92 daily 
Delta Connection Atlanta CRJ-200 50 2 100 daily 

 
 

	  
	  
	  
1	  Seaport	  does	  not	  currently	  have	  any	  operations	  in	  the	  mid-‐Atlantic	  region	  but	  might	  be	  interested	  in	  getting	  into	  
this	  market	  if	  it	  could	  establish	  a	  multi-‐city	  operation.	  Seaport	  could	  potentially	  operate	  from	  various	  airports	  
including	  Baltimore,	  Dulles,	  Philadelphia	  and	  Pittsburgh.	  Since	  this	  is	  unknown,	  the	  destination	  listed	  is	  “variable.”	  
1	  It	  is	  unknown	  at	  this	  juncture	  what	  the	  new	  American’s	  plans	  are	  for	  its	  Philadelphia	  hub	  and	  regional	  fleet	  mix.	  
In	  this	  scenario	  we	  assume	  American	  orders	  the	  ATR	  42	  to	  replace	  US	  Airway’s	  aging	  Dash	  8	  fleet,	  which	  is	  the	  
workhorse	  connecting	  smaller	  communities	  throughout	  the	  Northeast	  to	  the	  Philadelphia	  hub.	  	  
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2.6.2 Levels of Service 
 
The low, medium and high potential air service attainment levels 
based on this four benchmark progression are listed below: 
 
Passenger Service 
 

• Minimum Service –  Current air service with Allegiant operating two flights per week with 
MD-83 aircraft to Orlando/Sanford Airport and Sun Air operating four flights per day with 9 
seat Piper Navajo aircraft to Washington Dulles International Airport. 

 
• Mid Level Service –  Allegiant adds a third weekly flight to Orlando/Sanford Airport.  Sun Air 

keeps current service.  Allegiant adds new service with two flights per week to Tampa/St. 
Petersburg Airport, two flights per week to Las Vegas International Airport. 

 
• High Service – Mid level service pattern for Allegiant plus new service with two flights per 

week to Myrtle Beach.  Sun Air adds a fifth daily flight to Washington Dulles International 
Airport.  Delta Connection adds two flights per day with CRJ-200 aircraft to Atlanta 
International Airport.   

 
A flow chart depicting the process of attaining higher levels of service, with specific regard in this 
case for improved daily service, is shown on the following page. 
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2.7 Incentives for New Air Service  
 
Since there are more cities that are seeking new air service than there are airlines available to 
provide air service, the cities and airports are finding it advantageous to offer incentives to attract 
new air service. The incentives listed below are the programs that airports and cities have found to 
be successful in recruiting new air service. 
 
Moratorium on Rent, Landing Fees, Utilities, Fuel Tax and Overnight Parking for new air service for 
six months to one year. 
 

• Funds to hire and train airline airport staff and cover wages for first few months of 
operation. 

 
• Airport to provide equipment for baggage and ground handling. 

 
• Community to provide aircraft or guarantee loans for new air service. 

 
• Airport to provide alternate transportation for weather cancellations. 

 
• Airport and community to guarantee a break-even operation for airline during the first six 

months. 
 

• Airport and community to fund local marketing and advertising program. 
 
Washington County has flexibility in designing an air service incentives program that is strategically 
tailored to meet the needs of the community and entice the kind of service desired.  
 
Specific incentives can be offered for service initiated to certain destinations. One incentives 
package could therefore be tailored to entice a leisure airline to begin weekly flights to vacation 
spots like Las Vegas, Myrtle Beach and the Tampa Bay Area while another incentives package 
might be more tailored to entice a regional carrier to provide daily non-stop service to a major 
carrier’s connecting hub.   
 
As the Airport’s needs and goals evolve over time, it will become a useful practice to revisit the 
incentives package in order to ensure that it is properly designed to attract the kind of service 
desired.  
 
2.8 Air Cargo Overview 
 
After decades of continuous growth, air cargo traffic has stagnated over the past five years.  
Except for a late turnaround in the fourth quarter of 2010, air cargo traffic has now declined four 
times in the last five years on an annual basis.  Overall, air cargo traffic has increased only 2.0% on 
an annual basis since 2006, much lower than the 6.7% historical annual growth rate from 1981 to 
2004.  Of course, the slowing of the air cargo traffic can be largely attributed to the global 
economic downturn in 2008 and the rising cost of fuel, but another critical element in the negative 
statistics is the consolidation of the air cargo industry and the modal shift to trucks of U.S. 
domestic air cargo. 
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Air cargo traffic had it first decline in 2008 and 2009.  By late 2009, worldwide industrial production 
began to rise, pushing air cargo traffic toward recovery.  Air cargo traffic surged in 2010 as world 
industry moved to restock depleted inventories.  Growth continued during the first quarter of 2011.  
Starting in June 2010, jet fuel prices were on the rise climbing 42% higher by December 2011.  
This along with the “Arab Spring” uprisings, the Japanese earthquake, and flooding in Thailand 
contributed to a downturn in 2011 that continued into 2012. 
 

Table 10:  World Air Cargo Traffic (Expressed in Millions of Freight Tons) 
 

 
Year 

World 
Air Cargo 

Annual 
Increase 

2003 33.5 - 
2004 36.7 9.5% 
2005 37.6 2.5% 
2006 40.0 6.4% 
2007 42.0 5.0% 
2008 41.0 (2.4%) 
2009 40.7 (0.8%) 
2010 48.0 17.9% 
2011 47.6 (1.0%) 
2012 46.5 (2.3%) 
Avg. Annual Growth  3.3% 

 
Source:  IATA, March 2013 

 

Shippers are now willing to trade off some of the air speed for the lower cost of ground or ocean 
transportation.  In the last few years, the cost differential between air and surface has gotten much 
higher and has worked to the detriment of the air cargo industry.  At the same time, those 
companies providing ocean, rail and truck have improved their service levels.  The Chairman of 
FedEx stated that customers are trading off speed for cost savings and the trend will continue for 
the foreseeable future even when economic conditions improve. 
 

On a positive note, oil and jet fuel prices are forecast to remain around mid-2012 levels or may 
even decline in the next 3 to 5 years due to large increases of oil in the United States and Canada.  
Economic activity, as measured by world Gross Domestic Product, remains the primary driver of 
air cargo traffic growth.  World economic growth averaging 3.2% yearly for the next 20 years along 
with stabile fuel prices will help air cargo traffic growth. 
 

World economic activity (GDP) is projected to increase by an average of 3.2% annually over the 
next 20 years.  GDP growth is a major driver of international trade and air cargo traffic.  The current 
decline in world trade dating back to 2011 is expected to end sometime in 2013 as the pace of 
global economic growth strengthens.  GDP growth is projected to increase at a rate of nearly 4.0% 
by year until 2018 before leveling off at a 3% to 3.5% annual rate. 
 
International air cargo will drive air cargo growth through the next 20 years.  It is estimated by 
Boeing Aircraft Company that air cargo traffic will increase 5.2% per year during this period.  Asia 
will continue to lead the world air cargo industry in average growth rates with domestic China and 
intra-Asia marketing increasing 8.0% and 6.9% on an annual basis.  The more mature North 
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American and European markets will experience slower and lower than average growth rates.   
 
The airlines in the Asia-Pacific region will take the greatest number of the large all freight aircraft, 
which are uniquely suited for the long-haul intercontinental markets.  The integrated-consolidated 
express carriers will take the majority of the medium wide body freighters like the B-777 and A-
350. 
 

Table 11:  Historical and Forecast Air Cargo Growth Rates 
	  

 
Area 

Historic 
Ten Years 

Forecast 
20 years 

World 3.7% 5.2% 
Intra-North America (1.5%) 2.3% 
Latin America-North America 1.8% 5.6% 
Latin America-Europe 3.2% 5.3% 
Europe-North America 1.5% 3.5% 
Intra-Europe 1.6% 2.4% 
Middle East-Europe 9.5% 5.7% 
Africa-Europe 3.2% 4.8% 
Asia-North America 4.3% 5.8% 
Europe-Asia 6.2% 5.7% 
Intra-Asia 4.5% 6.9% 
South Asia-Europe 6.1% 5.8% 
Domestic China 10.9% 8.0% 

 
World air cargo comprises freight on scheduled aircraft, freight on charter aircraft, and freight on 
consolidated express aircraft.  Mail is a separate category.  For most of the past 40 years, world air 
cargo carried by non-U.S. airlines has grown faster than air cargo carried by U.S. airlines, reflecting 
both faster international air cargo growth and slower U.S. domestic growth.  Air cargo on 
scheduled airline aircraft and express airlines accounts for over 90% of all of the world’s air cargo.  
Most shippers use scheduled cargo capacity to meet their shipping requirements.  Generally, 
charter freight market share rises during times of strong air cargo growth.  U.S. air carrier share of 
world air cargo has declined from 26.4% of the total in 2005 to 23.2% in 2011.  This trend is 
expected to continue. 
 

Table 12:  US Airline Share of World Air Cargo 
(In Millions of Revenue Ton Kilometers) 

	  
Year U.S Airlines Total World U.S. % of Total 
2005 45,436 172,149 26.4% 
2006 46,504 180,877 25.7% 
2007 46,928 189,966 24.7% 
2008 45,039 183,466 24.5% 
2009 38,895 165,479 23.5% 
2010 44,631 197,395 22.6% 
2011 45,382 195,470 23.2% 
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2.9 The U.S Air Cargo Market 
 
Air cargo moving to, from, and within the United States and Canada accounted for 9.1% of the 
revenue ton kilometers of the total world.  This market has grown modestly.  The US domestic air 
cargo market accounts for 95.9% of the total North American air cargo market and saw an 
increase of 4.1% in 2010 and then a decline of 1.1% in 2011 and another estimated decline of 1% 
in 2012. On the other hand, Canadian domestic air cargo increased 4.1% in 2010 and increased 
1.1% in 2011. 
 

Table 13:  Summary of US Airline Air Freight, Express and Mail 
(In Millions of Revenue Ton Kilometers) 

 
 

Year 
U.S Airline 
Domestic 

U.S. Airline 
International 

Total U.S. 
Airline 

2005 22,033 27,408 49,441 
2006 22,125 28,500 50,625 
2007 21,788 29,029 50,817 
2008 19,668 29,299 48,967 
2009 17,223 25,124 42,417 
2010 17,924 30,299 48,233 
2011 17,691 31,407 49,098 

 
The U.S. domestic market is mature and has remained flat or in decline for several years.  Air cargo 
RTK has averaged around 48,512 RTK during the period from 2005 to 2011.  The peak was in 
2007 and the low was in 2009.  International air cargo has averaged approximately 59% of the 
total air cargo for the U.S. airlines, increasing from 55.4% in 2005 to 63.9% in 2011.  Revenue for 
the U.S. domestic market was $26.1 billion in 2010 and increased to $28.1 billion in 2011, 
primarily due to higher rates.   
 

Table 14:  Express Cargo Share of Total US Domestic Air Cargo 
(In Millions of Revenue Ton Kilometers) 

 

 
Year 

U.S. Express 
Carriers 

Total U.S. 
Domestic 

Express as a 
% of Domestic 

2005 13,445 22,033 61.0% 
2006 13,439 22,125 60.7% 
2007 13,696 21,788 62.8% 
2008 12,819 19,668 65.1% 
2009 11,036 17,223 64.1% 
2010 11,614 17,924 64.8% 
2011 11,395 17,691 64.4% 

 
The express carrier market has remained stable with around a 64.4% market share of total 
domestic air cargo market during the 2009, 2010, and 2011 time period.  After increasing 
continuously during the 1980’s and 1990’s, the volume of express shipping leveled off between 
2001 and 2007, reflecting the maturing of the market.  Express carrier volume was 5.3 million 
shipments per day in 2009 increasing to 5.4 million shipments per day in 2010 and 2011. 
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The decline in the number of aircraft in the fleets of U.S. airlines, the predominance of narrow body 
aircraft on domestic routes, and the elimination of scheduled domestic air freight airlines have 
reduced the domestic air cargo capacity.  Continuing the trend of the past few years, the 
consolidated air carriers (FedEx and UPS) continue to rely on trucks to offset the loss of domestic 
capacity.  The combination of truck and aircraft allow the consolidated air carriers to offer service 
comparable to that of pure cargo carriers.  Also, the rising fuel cost have given the ground 
transport an advantage over the pure air transport of cargo. 
 

Even though the growth of express shipments have leveled off, the two U.S. integrated-
consolidated air carriers are ranked number 1 and number 3 in air cargo ton kilometers for 2011.   
 

Table 15:  Top Airlines for Air Cargo (2011) 
 

 
 
Rank 

 
 

Airline 

Freight Ton 
Kilometers 
(millions) 

1 Federal Express 16,104 
2 Air France-KLM 11,294 
3 UPS Airlines 10,910 
4 Cathay Pacific Airlines 9,648 
5 Lufthansa 9,487 
6 Korean Airlines 9,474 
7 Emirates 8,132 
8 Singapore Cargo 7,174 
9 British Airways-Iberia 6,156 
10 China Airlines 5,670 
11 Cargo Lux 5,039 
12 EVA Air 4,883 
13 Atlas Air 4,681 
14 Air China 4,415 
15 LAN Airlines 3,612 
16 Delta Air Lines 3,461 
17 Japan Airlines 2,870 
18 Thai Airways 2,766 
19 American Airlines 2,734 
20 Southern Airways 2,016 
21 Polar Air Cargo 1,781 
22 Kalitta Airlines 1,773 
23 Virgin Atlantic 1,528 
24 Evergreen International 1,231 
25 South African Airways 1,031 
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2.10 Cargo Aircraft Fleets 
 
The number of aircraft in the worldwide freighter fleet is projected to increase by more than 80% 
during the next 20 years as demand for air cargo nearly doubles.  The all freight aircraft are crucial 
to the health of air cargo.  All freight aircraft provide reliable capacity to shippers of general cargo, 
mail, express packages, and cargo that cannot be accommodated in the baggage and cargo 
holds on passenger aircraft.  Since 2001, all freight aircraft have carried an average of 60% of the 
world’s total air cargo each year. 
 
The role of the large freighter aircraft will increase as the large freighter share increases to 36% by 
2031 compared to 31% today and 22% in 2001.  The efficiency and capacity advantages of the 
large all freight aircraft will enable airlines to manage projected air cargo growth increases without 
increasing the number of aircraft in their fleets.  Boeing has estimated that about 1,300 of the 
2,750 projected all freight aircraft deliveries will replace retiring aircraft. 
 
In the United States, FedEx has the largest fleet of aircraft with 394.  This is followed by UPS 
Airlines with 226 aircraft. Both airlines are making replacements as older aircraft become less 
efficient.  Both airlines contract with commuter air cargo aircraft to provide feeder service to their 
hubs similar to the passenger airlines. 
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Table 16:  Fleets of Major US All-Cargo Airlines 
 

 FedEx    UPS    Atlas Air 
 B-757-200 70  B-747-400 13  B-747-200   4 
 B-777-200 19  B-757-200 75  B-747-300   1 
 A-300-600 71  B-767-300 47  B-747-400 27 
 A-310-200 57  A-300-600 53  B-747-8F   3 
 ATR-42 21  MD-11  38  B-767-200   1 
 ATR-72 16  Total           226  Total  36 
 DC-10    2 
 MD-10  74 
 MD-11  64 
 Total           394 
 
 Kalitta    ABX Air   ASTAR 
 B-747-100   4  B-767-200 27  B-727F 17 
 B-747-200 26  B-767-300   1  A-300    1 
 B-747-300   1  Total  28  DC-8F    8 
 B-747-400   8      Total  26 
 Total  39 
 
 DHL (U.S.)   Omni Int’l.   National 
 B-757-200 22  B-757-200   1  B-747-400   3 
 B-767-300   3  B-767-200   2  B-757-200   4 
 Total  25  B-767-300   5  DC-8F    4 
     B-777-200   2  Total  11 
     DC-10    8 
     Total  18 
 
 USA Jet   Evergreen   Polar 
 DC-9-30   4  B-747-100   3  AN-24    3 
 DC-9-F  11  B-747-200   9  AN-26    3 
 MD-80    3  B-747-400   2  L-410    3 
 Total  18  Total  14  Total    9 
 
Only FedEx and UPS are in the express business.  All of the other all cargo airlines specialize in 
contract or charter operations.   In some cases, they operate for other international passenger 
airlines. 
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2.11 Fastest Growing Shipment Categories 
 
The last airfreight flow analysis of goods was performed by MGI Global.  Listed below are the top 
ten types of shipments in terms of growth (the top ten categories account for 79.5% of all new 
FTKs): 

Table 17:  Fastest Growing Shipment Industry Segments 
 

 
 
Category 

Freight Ton 
Kilometers 
(millions) 

Share of Freight 
Ton Kilometers 

(millions) 
Capital Equipment 6,603 19.0% 
Computers 4,689 13.5% 
Intermediate Materials 4,308 12.4% 
Perishables 2,560 7.4% 
Consumer Products 2,283 6.6% 
Apparel 1,932 5.6% 
Telecommunications Equip. 1,690 4.9% 
Transportation Equipment 1,350 3.9% 
Technology Products 1,143 3.3% 
Textiles 1,125 3.2% 

 
Source: MGI Global Air Freight Flow Model/Air Cargo World 

 
It is estimated that 2.9 million tons of perishable products were shipped by airfreight in 2010.  
There is year-round demand from customers but a high seasonality in production.  For example, 
California has some supply in January, February, August, September, and October and a large 
supply in the March – July period, with no supply in November and December.  This makes for 
scheduling problems for the air cargo airlines. 
 

Table 18: Examples of Air Cargo Perishables 
 
 Meat       Fish 
 Australia: Lamb, horsemeat, veal    Namibia:  Hake, pike 
 New Zealand: Game, venison, lamb, veal   Tunisia:  Tuna 
 Brazil:  Beef      India:  Sea bream, monkfish 
 Uruguay:  Beef      Sri Lanka:  Various types 
 USA & Canada:  Horsemeat    Fiji:  Tuna 
        Brazil:  Pike, lobster, salmon 
 Vegetables      USA & Canada:  Lobster 
 Kenya:  Beans, peas     Iceland & Norway:  Salmon 
 Ethiopia:  Beans 
 Pakistan:  Beans      Fruit 
 Malaysia, Thailand, Vietnam:  Tropical vegetables  USA:  Strawberries 
 USA, Peru, Mexico:  Asparagus    Chile:  Berries, grapes 
        Brazil:  Mangoes, Papaya 
 Flowers       South Africa:  Passion Fruit, 
 USA, Mexico:  Ferns, foliage    lychees, pineapples, grapes 
 Columbia: Carnations, gerbera    Ghana:  Pineapples, melons 
 Ecuador:  Roses, carnations, gerbera   India:  Mangoes, lychees 

Kenya, Zambia, Ethiopia; Roses    Thailand:  Mangoes 
 Israel:  Gerbera      China:  Lychees 
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Table 18: Examples of Air Cargo Perishables Cont’d 

 
 Pharmaceuticals      Cosmetics 
 USA, Mexico, Switzerland:      USA, France, Switzerland 
 Medicinal Products for Human Use    England, Sweden: 
 Vaccines for Humans     Hair Care, Skin Care,  
 Veterinary Products/Vaccines for Animals   Make-Up 
 
 Film/Artwork 
 USA, France, Italy, Germany,  
 UK 
 
2.12 Other Factors Affecting Air Cargo 
 
2.12.1 Increasing oil prices 
 
One of the major concerns for cargo carriers for 2013 is the price of oil.  After going to $150 per 
barrel in the summer of 2008, prices dropped to $60 per barrel in 2009.  They quickly climbed 
back up to $100 per barrel in 2010.  It is estimated that crude oil will continue in the $95 to $100 
per barrel for the rest of 2013.   Persistent high fuel prices continue to reduce air cargo carrier 
earnings, force rate increases, and create a significant drag on economic growth.  The large 
amount of crude discovered in the United States the past three years has had little impact on the 
price of fuel for the airlines.  The United States' economy is the most important factor in forecasting 
worldwide airfreight growth.  
 
2.12.2 Security regulation 
 
In January of 2007, the Standard Security Program was adopted.  This program is focusing on 
strengthening security requirements for regulated parties in the air cargo supply chain.  TSA is 
building a database and pre-approved list for 4,000 known shippers.  Most of the airlines have 
purchased explosive trace detection technology, which provides a relatively effective but 
manpower-intensive means to screen the air cargo.  This is similar to the technology that has been 
developed to screen carry-on and checked baggage.  Currently, over 60% of the air freight is pre-
screened before it gets to the airport.  This has helped the air cargo carriers to process large 
 
shipments more quickly and improve the overall security. 
 
2.12.3 Competition from Expedited Trucking 
 
A significant trend within the United States is the shift to expedited trucking in the domestic 
express delivery market.  A significant air-to-ground shift has taken place over the last few years, 
driven by the lower cost requirements of shippers and the improved reliability of expedited trucking 
operations.   
 
Integrated carriers such as UPS, and FedEx have significantly expanded their ground operations. 
Their reaction to the decline in air express traffic and yields within the United States has been to 
push their air service into international markets. 
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Both FedEx and UPS have eliminated the smaller B-727 aircraft from their fleets and are adding 
larger aircraft which will carry a large payload a longer distance.  Both carriers have indicated that 
shorter haul business will be accommodated on the expanded ground operations of both 
companies.  This shift tends to support the off airport logistics centers.  There is limited space at 
most airports and the cost of land and rents is much higher. 
 
2.12.4 Electronic Booking 
 
The movement of airfreight (when contrasted with the integrated express and small package 
segment) still resembles trading enterprises, with business being conducted largely by telephone. 
Airfreight is often seen as a commodity by shippers, with price being the determining factor in 
carrier selection. Therefore, the airfreight industry is focused on cost reduction through increased 
use of electronic booking, tracking and tracing, and the use of multi-carrier portals.   
 
2.13 Role of Freight Forwarders 
 
Freight forwarders play an integral part in the transportation process, especially in international 
shipping.  They act on behalf of the exporters in arranging transportation services.  Most freight 
forwarders handle ocean, ground, and air transportation, but usually in separate departments.  
Freight forwarders provide a number of services including: quotations of cost, booking space on a 
carrier, export documentation, arranging insurance, guidance on packing, and export clearance. 
 
Integrated carriers are expanding into international markets and traditional airfreight carriers are 
focusing on increasing productivity through electronic booking.   Airfreight margins of freight 
forwarders are declining and this has resulted in consolidations throughout the industry.   
 
Although a handful of specific process or geographic expert niche players remain, the trend is 
toward the large multinational freight forwarders which are growing larger as they acquire smaller 
competitors in a quest for economies of scale.  The population of freight forwarders is expected to 
shrink dramatically. The Air Forwarders Association has approximately 185 members throughout 
the U.S.  There are no freight forwarders based in the Washington County area. 
 
2.14 Designated Freighters vs. Belly Freight 
 
Full international compliance with State 3/Chapter 3 noise rules was completed in 2002 and 
carriers were forced to replace or modify all non-complying older aircraft.  Many of them 
substituted converted wide-bodied aircraft for existing older narrow bodies, on the theory that they 
could achieve Stage 3 compliance with similar unit costs by increasing capacity.   
 
In reality, the lowest cost cargo freighter cannot come close to matching the allocated cost of belly 
lift.  This is why passenger airlines tend to be the price leaders in most markets.  However, belly 
capacity cannot keep up with projected cargo growth because belly lift will not be added at a rate 
exceeding passenger traffic growth.  Boeing projects that passenger traffic will grow at a rate of 
5.5% per year through 2015 but their forecast of the annual growth in demand for world freight 
ton-kilometers is 6.6%.  This “growth gap” means that freighters must handle the excess cargo 
demand.   This suggests that the industry's overall cost structure will rise.  
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We are also seeing the international passenger airlines shifting from B-747 aircraft to B-777 and A-
350 aircraft for long haul routes.  Each of these new aircraft are smaller than the B-747 and can 
carry less belly freight. 
 
2.15 Baltimore and Washington DC Market 
 
The airports for the area include Baltimore-Washington International Airport, Washington Dulles 
International Airport, and Washington Reagan National Airport.  Air Cargo at the Baltimore-
Washington DC Area airports has seen a dramatic decline since 2008.  Total air cargo for the three 
airports has decreased from 419,374 metric tons in 2008 to 373,366 metric tons in 2012, a 
decrease of 11.0%.  Washington-Dulles International Airport accounts for approximately 70% of 
the total air cargo for the area, Baltimore accounts for 28% and Washington Reagan accounts for 
approximately 2% of the total. 
 
Washington Dulles International Airport reported a 19% reduction from 2008 to 2012.  Baltimore 
International Airport showed an increase of 12.9% during this time period, and Washington Reagan 
had an increase of 80.2%.   Washington Dulles International Airport is the dominant originator of 
international air cargo since it has the most international flights.  Washington Dulles International 
Airport has seen a decline in air cargo each year since 2010.  Baltimore-Washington International 
Airport has experienced an increase in air cargo since 2009.  Washington Reagan Airport 
increased from 2,224 metric tons in 2007 to 6,590 metric tons in 2010 and has decreased every 
year since.   
 
The reduction at Washington Dulles International Airport is so large that the increases at Baltimore-
Washington International Airport and Washington Reagan Airport cannot off set the overall 
reduction of air cargo for the area.  It is estimated that air cargo at the three airports will continue to 
decline at around a 3% to 5% level per year.   
 

Table 19: Historical Air Cargo for DC Area Airports 
(In Metric Tons) 

 
Year Baltimore Dulles Reagan Total % change 
2007 109,180 348,926 2,224 460,330 - 
2008 94,727 321,333 3,314 419,374 (8.9%) 
2009 94,426 283,328 5,819 383,574 (8.5%) 
2010 97,172 323,729 6,590 427,492 11.4% 
2011 102,884 291,919 6,274 401,077 (6.2%) 
2012 106,988 260,406 5,972 373,366 (7.0%) 
Growth  
2007-2012 

(2.1%) (25.4%) 168.5% (18.9%)  

Growth  
2008-2012 

12.9% (19.0%) 80.2% (11.0%)  
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2.16 International Air Cargo 
 

The vast majority of regularly scheduled passenger and air cargo nonstop flights to and from 
international destinations are operated at Washington Dulles International Airport.  There are 
nonstop flights to forty international destinations from Washington Dulles International Airport, 
nonstop flights to seven international destinations from Baltimore International Airport, and regional 
jet service to Canada from Washington Reagan Airport.   
  

Baltimore International Airport has limited international service with flights to Aruba, Cancun, 
London, Montego Bay, Nassau, Punta Cana, and Toronto.  UPS has some flights to Europe from 
Baltimore International Airport but FedEx routes its international air cargo via Memphis.  Overall, 
international air cargo accounts for approximately 42% of the total air cargo for the Baltimore-
Washington DC area. 
 

Table 20: International Air Cargo for the Baltimore-Washington DC Area 
(In Metric Tons) 

  

 
Year 

 
BWI 

 
IAD 

 
Total 

Int’l share 
of  Total 

2007 3,330 191,230 194,560 42.2% 
2008 2,481 184,908 187,389 44.6% 
2009 2,254 164,396 166,650 43.4% 
2010 1,742 196,296 198,038 46,3% 
2011 1,921 177,217 179,217 44.7% 
2012 1,688 153,504 153,505 41.6% 

 

Note:  There is no international air cargo reported for Washington-Reagan Airport 
 
2.17 Forecast for Hagerstown Airport 
 

Based on historical trends since 2007, the air cargo for the Baltimore-Washington DC area airports 
will probably continue to decline at about 3% per year. The Baltimore-Washington International 
Airport will continue to see its market share increase to about 30% of the total market.  Since 
Hagerstown Regional Airport does not have air cargo, a trend analysis forecast based on historical 
trends cannot be developed.  The most useful alternative forecast methodology for air cargo for 
this airport will need to be developed based on its share of passengers in comparable markets and 
its share of the economics of the total metro market.   
 

Hagerstown Regional Airport has nonstop air service to the Orlando/Sanford International Airport 
operated by Allegiant Airlines.  The U.S. Department of Transportation reports that the 
Hagerstown-Orlando/Sanford passengers were 11,233 in 2012.  The U.S. Department of 
Transportation reported that the passengers in the BWI-MCO market were 740,744, the 
passengers in the DCA-MCO market were 655,346, and the passengers in the IAD-MCO market 
were 304,763 for a total of 1,712,086 for all four airports to airports in the Orlando area.  This gives 
Hagerstown-Orlando/Sanford a market share of 0.65%. 
 

The Survey of Buying Power develops indicators of economics by county for the entire United 
States.  The key economic factors include population, households, retail sales, effective buying 
income, income by age, population by age, and some other factors.  All of these factors are 
combined to produce the Buying Power Index which equates the area or county share of the total 
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U.S. economy.  The Survey of Buying Power reported that the Hagerstown Regional Airport 
primary catchment area had a buying power index of .0758.  The total Baltimore-Washington DC 
area had a combined buying power index of 4.1734.  The Hagerstown Regional Airport primary 
catchment area has a 1.80% share of the total buying power index. 
 

Using these two forecasting methodologies, it is assumed that the Hagerstown Regional Airport 
has the potential of producing between 5 million pounds and 13.8 million pounds of air cargo on 
an annual basis.   
 

Table 21: Potential Air Cargo for Hagerstown Regional Airport 
(Expressed in Pounds) 

 
  
Baltimore-Washington DC Airports 
Total Air Cargo 
 
HGR Market Share based on passenger share 
Forecast HGR Air Cargo 
 
HGR Market Share based on economic share 
Forecast HGR Air Cargo 
 
Cessna Caravan Payload per flight 
 
Weekly RT Flights for low forecast 
 
Weekly RT Flights for high forecast 

 
770,000,000 

 
0.65% 

5,000,000 
 

1.80% 
13,860,000 

 
3,600 lbs. 

 
13 

 
37 

 
 
Based on the forecast numbers listed above, the Hagerstown air cargo market could support two 
cargo airlines operating Cessna Caravan type aircraft with each flying five flights per week at a 76% 
load factor.   
 

While such a forecast methodology is a useful proxy to establish a basis for a strategic effort to 
grow air cargo at HGR, it is critical to note that HGR’s proximity to Baltimore, Washington, and 
other major mid-Atlantic airports in conjunction with the excellent road and rail systems in proximity 
to HGR, presents a challenge to advancement of standing and regularly scheduled air cargo 
operations at HGR.  Over the course of this project, AvPORTS has consulted with both FedEx and 
UPS about their interest in establishing air cargo service at Hagerstown. Both carriers stated that, 
as of this printing, they are not interested in initiating air cargo service at Hagerstown in the short 
term. As of now, they believe they are effectively serving the air cargo needs of the greater region 
through their air cargo service at surrounding airports, including BWI, Dulles, Harrisburg and 
Reagan. However, market dynamics change with time. If Hagerstown is successful in the 
implementation of a comprehensive marketing program, and consequently recruits new 
businesses and passengers, the demand as well as capacity for air cargo will only increase and 
may cause cargo carriers like FedEx and UPS to re-evaluate how they are serving residents of 
Washington County and the broader Baltimore/Washington metro area. At that point in time, 
AvPORTS recommends Washington County present a formal presentation to cargo carriers on the 
opportunity of initiating service at HGR. 
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Section Three 

New Business Analysis 
 

3.1    Overview 
 
This section of the Business Plan analyzes and recommends business activities that should be 
pursued specifically by the Hagerstown Regional Airport and for Washington County in general. 
 
The business opportunities analyzed have been developed using “standard categories of Business 
Products and Services” as presented by Business Week.   These categories follow the Standard 
Industrial Classification system of the U.S. Department of Commerce. There are twenty-eight 
categories of Business Products and Services presented by Business Week.  These categories 
cover all of the classifications for any type of business that operates in the United States. 
 
The review of the current business situation in the Washington County area and at the Airport was 
developed using the Standard Business Products and Service categories. These categories 
include: Aerospace, Agriculture, Automotive, Banking, Business Services, Chemicals, 
Conglomerates, Consumer Products, Containers and Packaging, Discount and Fashion Retailing, 
Educational Services, Electrical and Electronics, Food, Fuel, Health Care, Housing and Real Estate, 
Leisure Time Activities, Manufacturing, Metals and Mining, Non-bank Financial, Office Equipment 
and Computers, Paper and Forest Products, Public Administration, Publishing and Broadcasting, 
Service Industries, Telecommunications, Transportation, Utilities and Power.  Based on the 
community interviews with various community leaders, it seems that the goal of the community is 
to help existing business expand and attract companies in support of and generate tourism, 
expand cluster activities in manufacturing, and expand business in the health care industry. 
 
The initial businesses in a community are consumer product and services companies and they 
generally include:  Apparel Sales; Appliance Sales and Repair; Auto Parts, Auto Repair and Auto 
Sales; Building Materials; Business Services; Electronic Products and Repairs; Food and Drug 
Stores; Floor Coverings; Furniture Sales; Hospitals and Nursing Homes; Hotels and Motels; 
Insurance Agencies; Medical and Dental Services; Real Estate Services; Restaurants; Service 
Stations; Stockbrokers; Tire Sales and Repair; Transportation services; and Travel Agencies.  The 
Hagerstown area seems to have businesses in all of these products and services.   
 
The other business products and services in a community follow the geographical characteristics 
and attributes of an area.  The attributes are historical and provide a general base for business. 
The natural attributes and location of the Hagerstown area  tends to attract manufacturing, 
transportation, hospitality, real estate, retail, tourism, and service industries.   
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The following table lists the various categories of business products and services that are 
commonly located in a community. 
 

Table 22: Categories of Business Products and Services 
 

Aerospace Health Care 
Agriculture Housing and Real Estate 
Automotive Leisure Activities 
Banks Manufacturing 
Business Services Metals and Mining 
Chemicals Non Bank Financial 
Conglomerates Not for Profit 
Consumer Products Paper & Forest Products 
Containers and Packaging Public Administration 
Fashion Publishing/Broadcasting 
Education Service Industries 
Electrical Telecommunications 
Food Transportation 
Fuel Utilities 

 
3.2    Current Situation at Hagerstown Regional Airport 
 

The Hagerstown Regional Airport can contribute to expanding the base of business for the 
community.  One of the larger industrial parks is located next to the Airport and there is a 
significant amount of land near the Airport that can be developed.   The Hagerstown Regional 
Airport can optimize its revenue with an effective business development program targeted towards 
commercial aviation, air cargo, corporate aviation, general aviation, and aviation manufacturing. 
 

The passenger air service can be a strong revenue generator for the Airport and add to the 
profitability of the Airport.  The goal is to have an airport that is effective, cost efficient, and meets 
the needs of its customers. The Airport terminal and the parking area meet the passenger demand 
for current air service and new air service. The current air terminal can accommodate four airlines 
but the hold room is limited to 165 passengers at any one time.  To handle additional flights at or 
near the same time as the Allegiant Airline flights, additional hold room space will be needed.  
 

The land on the north side of the Airport and next to the current corporate and general aviation is 
the best location for aviation related businesses that need runway access.  The land on the east 
side of the Airport is the best location for expanded cargo facilities.  Business that does not need 
runway access can locate outside the fence or in the undeveloped areas. 
 

The strengths of the Airport include: central location to half a million residents in six counties, good 
highway access, lower cost land and facilities compared to other Maryland locations to the south 
and east, a major push for more tourism, and a strong business community.  The main 
weaknesses of the Airport are the lack of facilities for additional commercial and general aviation 
inside the fence and the old Fairchild facility that needs to be redeveloped or replaced. 
 

There seems to be good opportunities for corporate aviation, aviation related business, and more 
business in the adjoining industrial park.  The major threat for a small airport is always business not 
materializing when new facilities are constructed. 
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3.3    Business Products and Services in the Hagerstown Area 
 
The table below sets forth an inventory of business products and services currently located in the 
Hagerstown area listed by the standard categories developed by Business Week.  Of the seventy-
five categories of products and services, fourteen of them are located at or near the Airport, forty-
five are located in the county and sixteen are not located in the county. The major products and 
services not represented in Washington County are primarily in the areas of manufacturing like 
motor vehicles, chemicals, oil, gas, and coal. 
 

Good highway and rail access supports the amount and type of manufacturing that will locate in 
the area.  The current manufacturers are there today to support the business and tech industries.  
The table below lists an inventory of business products and services located in the Washington 
County area. 
 

Table 23: Inventory of Business Products & Services Located in the Hagerstown Area 
 

Product/Service At Airport In Area Not in Area 
Aerospace/Aviation 

a. Government & DOD 
b. Non Government 

Agriculture 
a. Production 
b. Processing 

Automotive 
a. Vehicle Manufacturing 
b. Parts Manufacturing 
c. Sales & Service 
d. Tire & Rubber 

Banks 
Business Services 
Chemicals 
Conglomerates 
Consumer Products 

a. Apparel 
b. Appliance & Furnishings 
c. Beverages 
d. Personal Care 

Containers & Packaging 
a. Glass, Metal, Plastic 
b. Paper 

Fashion 
Education 

a. Services 
b. College/University 

Electrical/Electronics 
a. Electrical Products 
b. Instruments 
c. Semi Conductors 

Food 
a. Distribution 
b. Processing 
c. Retailing 

 
X 
X 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
X 
X 
 

X 
X 
 
 

X 
X 
 

X 
X 
 
 
 

X 
X 
X 
X 
 
 
 
 
 

X 
X 
 

X 
 
 
 

X 
X 
X 
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X 
 
 
 
 
 
 
 
 
 
 

X 
X 
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Table 23: Inventory of Business Products & Services Located in the Hagerstown Area - Cont’d 
 

Product/Service At Airport In Area Not In Area 
Fuel 

a. Coal 
b. Oil & Gas 
c. Petroleum Services 

Health Care 
a. Drug Manufacturing 
b. Research 
c. Medical Products 
d. Health Services 

Housing & Real Estate 
a. Building Materials 
b. Construction 
c. Real Estate Sales 

Leisure Activities 
a. Restaurants 
b. Entertainment 
c. Hotel/Motel 
d. Recreation Activities 
e. Recreation Products 

Manufacturing 
a. Fabricated Metal 
b. Furniture 
c. Housewares 
d. Machine/Hand Tools 
e. Primary Metals 
f. Rubber & Plastics 
g. Textiles 

Metals & Mining 
Non Bank Financial 

a. Financial Services 
b. Insurance 
c. Thrift and Loan 

Office Equipment/Computers 
a. Business Machines/Services 
b. Computer hardware 
c. Computer software 
d. Computer services 

Paper and Forest Products 
Public Administration 

a. Federal Government 
b. State Government 
c. Local Government 

Publishing & Broadcasting 
a. Broadcasting 
b. Publishing 

Service Industries 
a. Advertising 
b. Construction 
c. Distribution 
d. Engineering 
e. Consulting 
f. Other Services 
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Table 23: Inventory of Business Products & Services Located in the Hagerstown Area - Cont’d 
     

Products/Services At Airport In Area Not in Area 
Telecommunications 

a. Equipment and Services 
b. Telephone Companies 

Transportation 
a. Airline 
b. Bus 
c. Rail 
d. Ship 
e. Truck 

Utilities & Power 

 
 
 
 

X 
 
 
 

X 

 
X 
X 
 
 

X 
X 
X 
X 
X 

 

 
 
3.4    Airport Tenants 

 
The Hagerstown Airport occupies 665 acres.  
The facility includes a passenger terminal, 
passenger parking lot and land and facilities 
for fifteen tenants.  All of the facilities and 
hangars on the Airport property are currently 
occupied.  There are approximately 790 
employees at the Airport.  
 
In order to accommodate new tenants, new 
facilities will need to be built.  The major 
tenants include Sierra Nevada, Rider Jet 
Center, Agusta Westland, DST, Global 

Reconnaissance Technologies, Hagerstown 
Aircraft Services, Fugro Earth Data, Pittsburgh 
Institute of Aeronautics, Royal Aircraft Services, Air Methods Maryland, R&M Enterprises, Terry’s 
A&P Services, and Advanced Interiors.  There is rental car service by Avis at the terminal.  There is 
no air cargo service. 
 
Sierra Nevada Corporation is the largest employer at the Airport with approximately 500 
employees.  The company modifies aircraft for aerial surveillance and develops communications 
systems for defense and homeland security.  Rider Jet Center is the largest tenant in terms of 
space leased and facilities.  They provide general aviation services, facilities and fuel for their 
clients.  Agusta Westland provides maintenance, repair and overhaul for helicopters.  DST and 
Global both provide aerial reconnaissance services.  Hagerstown Aircraft Services provides 
maintenance, major structural and general repairs for general aviation aircraft.  Fugro Earth Data 
provides aerial mapping and GIS services.  The Pittsburgh Institute of Aeronautics provides aircraft 
maintenance training.  Royal Aircraft Services provides aircraft and engine repair and maintenance.  
Top Flight is the owner of the old Fairchild facility.  Bowman is an owner of land adjacent to the 
airport.  Air Methods Maryland is an emergency helicopter service used for transporting medical 
emergencies. R&M Enterprises provides aircraft inspection and repairs. Terry’s A&P Service also 
provides aircraft inspections.   Advanced Interiors provides refurbishing of interiors for aircraft.  

Figure 9: Sierra Nevada is the largest employer at the Airport 
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There are approximately 40 acres available for expansion inside the fence with all of them in the 
“northwest quadrant”.  There are 140 “T” hangars and all are leased out with a one year waiting 
list.  These hangars are very popular due to competitively low rates. There is a demand for larger 
corporate hangars.  To expand general aviation, construction of new hangars and the demolition of 
some old hangars may be required.  Any new facilities will need hook ups with water, electricity, 
and gas.  Current tenants would like to have access to fiber optic cable for communications.  This 
will limit the recruitment of technology based companies. 
 
3.5    Businesses Located Near the Airport 
 
The Hagerstown Regional Airport Area 
is one of five primary opportunity 
areas for business expansion in 
Washington County.  The land area is 
approximately 2,000 acres and is 
planned for Airport, Planned Industrial, 
and Highway Interchange.  There is a 
693 acre Enterprise Zone and a 452 
acre Foreign Trade Zone. 
 
There is an industrial park located on 
the northwest side of the Airport 
called the Lehigh-Phoenix area.  This 
area has 35 to 40 acres.  The major 
tenants include a call and processing 
center for Citigroup and the 

production facility for Lehigh Phoenix, 
specializing in custom designed book 
components.  It is estimated that 
these two companies employ approximately 2,500 to 3,000 employees.  There is a cargo transfer 
station and warehouses northeast of the airport.  Bowman has land to the east of the airport and 
at the off ramp from the Interstate prior to the entrance to the airport.  This land is unimproved.  
Development of the land outside the fence can be limited due to lack of infra-structure. 
  
3.6    Resources 
  
The Airport breaks even from a budget standpoint and is self-sustaining.  The runway expansion 
and improvements to the terminal are fully paid.  Further expansion of the passenger terminal will 
need to be financed through FAA funds and Airport funds. Additional funding sources for the 
terminal include the Maryland Aviation Administration and the Appalachian Regional Commission 
among others. 
 
The expansion of the general aviation and corporate aviation at the Airport has been primarily 
funded by Rider Jet Center.  They have spent over $30 million and would like to build more 
corporate size hangers.  Their major client is Sierra Nevada who is on a year to year contract.  This 
venture carriers significant risks should Sierra Nevada decide to leave. 

Figure 10: Citigroup operates a call and processing center in an 
extensive campus in the Airport Industrial Park adjacent to the Airport. 
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3.7    Incentives for Business 
 

Business recruitment in the area is handled by the Hagerstown Washington County Economic 
Development Commission. Financial aids for new companies relocating to the area include custom 
programs for each new business, a fast track team to help with the approval process, a variety of 
financing sources, and state programs that offer assistance through insurance or guarantees of 
commercial loans and low interest rates.  Businesses that meet EDC objectives of the County will 
often qualify for commercial loans or grants to assist with relocation or expansion.  Business 
activities that are eligible for the Maryland tax incentives do include companies involved in 
transportation, communications, warehousing, manufacturing, and research and development, all 
business types that could locate at or near the Airport.  
 
3.8    Community Benefits 
 

A low cost of living and cost of labor along with an excellent quality of life are the best selling points 
for Washington County.  The area has a good education system through the community college 
level.  The area is very scenic with hills, valleys, rivers, mountains, all within a close proximity to the 
Airport.   The community leaders favor new business for the area that are in manufacturing, 
technical services, transportation and logistics, financial services, and information technology.  A 
good airport with good air service will help with the development of new business to the area. 
 
3.9    Customer Requirements 
 
The key to the recruitment of a new business to the Washington County area and to Hagerstown 
Regional Airport is the ability to meet the requirements of that business.  The potential customer for 
Washington County will create jobs for the area residents and contribute to the overall aviation 
business at the Airport.  In various surveys that have been performed regarding relocation, the 
following are considered the most important requirements of the customer. 
 

Table 24: Key Customer Requirements 
 

• Low Cost Labor and Non Union Environment 
• Low Cost Land and Low Taxes for Facility     
• Pre Constructed Facilities and Build to Suit    
• Limited Environmental Restrictions 
• Economic Incentive and Availability of Training Funds 
• Location that offers “Quality of Life” for employees 
• Transportation Access to major markets 
• Good Passenger and Cargo Air Service 
• Strong Community Support for Business 

 
Washington County has relatively low cost labor and low cost land when compared to other 
communities in the Baltimore-Washington DC area.   The biggest problem for new companies may 
be the lack of skilled labor in Washington County.  There are over 400 industrial building vacant 
and the same number of office spaces.   
 
As mentioned before, the “quality of life” may be the number one attribute of the area.  The 
distance and driving time from Baltimore and Washington DC may keep the population to a 
reasonable level.   
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3.10    Market Trends 
 
Economic Growth has been declining.  Median household income for Washington County has 
declined from $56,505 in 2006 to $52,850 in 2010.  This was caused by jobs being lost, pay 
raised curtailed, and new job creating investments being curtailed or cancelled.  The Economic and 
Community Assessment is estimating that it will take until 2018 to return to pre-recession levels. 
 
The EDC believes that the primary strategy is to exploit Hagerstown’s history and strategic 
geographic position as the “HUB City” in order to grow local businesses and attract new ones to 
the area. The EDC believes developing a local BioTech Industry is needed to move the area 
economy into the future. Guiding principles identified in the Economic Development Strategic Plan 
include: 1) A more diversified and recession proof economic base, 2) compatibility with the natural 
environment and quality of life, 3) an educated and skilled workforce, 4) an attractive, inviting and 
vibrant Hagerstown City Center, and 5) opportunities for small towns and rural/agricultural areas. 
 
3.11 Tourism 
 

Washington County was the only county 
in Maryland that saw double digit 
increases in hotel occupancy and lodging 
revenue during 2012.  The success for 
tourism in Washington County was the 
product of several years of aggressive 
marketing combined with timely events 
such as the 150th Civil War anniversary 
and other tourism attractions.  Visitors to 
the area increased from 2.1 million visitors 
in 2011 to 2.9 million visitors in 2012.  
While the Civil War commemorations 
brought in visitors, the event lasted only a 
week and other attractions and events 
helped account for the 38% increase in 
business. 
 

  

Figure 4: The Antietam Battlefield is an anchor in the region's rich 
historical heritage that helped bring nearly three million visitors to 
the area in 2012.Photo Courtesy Reader’s Digest. 
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3.12    Market Characteristics for Airport Related Business 
 
There are certain products and services that are directly related to aviation and airlines.  These 
products and services, by their nature, may be required to be located at the Airport or near the 
Airport. In reviewing various aviation guides and directories, a list of fifty-two aviation and airline 
products and services has been developed. 
 
In reviewing the list we found that, in most cases, the airline and aviation-related products and 
services need to be onsite or near the airport.  In our survey we identified that thirty-five of the fifty-
two activities need to be at the airport or near the airport.  These activities are the service related 
businesses that support airline passenger and freight service and general aviation services.  The 
companies provided services for the airline customers, the airlines, and general aviation.  These 
products and services are totally dependent on the airport.   
 
We identified seventeen activities that do not depend on an airport location to operate effectively.  
These products or services included manufacturing, engineering, training, publishing, and 
consulting.  These products and services could be located at an airport or near an airport as long 
as the cost of operation is lower than a location away from the airport.  The table below lists the 
location characteristics for aviation related businesses.  As mentioned in the Customer 
Requirements section of this plan, the need for low cost land, low taxes, build-to-suit facilities, 
economic incentives, and limited environmental restrictions are the market drivers for companies. 



COMPREHENSIVE MARKETING PLAN FOR HAGERSTOWN REGIONAL AIRPORT 	  
 

 

80 

Table 25: Location Characteristics of Aviation Related Products and Services 
 

Aviation Activity Onsite at Airport Near Airport No Airport Requirement 
Accessory Manufacturer    
Acoustics  X  
Air Ambulance   X 
Air Cargo X   
Air Charters  X  
Air Taxi X   
Aircraft Brokers  X  
Aircraft Cleaners X   
Aircraft Interior Modifications   X 
Aircraft Manufacturer X   
Aircraft Parts Manufacturer X   
Aircraft Manufacturer X   
Aircraft Parts Manufacturer   X 
Airframe Repair/Overhaul X   
Associations/Clubs   X 
Auto Parking X   
Auto Rental X   
Aviation Museum  X  
Aviation Fueling X   
Aviation Medical Services  X  
Avionics Dealers/Repair  X  
Aviation Training School  X  
Catering  X  
Component Design/Engineering   X 
Computer Software   X 
Electrical Repair   X 
Engine Repair/Overhaul  X  
Flight Attendant Training  X  
Flight Planning Service   X 
Freight Forwarder  X  
General Aviation Center (FBO)    
Gift/Retail Shop X   
Ground Equipment Manufacturer X  X 
Ground Equipment Repair   X 
Government Agency  X  
Helicopter Charter X   
Hotel X X  
Instrument Manufacturer   X 
Instrument Repair   X 
Modifications, Repair, Painting X   
Passenger Terminal X   
Pilot Training  X  
Publications   X 
Reservations Training   X 
Restaurants X   
Safety/Emergency Equipment   X 
Scheduled Airline X   
Scheduled Airline Corporate Office  X  
Scheduled Airline Maintenance Base X   
Training Simulators  X  
Weather Services   X 
Window, windshield repair   X 
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3.13    Market Segmentation 
 
The Airport is dealing with a very broad and diverse market in its efforts to find companies that will 
relocate to the Washington County area.  The number of options available are numerous, widely 
scattered, and varied in their selection requirements.  Some of the Airport’s competitors are in a 
better position to serve certain segments of the market.  Instead of competing everywhere, it is in 
the best interest of the Airport to identify the most attractive segments of the market that it can 
serve most effectively. 
 
The market consists of companies that differ in their wants, resources, geographical location 
requirements, buying attitudes and practices.  These Industrial markets can be segmented by 
variables such as:  demographic variables, operating variables, business character, situational 
factors, and personal characteristics.  
 
3.13.1 Market Segmentation Variables 
 
Demographic 
 
Industry:  which industry should we focus on? 
Company:  what size companies should we focus on? 
Location:  what geographical areas should we focus on? 
 
Operating Variables 
 
Technology:  what customer technologies should we focus on? 
Customer capabilities: should we focus on customers needing many or few services? 
 
Character of the Business 
 
Power structure:  should we focus on companies that are engineering dominated, financially 
dominated, marketing dominated, etc.? 
 
Nature of existing relationships:  should we focus on companies and industries already represented 
in Washington County or go after the most desirable companies? 
 
Sales criteria:  should we focus on companies that are high volume with many employees or on 
companies that are high tech and high income? 
 
Situation Factors 
 
Urgency:  should we focus on companies that need a quick and sudden change of location? 
 
Specific application: should we focus on certain product or service applications rather than all 
applications? 
 
Size of client: should we focus on large or small clients? 
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Personal Characteristics 
 
Buyer-seller similarity:  should we focus on companies whose people and values are similar to 
ours? 
 
Attitudes toward risk: should we focus on risk-taking or risk-avoiding companies? 
 
Loyalty:  should we focus on companies that show loyalty to their customers, suppliers, 
employees, and community? 
 
Based on the market segment variables for Industrial Markets, the segmentation strategy for the 
Washington County should be centered on the following; 
 

1. Demographic –Population, retail sales and household income is static but the area has a 
low cost of living and low cost of labor.  Washington County is lower cost than the 
communities in and adjacent to the Baltimore/Washington DC area. 

 
2. Operating Variables - Access to transportation system is excellent, especially rail and 

highway.  Hagerstown has historically been referred to as the “Hub City” and it continues to 
be a hub for transporting goods. 

 
3. Character of the Business - Professional and Technical companies have the greatest 

flexibility in locating into the smaller metro markets.  Washington County should continue to 
promote specialized manufacturing and high tech companies. 

 
4. Situation Factors - In the short term, Washington County and especially the Airport should 

focus on companies that need a quick change of location.  Companies seeking to leave the 
high crime areas in the large metropolitan areas would be good candidates.  

 
5. Personal Factors - The companies that Washington County and the Airport are seek to 

attract, in most cases, are privately owned.  The existing location of these companies is 
based on various business factors and the companies are close to where the owner wants 
to live.  “Quality of Life” and lower cost of operations are key selling points of Washington 
County and this should be stressed.   

 
3.14    Business Selection Criteria and Profile 
 
Each of the business or industry types is profiled based on certain criteria to determine if this 
business or industry type meets the goals and objectives of the community.  The development of 
the profile is based on the business attributes of Hagerstown and Washington County.   Each of 
the business or industry types is matched against the business attributes of Hagerstown and 
Washington County to find which segment presents the best target of opportunity.  The following 
table creates a matrix matching characteristics of the community against major categories of 
businesses. 
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Table 26: Business Selection Criteria 
Business Attributes of the Hagerstown-Washington County Market 

Business or 
Industry Type 

Low 
Cost 
Land 

Low 
Cost 

Labor 

Semi-
Skilled 
Labor 

Lower 
Cost 

Housing 

Space for 
mid/small 
Size Biz. 

Small 
Town 

Environ 

Access to 
College 

Facilities 

Access to 
Metro 

Markets 

Multi 
Modal 

Shipping 

Fits 
Local 
Goals 

Aerospace x x x x x x x x x x 
Agriculture 
Production 
Processing 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
 

 
x 
x 

 
x 
x 

 
x 
x 

Automotive 
Manufacture 
Sales/Service 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
 

x 

  
 

x 

 
x 
x 

 
x 
x 

 
 

x 
Banking x x x x x x x x  x 
Biz. Services x x x x x x x  x x 
Chemicals x x x x   x  x  
Consumer 
Products 

x x x x x x x x x x 

Containers           
Fashion x x   x    x  
Educational 
Services 

x x x x x x x x x x 

Electronics x x x x x x x x x x 
Food           
Fuel Products x x      x x  
Health Care 
Research 
Services 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

Housing 
Materials 

x x x x x x  x x x 

Leisure  
Entertainment 
Products 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

Manufacturing 
Advanced 
Metal 
Furniture 
Housewares 
Machine tool 
Rubber 
Plastics 
Textiles 

 
x 
x 
x 
x 
x 
x 
x 
x 

 
x 
x 
x 
x 
x 
x 
x 
x 

 
x 
x 
x 
x 
x 
x 
x 
x 

 
x 
x 
x 
x 
x 
x 
x 
x 

 
x 
x 
x 
x 
x 
 
 
 

 
x 
x 
x 
x 
x 
x 
x 
x 

 
x 
 
 
 
 
 
 
 

 
x 
x 
x 
x 
x 
x 
x 
x 

 
x 
x 
x 
x 
x 
x 
x 
x 

 
x 
x 
x 
x 
x 

Metals and 
Mining 

x X x x     x  

Natural Resources x x x x     x  
Non Bank Financial x x x x x x x x x x 
Office Equip. 
Computers 
Business Machines 
Hardware 
Software 

 
 

x 
x 
x 

 
 

x 
x 
x 

  
 

x 
x 
x 

 
 

x 
x 
x 

 
 

x 
x 
x 

 
 

x 
x 
x 

 
 

x 
x 
x 

 
 

x 
x 
x 

 
 

x 
x 
x 

Paper Products x x    x  x x  
Publishing & 
Broadcasting 

x x x x x x x x x x 

Public Admin. x x x x  x x  x x 
Service Industry 
Construction 
Distribution 
Environ. Mgmt. 
Printing 
Advertising 

 
x 
x 
x 
x 
x 
 

 
x 
x 
x 
x 
x 
 

 
x 
x 
x 
x 
x 
 

 
x 
x 
x 
x 
x 
 

 
x 
x 
x 
x 
x 
 

 
x 
x 
x 
x 
x 
 

 
 
 

x 
x 
x 
 

 
x 
x 
x 
x 
x 
 

 
x 
x 
x 
x 
x 
 

 
x 
x 
x 
x 
x 
 

Telecommunications 
Equipment 
Services 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
x 
x 

 
 

x 

 
x 

 
x 

 
x 
x 

 
x 
x 
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Table 26: Business Selection Criteria Cont’d 

Business Attributes of the Hagerstown-Washington County Market 
 

Business or 
Industry Type 

Low 
Cost 
Land 

Low 
Cost 
Labor 

Semi-
Skilled 
Labor 

Lower 
Cost 
Housing 

Space for 
Small/mid 
Size Biz. 

Small 
Town 
Environ. 

Access to 
College 
Facilities 

Access 
to Metro 
Markets 

Multi 
Modal 
Shipping 

Fits 
Local  
Goals 

Transportation 
Airline 
Coach 
Rail 
Truck 
Ship 

 
x 
x 
x 
x 
x 

 
x 
x 
x 
x 
x 

 
x 
x 
x 
x 

 
x 
x 
 

x 
 

 
x 
x 
 

x 
 

 
x 
x 
 

x 
 

 
x 

 

 
x 
x 
x 
x 

 
x 
 

x 
x 
x 

 
x 
x 
 

x 
 

Utilities 
Electric 
Water 
Gas 

 
x 
x 
x 

 
x 
x 
x 

 
x 
x 
x 

 
x 

    
x 
x 
x 

 
x 
x 
x 

 

           
 
3.15    Target Markets for the Community 
 
The market segmentation analysis revealed the opportunities for the Hagerstown and Washington 
County area by Business and Industry Type.  The twenty five segments and thirty three sub-
segments have been evaluated by segment size and growth, segment attractiveness, and 
objectives and resources of the community. 
 
Based on the business segmentation criteria presented above, the areas that show growth, 
attractiveness, and best fit the objectives and resources of Hagerstown and Washington County 
are: (1)  Specialized Agricultural Production and Processing; (2) Aviation and Aerospace; (3)  
Banking and Financial Services; (4) Business Services including retail and wholesale trade; (5)  
Consumer Products like health care products;  (6)  Educational and Training Services; (7) 
Electronics; (8) Environmental Management; (9) Health Care Research and Services; (10) Leisure 
Products, Services, and Tourism; (11) Specialized Manufacturing; (12) Non-Bank Financial Services 
like Real Estate, Insurance, and Finance; (12) Office Equipment and Computers: (13) Publishing; 
(14) Telecommunications Equipment; and (15) transportation companies engaged in airline service, 
motor coach service, and trucking.  
 
Listed below are some of the products and services that could be developed or expanded in 
Hagerstown and Washington County that may fit local objectives. 
 

1. Agricultural Products and Processing – The wine industry has been growing in the area 
and can continue to expand.  Adds to overall agricultural products and leads to more 
tourism. 

 
2. Aviation and Aerospace – The recruitment of aviation, and aerospace companies to the 

Airport area will give the local economy a boost. There are numerous aviation and airline 
products and services that could be located at the Airport and they are detailed in the next 
section of this plan. 

 
3. Banking and Financial Services – Retail and commercial banking along with mortgage 

banking has done well in the area.  Growth of population, business, and housing will 
require additional services. 
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4. Business Services – Retail and wholesale trade is a large employer in the area and the 
push for more tourism will increase the amount of customers to the area.   

 
5. Consumer Products – A strong demand for healthcare products and personal care 

products. Fits the business attributes and goals of the community. 
 

6. Educational and Training Services – The primary companies in this business area 
engage in providing educational development and services in training and development.  
These companies provide training hardware, training software, off the shelf published 
material, and provide seminars and conferences for this $235 billion market. This field of 
business is seeking low cost operations and presently operates from mid-size towns. 

 
7. Electronics and Computer Services – Good employment base already in Washington DC 

area for these industries.  Lower cost of business in Hagerstown and Washington County 
versus the Washington DC can be a big draw. 

 
8. Environmental Management and Engineering – Need access to major metro areas but 

prefer suburban areas for location and operation. 
 

9. Healthcare Research and Services – The community already as a medical cluster.  
Additional services will be needed for the large increase of seniors. 

 
10. Leisure Products, Entertainment, and Tourism – The growth in outdoor recreation has 

created a large demand for recreational products for camping, hunting and fishing, 
mountain biking, water sports, and off road activities to name a few.  Growth in tourism has 
been outstanding and can be a target for economic development. 

 
11. Manufacturing – Advanced manufacturing to support aerospace, biotechnology, 

telecommunications, and healthcare products is needed.  Specialized machine tool 
companies will be needed to support other industries. 

 
12. Nonbank Financial Services – Insurance companies, investment companies, credit card 

companies, and mortgage companies that do large amounts of information processing and 
customer service support by telephone are a natural for locating in the area. 

 
13. Publishing – Excellent ground transportation and low cost of operation in Hagerstown and 

Washington County are ideal for this industry.  Need to leverage off of existing business in 
this area. 

 
14. Telecommunications Equipment – Highly competitive industry but low cost of operation 

in Hagerstown and Washington County will be attractive.  Needs good transportation 
access which is available. 

 
15. Transportation – Good location for the head office or operations center for a regional or 

charter airline, a motor coach company, and a trucking company.  Airport has space for a 
small airline operation.  Good highway access is key for motor coach and trucking.  
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3.16    Business Opportunities for Hagerstown Regional Airport 
 
The Aviation and Airline business area of this Business Plan has been segmented into fifty-one 
products and services for the Airport.  Of the fifty-one products and services, twenty-two are 
presently at the Airport, two are near the Airport, and twenty-seven are not at or near the Airport.  
The target aviation and airline related products that are at or near the Airport include:  Aerial 
Surveillance, Air Ambulance, Air Charters, Aircraft Broker, Aircraft Cleaning, Aircraft Modification, 
Airframe Repair, Airline Terminal, Parking Lot, Auto Rental, Aviation Fueling, Aviation Training, 
Engine Repair, Fire-Crash-Rescue, Fixed Base Operator, Aviation Center, Government Agencies 
(TSA and Tower), Helicopter Repair, Maintenance Training, Pilot Training, Aircraft Painting, and 
Restaurant.   
 
The activities that could be onsite at an airport and are not at Hagerstown Regional Airport include:  
Air Cargo Airline, Air Taxi, Aircraft Manufacturer, Cargo Facility, Gift and Retail Shop, and Regional 
Airline Maintenance Base.  Activities that could be near an airport and are not at Hagerstown 
Regional Airport include:  Airline Attraction or Museum, Aviation Medical Center, Aircraft Catering, 
Hotel or Motel, Regional Airline Corporate Office, Simulator Training Center, and Weather Service. 
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The table below lists the target aviation and airline related products that could locate at  
Hagerstown Regional Airport.  The redevelopment of some of the land inside the fence and 
adjacent to the airport could support some of these businesses.   
 

Table 27: Target Aviation Related Products and Services for HGR 

Activity Onsite at Airport Near Airport Not at Airport 
Accessory Manufacturer 
Acoustics 
Aerial Surveillance 
Air Ambulance 
Air Cargo 
Air Charters 
Air Taxi 
Aircraft Broker 
Aircraft Cleaning 
Aircraft Modification 
Aircraft Manufacturer 
Aircraft Parts Maker 
Airframe Repair 
Airline Terminal 
Associations 
Auto Parking Lot 
Auto Rental 
Aviation Attraction 
Aviation Fueling 
Aviation Medical 
Aviation Training 
Catering 
Cargo Facility 
Electrical Repair 
Engine Repair 
Fire Crash Rescue 
Fixed Base Operator 
Flight Planning 
Freight Forwarder 
General Aviation Center 
Gift/Retail Shop 
Government Agencies 
Ground Equipment Manufacturer 
Ground Equipment Repair 
Helicopter Repair 
Hotel/Motel 
Inflight Training Center 
Instrument Manufacturer 
Instrument Repair 
Maintenance Training 
Pilot Training 
Repair and Painting 
Reservations Training 
Restaurant/Snack Bar 
Safety Equipment Manufacturer 
Scheduled Airline Corporate Office 
Scheduled Airline Maintenance Base 
Security Training 
Simulator Training 
Weather Service  
Window, windshield repair 

 
 
X 
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X 
X 
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3.17    Aviation Related Businesses That Need Airport Access 
 
The various aviation business options that need airport access to conduct business can be 
combined into six business opportunities:   
 

1. Aviation Training Center – Pilot training and maintenance training 
 

2. Maintenance Repair Operation – Airframe repair and painting, avionics and instrument 
repair, electrical repair, and engine repair.  

 
3. General Aviation and Corporate Center – Fuel sales, aircraft sales, hangar rental, and 

corporate aircraft servicing. 
 

4. Government Operations Center – Support various government aviation programs that 
need hangar and/or office space. 

 
5. Passenger Terminal – Scheduled passenger air service that needs an air terminal and 

support. 
 

6. Air Cargo Center – Operations will need air cargo loading, ramp access for trucks, and 
warehousing facilities. 

 
3.17.1 Aviation Training Center 
 
There is a large demand in the airline industry for maintenance and operations people.  Most of the 
people in this field have been trained through technical schools and community colleges.   
 
3.17.2 Maintenance Repair 
Operation 
 

Due to major financial difficulties and 
constraints, the scheduled air carriers 
are contracting out more and more of 
their maintenance work. There is a 
major need for outside vendors to 
provide airframe and engine overhaul 
work on larger aircraft.  
 
3.17.3 General Aviation and 
Corporate Aviation 
 
There are excellent services and facilities 
for general aviation and corporate 
aviation at the Airport with Rider Jet 
Center.  The current trend is to build larger hangars to handle larger corporate aircraft and Rider 
has indicated an interest to expand in this area. With a limited amount of space in the general 
aviation area, some land will need to be cut and filled, old hangars and tie down spaces will need 
to be removed so that larger corporate hangars can be added.   

Figure 11: Rider Jet Center has invested millions of dollars in recent 
years to develop land at Hagerstown Regional Airport.  
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Bowman is interested in building a hangar on land they own outside the fence and then get access 
to the airport through the fence.  This does create security problems for a Part 139 airport and it 
would be better to work out an arrangement for the Airport to acquire the Bowman land and move 
the fence around the land to allow for the expansion of business with a new facility. 
 
3.17.4 Government Aviation 
 
Another potential client for the Airport is the government.  Various departments of the federal 
government have aviation related groups.  The government will provide funding for any facilities 
required. 
 
3.17.5  Passenger  Airlines 
 
The Hagerstown Regional Airport has a small air terminal that can handle four airlines as long as 
their flights do not overlap.  There is limited space at the security check-point and in the passenger 
holding area for not more than 165 passengers at any one time.  When Allegiant is operating, there 
is no room for another airline’s passengers.    
 
3.17.6 Air Cargo 
 
The Air Cargo forecast indicates a demand to support commuter caravan operations.  FedEx and 
UPS have indicated that they believe that their ground operation will fulfill their needs at 
Hagerstown for the time being.  The Airport should develop a proposal for FedEx and UPS to 
become the Air Cargo carrier for the airport once new demand has been generated with the 
successful attraction of new business.  The Airport will need a separate facility or ramp area to 
handle the air cargo operation. 
 
3.18    Aviation Related Business That Does Not Need Airport Access 
 
Some of the aviation and airline products and services do not need to be located at the Airport.  
The review of the business opportunities indicated that there are seventeen aviation/airline related 
businesses that do not need to have airport access.  These activities included: aircraft broker, 
aircraft parts manufacturer, component design engineering, aviation computer software, engine 
repair and overhaul, flight planning and charter services, ground equipment repair, inflight training, 
hotel, maintenance training, reservations training, aviation publications, corporate office, safety and 
emergency equipment, and simulators. 
 
3.19 Non-Aviation Business That Can Be Recruited  
 
The non-aviation target markets were described earlier in this Plan.  Some of these business 
opportunities can locate into new facilities on land around the airport like the land shown on the 
land acquisition plan priorities 1, 2, and 3. Based on experience at other airports, the non-aviation 
businesses that may be interested in locating at the Airport are small manufacturing or service 
related companies and would employ from 10 to 50 employees.   
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3.20 Summary Business Opportunities for Hagerstown Regional Airport 
 
Based on our review, the Airport is very unique in that it can meet the requirements of all of the 
aviation related businesses and most all of the non-aviation related businesses that locate on or 
near airports.  To attract companies in some of these activities a major investment may need to be 
made and in others, no investment will need to be made.  The Airport should initially concentrate 
on companies that will be easy to attract inside the fence and require little investment.  Major 
projects can be developed on a long term basis. 
 
The following section lists various on-the-airport and off-the-airport opportunities that are the best 
fit for Hagerstown Regional Airport and may be available. 
 
3.20.1 On-the-Airport Opportunities 
 

1. Air Cargo Airline – The air cargo forecast indicated sufficient amount of small air cargo and 
express shipments to support a daily Caravan operation at the Airport.  Since FedEx and 
UPS have indicated no interest in air cargo at present, the Airport should develop a 
presentation and meet with these carriers in 1-3 years time.  

 
2. Aerial Surveillance – Sierra Nevada is retrofitting small aircraft for border surveillance.  The 

Federal government is looking at replacing the small aircraft with UAV drone operations.  
The production or retro-fit of existing UAV aircraft may be a good opportunity for Sierra 
Nevada and for Hagerstown Regional Airport. 

 
3. Aviation Training Center – The Pittsburgh Institute of Aeronautics at Hagerstown Regional 

Airport is training airline mechanics and the Hagerstown Flight School trains pilots.  Neither 
of the programs include training for flight attendants, airport operations, reservations, 
security, or a program for fire, crash, and rescue.  These programs may be good programs 
for Hagerstown Community College and could be located at the Airport.  United Airlines at 
Washington Dulles International Airport may have interest in helping with these types of 
training programs.  There may be federal funds or state funds for the development of a 
security training program. 

 
4. Aircraft and Engine Repair – Large aircraft maintenance repair and engine repair 

companies need facilities where they can perform work twenty-four hours per day and have 
an airport facility that can handle any size of aircraft.  The Hagerstown Regional Airport fits 
these requirements. A new facility would need to be constructed.  Key contact for this type 
of operation would include EADS Airbus, and Rolls Royce. 

 
5. Corporate Aviation – Rider has had success in getting some corporate aircraft that 

operate out of Washington Dulles International Airport to base at Hagerstown Regional 
Airport.  This is an excellent idea and should be pursued with other corporate aircraft flying 
at Washington Dulles International Airport, Washington Reagan Airport and Baltimore 
International Airport.  The Bombardier Global Express and other long range corporate jets 
would be a good fit for Hagerstown Regional Airport. 
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6. Government Aviation – A training center for TSA would work at the Airport but would 
need classroom and training facilities.  This may be a joint project with Hagerstown 
Community College.  Another opportunity would include the Bureau of Land Management 
and the U.S. Department of Forestry. 

 
7. Maintenance Facility for Regional Airline – Sun Air International operates a commuter 

service at Hagerstown Regional Airport to Washington Dulles International Airport with four 
flights per day with nine seat aircraft.  The Airline also operates between Lancaster, PA and 
Washington Dulles International Airport with five flights per day.  Service on both routes is 
provided under the Essential Air Service provision of the Department of Transportation.  
Service on the two routes originates in the morning at Hagerstown and at Lancaster.  
Hagerstown Regional Airport could be a good based of operations and maintenance for 
the Airline. 

 
8. Passenger Air Service - The air service analysis indicates that there is passenger demand 

for new flights to Atlanta, Ft. Lauderdale, Las Vegas and Tampa.  The Airport will need to 
continue its air service development and recruiting program to attract flights to any of these 
destinations.    

 
3.20.2  Near the Airport Opportunities 
 

1. Accessory Manufacturer – Facility will need to be constructed to support manufacture of 
accessories like brakes, avionics, electrical equipment, radar systems, interiors, 
windshields, instruments and other working parts for aircraft. 

 
2. Air Museum – Add to the various tourism sights in Washington County based on the 

area’s rich history in aviation.  Can be developed with government and volunteer support.  
Might be able to do a joint venture with the Smithsonian Institute and the Community 
College. 

 
3. Corporate Center – A multi-use building near the entrance or adjacent to the Airport could 

be attractive to small enterprises that perform specialty services. Attorneys, accountants, 
consultants, architects, financial services, marketing companies, and computer support 
companies are examples of companies that would be candidates for this type of building. 
These types of buildings seem to be popular at other small airports. 

 
4. Ground Equipment Repair – With four major airports, Washington Dulles International, 

Washington Reagan, Baltimore International, and Philadelphia International not far from 
Hagerstown, the development of a facility to repair ground equipment should be 
considered.  The large number of airlines located at these airports and large amount of 
ground equipment would be large enough to support this type of business. 

 
5. Hotel/Motel – This type of business usually does well being located close to the airport.  

There are several hotel properties located within a few miles of the Airport and that 
competition could be a factor. 
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6. Safety Equipment Manufacturer –The excellent transportation system in the area and the 
access to major metro markets could make Hagerstown a good location for this type of 
manufacturer. 

 
7. Service Station – A service station located at the entrance of the airport would allow local 

customers to get gas and other auto services on their way to and from the airport.  It can 
also support the rental car facilities at the airport with gas, repairs, and car washing.  Fully 
self-service stations have been installed at other small airports. 

 
3.21 Next Steps 
 
Of the business opportunities that are presented, some are near term opportunities and some are 
long term opportunities.  The near term tend to be opportunities that take fewer resources and can 
be leveraged with existing businesses at the Airport. 
 
3.21.1  Near Term 
 
The near term opportunities include:  (1) New passenger service;  (2)  an aviation training program 
with Hagerstown Community College for training of flight attendants, ticket agents, reservations 
agents, and airport security;  (3)  expansion of current aerial surveillance program with UAV aircraft 
with Sierra Nevada or one of the other companies;  (4)  expansion of domicile at HGR for corporate 
aircraft with Rider Jet Service:  (5)  maintenance and operations facility for Sun Air International;  
and (6) establishment of an Air Museum.    
 
3.21.2  Long Term 
 
The long term opportunities are larger in scope and will take longer to develop and will require 
more capital.  These opportunities include:  (1) Large aircraft and engine maintenance and repair.  
Follow up with EDS/Airbus and Rolls Royce;  (2)  manufacturing of accessories, instruments, 
electronics, and avionics for aircraft;  (3)  ground equipment repair;  (4)  corporate center for small 
businesses;  (5) safety equipment manufacturer; (6) hotel/motel; (7) service station and (8) new air 
cargo service. 
 
The recruitment process of these businesses will be developed in the Marketing Action Plan.  
Strategies will be developed for the marketing program and a list of potential businesses is 
presented in Appendix D. 
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Section Four 

Economic Impact for Hagerstown Regional Airport 
 

4.1 New Business 
 
The new passenger air service and new business enterprises at the Airport will produce new jobs 
and revenue for the community.  There will also be a cost associated with the activities required to 
attract and support the new service and new business.  This section of the Business Plan will 
analyze the impact of new air service and the addition of new business enterprises on a stand-
alone basis. 
 
New air service will generate new business.  This analysis will include estimated expenditures by 
new visitors using the new passenger air service, new revenue to the Airport, and expenditures for 
the new air service.  The analysis for new business enterprises will include an estimate of jobs and 
payroll created by new companies and a forecast of revenue from these potential ventures. 
 
4.2 Levels of Service 
 
The air service analysis in this Plan indicated that the Airport has the demand potential to support 
additional flights to Orlando, Tampa, Las Vegas, Myrtle Beach, Atlanta, and Washington Dulles.  
The demand for air cargo can also support flights with commuter aircraft.  To determine a 
minimum and maximum financial impact of air service at the Airport, three levels of service have 
been estimate for each type of operation. 
 
Passenger Service 
 

• Minimum Service –  Current air service with Allegiant operating two flights per week with 
MD-83 aircraft to Orlando/Sanford Airport and Sun Air operating four flights per day with 9 
seat Piper Navajo aircraft to Washington Dulles International Airport. 

 
• Mid Level Service –  Allegiant adds a third weekly flight to Orlando/Sanford Airport.  Sun Air 

keeps current service.  Allegiant adds new service with two flights per week to Tampa/St. 
Petersburg Airport, two flights per week to Las Vegas International Airport. 

 
• High Service – Mid level service pattern for Allegiant plus new service with two flights per 

week to Myrtle Beach.  Sun Air adds a fifth daily flight to Washington Dulles International 
Airport.  Delta Connection starts two flights per day with CRJ-200 aircraft to Atlanta 
International Airport.   

 
Cargo Service 
 
UPS operates one flight per day Monday-Friday with Caravan Aircraft for all scenarios 
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Table 28: Estimated Levels of Service 
 
              Weekly Annual         Enplaned 
Airline   Market  Aircraft        Flights  Seats         Passengers 

 
Minimum Service 
 
Allegiant SFB MD-83 2 17,160 15,000 
Sun Air Int’l IAD Navajo 28 13,140 4,000  
Total   30 30,300 19,000    
 
Mid Level Service 
 
Allegiant SFB MD-83 3 25,740 23,000 
Allegiant PIE MD-83 2 17,160 14,500 
Allegiant LAS A-319 2 13,520 12,000 
Sun Air Int’l IAD Navajo 28 13,140   6,000 
Total   35 65,540 55,500 
 
High Level Service 
 
Allegiant SFB MD-83 3  25,740 23,000 
Allegiant PIE MD-83 2  17,160 14,500 
Allegiant LAS A-319 2  13,520 12,000 
Allegiant MYR MD-83 2  13,140 14,500 
Sun Air Int’l IAD Navajo 35  16,380   8,000 
Delta  ATL CRJ-200      14  36,400 27,000 
Total   51        122,340 99,000 

      
4.3 New Visitor Expenditures 
 
The California State Department of Transportation in conjunction with Economic Research 
Associates has developed an "Airport Economic Impact Model".  This model has been designed to 
produce a systematized economic impact analysis for an airport while providing for specific inputs 
reflecting the characteristics of the particular airport and the local area.  In determining the 
economic impact of the new air service on Sonoma County, the methodology employed in the 
"Airport Economic Impact Model" is utilized.  The base variable for the model is airline passengers. 
 
Based on the air carrier historical data, it is assumed that 70% of the total Allegiant Airlines 
passengers are originating passengers from the Hagerstown area.  Approximately 50% of the 
passengers on Sun Air and on Delta Air Lines will be originating from the Hagerstown area.  In 
analyzing the financial impact of new air service on Hagerstown and Washington County, the 
minimum service is estimated to be producing approximately 6,500 annual arriving passengers in 
2013. The mid-level service is estimated to produce approximately 17,850 annual arriving 
passengers, and the high level service is estimated to produce 28,600 annual arriving passengers.    
 
  



COMPREHENSIVE MARKETING PLAN FOR HAGERSTOWN REGIONAL AIRPORT 	  
 

 

96 

Based on data from the Washington County Tourism Bureau, the average stay is estimated to be 
2.3 days and the average daily expenditure is $146 per day.  This equates to a total expenditure of 
approximately $336 per visitor.  This average spending level is lower than the average.  This is 
probably due to the fact that almost 80% of the visitors to the Hagerstown and Washington County 
are from the local region which includes Maryland, Pennsylvania, Virginia, West Virginia, and New 
Jersey.  Visitors from destinations that fly into an area tend to stay longer and spend more money. 
 
These air service levels are estimated to produce between $3.81 million to $7.42 million more in 
visitor expenditures to Hagerstown and Washington County. 
 

Table 29: Visitor Expenditures Generated by New Air Service 
 

 Minimum 
Service 

Mid Level 
Service 

High Level 
Service 

Estimated Visitors 6,500 17,850 28,600 
Estimated Visitor Days 14,950 41,055 65,780 
Average Daily Expenditure $146 $146 $146 
Total  Visitor Expenditures $2,182,700 $5,994,030 $9,603,880 
New Visitor Expenditures 0 $3,811,330 $7,421,180 

 
 
4.4 Airport Revenue 
 
Other revenue from the new air service 
includes airline payroll, fuel purchases, and 
fees to the Airport.  Based on the three 
levels of service, it is estimated that the 
airlines will employ a minimum of seven full 
time-equivalent employees per airline.   
Since the jet flights will fly over two hours 
per flight, the airlines will most likely be 
required to purchase fuel at Hagerstown 
Regional Airport.  It is also estimated that 
the airlines will purchase between 2.6 
million and 8.1 million gallons of fuel 
annually.  It is difficult to determine what the 
price of fuel will be in the near term and 
future.  For this analysis, it has been 
estimated at $3.50 per gallon including 
into-plane fees. 

Figure 12: An expanded air service schedule at HGR, potentially 
comprised of additional flights by Allegiant Air to Orlando and new 
destinations such as Las Vegas, could significantly improve Airport 
revenues. Photo Courtesy of Ringo C.W. Chiu of The Los Angeles 
Times. 
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Table 30: Airport Related Revenue at Different Service Levels 
 
          Minimum       Mid Level       High Level 
            Service         Service         Service 
Airline Payroll 
 
Number of Airlines 
    Passenger     2   2   3 
    Cargo     1   1   1 
    Total      3   3   4 
 
Number of Employees 
    Passenger              14            14            21 
    Cargo                4                         4          4  
    Total    18            18            25 
Annual Payroll      $720,000    $720,000           $1,000,000 
 
Fuel Purchases 
 
Annual Jet Flights 
    Passenger           104         364       1,198 
     
Gallons of Fuel 202,000     869,000  1,734,000 
Fuel Expenditure               $707,000           $3,041,500           $6,069,000 
 
Airport Revenue 
 
Annual Jet Landings            104         364      1,198 
Annual Gross Landing Weight 15,600,000 lbs 54,600,000 lbs         106,700,000 lbs 
Landing Fees     0            0   $106,700 
Fuel Tax        0            0    104,040 
Passenger Facility Charge      0            0    445,500 
Terminal Rent and Charges        0            0         54,000 
Total Airport Revenue    0                      0  $710,240 
 
You will note that under the High Level of air service, it is assumed that the airport will start 
charging the airlines for landing fees, terminal rents, fuel tax, and passenger facility charges. 
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Based on the revenue generated from visitor expenditures, airline payroll, fuel purchases and fees 
to the Airport, the total revenue impact for Hagerstown and Washington County for new air service 
is estimated to be between $6.1 million and $13.8 million.  This does not include the new jobs in 
the hospitality industry that will result from the new passenger air service. 
 
The "Airport Impact Model" indicates that there is a multiplier effect of money in the community and 
the average multiplier utilized in the model is 2.5.  Utilizing the impact multiplier, the total impact of 
new revenue to Hagerstown and the Washington County is estimated to be between $15.3 million 
and $34.4 million. 

 
Table 31: Total Revenues Impact of New Air Service 

 
       Current  Mid-Level            High Level 
       Service    Service    Service 
 
Visitor Expenditures                  $2,182,700           $5,994,030                  $9,603,880 
Airline Payroll      720,000                720,000              1,000,000 
Fuel Expenditures                707,000             3,041,500              6,069,000 
Airport Revenue               0                0                 710,240 
Total Revenue           $3,609,700           $9,755,530          $17,383,120 
Less: Existing Revenue     3,609,700   3,609,700 
Total New Revenue               $6,145,830          $13,773,420  
Output Multiplier                          2.5              2.5 
 
Total Revenue Impact $15,364,575          $34,433,550 
 
4.5 Examples of New Businesses at the Airport 
 
Based on the recommended aviation and non-aviation business for the Airport and based on the 
examples of potential business listed in Section 3, new business at the Hagerstown Regional 
Airport could generate over 100 new jobs, $5.7 million in wages, and $14.3 million in economic 
activity for the area.  Listed below is a chart showing a typical scenario for potential new business 
at the Airport. 
 

Table 32: Economic Impact of New Businesses at HGR 
 

          Economic 
      Jobs  Wages    Impact 
 

    Large Aircraft Repair 40           $2,000,000 $5,000,000 
    Training Center 15  1,000,000   2,500,000 
    Ground Equip. Repair 15     750,000   1,875,000 
    UAV Surveillance   40  2,000,000   5,000,000 
    Total 110           $5,750,000 $14,375,000 
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Section Five 

Action Items 
 

5.1 Introduction 
 
This section of the Plan develops the marketing strategy to be used in the recruitment of new air 
service and new businesses for the Hagerstown Regional Airport.  The Plan for the Airport 
projected that the passenger demand for the Airport catchment area is large enough to support 
passenger air service with regional jet aircraft to a major airline hub such as Atlanta, added service 
to Orlando, and additional leisure service to Ft. Lauderdale, Las Vegas and Tampa.  The air cargo 
demand was estimated to be large enough to support air cargo flights with commuter aircraft.  In 
order to have a successful passenger and air cargo program, a strong marketing program will 
need to be developed and implemented. 
 
The Plan identified two major categories of business for the Airport: (1) aviation related business; 
and (2) non-aviation related business.  In identifying the aviation related business opportunities, ten 
aviation related activities and five non-aviation related activities were recommended.  All five of the 
non-aviation related businesses matched the attributes of the community were recommended as 
targets of opportunities.  The same marketing and advertising strategy can be used for the aviation 
related businesses and the non-aviation related businesses. 
 
5.2 Marketing Mix 
 
5.2.1 Passenger Air Service 

The current passenger air service at Hagerstown 
Regional Airport consist of two flights per week by 
Allegiant Airlines to Orlando/Sanford Airport with MD-
83 aircraft and four flights per day by Sun Air 
International to Washington Dulles International 
Airport.  The Allegiant Airlines flights operate with low 
fares and a high load factor.  The Sun Air International 
flights are operating under the Essential Air Service 
grant from the U.S. Department of Transportation and 
receive a subsidy to guarantee covering cost and a 
small profit. 
 
The air service analysis for the Airport indicates that 
there is sufficient passenger demand to support new 
nonstop service by Allegiant Airlines to Las Vegas, 
Myrtle Beach, and St. Petersburg/Tampa, service to 

Atlanta by Delta with regional jets, and commuter service with larger aircraft to Washington Dulles 
International Airport.  As indicated in the Business Plan, the best opportunity for air service in the 
short term is with Allegiant.  There should also be an effort to get Allegiant to start marketing in 
their existing market to Hagerstown as their airport for the Washington DC area. Work needs to be 
done with Sun Air to develop more interline passengers. 
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5.2.2 Air Cargo Service 
 
The Hagerstown Regional Airport does not have air cargo service.  The area has extensive ground 
operations by FedEx and UPS.  The air cargo forecast indicates an air cargo demand large enough 
to handle small commuter flights by FedEx and UPS.  Neither FedEx or UPS are interested in 
initiating service at HGR in the short term, as they feel they are adequately serving the region with 
air service to surrounding airports. Air cargo service usually does not generate revenue for the 
Airport comparable to the passenger air service, but is very beneficial for the business community. 
Since demand does exist, the County should present a formal air cargo presentation to air cargo 
carriers in one year’s time when they may be in a position to alter their business calculus.  
 
5.2.3 Aviation Related Companies 
 
The aviation related products and services that 
are identified as the best business opportunities 
for the Airport include: expanded passenger air 
service; new air cargo service; additional air 
surveillance operations; aviation and security 
training center; major aircraft maintenance and 
engine repair operation; expanded corporate 
aviation operations; government operations 
center; maintenance and operations facility for 
Sun Air International; manufacturing facilities for 
aircraft accessories, avionics, electronics, interiors, brakes, instruments, and others; and ground 
equipment repair facility.  The products and services will vary, but all of them have requirements for 
facilities or real estate similar to that available at the Airport.   
 
Based on the land and facilities at the Airport, the Plan recommended targeting companies with 
annual revenue from $10 million to $50 million and employing between 10 and 70 employees.  It 
was determined that this size company is looking for an efficient operation and "quality of life" as a 
key determinant for site selection. It was also determined that the best target companies were 
companies doing business at or near Baltimore International Airport, Washington Reagan Airport,  
Washington Dulles International Airport, and Philadelphia International Airport.   
 
A survey of aviation related products and services that meet the Airport profile has been developed 
for the Marketing Action Plan and is included as Appendix D.  The survey identifies over one 
hundred aviation related companies that provide products or offer services that fit the business 
profile set forth in the Business Plan.   
 
The Plan indicated that smaller companies have moved to markets similar to Hagerstown and 
Washington County. Only a few of the companies are subsidiaries or associated with major 
corporations. Most of the companies are located with direct access at an airport or near an airport. 
 
The major support that the Airport and the community could give to the aviation related companies 
would be prime locations inside the fence, low cost financing for new facilities, and training 
program funds for new employees. Having low cost labor available to these companies will be very 
important. 
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5.2.4 Non-aviation Related Companies 
Based on the business segmentation 
criteria developed in the Business Plan, 
the business areas that showed growth, 
attractiveness, and best fit the objectives 
and resources of the area are: aviation 
related businesses;  business services; 
consumer products;  education and 
training services; healthcare research and 
services; leisure products, entertainment, 
and tourism; specialized manufacturing; 
and nonbank financial services.  The non-
aviation businesses that would locate at 
or near the airport include: an Air 
Museum; a Corporate Center; a Hotel or 
Motel; a manufacturer of safety 

equipment; and a Service Station. 
 
The recruitment of new business in 
Washington County is being done by the 
EDC and some of the commercial and 
industrial developers.  The non-aviation 
areas of business are diverse and are 

normally hard to identify.  The Airport can contribute to the overall recruiting by initially 
concentrating on the aviation related companies that need facilities at or near the Airport.  Again, 
“quality of life” is an important determinant for the recommended industries.  
  
5.3 Promotional Strategy 
 
The strategy to attract aviation and non-aviation related business is the same.  The first step is to 
identify the potential airlines and companies that may be target customers for the Airport.  
Reference sources and market research will identify companies that match the business profile that 
was developed for the Airport area in the Business Plan. The promotional program will need to 
create a special point of difference for the Airport that meets the needs of these companies.  The 
most effective medium will be direct sales and sales promotion. 
 
5.3.1 Sales Strategy to Attract Passenger and Cargo Air Service 
 
Direct Sales is the best strategy to use for recruiting passenger and air cargo service.  It is easy to 
identify the air carriers and determine which airline will be the best fit for the Hagerstown Regional 
Airport.  The passenger airlines and the domestic airports attend various conferences during the 
year and meet at these conferences to discuss potential new air service. Networking with the key 
planning management staff from the passenger airlines is a key to an effective recruiting program.  
The airlines are open to a limited number of meetings and presentations by the Airports at their 
corporate offices.  If the airlines feel that there is a real opportunity for air service, then they will 
send a team to the local market to meet with airport management and community leaders. 
 

Figure 5: One non-aviation related business that could operate at 
or near the Airport is an Aviation Museum. The Hagersown 
Aviation Museum is a wonderful attribute of the community, but 
currently only operates as an events expo. One of those events, 
the "Wings and Wheels Expo” in September 2012 is pictured here, 
courtesy of The Hagerstown Aviation Museum. The Museum 
could be expanded to offer year-round attractions. 
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The air cargo carriers are not as accessible as the passenger airlines.  There are fewer air cargo 
carriers and fewer conferences to meet with marketing and planning management. There are only 
two integrated consolidated air cargo airlines at the present time: Fed Ex and UPS. The other air 
cargo carriers operate as contract or charter carriers.  The freight forwarders have an important 
role in directing air cargo to the air cargo carriers and by airport. 
 
Presentation packages that include community data and information, passenger and cargo 
forecast, operating plans, and incentive programs are the best support tools for the direct sales 
program.  The current presentation package will continue to be updated with more current 
information on the community, passenger information, and on the Airport. It is recommended that 
a CD with data and information on the Airport be developed. This can be used as a “leave-behind” 
with the airlines and as part of direct marketing program.   
  
5.3.2 Sales Strategy to Attract New Business 
 
Direct marketing is the best medium to use for attracting the new business sales prospects and is 
recommended for the Airport marketing program. It should be a combination of direct mail and 
email. A brochure and CD should be developed describing the land available at the Airport 
including the city owned and privately owned land in the Airport Industrial Park. This promotional 
piece will be part of the direct marketing program and should be a high quality four-color piece 
with a mail-back card. The brochure and CD would be included with a letter from the County or 
the Airport and addressed to the President of the prospective company. The mail-back card would 
ask for more information on the Airport and would include the name of the decision-maker for the 
company. 
 
When the mail back card is received, a sales kit will be sent to the President or designated contact 
at the prospective company.  The sales kit will include information on the new airport facility, 
material from the economic development groups, plus a "specia l  inv itat ion".  The "specia l  
inv itat ion" will be from a key organization (County Commissioner, County Administrator, Airport 
Director, or Economic Development, etc.) inviting the company President or the key contact 
person to come to Hagerstown and Washington County and spend a weekend and get to know 
the community.  This weekend should include two complementary nights at a local hotel, an 
escorted tour of the Airport, a private meeting with community leaders, and a special Saturday 
night dinner with certain civic dignitaries.  A group called "Ambassadors of the Airport" should be 
established to support the Airport.   It will be a volunteer group interested in the development of the 
Airport and be willing to help out in public affairs and special programs.  
 
5.3.3 Advertising and Collateral 
 
The initial advertising material will include the Airport brochure, sales kit folders, Airport pictures, 
and charts and maps to be used in the sales presentation.  Additional advertising material will 
include a series of black and white or four-color advertising to be used in various periodicals and 
magazines. It is important to have ads on hand to take advantage of promotional opportunities.  
Magazines are good mediums for advertising for the Airport. They can include airline/airport 
publications, trade magazines for specific industries, special business magazines that appear in the  
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metropolitan areas, statewide business publications, and magazines supporting special interest 
groups.  Since there are many quality points about the Airport, a CD should be produced that can 
visually capture what will be available.  This advertising is directed to business owners who are 
looking for a better quality of life for their employees and their families and a lower cost of operation 
for their businesses. 
 
Ads and promotions at the Airport terminal and onboard flights are also effective.  In-terminal 
advertising can include an ad for the Airport land.  Travelers have more time today at the Airport 
due to security requirements and these travelers can be target customers.   
 
5.3.4 Public Relations and Promotions 
 
A public relations program will need to be developed that will center on press releases for major 
activities, events, and monthly activity involving the Airport.  Releases through the Business Wire 
should be utilized to get access to all of the business magazines and aviation related magazines.  
Copies of the press releases should be sent to all industry trade magazines and to all of the airline 
route planning people that are with the airlines that could serve the Airport.   
 
5.3.5 Communication and Lobbying Strategy 
 
In order to combat a negative perception regarding the business climate in Maryland among both 
local and outside businesses, a communication and lobbying strategy should be adopted by the 
County which focuses on promoting an engaged, active and committed pro-business community. 
This communication and lobbying strategy touches on three levels: building awareness, 
cooperation and support for and among local businesses already engaged with the airport and that 
could be engaged with the airport, lobbying county and state public officials to promote and 
implement pro-business policies and strategies that enhance Washington County’s 
competitiveness relative to the region, and communicating these efforts and successes to potential 
new businesses. It is recommended that an Aviation/Airport Counsel Liaison be engaged to 
establish and take the lead in this effort.  
 
5.4 Target Clients 
 
As proposed in the Business Plan, the Airport needs to continue recruiting passenger airlines that 
operate to the target airports.  That includes Allegiant, Delta Air Lines, United Airlines, and viable 
commuter airlines.  To meet the air cargo demand, the community leaders should approach Fed 
Ex and UPS about adding flights with the commuter aircraft after a year’s time and once new 
business growth and passenger growth has begun.  
 
This Marketing Action Plan has identified over 100 aviation related businesses as opportunities for 
location at the general aviation area and near the airport.  It is recommended that the marketing 
program to recruit new businesses shall initially utilize a direct marketing program to the targeted 
companies, and will begin when all of the advertising and collateral material is ready to go.   Listed 
below is a proposed list of action items that need to be covered to insure an effective marketing 
campaign. 
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5.5 What the HGR Airport Marketing Budget Should Look Like 
 
As it has been described in the text of this section, aviation/airport marketing is a diverse and 
sometimes complicated and tedious effort. With so many diverse customer and marketplaces, 
airports must have the resources to effectively move its missions forward and they must be 
managed and utilized efficiently and in a cost conscious manner.  With the degree of investment 
that Washington County has put forward on behalf of the Hagerstown Regional Airport, it speaks 
volumes to the Community’s commitment to securing the Airport’s financial stability and its role as 
an economic generator for Hagerstown and Washington County.  Understanding this level of 
commitment, AvPORTS, based on its industry leading understanding of Airport Marketing has 
created an estimated budget to support the strategic marketing efforts that are going to be 
required by the Hagerstown Regional Airport to meet and surpass the opportunities outlined in this 
Business Plan. The Airport and Washington County can work with its Aviation/Airport Marketing 
Counsel/Liaison to further customize and fine tune its budget to work within the core values and 
goals of the Airport and the County. 
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5.6 Next Steps 
 
Partner with an Airport/Aviation Marketing Counsel Liaison to help craft and execute a specific 
Marketing Action Plan as well as implement the recommendations set forth in this Comprehensive 
Marketing Plan. In addition to establishing annual marketing action plans, the Airport/Aviation 
Marketing Counsel Liaison will be responsible for leading an Airport Community based Strategic 
Working Group to further advance the Airport’s mission, establish a competitive air service risk 
abatement program, provide on-going data pulls and analysis for air service development efforts, 
work with Allegiant to pursue a reverse/in-bound marketing campaign, prioritize airline targets and 
route opportunities, and assist in the recruitment of new business to the Airport.  
 
5.7 Key Recommendations 
 
 Air Service 
 

1. Update and simplify airline presentation and add CD to package. 
 

2. Meet with Allegiant Airlines to discuss marketing in Florida for passengers traveling 
north to the Washington DC and Baltimore areas. 
 

3. Meet with Sun Air International to discuss better marketing of existing service and 
interlining with major airlines at IAD. 
 

4. Continue to meet with airlines at the Allegiant Conference, the Network USA 
conference and at the ACI Jump Start conference   
 

5. Develop P.R. program for the Airport and start press releases. 
 

6. Send presentation packages to the air cargo airlines and meet with their key regional 
management in a year’s time. 

 
7. Partner with an Airport/Aviation Marketing Counsel Liaison to assist in the 

implementation and execution of this Comprehensive Marketing Plan and to be formed 
specific Marketing Action Plan 

 
 New Business 
 

1. Start Direct Marketing Program to potential businesses for airport. 
 

2. Create promotional piece for distribution at the Airport  
 

3. Do follow up telephone calls to responses from first mailing. 
 

4. Organize the "Ambassadors of the Airport" program. 
 

5. Develop the "Week End Package" for visiting business owners.  
 

6. Invite target business opportunities for the weekend and direct sales program. 
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EXECUTIVE MARKETING SUMMARY 
 
The Hagerstown Airport is a significant but highly underutilized asset in Washington County. After 
reviewing the data we collected in our business survey and the comprehensive recommendations 
made by AvPORTS concerning the airport, Power Marketing has compiled the attached 12-month 
marketing plan as a series of first steps to improve the airport brand, significantly increasing the 
level of brand awareness, and increase air passenger service sales results within the catchment 
area. The campaign addresses three primary target audiences: catchment area airport customers 
to increase passenger service, new airport related business targets to grow the airport business 
base, and local businesses to increase partnership opportunities and awareness.  
 
For the passenger audience, our research indicates that many people do not mind flying; but, 
many people dislike the flying experience. This broadly accepted attitude presents an opportunity 
for the Hagerstown Airport in that it can deliver a simpler and more enjoyable flying experience. By 
strengthening the airport brand at multiple touch points, we are taking profit-building steps towards 
creating the positive experiences that airport patrons have grown to NOT EXPECT! Additionally, it 
is accepted that customer loyalty is not produced by concessions but by positive experiences: 
when the airport solves customer problems on the fly. Ad campaigns don’t resolve a stressed and 
disheveled flyer’s problems, nor will a glossy brochure find a lost bag. But a patient smile and 
kindness from TSA will ease a flyers stress. A positive airport experience is a compelling message 
to prospective passengers that Hagerstown Regional Airport needs to leverage at every turn. 
Additionally, Hagerstown Regional Airport needs to leverage other strengths as well: We call it 
FACE It! – Hagerstown Regional Airport delivers the best passenger service and flying 
experience in the tri-state region. FACE is an acronym for Free parking, Affordable flights, 
Convenient access and an Easy and enjoyable flying experience.  
 
This marketing plan addresses numerous marketing strategies, but the most important in our view 
are the Internet/Website presence and the overall Branding of the airport. The airport suffers 
significantly from a weak brand and poor overall visibility in the local and regional community. The 
steps to repair the brand include a rebranding project, greater community presence, community 
partnerships and an ongoing public relations and marketing campaign. As part of the effort, we are 
recommending that the airport or its ‘Ambassadors’ (explained later) participate monthly in local 
meetings to raise the level of awareness of the airport and its offerings and value.  
Secondly, the Internet is the gravitational center of marketing. Many of the currently popular and 
successful marketing tools today are Internet/website based; therefore we are focusing a 
considerable amount of attention on website and permission-based marketing tools such as e- 
blasts and social media. We are also recommending a total rebuild/redesign of the website in order 
to bring it up to current browsing and user interface expectations.  
 
Additionally, we will be recommending some traditional marketing efforts such as brochures, 
magazines and billboards to complement the branding and Internet efforts as tools for direct sales 
efforts to attract new airport related business.  
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Section Six  

Marketing Action Plan  
 

6.1 Rebranding Efforts  
 
The concept of ‘brand’ is often overrated and misunderstood. A brand is a promise delivered! That 
promise is expressed in many ways: customer service, website, great product, value, price, ticket 
counter manners, ease of ticket purchase, etc. In order to create a powerful brand, we must 
attempt to positively affect as many touch-points as possible.  
 
Great marketing always comes down to one thing: Understanding your audience, and in a 
compelling way, communicate to them what your organization or product does that is unique and 
better than the other choices they have.  
 
Brand loyalty is a gift given to a company from its customers when that business proves, beyond 
any doubt, that they are worthy of the customer’s trust. This usually occurs when the company’s 
value, performance, credibility, and consistency have risen above the competition. At that point, 
the company becomes the proud owner of that which only customers can give and take away — 
brand recognition.  
 
The airport’s brand isn’t defined by the color scheme or the logo; it is comprised of hundreds of 
touch points: They way the phone is answered… how visitors feel inside the airport… signage… 
newspaper articles about the airport… the impression airport employees make at community 
meetings… your website’s effectiveness… airport lighting… airport bathrooms… advertising 
imagery…! These touch-points combine to create the synergistic concept we know as brand 
power.  
 
One of the most significant challenges at the Hagerstown Regional Airport is the current weakness 
of the brand. There are significant misconceptions about the airport’s value as well as its cost, and 
there appear to be many people with very little knowledge at all about available local flights. Oddly, 
many Washington County residents still associate the current airport with the iconic Fairchild 
building, and way too many people have never even seen the modern new facility.  
 
When executed, the branding campaign should address the following issues:  
 

• Creation of a specific brand promise and ways to consistently deliver on that promise.  
 

• Airport marketing consistency (website, logo, collateral materials, signs, etc.)  
 

• Position someone inside the airport as an expert in the field using seminars, presentations, 
social media, editorials/white papers, blogs or other means.  

 
• Carefully define the product the airport offers and articulate the Unique Selling  

Proposition (USP) of that product.  
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The following are the strategic steps we are recommending the airport undertake in order to begin 
the process of brand improvement.  
 
6.1.1 Facilitate a Brand Workshop  
 
This workshop is designed to gather information and insight from the staff and stakeholders (no 
more than 10 people) that will lead to a systematic and strategic methodology to:  
 

• Redevelop the brand of the airport and its services.  
 

• Clearly define the key target audiences and the brand USP to ensure that it is compelling 
and credible.  

 
• Enhance the reputation, image, perceived value and brand awareness of the airport and it’s 

services.  
 
6.1.2 Creation of Corporate Identity Platform  
 
The results of the brand workshop lay the groundwork to create a sound identity platform. The key 
written elements of the platform are:  
 

• Airport Mission: This is a brief statement that will guide the actions of the organization and 
spell its overall goal, provide a brand utilization path, and guide decision-making. It will 
provide the framework and context within which the strategies are formulated.  

 
• Airport Identity Values: This should clarify the values that will guide the organization’s 

internal conduct as well as its relationships with others.  
 

• Airport Personality: The personality is the DNA of the organization. Like leadership, the 
organizational DNA is the fountain from which everything flows.  

 
• Positioning Statement: The positioning statement will help with all aspects of marketing 

by creating a target roadmap.  
 
6.1.3 Creation of a Corporate Brand Guide  
 
A brand guide is a written manual that pulls together items 6.1.1 and 6.1.2 above and explains and 
educates the staff and stakeholders on how the airport brand should be used internally and 
externally in order to maintain design continuity and instant connection between the brand and the 
brand promise in the consumers’ minds. The brand guide provides specific instructions about how 
tangible elements of a brand should be used in all forms of communications – from business cards 
and brochures to social media templates, emails and one-on-one communication.  
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Typical Brand Guide Table of Contents:  
 

• Audience Definition  
• Brand Promise and Elevator Speech  
• Unique Selling Proposition (USP) Statement  
• Brand Integration  

 Brand Transformation Press Release  
 Team Touch-Point Guidelines  

o Telephone Protocol  
o Email Templates  

• Brand Design and Proper Usage Guidelines  
 Logo guidelines  
 Visual Examples (including, but not limited to, corporate printed materials such as 

posters, brochures and one pagers, flyers and invitations)  
 Signage guidelines  
 Corporate Fonts and usage  
 Stationery  

o Letterhead  
o Business Cards  
o Mailing Envelopes 

 
6.2 Internet and Website  
 
In today’s world, your website is the 
centerpiece of your marketing strategy and 
efforts. Very few other strategic marketing 
efforts will achieve success without the 
foundation of an effective website to support 
them.  
 
Based on the airports desire to strengthen 
existing businesses and the 
recommendations in section three of this 
document, the Internet plays a vital role in 
convincing and closing new businesses to 
relocate to the airport. We have reviewed the 
airport’s current website and find it is in need 
of immediate improvement.  
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6.2.1 Redesign Website  
 

Once the rebranding process has been completed, the website should be rebuilt to help 
communicate the new brand, meet current usability standards, deliver a better user experience, 
and provide methods to collect and manage user data.  
 

In general, the current website is dated and lacks many of the currently expected experiences such 
as social media sharing, bolder social media access, properly targeted navigation, user data 
collection points, etc.  
 

Additionally, the website does very little to make the Hagerstown Airport a compelling location from 
which to fly. We have broken our review into two sections: a. Topic Narratives b. Overall Specific 
Recommendations  
 
Topic Narratives  
 

• Let's Sell The Airport  
 

There are plenty of reasons why someone should fly out of Hagerstown, but presently your 
web users have to dig through the website to find those reasons. The airport has a good 
location, free parking (unheard of), it's cheaper, getting through airport security is simple… 
the list goes on. The airport needs to be saying these things on the home page and often 
throughout the website. Numerous other pages need to lead with a big headline that tells 
potential flyers why they should fly from Hagerstown, and that headline should be 
unmistakable.  
 

We suggest that "Why Fly Hagerstown?" should be its own page as well. We want the 
home page to clearly communicate the message that flying from Hagerstown is less 
expensive, much simpler, and above all less of a hassle and a second page to drive home 
the reasons. Most flyers today do not dislike flying; they dislike the flying experience and 
TSA comportments. This gives Hagerstown Regional Airport an opportunity.  
 

• Improvements to Navigation  
 

The current navigation is not immediately obvious and overlooks some basic rules of 
navigation layout. We suggest placing the most important navigation more to the left in 
keeping with validated web readership behaviors. Individuals coming to the site are mostly 
interested in one thing – booking their flight. At this phase of the process they care much 
less about the peripheral issues of the airport. The goal is to deliver them to booking 
information quickly!  

 

Although the airlines are readily apparent, we suggest focusing more on destinations then 
on an airline. 
  

We suggest that a directions link should be added from the home page in a secondary 
capacity. We also recommend introducing drop down menus that get web visitors to their 
interest quickly.  

 
Finally, a formal footer with sitemap style link listing is very popular to help people navigate 
the site more effectively. This is also very good for improving organic search results.  
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• Social Icons  
 

The new site should include more predominant social icons. Additionally, social sharing is 
very important today and allows immediate opportunity to share certain aspects of the site 
with a friend. Adding sharing buttons to the pages is essential.  

 
• Individual Airline Pages  

 

There should be individual pages/links for each airline and whenever possible we do not 
want the visitor directed from the airport’s website; this is a bad practice. These redirects 
are likely generating a lot of bounces.  
 

Individualizing airlines would allow SEO optimization for keywords like "cheap flights to 
Orlando" or "fast flights to Dulles" - whatever keywords are determined people are 
searching for. This is another discussion for SEO.  
 

This division would also allow us to "market" each flight - for example: on the Sun Air page, 
say "beat the Dulles traffic, save on airport parking and fly cheap - straight to the airport." 
On the Allegiant air page, the airport could show images of Orlando attractions, compare 
costs to other popular airlines, and even show the current weather in Orlando as it 
compares to here (so that in the winter it looks ever so appealing).  

 

• Blog / News  
 

Blogging is becoming a very 
popular and effective marketing 
venue when utilized properly. 
Current newsworthy items are 
also very valuable, but must be 
maintained vigilantly. To have the 
most recent post from nearly a 
year ago suggests a site that is 
being ignored.  

 

Additionally, newsworthy events 
should have copy written to 
support them, not just a 
downloadable pdf.  

 

We recommend the site have a publishable blog/news section.  
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Overall Specific Recommendations  
 

• The website is dated in user interface and we recommend a complete redesign/rebuild.  
• The site lacks compelling brand messaging. We recommend more focused and compelling 

messaging on each page.  
• The site seems to have no focused mission. We recommend the primary mission of the site 

be selling the airport flight opportunities.  
• The site now feels like a government information website. We recommend a more user-

friendly design.  
• Arrange the website with the target audience in mind. 
• Update outdated rental information.  
• There is incorrect information on the site. Update all.  
• Videos are Flash, which is an outdated format. Should be YouTube video links.  
• Site content is not updated often enough.  
• Market destinations as well as airlines. 
• When we go to “Flights and Reservations” the page gives us times, etc. but doesn’t show 

the flight destinations. Page needs updated clarification.  
• Area info only lists 2 hotels. Complete data.  
• Eliminate the airplane fly-in and sound. 
• Google mapping should be built in for directions to hotels, restaurants, etc.  
• Add data collection opportunities.  
• Add a contact page for comments or complaints.  
• Economic Development Downloadable Documents:  

 Hangar Ground Lease  
 HGR Informational Brochure  
 HGR FAQ Sheet  
 Attractions & Accommodations  

• Need an airport business FAQ sheet.  
• We suggest adding an attractions section for incoming travelers.  
• Add a development opportunities section with economic impact information to inform the 

public of the positive impact of the airport.  
• Add weather on every page  
• Need a traveler information page:  

 Rental car  
 Parking  
 Directions  
 Phone number  
 Etc.  

• Add a partnership directory  
• Travel Cost Calculator 
• Booking Engine 
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6.2.2 Mobile Website Design/Responsive Development  
 

Mobile websites play a critical role in Internet marketing today; we recommend the creation of a 
comprehensive responsive mobile web site. The design will match the new brand with an 
appropriate mobile needs hierarchy.  
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
6.2.3 Social Media  
 
Social media has become a controversial darling of the marketing world. We believe the social 
revolution is now the social evolution! How powerful is it? Should we use it? How do we measure 
it? These are all questions that surround social media. As it relates to the Hagerstown Regional 
Airport, these are all questions that we can answer in the affirmative: Social media should play a 
significant role in rebuilding the airport brand as well as the online effectiveness. The most 
important search engine in the world, Google, has elevated social media as a very important part of 
the organic algorithmic equation. Per the recommendations section, social media is a great tool for 
improving brand as well as creating and maintaining relationships with potential airport business 
clients. The following highlights our suggestions for the social media portion of the campaign.  
 
Ways to use Social Media for an airport:  
 

 Brand awareness  
 Relay time sensitive info such as flight delays, weather information, closures, etc.  
 Inform followers of special deals and promotions  
 Promote events for the airport as well as other information your followers may be  
 interested in knowing about  
 Link to articles/sites that are relevant to flying and airport business models  
 Seek feedback from passengers and businesses and respond quickly and appropriately  
 Drive traffic to your website or other social media channels  
 Communicate with and promote other local or aviation related businesses  
 Reward customer loyalty with contests & prizes  
 See what customers are saying about the airport and respond productively  
 Create buzz using interesting and valuable content 
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• Facebook  

 
Facebook is the most widely used social platform and has considerable 
brand- building value. By growing the airport Facebook fan base, the 
airport can communicate with hundreds and even thousands at one time 
with little cost and with permission. Facebook allows the airport to 
connect with customers on a personal level and the customers will see 
that you genuinely care about their airport experience.  

 
 The airport has a Facebook account, but the look needs to be updated and the page 

utilized daily. We recommend these initial steps:  
 

o Add new cover photo and profile picture  
o Talk about new brand  

 
 Increase Likes (491 Likes) – Create a promotional campaign to increase likes from 491 

to 1,000 in six months.  
 

o Create a 'Sweepstakes' app on Facebook. This will give you the ability to solicit 
contestants and get them to share the contest with others as well in order to get 
the exponential value of social media.  

o Facebook Ad Campaign - Write copy, upload ad to FB and set up account, adjust 
ad design for sponsored story listings.  

o E-blast to introduce the campaign to your existing audience.  
o Press release announcing campaign/give-away. - Write a press release  

and distribute PRWeb mass distribution.  
o Create FB profile page and cover to reflect campaign/give-away.  

 
 Add Tabs for places near the Hagerstown Regional Airport:  

 
o Lodging (up to 10)  
o Food & Restaurants (up to 15)  
o Shopping & Retail (up to 10)  
o Activities (Customer provided)  

 
 Create no less than five FB entries/week and moderate.  

 
 Design a passenger of the month program and use Facebook and other social sites to 

spread the word. 
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• Twitter  
 

Twitter is an excellent resource for airports. A tweet can provide airport 
travelers with useful information and relevant updates. Travelers will be 
able to voice their thoughts and opinions by tweeting, often as a 
response to an open-ended question tweeted by the airport. By 
interacting with travelers, the airport can reinforce that customer 
comments and concerns are being heard.  

 

 Create no less than five entries per week 
 

 Offer real-time customer service through Twitter: We recommend the airport train at 
least one customer service staff to function on social media.  

 

• Pinterest  
 

If used correctly, we believe Pinterest is a platform that has great 
branding potential for the airport. There seems to be a growing trend of 
airlines and airports using Pinterest focusing on communicating brand 
values and associating the travel experience with the destinations that it 
leads to.  

 
 

• LinkedIn  
 

LinkedIn has become the industry standard for business networking. 
Participating in LinkedIn groups is a great way for the airport to stay 
active in the business community with low cost and a low time 
investment.  

 
 Create a LinkedIn Group and improve the daily use of LinkedIn  

 

• Blog  
 

Creating a blog will give a personality and voice to the airport brand. A 
blog is a great place to communicate news and updates as well as 
events and specials. Blogs also provide the opportunity to use specific 
keywords for SEO purposes.  

 
 
 

• YouTube  
 

 
 Set-up a YouTube account for the airport  
 Add new high-impact videos to site  
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• Instagram  
 

 
 Set-up an Instagram account for the airport  
 Add new photos and high-impact videos to site  

 
 
 
 
6.2.4 Search Engine Optimization Campaign  
 
Having a website is no longer enough. With millions of people now “Googling” nearly everything, it 
is imperative that your website show up in top organic SERPs (search engine results pages). SEO 
is the method to accomplish that result.  
 
6.2.5 Permission-Based Marketing Effort  
 
Many marketing tools today rely on permission-based marketing (e-blasts, auto- responders, 
newsletters, etc.). Permission-based marketing is very different from traditional interruptive 
marketing in that the consumer has already given the marketer permission to reach out with 
different types of messaging. The initial challenge is to build a permission database. Facebook 
‘Likes’ are a great example of permission- based marketing. We recommend the following:  
 

• Bulk Email Provider  
 

In order to gather and maintain a permission database, the airport will need to set-up a 
bulk email provider.  

 
 Set-up/creation of an online database account  
 Sign-up link(s) added to Website  
 Design and creation of an auto-responder email campaign  
 Design and creation of a monthly e-Newsletter  
 Landing Page for each auto-responder  

 
6.2.6 Video Creation  
 
We are recommending that the airport create two high-impact videos. A high-impact video is a 
fast-moving, data-driven video that quickly and effectively communicates facts. This is not a warm 
and fuzzy feel good video, but high impact, fast moving communications tool. These videos are 
great to upload to YouTube, utilize in e-blasts as well as on the website.  
 
The first video should target the local community and highlight facts and figures that reinforce the 
high value and community significance of the airport. This video will be 45 seconds to a minute 
long.  
 
The second is a broader video targeting airport patrons that highlights the reasons why using the 
Hagerstown Airport makes sense. This video will be 1-2 minutes in length.  
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6.3 Traditional Marketing 
 
The Internet is a very powerful tool indeed, but many traditional interruptive methods such as 
television, magazines and billboards can still create results. This section addresses the traditional 
marketing we recommend that the airport employ during the 12-month campaign.  
 
6.3.1 Billboards  
 
We want to employ a seasonal campaign of second-tier billboards (significantly less expensive and 
still effective) throughout the county to attract new passenger interest based on the 
recommendation of AvPORTS. The size of a billboard alone gives power behind the message and 
creates a feeling that turns potential customers into customers. The amount of time we spend in 
our cars and the travel patterns we use on a daily basis gives billboard advertising the opportunity 
to have a strong impact on buying decisions.  
 

 
 
6.3.2 Magazines  
 
The Hagerstown Magazine, Frederick Magazine, Frederick Gorilla, Valley Homes & Styles & the 
Hagerstown-Washington County CVB Visitors Guide are full-color publications with a long-term 
shelf life. These publications are community driven and provide strengthened branding 
opportunities in the community on a regional level.  
 
Magazine Publications Suggested:  
 

• Hagerstown Magazine  
• Frederick Magazine  
• Frederick Gorilla  
• Valley Homes & Styles  
• Hagerstown-Washington County CVB Visitors Guide  

 
Magazine Run Times: Year Round  
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6.3.3 Newspaper and Digital Advertising  
 
The Herald-Mail, The Record-Herald and The Martinsburg Journal provide print and online 
package combinations that work together to generate new customers. The combination of these 
three newspapers provides opportunity to reach Washington and Frederick Counties in Maryland, 
Franklin County in Pennsylvania and Berkeley, Morgan and Jefferson Counties in West Virginia.  
Newspaper Publications Suggested:  
 

• Herald-Mail  • Herald-Mail Online  
• Record Herald  • Record Herald Online  
• The Journal  • The Journal Online  

 
Newspaper Run Times: 2nd quarter  

 
 
6.3.4 Radio  
 
106.9 The Eagle & 99.9 WFRE cover the four-state region and position you with the clientele you 
are looking for. Radio advertising is designed to generate a more immediate response in your 
advertising campaign. They are reminders of the services and time-sensitive offers available from 
Hagerstown Regional Airport.  
 

Radio Stations Suggested:  
• 106.9 The Eagle  
• 99.9 WFRE  

 

Radio Run Times: 2nd Quarter  
 
6.3.5 Television  
 

WHAG and numerous stations through Antietam Cable Television cover the four-state region and 
can position the airport in front of the clientele you are looking for. TV advertising is designed to 
generate a more immediate response in your advertising campaign. They are reminders of the 
services and time-sensitive offers available from Hagerstown Regional Airport.  
 

TV Stations Suggested:  
• WHAG  

 

TV Run Times: 2nd Quarter  
Commercial Production through WHAG  
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6.4 Partnership Program  
 
The purpose of the Hagerstown Regional Airport Partnership Program is to create a partnership 
with local businesses by providing them a simple flyer tool to share with their customers and clients 
to promote brand awareness of the Hagerstown Regional Airport. By partnering with local business 
people, the airport will attempt to gain access to their customers in a joint effort to communicate 
the airport’s messaging.  
 
The following is an outline of the Partnership Program details with recommendations on the primary 
focus and implementation plan:  
 
The Partnership Program objective is to promote brand awareness and continued success of the 
Hagerstown Regional Airport using symbiotic relationships with local businesses and organizations. 
 
6.4.1 Partnership Program Focus  
 
Passenger Service: FACE It! Hagerstown Regional Airport delivers the best passenger service and 
flying experience in the tri-state region. We would like to use the acronym FACE to highlight the 
airport’s top strengths.  
 

• Free Parking  
• Affordable Flights  
• Convenient and Accessible  
• Easy and Enjoyable Flying Experience  

 
6.4.2 Partnership Membership Benefits  
 
We realize there are limits to the altruistic capacities of local business; therefore we are suggesting 
several benefits to partners that basically have no/minimal cost to the airport.  
 

• Listing and link to business website in the Partnership Directory on the  
• Hagerstown Regional Airport website.  
• New Member’s listing and link to business website in monthly e-blast to membership.  
• Add more Onsite Airport Advertising: TV screen and Posters on walls inside airport  

 
6.4.3 Website Application  
 

• Partnership Program Details Page with a “Become a Partner” sign-up  
• Partnership Program online Membership Directory with Partnership listing and link to the 

partner’s website  
 
6.4.4 Permission-Based Marketing Campaign  
 

• Set-up and creation of online permission-based marketing account  
• 12-Month permission-based marketing account  
• Design and creation of a 5-piece HTML auto-responder email campaign  
• Design and creation of an e-Newsletter template  
• Design 5 Landing pages   
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6.4.5 Targeted E-blast  
 
We recommend sending an e-blast 
announcing the Partnership Program to the 
following Chambers:  
 

 Washington County, MD  
Hagerstown Regional Airport is a 
member. eCasts: $150  
eCasts must be scheduled at 
least 2 weeks in advance. There 
are only 3 eCast spots available 
per week and they are sent on 
Mondays, Wednesdays and 
Fridays at 11:30 am.  

 Franklin County, PA  
Hagerstown Regional Airport is a 
member. Premier E-Ad: $75 ea.  
Premier E-Ads distributed on a 
limited basis.  

 Frederick County, MD  
Annual Membership Fee: 
$3,502*  
Newsletter only (distributed once 
a week) – No charge  

 Berkeley County, WV  
Annual Membership Fee: $691*  
Broadcast Email Service: $75 
ea. (first email is free)  
Emails distributed Mon.-Fri. at 8:30 am, 11:30 am and 3:00 pm  

 
* Must be a member to use service. 

  
• Design and creation of a Partnership Program announcement e-blast 

  
• “Become a Partner” sign-up button (partner information will go into permission- based 

marketing database) on the website.  
 
6.4.6 Pamphlet / Brochure  
 
The pamphlet/brochure would contain information about the airport and will be given to partners to 
distribute to customers and clients. 
  

• Recommend creation of a 4” x 9”, full-color, 2-sided, pamphlet on card stock  
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6.4.7 Airport Collateral Material  
 
Collateral materials almost always play a role in marketing, even in today’s Internet- driven arena. 
Per the recommendation of the Strategic Business Plan direct efforts and after careful 
consideration, we are proposing two pieces of collateral for the airport:  
 

• Pocket Folder with 4-Inside Saddle-Stitched Pages  
 

 This brochure is primarily a direct sales piece used by the airport staff, Airport 
Ambassadors and possibly EDC to attract businesses to the airport. The cover, inside 
cover and four pages will focus on the airport, airport business activity, and more long-
term compelling sales issues. The pocket folder can then be filled with more temporary 
brochures from local businesses, airport facts, current news, site plans, etc.  

 
 Design an 18”x 12”, full-color pocket folder with business card slit and 4-page full-color 

insert. Sample below:  

 
 

 Airport Insert Page  
 

This handout is designed to fit into the folders of other organizations such as the EDC 
as well as act as a simple handout. The contents will be a basic redesign of the four 
inside pages of the above pocket folder.  
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6.4.8 Monthly Informational Meetings 
  
The monthly meetings described in the Ambassador program will give the airport regular 
opportunities to introduce the Partnership Program face-to-face with local groups and individuals.  
 
6.5 Public Relations Campaign  
 
The purpose of the public relations campaign is to raise awareness and improve the brand power 
of the Hagerstown Regional Airport. It is our recommendation that the focus of campaign highlight 
the benefits of using the Hagerstown Regional Airport including the previously mentioned acronym: 
FACE It! … Hagerstown Regional Airport delivers the best passenger service and flying 
experience in the tri-state region.  
 
The following are the key stakeholders that are most critical to target for the success of the 
campaign. We also detail several key messages we believe will resonate well with your audience 
and help position the airport in a more compelling manner.  
 

• Primary stakeholders: Current employees, passengers, business leaders, and businesses 
on airport grounds, local and state politicians, FAA, Federal government.  

 
• Secondary stakeholders: Chambers of Commerce, non-profit organizations, travel 

industry, Convention and Visitors Bureau, tourist guides, and partnering cities.  
 
6.5.1 Campaign Goal  
 
To improve airport image and brand power with stakeholders, and increase outreach within the 
community in order to drive more ticketed passengers and attract additional businesses.  
 
6.5.2 Strategies  
 
Target local media for positive stories about the airport; increase public relations outreach in and 
around Washington County.  
 
6.5.3 Tactics  
 

• Increase speaking engagements through local organizations: Chamber of Commerce, 
business groups in and around Maryland  

• Pitch media stories locally and nationally. Send out at least one press release a month 
targeting topics that are in the news and announcing news of the airport.  

• Partner with local events to highlight low fares; for example the Maryland International Film 
Festival increases visitors in Washington County. Partner with the festival for a low cost 
airfare or package deal during the festival.  

• Increase social media interaction on Facebook, Twitter. Post at least 3-5 times a day. 
Increase followers. Post pictures.  

• Develop and Implement social media give away strategy at least three contests over the 
course of the year. 
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• Create Pinterest account. Upload pictures at least 3-5 times a day.  
• Educate the public. Cultural change starts with children. We recommend speaking 

engagements at all of the local schools. Hold coloring contests for elementary kids; invite 
schools for field trips to learn about what happens at the airport; host movies in a hanger; 
invite schools to create a video for YouTube and win a free flight. 

• Implement a Valet program that checks in baggage and holds keys until passenger return.  
• Implement greeting system. Employee that greets every person who walks in the door and 

begins to remember them by name.  
• Monthly e-newsletter about events, specials, and flight schedules.  
• Host museum artifacts to cross promote airport and museums in the area.  
• Host pictures, sculptures, and designs for local artists. Use as talking points for people to 

check out the airport and promote the artists.  
• Invite the Humane Society to bring docile pets to the airport as a relaxation tactic.  
• Use this in a media release.  
• Plan and implement a media tour with airport director.  

 
6.5.4 Timeline  
 
The PR campaign should be implemented over a year and expanded with new strategies as 
budget allows.  
 
6.5.5 Evaluation Plans  
 
The airport should monitor the success of press releases in these ways:  
 

• Media monitoring: Obtain monthly reports to gather information about the number of media 
outlets that pick up the story.  

 
• Create a dedicated website landing page that is linked from the press releases to establish 

how many hits are being received from PR tactics.  
 

• Evaluate the campaign at three and six month intervals through surveys. Evaluation criteria 
will focus if there is a need improve media exposure? Has HRA image improved over the 
course of campaign? After receiving feedback from the community and measuring our 
outputs it will be important determine if further tweaking of the communication strategy is 
necessary. 

 
6.6 Ambassador Program  
 
The Ambassador Program objective is to engage the local community and promote airport brand 
awareness through a small group (4-5) of volunteer ambassadors for HRA. The group will consist 
of respected community leaders who recognize the value of the Airport but have no business 
investment. These members will address the targeted audience as ambassadors for the airport 
using a pre-developed presentation.  
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6.6.1 Target Audience: Community Clubs & Civic Organizations  
 

• Washington County, MD  
• Franklin County, PA  
• Frederick County, MD  
• Berkeley County, WV  

 
6.6.2 Program Implementation  
 

• Design and develop a PowerPoint presentation. All Airport Ambassador Club members 
when presenting to Community and Civic Organizations will use this. The presentation will 
strongly reflect the Airports brand, highlight the airport and it’s benefit to the community, 
it’s business members and residents and present very positive facts about the airport.  

 
• The Ambassador Team members will schedule opportunities to present to Community and 

Civic Clubs around the 4-state region on a monthly basis. Collateral Materials should also 
be distributed to all meeting attendees.  

 
6.6.3 Recommended Organizations  
 

• Rotary Clubs  
• Exchange Clubs  
• Chambers of Commerce  
• Business Networking Groups  
• Other Professional Groups  

 
6.7 Photography  
 
Good photos don’t sell, only great ones do. Excellent photography is no longer optional; the 
Internet demands that our imagery be the best possible. Customers are judging business today 
based on the immediate impression they get, often from your website alone. This is called the 
nearly instant compelling effect. Weak photography implies a poor product.  
 
Obviously, the price of photography will depend upon the photographer the County selects and 
the business model that photographer follows. 
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6.8 Little to No Cost Recommendations 
 
Although all marketing requires financial investment and time, there are several items in our 
proposal that can be accomplished for very little investment. These items, although inexpensive, 
may have some positive effect, but they will have the most effect when done synergistically with 
the campaign recommendations. It is difficult to recommend any of these items without first 
correcting the online presence issues. Understand that this list does not reflect order of 
importance, but only pricing.  
 

• Ambassador Program – This program will take time and effort from the staff at the airport, 
but the financial commitment is small. By creating a group of volunteer individuals who are 
fans and supporters of the airport, the airport will be able to reach many people for a small 
amount through meetings and community involvement. 

 
 Recruit volunteers for Ambassador group 
 Attempt to get on the calendars of the local organizations to give talks 
 Create a Power Point presentation 

 
• Social Media – Social media efforts can begin in-house and should save money if executed 

properly. If the airport elects to begin the social media in-house, we recommend a training 
program for the responsible staff person to maximize effectiveness. This includes some 
initial Pinterest postings and a LinkedIn account. 

 
• Website changes – although redesigning the website should be a top priority, there are 

quite a few simple improvements in the ‘Overall Specific Recommendations’ section that 
can be done for very little.  

 
• Public School Outreach – The best place to change a brand is at the beginning! We see 

great opportunities to involve children with the airport to begin introducing them to the 
brand and the opportunities. 

 
• Community Outreach – There are many local organizations that the airport can leverage to 

introduce the new brand and airport oportunities. 
 

• Permission-Based Lists - Set up and begin moving the airport’s contact list of prospects, 
customers and vendors into groups within a permission-based system. We recommend 
you use either Mail Chimp or Constant Contact. The process of building and properly 
maintaining a permission-based list will prove invaluable in the future. 

 
• Community Events - Create a press release schedule and editorial list so the airport can be 

sharing all new events and news from the airport in a timely manner with local papers, 
online distributions and others. There are many local events that the airport can participate 
in and utilize the audience for improving the brand. We suggest that you create a calendar 
and begin attending these events. 
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Appendix A 

Executive Summary  
 

Situational Analysis 
 
In an effort to better utilize the “airport asset,” Washington County and Hagerstown Regional 
Airport have retained AvPORTS to develop this Comprehensive Marketing Plan.  The community 
leaders in Washington County believe that the Airport is an underutilized opportunity in the area of 
passenger air service, air cargo, and as a location for aviation related businesses. It is believed that 
through product development and more aggressive marketing, the airport can play a more 
important role in the growth and development of Washington County.  
 
About the Airport 
 
The Hagerstown Regional Airport is owned and operated by 
Washington County.  The airport has a full time airport director 
who reports to the Director of Public Works. The Hagerstown 
Regional Airport is a non-hub airport located five miles from the 
center of Hagerstown. The airport has two runways, one of 
which can handle passenger and cargo operations.  This 
runway, RWY 9-27, is 7,000’ x 150’.  The airport has instrument 
capability with ILS, VOR/DME, and RNAV.  The smaller 
crosswind runway, RWY 2-20, 3,160’ x 100’, is closed when 
the tower is not operational and is used primarily for general and 
corporate aviation. In 2012, the airport recorded 56,299 flight 
operations.  In 2015, it is expected to have between 55,000 and 
60,000 flight operations.  
 
The airport terminal is supporting regional/commuter type air 
service and has room for four airlines and rental car check-in.  
The airport meets Part 139 regulations for security and 
operations and has security screening operated by TSA prior 
the passenger hold room. There is a ramp loading area for air cargo.  Airport businesses inside the 
fence include a fixed base operator with numerous large hangers and corporate hangers, 
maintenance repair operations, and some corporate entities.  The airport rents out 140 T hangers. 
 
State of the Economy 
 

Even though the Economy has made positive gains since the low in 2008, there is much ground to 
be made up.  The unemployment rate has eased from the 10% level in October of 2009 but is far 
from the months leading up to the recession in 2007.  While housing appeared to turn the corner 
last year, it is still a long way to go from the depths of the housing bust.  The Federal Reserve has 
been reluctant to react by pulling back from its easy money policy.  It is estimated that the 
economy will grow 2.2% this year with a growth in Gross Domestic Product projected to be a little 
less than 2% for the first quarter of 2013 and 1.75% for the rest of the year.  It is estimated that the 
economy will increase its growth in 2014 to 3.5% with the GDP increasing to approximately 3%.   
  

Figure 6: The Hagerstown Regional 
Airport offers area residents the 
comfort and convenience of a modern 
facility only minutes from home. 
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The Hagerstown Catchment Area includes 
portions of Western Maryland, Southern 
Pennsylvania and Eastern West Virginia. The 
region, at the heart of the Mid-Atlantic, is a 
gateway to the Northeast, Midwest and South. 
Due to its geographic location and position within 
the interstate highway system, Production, 
Transportation and Material Moving ranks as one 
of the top five industry sectors throughout the 
region, employing roughly a fifth of the workforce in 
most area counties. Thanks to the region’s 
proximity to several large metro markets, including 
Washington, DC and Baltimore, Sales and Office 
consistently ranks as the top industry employment 
sector by population. 
 

The region as a whole enjoys lower unemployment 
rates than the national average, ranging from as low as 6.2% in Franklin County, PA to 8.3% in 
neighboring Fulton County. Recent job growth has been slow but positive throughout the region 
with an average increase of 1%. The exception is Morgan County, West Virginia, where a 2.68% 
decline has occurred. Some of the job growth may be attributed to growth in employment in 
nearby metro areas.    
 

Business has changed in the United States.  The work place is being transformed. Industry is 
reorganizing into smaller, more specialized units.  Companies are converting from mass production 
to lean production of specialty products and stressing quality.  A trend toward smaller companies 
as sub-contractors who take on responsibility for more of the production of parts and systems.  
Companies are looking for towns and communities that can offer lower labor cost, lower facility 
cost, lower crime rates, lower taxes, lower utility cost, good transportation, and access to 
community education and training programs. 
 

The community is seeking to expand its base of business and the development of additional air 
service and the recruitment of new business at the Hagerstown Regional Airport can be one of the 
keys.  The Airport has the terminal, runway and taxi-ways to meet operational requirements of 
regional jet aircraft and standard twin jet aircraft for passenger service, air cargo, and corporate jet 
aircraft. The business concept should be based on the Airport having a superior product for all of 
aviation.   
 
Overall Strategy of the Hagerstown Regional Airport 
 
The airport will be developed to meet the passenger, air cargo, general aviation and corporate 
aviation needs of the region and attract more air service and aviation related business that can be a 
stimulus for the local economy. The mission of the Hagerstown Regional Airport is to contribute to 
the economic base of Washington County by providing and supporting the air transportation needs 
of the four-state area in accordance with FAA Regulations and with the State and County Laws.  
The aviation facilities will be operated to the highest standards of safety and service. 
 
  

Figure 7: Hagerstown is a community companies are 
looking for to relocate. With lower labor costs, facility 
costs, crime rates, and taxes, along with good highway 
access and quality of life, Washington County has a 
good story to tell. 
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In setting out to achieve its mission, the Hagerstown Regional Airport will seek to accomplish a 
number of key goals:  (1) Create an atmosphere for the development of aviation and aviation 
related businesses at Airport; (2) Determine passenger, cargo, and other aviation needs of the 
airport; (3) Plan for improvements necessary to meet Airport needs; (4) Recruit appropriate air 
service and aviation related business to the Airport; and (5) Support current airport activities, 
businesses and clients. 
 
The business tactics of the Airport are based on the strategies, objectives, and goals. In the near 
term (2013-2015), the business tactics for the Hagerstown Regional Airport should center on:  (1)  
Work with Allegiant Airlines in expanding its current flight schedule to Orlando Sanford Airport and 
add service to another Florida city;  (2)  Work with Allegiant Airlines in selling outbound passengers 
from Florida to Hagerstown as Allegiant’s airport for the Washington DC area; (3) Work with Sun Air 
to provide convenient interline service at Washington Dulles International Airport to major domestic 
and international markets;  (4)  Quantify air cargo demand and, if sufficient, recruit cargo air service 
to meet the demand; (5) Identify new business opportunities and establish recruiting program.  In 
the long term (2016 and beyond) the Airport should center on:  (1) recruiting a regional jet airline 
to provide service to a hub airport like Atlanta, Charlotte, or Chicago;  (2)  Improve the facilities to 
meet increased number of passengers from new and  expanded air service; and (3) meet the 
needs of corporate and general aviation clients. 
  
The Airport has the facilities and infrastructure to handle commercial airline needs and the growth 
of general and corporate aviation. The community is pro-business and has been working to create 
a program for the Airport to be a key player in the economic growth of the area.  Competition will 
always be present with the low fares at Baltimore/Washington International Airport and high quality 
air service at Washington Dulles International Airport and Washington Reagan Airport.  The major 
risk for the Airport is being dependent on Allegiant Airlines for air service. 
 
Future Opportunities 
 
The strengths outnumber the weaknesses at Hagerstown Regional Airport.  The opportunities 
include: a large untapped market with many passengers within the Catchment Area that do not 
currently utilize the Hagerstown Airport and represent a large pool of new customers to attract; 
nearby land and developable acres adjacent to the Airport with current planning concepts which 
include mixed-use development that could support and complement the Airport’s own business 
development. Some adjacent parcels could represent future opportunities for airport expansion; 
growth of population and business from the DC and Baltimore metro areas and find the 
Hagerstown Regional Airport as a place to do business.  
 
Air Service Analysis 
 
Since the passage of the Airline Deregulation Act in 1978, the airline system in the United States 
has undergone a major change.  In the late 1980’s, the larger legacy airlines acquired most of the 
smaller airlines.  New airlines were started to fill the gaps in air service.  These successful start-up 
airlines include: Air Tran, Allegiant, Frontier, Jet Blue, Spirit Airlines, Sun Country & Virgin America.  
The commuter airlines formed affiliations with the major airlines to control the flow of passenger 
traffic at hub airports.  These guaranteed contracts allowed the commuter airlines to become very 
profitable.   
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Air Service in the Region 
 
The Greater Baltimore/Washington market had 
41,519,800 Origin & Destination passengers in 
2012 and consistently ranks among the top 20 
largest markets in the nation each year. The 
Region has three primary commercial airports: 
Baltimore/Washington International Airport (BWI), 
Washington/Dulles International Airport (IAD) and 
Washington/Reagan National Airport (DCA). Each 
airport is a major hub for three different carriers. 
BWI just nudges out DCA as the busiest in terms 
of domestic passenger traffic, while Dulles is the 
clear leader in international traffic.  
 
Southwest Airlines operates a hub out of Baltimore, and combined with its newly acquired Air Tran 
Airways, Southwest carries 30% of all domestic traffic in the region. United Airlines, which operates 
a hub out of Dulles, is the second most popular domestic carrier with 19%, and US Airways, which 
operates a hub out of Reagan, is third with 17%.  With non-stop service to 47 international 
destinations, Dulles is able to capture 50% of the international traffic in the region. Reagan and 
BWI, which account for 26% and 21% respectively, are popular for international destinations 
primarily in Canada and the Caribbean.  
 
Air Cargo has also been consolidated with only two integrated air cargo carriers remaining – Fed 
Ex and UPS.  Both of these airlines have eliminated their smaller standard jets (B-727 and DC-9) 
and replaced service at smaller airports with commuter airline partners flying small aircraft like 
theB-1900 and the Cessna Caravan.  Major emphasis on using ground transportation to handle 
short haul domestic shipments. 
  

Figure 8: Passengers wait in line at the Southwest ticket 
counter at Baltimore/Washington International (BWI). 
Photo courtesy of The Baltimore Sun. 
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HGR   

MDT   

IAD 

  

Hagerstown Regional Airport Catchment Area 
The Airport primary 
market includes 
residents in the Maryland 
counties of Allegany, 
Frederick and 
Washington, and the 
Pennsylvania counties of 
Adams, Bedford, 
Franklin, and Fulton. This 
market has a base 
population of 560,476 
with an average 
household income of 
$42,017. The largest 
concentration of 
population for the Airport 
is Washington County 
with 148,203 residents. 
The Airport is located 
near the intersection of 

Interstates 81 and 70 
and is convenient for air 
travelers from all seven 
counties. 

 
Hagerstown Regional Airport is currently served by two passenger airlines. Allegiant Air flies twice 
weekly to Orlando/Sanford on 150 seat MD-80 aircraft and Sun Air International operates four daily 
flights to Washington/Dulles on the 9-seat Piper Navajo aircraft under the Essential Air Service 
Program. Once passengers reach the Dulles hub they have the option to continue on to 
destinations throughout the United States and the world on United Airline’s network.   
 
AvPORTS has determined the Hagerstown Catchment Area Market is 678,721 Origin & 
Destination Passengers. Of that total market demand, only 14,300 used the Hagerstown Regional 
Airport in Year-Ended Third Quarter 2012. The HGR Catchment Area leakage demand exceeds 
900 Passengers Daily Each Way. This means that more than 900 passengers who live within the 
HGR Catchment Area opt to use an alternative airport instead of HGR each day. The Hagerstown 
Regional Airport currently only captures two percent of the total market demand. 98% of 
passengers within the catchment area leak to surrounding airports.  
 
Fifty-nine percent of all leaking passengers opt to fly out of Baltimore instead of Hagerstown. 
Twenty-one percent choose Dulles and 13% choose Reagan National. Only three percent opt to fly 
out of Harrisburg and four percent choose some other airport outside the region. The vast majority 
of leaked passengers flying on Southwest Airlines and AirTran are flying out of BWI. Most United 
passengers use Dulles while US Airways passengers are nearly split between Baltimore and 
Reagan National.  
 

Figure 9: HGR Catchment Area. The Primary Catchment is in Blue and the Secondary 
Catchment is in Green. Data Source:  AvPORTS 2013 Zip Code Database (based on June 2013 
zip code data provided by Datasheer, LLC) & AvPORTS MIDT Booking Data base Adjusted with US 
DOT DB1b O&D Passenger Data (YE 3Q 2012) 
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The top five domestic leakage markets are all leisure markets primarily in Florida. Orlando is by far 
the largest domestic market in the HGR Catchment with 60,611 passengers a year, or 83 
passengers daily each way. Despite current non-stop service on Allegiant, HGR only captures 14 
percent of the Catchment-Orlando market. The rest of the top ten are all business destinations: 
Miami, Denver, Boston, Los Angeles, Atlanta and Phoenix. In all of the top ten domestic markets, 
and all but one of the top 25, BWI is the preferred airport of choice among passengers.  
 
Air Service Development Strategy 
 
The first step to attracting new air service is to ensure 
that existing service is well-utilized and profitable.  The 
best argument an Airport can make to an airline when 
convincing them to expand or initiate new service in 
that market is to demonstrate that current airlines and 
routes are already doing well there.  The Airport should 
dedicate marketing funds to support Sun Air’s service 
to Dulles in order to increase passenger awareness 
and usage of that service. Current load factors on Sun 
Air average less than 15%. Through expanded 
marketing, Sun Air can achieve higher load factors. 
Cape Air, which operated EAS service to Baltimore, 
frequently achieved load factors above 70% thanks to 
a better marketing program for the route.  
 
After successfully expanding and maintaining 
profitability on the first daily service route (HGR-IAD), a 
second carrier can be attracted to serve an additional hub from Hagerstown. Most air service in 
the United States today is directed to hub airports.  The best hub opportunity is service to Atlanta.  
Increased frequencies on Allegiant to Orlando and new service to the leisure markets of Myrtle 
Beach, Las Vegas and Tampa/St. Petersburg are potential opportunities for future service. The 
Hagerstown market could support service to these destinations a couple times a week.  
 
Air Cargo Analysis 

Air Cargo service is provided at Baltimore-
Washington International Airport, Washington 
Dulles International Airport, and Washington 
Reagan National Airport.  Air Cargo at the 
Baltimore-Washington DC Area airports has 
seen a dramatic decline since 2008.  Total air 
cargo for the three airports has decreased 
from 419,374 metric tons in 2008 to 373,366 
metric tons in 2012, a decrease of 11.0%.  
Washington-Dulles International Airport 
accounts for approximately 70% of the total air 
cargo for the area, Baltimore accounts for 28% 
and Washington Reagan accounts for 
approximately 2% of the total. 

Figure 11: Market Analysis indicates there is enough air 
cargo demand to support caravan operations from HGR. 
Photo courtesy of indyairshow.com 
 

Figure 10: Sun Air currently flies several times a 
day to Washington/Dulles International Airport. 
While charging reasonable fares, the airline suffers 
from low load factors due in part to an absent 
marketing campaign for the route. 
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Washington Dulles International Airport is the dominant originator of international air cargo since it 
has the most international flights.  Washington Dulles International Airport has seen a decline in air 
cargo each year since 2010.  Baltimore-Washington International Airport has experienced an 
increase in air cargo since 2009.  Washington Reagan Airport increased from 2,224 metric tons in 
2007 to 6,590 metric tons in 2010 and has decreased every year since.  Based on historical trends 
since 2007, the air cargo for the Baltimore-Washington DC area airports will probably continue to 
decline at about 3% per year.  
 
Since Hagerstown Regional Airport does not have air cargo, a trend analysis forecast based on 
historical trends cannot be developed.  The most useful alternative forecast methodology for air 
cargo for this airport will need to be developed based on its share of passengers in comparable 
markets and its share of the economics of the total metro market.   
 
The Hagerstown Regional Airport passengers to Orlando/Sanford airport were 0.65% of the total 
passengers from the Baltimore/Washington DC area to Orlando. The Survey of Buying Power 
reported that the Hagerstown Regional Airport primary catchment area had a buying power index 
of .0758.  The total Baltimore-Washington DC area had a combined buying power index of 4.1734.  
The Hagerstown Regional Airport primary catchment area has a 1.80% share of the total buying 
power index.  Using these two forecasting methodologies, it is assumed that the Hagerstown 
Regional Airport has the potential of producing between 5 million pounds and 13.8 million pounds 
of air cargo on an annual basis.   
 
New Business Analysis 
 
The Hagerstown Regional Airport can contribute to expanding the base of business for the 
community.  One of the major industrial parks for the area is located next to the Airport and there is 
a significant amount of undeveloped land adjacent to the Airport.  The Airport can optimize its 
revenue with an effective business development program targeted towards commercial aviation, air 
cargo, and aviation related businesses that fit the general business characteristics of the 
community.  
The Hagerstown Regional Airport is designed to meet demand for commercial passenger service, 
general aviation and corporate aviation. Facilities for Air Cargo will need to be developed. Various 
owners of land around the airport have planned for industrial and commercial business that will 
complement the business at the airport.  The strengths of the Airport include easy access for 
residents in the Airport Catchment Area, lower cost land and facilities compared to Baltimore and 
Washington DC, a major push for more tourism, and a supportive business community.  The main 
weakness is the limited passenger air service at Hagerstown Regional Airport compared to the 
high volume of air service at Baltimore and Washington DC.  
 
Companies in the United States continue to downsize, outsource, and relocate.  The requirements 
for relocating include: low cost labor, non-union work environment, low cost land, low taxes, pre-
built or build to suit facilities, limited environmental restrictions, economic incentives, quality of life 
amenities, access to major markets, good air service, and strong community support for business. 
All of these requirements can be met in Hagerstown and Washington County except for good air 
service.  
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In most cases, airline and aviation related products and services need to be located on, or near an 
airport.  There seems to be good opportunities for expanded corporate aviation, aviation related 
business, and business in the areas surrounding the Airport.  The major threat for a small airport is 
always business not materializing when new facilities are constructed. Having good rail and 
highway access nearby will support manufacturing that can locate in the area. 
 
New Business Targets 
 

Professional and Technical companies have the greatest 
flexibility in relocating.  Mid and small sized companies are the 
primary targets. These companies are normally privately 
owned and the owners need to be sold on the economic 
benefits and "quality of life" benefit of the Hagerstown and 
Washington County area.  Target businesses and industries 
that best fit the attributes of the area include: Aerospace and 
Aviation Products and Services; Business Services; Consumer 
Products; Education and Training Services; Electronic; 
Environmental Management; Healthcare Research and 
Services; Leisure Products, Entertainment, and Tourism; 
Specialized Manufacturing; and Non-bank Financial Services, 
Publishing, Telecommunications equipment, and 
transportation operations and support. 
 
Aviation related options that can be on the airport include eight 
business areas: Air Cargo Center; Airline Maintenance Center 
for regional airline; Aviation Training Center; Maintenance 
Repair Operation for large aircraft; General Aviation and 
Corporate Center; Aerospace Manufacture and Testing 
Center; Government Operations Center; Passenger Air 

Service;  Some of these programs can be developed with the Hagerstown Community College, 
Pittsburgh Aeronautical Institute, Sierra Nevada Corporation, existing Maintenance and Repair 
companies; and the existing Fixed Base Operator. 
 
Aviation and non-aviation business opportunities that can be near the airport include the following:  
Aircraft Accessory Manufacturer; Air Museum; Executive Office; Ground Equipment Repair facility; 
Hotel/Motel; Safety Equipment Manufacturer; and Service Station. 
 
Near Term New Business Opportunities 
 
The near term opportunities include:  (1) New passenger service;  (2)  an aviation training program 
with Hagerstown Community College for training of flight attendants, ticket agents, reservations 
agents, and airport security;  (3)  expansion of current aerial surveillance program with UAV aircraft 
with Sierra Nevada or one of the other companies;  (4)  expansion of domicile at HGR for corporate 
aircraft with Rider Jet Service:  (5)  maintenance and operations facility for Sun Air International;  
and (6) establishment of an Air Museum.    
  

Figure 12: While possibly in need of some 
additional maintenance and custom 
renovations, space is available at the Top 
Flight Airpark for new businesses. 
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Long Term New Business Opportunities 
 
The long term opportunities are larger in scope and will take longer to develop and will require 
more capital.  These opportunities include:  (1) Large aircraft and engine maintenance and repair.  
Follow up with EDS/Airbus and Rolls Royce;  (2)  manufacturing of accessories, instruments, 
electronics, and avionics for aircraft;  (3)  ground equipment repair;  (4)  executive center for small 
businesses;  (5) safety equipment manufacturer; (6) hotel/motel; (7) service station and (8) new air 
cargo service. 
 
Economic Impact 
 
The new passenger air service to the Airport and new businesses locating at or near the Airport will 
produce new jobs and revenue to the community.  There will also be a cost associated with the 
activities required to attract and support the new service and new business.   
 
The air service analysis in this Plan indicated that the Airport has the demand potential to support 
additional flights to Orlando, Tampa, Las Vegas, Myrtle Beach, Atlanta, and Washington Dulles.  
The demand for air cargo can also support flights with commuter aircraft.  To determine a 
minimum and maximum financial impact of air service at the Airport, three levels of service have 
been estimate for each type of operation 
 
Based on the revenue generated from visitor expenditures, airline payroll, fuel purchases and fees 
to the Airport, the total revenue impact for Hagerstown and Washington County for new air service 
is estimated to be between $6.1 million and $13.8 million.  This does not include the new jobs in 
the hospitality industry that will result from the new passenger air service.  The "Airport Impact 
Model" indicates that there is a multiplier effect of money in the community and the average 
multiplier utilized in the model is 2.5.  Utilizing the Airport Impact Multiplier, the total impact of new 
revenue to Hagerstown and the Washington County is estimated to be between $15.3 million and 
$34.4 million. 
 
Conclusion 
 
The future of Hagerstown Regional Airport is bright. HGR has positioned itself for growth and has 
already reaped the benefits of a well-managed and visionary operation. The recent extension of the 
runway opens many service possibilities that before would have been out of reach, and sufficiently 
readies HGR to accommodate the growth in passenger traffic and business development in the 
future.  
 
The Airport has already been successful in attracting important tenants such as Sierra Nevada 
Corporation and the Pittsburgh Institute of Aeronautics, along with luring Allegiant Airlines to 
restore service to Orlando in 2012. In addition to the commitment of public officials, the investment 
of the private marketplace, particularly the contribution of Rider Jet Center to the development of 
the airfield, has made Hagerstown a premier facility capable of serving the business interests of the 
broader region. This has all served to the benefit of both the Airport and the community.  
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With this Comprehensive Marketing Plan (developed by AvPORTS) and subsequent Marketing 
Action Plan (developed by Power Marketing), Washington County can take the Airport Asset and 
develop it that much further in order to seize the opportunities, and overcome the challenges, now 
before it. The Airport is in the growing greater Baltimore/Washington metro area, boasts a facility 
most suited to accommodate future growth in western Maryland, has a sizeable catchment area 
capable of supporting additional passenger and cargo air services, and offers a quality of life, 
geographic proximity, and transportation infrastructure conducive to future economic and business 
development.  
 
Next Steps  
 
Hagerstown Regional Airport and Washington County must implement a Strategic Aviation/Airport 
Marketing Program under the auspices of “consensus, cooperation and coordination”. With that in 
mind, AvPORTS recommends the following Strategic Aviation/Airport Marketing operational 
structure, roles and tasks: 
 
The Hagerstown Regional Airport role will be that of” Project Owner.” The Airport’s task will be to 
oversee the Airport’s Marketing Program, approve the marketing budget and expenses and also 
serve as the lead contact for the Aviation/Airport Marketing Counsel/Liaison. 
 
To ensure uniformity across Washington County’s marketing efforts and to take advantages of cost 
efficiencies, AvPORTS recommends that Washington County’s dedicated marketing staff be the 
administrators of the Strategic Aviation/Airport Marketing Program.  In this role, the staff will have 
the responsibility of creating a marketing plan (a generic sample Airport Marketing Action Plan is 
included as part of this study that the staff can utilize) and with the Airport oversee its 
implementation. In this role, the staff will be tasked with identifying Professional Service provider(s) 
to provide services identified as needed to execute the Marketing Plan. The staff will also work with 
the Aviation/Airport Marketing Counsel/Liaison to insure the most competitive, cutting edge Airport 
Marketing Program to insure success in attaining HGR’s Goals & Objectives. 
 
As the Washington County Marketing Staff identify these professional service providers, their roles 
will be to provide marketing, advertising, social media, website design and management, public 
relations, communications, and marketing collateral support resources.  The professional service 
provider(s) should report directly to the Washington County Marketing Staff. The provider under 
contract to HGR/Washington County will be tasked with selecting marketing tools that are cost 
effective and efficient vehicles to communicate and deliver the Airport’s Strategic Plans to its 
targeted audiences. 
 
The most critical key to ensure an effective and competitive Strategic Aviation/Airport Marketing 
Program for the Hagerstown Regional Airport and Washington County is to allow the Airport to 
contract with an Aviation/Airport Marketing Professional Services Company that has a proven track 
record and a wide band-width in the areas of aviation and airport marketing.  This firm will assume 
the position of Aviation/Airport Marketing Counsel/Liaison. This partnership will ensure that the 
Marketing Program will be competitive, on-target and always in a balance with the core values and 
successful practices highlighted earlier in this section.  The tasks of the Aviation/Airport Marketing 
Counsel/Liaison are critical to the on-going success of the Hagerstown Regional Airport’s efforts 
and require a unique skill set.  
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These tasks should include, but are not limited to the following: 
 

• Establish annual Strategic Marketing Plans to grow revenues from aviation related business 
development, general and corporate aviation, commercial air service, and air cargo and 
tourism development. 

• To ensure continuity and consistency in the HGR Mission, dedicate its Airport Marketing 
Professionals as the lead counsel for HGR. These individuals must be skilled with an 
intimate working knowledge of aviation/airport marketing and are capable of effectively 
engaging with the key city, community and aviation stakeholders in the HGR service area. 

• Provide implementation and management counsel on all components of the Airport’s 
Marketing Action Plan. 

• Develop and manage an Airport’s Community based Strategic Working Group. This 
group’s mission is To: Support the HGR Business Focus, Goals and its vision to provide for 
the current and future air transportation needs of the Hagerstown Service Area in a safe, 
efficient and cost effective manner. By: Sharing current and future corporate and transient 
travel patterns and needs to jointly attract and grow airline service. So That: HGR business 
and community travel requirements and HGR future initiatives are aligned. 

• Serve as the communication liaison with the economic development, marketing staffs of 
both Hagerstown & Washington County and other community businesses and business 
stakeholders. 

• Establish a competitive air service risk abatement program for HGR in which it will identify 
community resources and garner community buy–in. 

• Conduct an economic impact analysis and return on investment (ROI) to validate the 
programs viability overall and on any individual airline proposed risk abatement program. 

• Provide best case/worst case scenarios on any proposed risk abatement program by a 
carrier to assist HGR in rationalizing a decision to proceed. 

• Provide various data pulls for air service development requirements. 
• Prioritize airline targets based on route opportunity research, develop customized 

presentations and begin meeting with each airline at airline headquarters.  This counsel will 
include but not be limited to the following: Airline Presentations, Airline Meetings, On-Going 
Airline Communications, Air Service Development (ASD) Benchmarks and Air Service 
Conferences Attendance & Assistance. 

• Establish a work plan timeline and benchmarks once approval to proceed is given that will 
prioritize the key action items within this work order for approval by HGR. 

• Update the HGR Strategic Plan’s Market Assessment. This update will include the 
following: the incorporation of ARC Credit Card Traveler Data as part of a Point of Sale 
Market Analysis which will identify traveler trends, habits and market opportunities based 
on leakage, airport usage, airline usage, retention and revenue potential and the 
identification of any new route opportunities by airline. 
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The Aviation/Airport Marketing Counsel/Liaison should also have its own objectives that support 
the goals and objectives of the Hagerstown Regional Airport’s marketing plan. These objectives 
should include, but not be limited to the following: 
 

1. Secure capital for a $500,000–$1,500,000 Revenue Guarantee Fund to assist potential 
airline start-up costs and potential losses during a set period of time. 

2. Create an economic incentive program to encourage airlines to serve HGR. 
3. Influence market share with businesses if successful in securing an airline to serve HGR. 
4. Develop a SWOT Analysis of the region as it relates to tourism opportunities for HGR as an 

in-bound destination. 
5. Identify resources, both in-kind and financial, to support an inbound & outbound marketing 

initiative for HGR. 
6. Create a specific marketing action plan, both in-bound & outbound, to support commercial 

airline and general aviation growth opportunities for HGR and its existing on-airport tenants. 
 
The Aviation / Marketing Process at Hagerstown Regional Airport 
 
The Hagerstown Regional Airport’s marketing goals and objectives is ensuring continuance of 
grant funding and airport revenue sources to support the Airport’s infrastructure requirements as a 
“World Class” Airport for the residents of Hagerstown and Washington County.  What are these 
revenue sources? They include, but not limited to; airlines, aviation related businesses, corporate 
aviation, general aviation, tourism and cargo development opportunities.  The Airport will need to 
identify the marketing resources needed to tap into these revenue streams. Resources such as; 
capital resources (budget), market research, co-operative marketing market share movement and 
economic development/ air service development incentives. The means for securing these 
resources will be by working with the dedicated Washington County Marketing support staff as the 
Programs Administrator, working with its Aviation/Airport Marketing Counsel/Liaison and its 
Outsourced Professional Marketing Service provider(s). 
 
What the HGR Airport Marketing Budget Should Look Like 
  
As it has been described in the text of this section, aviation/airport marketing is a diverse and 
sometimes complicated and tedious effort. With so many diverse customer and marketplaces, 
airports must have the resources to effectively move its missions forward and they must be 
managed and utilized efficiently and in a cost conscious manner.  With the degree of investment 
that Washington County has put forward on behalf of the Hagerstown Regional Airport, it speaks 
volumes to the Community’s commitment to securing the Airport’s financial stability and its role as 
an economic generator for Hagerstown and Washington County.  Understanding this level of 
commitment, AvPORTS, based on its industry leading understanding of Airport Marketing has 
created an estimated budget to support the strategic marketing efforts that are going to be 
required by the Hagerstown Regional Airport to meet and surpass the opportunities outlined in this 
Business Plan. The Airport and Washington County can work with its Aviation/Airport Marketing 
Counsel/Liaison to further customize and fine tune its budget to work within the core values and 
goals of the Airport and the County. 
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To conclude, as a needed tool for the Washington County Marketing Staff to assume its role as 
Program Administrator, next in this Plan you will find a recommended generic Marketing Action 
Plan that was developed by Hagerstown-based, Power Marketing.  This marketing plan should be 
utilized as the overall marketing guide as to the strategies and tools that can be incorporated into a 
specific Marketing Action Plan adopted by the County. 
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Appendix B 

Target Passenger Markets and Target Airlines 
 
 

 
TARGET PASSENGER MARKETS AND TARGET AIRLINES 

 
Airline   Contact    Market 
 
Allegiant Keith Hansen Ft . Lauderdale, St. Petersburg,  
 Director, Airports Myrtle Beach, Las Vegas 
 
American Colin Wheeler Chicago 
 Director, Route Planning 
 
Delta Karen Zachary Atlanta 
  G.M. Network Planning 
 
Sea Port Dan Helland New York City, Washington DC 
 Director of Planning 
 
Sun Air Int’l.  Washington DC 
 
United Martin Kammerman Chicago 
 Sr. Manager - Planning 
 
US Airways Michael Britman Charlotte 
 M.D. Network Planning 
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Appendix C 

Target Cargo Airlines 
 
 

 
TARGET CARGO AIRLINES 

 
Airline    Contact 
 
Federal Express   William Pettit 
     Airport Relations and Development Properties 
     3680 Hacks Cross Road 
     Building H, 3rd Floor 
     Memphis, TN 38125 
     (901) 434-8684 
 
UPS    Kevin Hoffman 
     Airport Properties 
     1400 N. Hurstbourne Parkway 
     Louisville, KY 40223 
     (502) 329-3913 
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Appendix D 

Sample Letter for New Business Recruitment 
 
 

October 1, 2013 
 
 
 
Mr. John Doe 
Alpha Aircraft Associates 
2222 South Aviation Blvd. 
Baltimore, MD 
 
Dear Mr. Doe; 
 
The Hagerstown Regional Airport is looking for new business!  We are in the process of leasing 
land for facilities at our airport for aviation related business and this may be an excellent 
opportunity for you and your company. 
 
The Hagerstown Regional Airport is located in western Maryland, an area that is pro-business. The 
local economy is led by retail/wholesale trade, medical services, tourism, specialized 
manufacturing, and has excellent rail and truck transportation.  The Airport serves a population 
over 500,000.  The Airport has a 7,000 foot x 150 foot runway capable of handling corporate 
aircraft and commercial aircraft.  The Airport has nonstop service to Washington Dulles 
International Airport and Orlando Sanford Airport.  It is working to get nonstop service to Ft. 
Lauderdale, St. Petersburg, Atlanta, Las Vegas, and Myrtle Beach.  The Airport has planned for 
future growth and has the infra-structure in place to handle new business in our General Aviation 
area and at an adjacent Industrial Park.  The Hagerstown area is well known for its great quality of 
life. 
 
The Airport has land with highway access, runway access, and ready for building.   The Airport is 
seeking aviation related companies that will find it advantageous to be located on airport property 
with direct runway access.  The Airport has favorable lease rates for land and can help businesses 
find funding for construction.  Your employees will enjoy the “Quality of Life” in the Hagerstown 
area.  The Economic Development Alliance can help in the recruitment and training of employees. 
 
Please review the material in this folder.  If you would like more information or set up a meeting to 
discuss this business opportunity, either complete the information requested on the mail-back card 
or call me at (xxx) xxx-xxxx.  Thank you for your consideration of the Hagerstown Regional Airport 
for your company. 
 
 
Sincerely yours, 
  



COMPREHENSIVE MARKETING PLAN FOR HAGERSTOWN REGIONAL AIRPORT 	  
 

 

144 

Appendix E 

List of Business Opportunities for Hagerstown Regional Airport 
 
 

Aerial Surveillance 

 
Aerial Force  
12708 Cold Springs Rd, Waynesboro, PA 17268  
(717) 762-2006  
 
DC Gohn Associates Inc Surveyors & Engineers  
32 Mount Joy St, Mount Joy, PA 17552  
(717) 653-5308  
 
Eastern/Chadrow Associates, Inc.  
333 East Street Road, Warminster, PA 18974  
(215) 672-8671  
 
Engineers & Surveyors Inst  
7 Loudoun St SE # 3, Leesburg, VA 20175  
(703) 771-8488  
 
Maryland Photogrammetric  
9519 Georgia Ave, Silver Spring, MD 20910  
(301) 588-2476  
 
Potomac Aerial Surveys Inc  
1319 Bucheimer Rd, Frederick, MD 21701  
(301) 698-9944  
 
Tom Shumate Surveyor Inc  
1000 W Main St, Waynesboro, VA 22980  
(540) 942-2990  
 
Wings Aerial Mapping Co Inc  
919 Beyda Harbour, Pasadena, MD 21122  
(410) 255-2053  
 
Aircraft Brakes 
 
Aviall 
2260 Cabot Blvd W  Langhorne, PA 19047 
(215) 752-0270 
 
Minteq international inc. Easton, pa 
640 N 13th St  Easton, PA 18042 
(610) 250-3000 
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Aircraft Electrical Systems 
 
CW Industries 
130 James Way  Southampton, PA 18966 
(215) 355-7080 
 
Intercon 
1222 Corporate Park Dr  Forest, VA 24551 
(434) 525-3390 
 
Northeimer Engineering 
2670 Leisczs Bridge Rd  Leesport, PA 19533 
(610) 926-1136 
 
Aircraft Galleys 
 
TIA Div - Monogram Systems  USA Sterling, VA 20166 
44931 Falcon Place 
Sterling, VA 20166 
(703).471-8600 
 
Aircraft Instruments 
 
ADS/Transicoil Corp. 
9 Iron Bridge Dr  Collegeville, PA 19426 
(484) 902-1100 
 
Electric Marine & Power Corp 
2101 E. Pratt St Baltimore, MD 
(410) 552-0300 
 
Innovative Solutions & Support, Inc.  
720 Pennsylvania Dr  Exton, PA 19341 
(610) 646-9800 
Moog Components Group 
1213 N Main St, Blacksburg, VA  24060 
(540) 552-3011 
 
Strube inc 
629 W Market St  Marietta, PA 17547 
(717) 426-1906 
 
UMA Inc. 
260 Main St  Dayton, VA 22821 
(540) 879-2040 
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Aircraft Interiors 
 
Rehau, Inc. 
1501 Edwards Ferry Rd NE  Leesburg, VA 20176 
(703) 777-5255 
 
Ehmke Manufacturing Co., Inc.  
4200 Macalester St  Philadelphia, PA 19124 
(215) 324-4200 
 
Aircraft Seats 
 
Butler Parachute Systems, Inc. 
1820 Loudon Ave NW  Roanoke, VA 24017 
(540) 342-2501 
 
Turnbull Enterprises, Inc. 
3100 Viona Ave  Baltimore, MD 21230 
(410) 355-5666 
 
Aircraft Windows and Windshields 
 
American Polarizers, Inc. 
141 S 7th St # 1  Reading, PA 19602 
(610) 373-5177 
 
LP Aero Plastics, Inc 
1086 Boquet Rd  Jeannette, PA 15644 
(724) 744-4448 
 
Speck Plastics, Inc. 
490 Belfast Rd  Nazareth, PA 18064 
(610) 759-1807 
 
Aviation Training 
 
1 World Aero  
7509 General Aviation Dr, Fort George G Meade, MD 20755  
(301) 912-1988  
 
Advanced Helicopters Concepts  
330 Aviation Way # H, Frederick, MD 21701  
(301) 694-5313  
 
All Eyes On Egypt Inc  
13005 Mistletoe Spring Rd Ste 717, Laurel, MD 20708 
(301) 466-6586  
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American Helicopters Inc  
10503 Wakeman Dr, Manassas, VA 20110  
(703) 368-9599  
 
Atlantic Airways  
1005 Sycolin Rd SE, Leesburg, VA 20175  
(703) 779-8787  
 
Atlantic Aviation  
9800 Ashton Rd, Philadelphia, PA 19114  
(215) 969-0311  
 
Av-Ed Flight Ground School  
8298 Old Courthouse Rd Ste A, Vienna, VA 22182  
(703) 237-2565  
 
Av-Ed Ground School  
8009 Lewinsville Rd, Mc Lean, VA 22102  
(703) 506-0477  
 
Av-Ed Flight School Inc  
615 Airport Rd, Winchester, VA 22602  
(540) 542-1123  
 
Aviation Adventures  
1001 Sycolin Rd SE # 1B, Leesburg, VA 20175  
(703) 777-6030  
 
Aviation Adventures  
10600 Harry J Parrish Blvd, Manassas, VA 20110 
(703) 530-7737  
 
Aviation Institute-Maintenance  
3001 Grant Ave, Philadelphia, PA 19114  
(215) 676-7700  
 
Aviation Institute-Maintenance  
9821 Godwin Dr, Manassas, VA 20110  
(703) 257-5515  
 
Aviation Insurance Unlimited  
1501 Narcissa Rd, Blue Bell, PA 19422  
(215) 793-0500  
 
B & B Sport Aviation  
5223 Bucktown Rd Ste 1, Cambridge, MD 21613  
(410) 221-8009  
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Capitol Air  
81 General Aviation Dr, Odenton, MD 21113 
(410) 305-0975  
 
Chantilly Air  
9998 Wakeman Dr, Manassas, VA 20110  
(703) 361-8253  
 
Cloud Club II  
6495 New Hampshire Ave # 301, Hyattsville, MD 20783  
(301) 297-4400  
 
Cloud Club II  
10275 Piscataway Rd, Clinton, MD 20735  
(301) 297-4400  
 
Dream Flight School  
200 Airport Dr, Box 12, Westminster, MD 21157  
(443) 244-9218  
 
EAA Capital Co  
7315 Wisconsin Ave, Bethesda, MD 20814  
(301) 469-3450  
 
EAA Chapter 186  
10629 Observation Rd, Manassas, VA 20110  
(703) 365-8764  
 
EAA Chapter  
275 Aviation Way, Martinsburg, WV 25405  
(304) 596-5535 
 
EAA Service Ctr  
6401 Security Blvd, Baltimore, MD 21235  
(410) 965-4579  
 
Easton Aviation  
29137 Newman Rd Ste 5, Easton, MD 21601  
(410) 822-8181  
 
Embry-Riddle Aeronautical Univ  
1413 Arkansas Rd Ste 89MSS, Andrews Air Force Base, MD 20762  
(301) 735-6340  
 
Fera Annabelle L  
19700 Meredith Dr, Derwood, MD 20855  
(301) 695-1151  
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Flight Safety Svc Corp  
222 Sabre Jet Blvd, Martinsburg, WV 25405  
(304) 262-9725  
 
Flight Safety Foundation Inc  
601 Madison St Ste 300, Alexandria, VA 22314  
(703) 739-6700  
 
Frederick Flight Ctr Inc  
330 Aviation Way # E, Frederick, MD 21701  
(240) 529-5500  
 
H J Aviation  
10300 Glen Way, Fort Washington, MD 20744  
(301) 248-1711  
 
Hortman Aviation Services Inc  
9700 Ashton Rd, Philadelphia, PA 19114  
(215) 969-5066  
 
Jet Mart International  
46134 Brisbane Sq, Sterling, VA 20165  
(703) 444-6648  
 
Jls Aviation  
3380 Shannon Airport Cir, Fredericksburg, VA 22408  
(540) 374-1715  
 
Leading Edge Aviation Inc  
3879 Old Easton Rd, Doylestown, PA 18902  
(215) 340-0707  
 
Modest Beginning 
1543 Dickinson St, Philadelphia, PA 19146  
(267) 639-6438  
 
Montgomery County Aviation  
1501 Narcissa Rd, Blue Bell, PA 19422  
(215) 646-0400  
 
MWFHE Rockland House  
1435 W Rockland St, Philadelphia, PA 19141  
(267) 385-6916  
 
Nasa/Goddard Space Flight Ctr  
8400 Greenbelt Rd, Greenbelt, MD 20770  
(301) 614-6379  
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New Garden Aviation  
1235 Newark Rd, Toughkenamon, PA 19374 
(610) 268-2048  
 
Phoenix Aviation  
701 Wilson Point Rd Ste 37, Middle River, MD 21220  
(410) 574-3897  
 
Phoenix Aviation  
7801 York Rd Ste 327, Towson, MD 21204  
(410) 321-0314  
 
Potomac Flight Training  
22455 Davis Dr # 108, Sterling, VA 20164  
(703) 787-7731  
 
Sankara  
5521 Lindbergh Blvd, Philadelphia, PA 19143  
(215) 921-8653  
 
Skyworld Aviation Inc  
5075 Airport Rd, Midland, VA 22728  
(540) 788-9300  
 
The Sibylline Oracle / Fly Rite  
43845 Stoney Brook Sq Unit 411, Leesburg, VA 20176  
(888) 873-1639  
 
Valley Forge Aviation Inc  
767 Collegeville Rd, Collegeville, PA 19426  
(610) 489-6011  
 
Washington International  
7940 Airpark Rd, Gaithersburg, MD 20879  
(240) 246-7546  
 
Avionics 
 
Aerojet 
Culpeper, Virginia 22701 
(540) 854-2000 
 
Avionics Unlimited  
2009 14th St N, Arlington, VA 22201  
(703) 841-9862  
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Banner Aerospace, Inc - Mclean, VA 
1750 Tysons Blvd., McLean VA  22102 
(703) 478-5780  
 
Fairchild Controls 
540 Highland St  Frederick, MD 21701 
(301) 228-3400 
 
Fidelity Technologies Corporation 
2501 Kutztown Rd Reading, PA 
(610) 929-3330 
 
Northrop Grumman Corp., Electronic Systems - Linthicum, MD 
1580 W Nursery Rd  Linthicum Hts, MD 21090 
(410) 765-1000 
 
Strube Inc. 
629 W Market St  Marietta, PA 17547 
(717) 426-1906 
 
Warren-Knight Instrument Co. 
2045 Bennett Rd  Philadelphia, PA 19116 
(215) 464-9300 
 
Government Aviation (Contractors) 
 
3Di Technologies  
961 Mercantile Drive, Hanover, MD 21076 
(703) 621-4568 
 
Aeronautical Systems 
43671 Trade Center Place, Suite 100, Sterling, VA 20166 
(703) 996-8090 
 
ASIT  
613 Global Way  
Linthicum Heights, MD 21090 
(443) 457-1111 
 
Chesapeake Sciences Corporation (CSC)  
1127B Benfield Blvd. Millersville, MD 21108 
(410) 923-1300  
 
Dyn Corp Intl Inc  
3190 Fairview Park Dr, Falls Church, VA 22042  
(571) 722-0210 
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SPD Electrical Systems  
13500 Roosevelt Boulevard, Philadelphia, PA 19116 
 (215) 677-4900 
 
Telemetry-East  
1515 Grundy's Lane, Bristol, PA 19007 
(267) 545-7000 
 
Government Offices 
 
Department of Customs 
1300 Pennsylvania Ave NW, Washington, DC 
(877) 227-5511 
 
Department of Homeland Security 
300 7th St SW, Washington, DC 
(202) 282-8000 
 
Department of Justice 
950 Pennsylvania Ave  Washington, DC 20530 
(202) 514-2000 
 
Federal Bureau of Investigation 
555 11th St NW, Washington, DC 
(202) 324-3000 
 
National Air & Space Museum 
14390 Air and Space Museum Pkwy Chantilly, VA 20151 
(703) 572-4118 
 
National Security Agency 
9800 Savage Rd  Fort Meade, MD 20755 
(301) 688-6524 
 
U.S. Airforce 
1690 Air Force Pentagon, Washington, DC 
(703) 697-6061 
 
Ground Equipment Manufacture and Repair 
 
Cns Aviation Svc Corp  
10320 Yellow Pine Dr, Vienna, VA 22182  
(703) 757-5885 
  



COMPREHENSIVE MARKETING PLAN FOR HAGERSTOWN REGIONAL AIRPORT 	  
 

 

153 

Large Aircraft Repair 
 
Airbus Americas Safety & Tech  
1909 K St NW # 720, Washington, DC 20006  
(202) 467-5480 
 
Airbus Spares Ctr  
21780 Filigree Ct, Ashburn, VA 20147  
(703) 729-4300  
 
BAE Systems  
711 Lofstrand Ln, Rockville, MD 20850  
(301) 610-7902  
 
Ball Corp  
15059 Conference Center Dr Ste 290, Chantilly, VA 20151  
(703) 263-0851  
 
General Dynamics 
2941 Fairview Park Drive, Suite 100, Falls Church, Virginia 22042-4513 
(703) 876-3000 
 
Gulfstream 
5616 Haven Street, Las Vegas, NV  89119 
(702) 947-3055 
 
Lockheed Martin Management & Data Systems  
6801 Rockledge Dr, Bethesda, MD 20817  
(301) 897-6738  
 
Rockwell Collins Headquarters 
400 Collins Road N.E. Cedar Rapids, IA 52498 
(319) 295-1000 
 
Tasc  
11781 Lee Jackson Memorial Hwy Ste 400, Fairfax, VA 22033  
(703) 691-3601  
 
Zodiac Aerospace 
44931 Falcon Place, Sterling, VA 20166 
(703) 554-5369 
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UAV Drone Manufacture and Repair 
 
AAI Corporation 
124 Industry Ln  Cockeysville, MD 21030 
(410) 666-1400 
 
Aurora Flight Sciences 
9950 Wakeman Drive, Manassas, VA  20110 
(703) 369-3633 
 
Defense Advanced Research Projects 
675 N Randolph St,  Arlington, VA 22203 
(703) 526-6630 
 
Dragonfly Pictures 
600 W 2nd St  Tinicum, PA 19029 
(610) 521-6115 
 
L3BAI Aerosystems 
44611 Guilford Drive, Suite 125, Ashburn, VA  20147 
(703) 889-8640 
 
NASA 
NASA Headquarters, Washington DC  20546-000 
(202) 358-0000 
 
Navmar Applied Sciences Corp 
607 Louis Dr  Warminster, PA 18974 
(215) 672-6326 
 
Piasecki Aircraft Corporation 
519 West Second Street  Essington, PA 19029 
(610) 521-5700 
 
Raytheon 
Linthicum Heights, Maryland 21090 
(410) 981-4100 
 
United States Research Laboratory 
4555 Overlook Ave. S.W. Washington, DC 20375 
(202) 767-2541 
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1. Which category below includes your age? 

Number of Res ses Response 
Ra  

20 or younger 0 0% 
21-29 5 5% 
30-39 10 9.9% 
40-49 26 25.7% 
50-59 29 28.7% 
60 or older 28 27.7% 
No 3 3% 
Responses 
Total 101 100% 

 

Appendix I:  

Hagerstown Regional Airport Survey Results 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

2. Are you male or female? 

Number of Responses Response 
Ratio 

Male 48 47.5% 
Female 51 50.5% 
No 2 2% 
Responses 
Total 101 100% 

 
 

3. Do you travel primarily for business or leisure? 

Number of Responses Response 
Ratio 

Business 30 29.7% 
Leisure 71 70.3% 
No 0 0% 
Responses 
Total 101 100% 
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4. How often do you fly? 

Number of Response 
Responses Ratio 

Weekly 0 0% 
Monthly 10 9.9% 
Several times a 51 50.5% 
year 
Once a year 37 36.6% 
No Responses 3 3% 
Total 101 100% 

 
 
 
 

5. Please rank the following according to how important they are in 
influencing your decision when choosing which airport to fly out 
of, with 1 being the most important and 5 being the least. 

1 2 3 4 5 
Cost 52 29 10 7 3 

51.5% 28.7% 9.9% 9.9% 3% 
Convenience 25 38 27 10 1 

24.8% 37.6% 26.7% 9.9% 1% 
Amenities 1 1 10 34 55 

% 1% 9.9% 33.6% 54.5% 
Ability to fly non- 17 25 41 14 4 
stop 16.8% 24.8% 40.6% 13.9% 3.9% 
Selection of 6 8 13 36 38 
Airlines 5.9% 7.9% 12.9% 35.6% 37.6% 
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  6. To which destinations do you fly most often? 
 

•  Charlotte, NC; Raleigh, NC; San Antonio; Orlando 
•  California 
•  Sanford, Florida; Orlando, Florida 
•  Florida; Cabo; Texas 
•  Sacramento; Atlanta; Chicago; Orlando; Las Vegas 
•  Tampa/Sarasota, Florida; Chicago, Ill. 
•  Texas; Wisconsin; Florida 
•  Hartford; Boston; Tampa 
•  Myrtle Beach 
•  Paris; Madrid; New Orleans 
•  Las Vegas, Los Angeles 
•  Florida, Caribbean 
•  Continental 
•  Tallahassee, FL 
•  Las Vegas; Palm Springs; Florida; France 
•  Florida – TPA; Iowa – CID; California – LAX 
•  Hawaii; Florida; Oklahoma 
•  Seattle, WA; Los Angeles, CA; Miami, FL 
•  Southwest 
•  Caribbean; NYC; Arizona 
•  Florida; Las Vegas 
•  Orlando; Las Vegas; Chicago 
•  Phoenix; Kansas City, Ft. Lauderdale; South Bend, IN 
•  Denver; Albuquerque 
•  Orlando; Atlanta; Las Vegas; Los Angeles; Fort Lauderdale 
•  Florida; Seattle, WA 
•  Raleigh/Durham, NC; Ft. Lauderdale, FL 
•  Oklahoma City, OK; Maui, HI; Newark, NJ; Orlando, FL 
•  Florida; Chicago 
•  Oklahoma City; NYC; Bloomington, IL 
•  FL; NV; MN 
•  Chicago Mid Way 
•  Orlando; San Antonio; Ft. Lauderdale 
•  Orlando; Chicago; Las Vegas; New York 
•  Las Vegas 
•  Fort Myers, FL; Tulsa, OK; Myrtle Beach, SC; Fort Myers, FL; Fort Worth, 

TX, London, England 
•  Florida; Colorado; Texas; California; Michigan 
•  Florida 
•  Nashville, TN; Oakland, CA 
•  New England 
•  West Palm Beach, FL 
•  Charlotte, NC; Nashville, TN; Atlanta, GA; New Orleans, LA; Baton Rouge, LA 
•  Newark; St. Louis; Minneapolis 
•  Florida 
•  Mexico; San Diego; New Orleans; North Carolina; New York 
•  Florida 
•  Myrtle Beach; Dallas; Chicago; Las Vegas 
•  Florida 
•  Orlando, FL 
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•  Orlando, FL; Washington, DC; New York; Las Vegas; Charlotte, NC 
•  Sanford, FL 
•  Mexico 
•  Portland, ME; Las Vegas, NV 
•  Florida; Nevada; Ireland; Texas 
•  Tennessee; California 
•  Florida (all parts) 
•  St. Petersburg, FL; Orlando, FL; Charleston, SC 
•  Florida; USVI 
•  Kansas City, MO; San Francisco, CA 
•  Charleston, SC 
•  LAX; Heathrow; Sacramento; Dallas; Atlanta 
•  Florida 
•  Europe; Caribbean; Mexico; within the US 
•  Florida 
•  Dominican Republic 
•  Florida 
•  Florida 
•  Caribbean; Myrtle Beach 
•  Florida 
•  Dallas 
•  Atlanta 
•  Chicago; Florida 
•  Caribbean; Orlando, FL 
•  Key West, FL 
•  Miami, FL 
•  Las Vegas 
•  Chicago 
•  BWI 
•  JAX 
•  Florida; North Carolina; Minneapolis/St. Paul; Bahamas; Mexico 
•  Florida 
•  Las Vegas; New York; Portland; Florida; Norfolk 
•  Denver 
•  Bahamas 
•  CA 
•  Foreign 
•  Florida 
•  Central Florida; New Orleans; Cape Cod 
•  Myrtle Beach 
•  Raleigh; NC 
•  Tampa, FL 
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7. How important is convenience in your decision to use an airport? 

Number of Response Ratio 
Responses 

Extremely Important 30 29.7% 
Very Important 43 42.6% 
Moderately Important 21 20.8% 
Slightly Important 6 5.9% 
Not at all Important 0 0% 
No Responses 1 1% 
Total 101 100% 

 
 
 

8. How likely are you to use the Hagerstown Regional Airport? 

Number of Response Ratio 
Responses 

Extremely Likely 18 17.8% 
Very Likely 18 17.8% 
Moderately Likely 21 20.8% 
Slightly Likely 30 29.7% 
Not at all Likely 13 11.9% 
No Responses 1 1% 
Total 101 100% 

 
 
 

9. If you are not likely to use the Hagerstown Regional Airport, why not? 

Number of Response Ratio 
Responses 

Do not need to travel 2 2% 
Do not want to use commuter 6 5.9% 
planes 
Satisfied with using other airports 6 5.9% 
Cannot afford the prices 6 5.9% 
Airlines do not fly to my 51 50.5% 
destinations 
It is not convenient 3 3% 
Other 9 8.9% 
No Responses 18 17.9% 
Total 101 100% 
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9. Other Responses: 
 
• Most of the apply here 
• Likely if the price is right. 
• No flight to Myrtle Beach 
• Cost prohibitive. I would rather drive further and pay less. 
• It is no quicker or cheaper than driving to Baltimore or Washington 
• The times I have priced it, rates were way more that BWI. 
• Flight times 
• Allegiant is always late and planes not in good shape. 

 
10. How often do you use the Hagerstown Regional Airport? If 

answer is “Never”, skip to question 13? 

Number of Responses Response 
Ratio 

Extremely Often 0 0% 
Very Often 2 2% 
Moderately Often 8 7.9% 
Slightly Often 23 22.8% 
Not at all Often 25 25.7% 
Never 35 34.7% 
No Responses 7 6.9% 
Total 101 100% 

 
 
 

11. Compared to other airports you have used, are the Hagerstown 
Regional Airport prices more reasonable, less reasonable, or 
about the same? 

Number of Response 
Responses Ratio 

Much more reasonable 12 11.9% 
Somewhat more 6 5.9% 
reasonable 
Slightly more reasonable 4 4% 
About as reasonable 17 16.8% 
Slightly less reasonable 4 4% 
Somewhat less 7 6.9% 
reasonable 
Much less reasonable 7 6.9% 
Don’t know 17 16.8% 
No Responses 27 26.8% 
Total 101 100% 
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12. Compared to other airports you have used, is the Hagerstown 

Regional Airport customer service better, worse, or about the 
same? 

Number of Response 
Responses Ratio 

Much better 15 14.9% 
Somewhat better 14 13.9% 
Slightly better 14 13.9% 
About the same 22 21.8% 
Slightly worse 0 0% 
Somewhat worse 0 0% 
Much worse 0 0% 
No Responses 36 35.5% 
Total 101 100% 

 
 

13. What destinations would you like to see added to the 
    Hagerstown Regional Airport? 

 

•  Las Vegas 
•  Lakeland, FL 
•  Myrtle Beach; New York 
•  Atlanta; New York; Las Vegas; Miami 
•  Warm vacation destinations 
•  Myrtle Beach 
•  Baltimore; Dulles; Philadelphia 
•  Chicago; Atlanta 
•  Tampa; Ft. Myers; Miami 
•  BWI 
•  Florida – TPA; Iowa – CID; California – LAX 
•  BWI; Pittsburgh; Chicago 
•  Miami, FL 
•  Raleigh, NC; Wilmington, NC; Boston, MA; Las Vegas, NV 
•  Las Vegas; Other large hubs 
•  Chicago 
•  Boston; Pittsburg; Mytrle Beach and some FL venues 
•  BWI 
•  Raleigh/Durham, NC 
•  North Carolina; New York; Florida 
•  Baltimore 
•  Philadelphia 
•  New York; Chicago 
•  Myrtle Beach 
•  Fort Myers, FL 
•  Grand Rapids; Denver 
•  Cancun 
•  BWI; Atlanta 
•  BWI; RNA 
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•  West Palm Beach, FL 
•  St. Louis; NY commuter 
•  Baltimore; Philadelphia; New York; New Orleans; San Diego; Dallas 
•  Airports that connect with airlines to major cities 
•  Myrtle Beach; Las Vegas 
•  Las Vegas 
•  New York; Philadelphia; Norfolk; Richmond 
•  Myrtle Beach; BWI 
•  Atlanta; other major connecting hubs 
•  BWI; Dulles 
•  Orlando; Miami; Atlanta 
•  St. Petersburg, FL; Charleston or Myrtle Beach, SC 
•  Tampa; Hartford 
•  Pittsburgh; other hubs 
•  Atlanta; Denver; Dallas; Chicago 
•  New York City; Las Vegas 
•  Florida; Myrtle Beach 
•  Florida 
•  Caribbean; Las Vegas; Carolina’s 
•  New York; Miami, FL 
•  BWI; DCA 
•  Minneapolis/St. Paul; Myrtle Beach; NC; Florida (Ft. Lauderdale, Miami, Ft. 

Myers); Cancun 
•  Mexico 
•  Las Vegas; Myrtle Beach 
•  Las Vegas; New Orleans; any place tropical 

 
 
 

14. If you do not use the Hagerstown Regional Airport for air travel, which airport 
do you use? 

Number of Response 
Responses Ratio 

Baltimore/Washington International  83 82.2% 
Airport 
Washington Dulles International Airport  14 13.9% 
Ronald Reagan Washington National  1 1% 
Airport 
Harrisburg International Airport  1 1% 
No Responses  2 1.9% 
Total  101 100% 

 
  



COMPREHENSIVE MARKETING PLAN FOR HAGERSTOWN REGIONAL AIRPORT 	  
 

 

191 

Appendix J:  

References and Sources of Information 
 
References 
 

1. Phil Ridenour – Hagerstown Regional Airport Manager 
2. Greg Murray – Washington County Administrator 
3. John Barr – Washington County Board of County Commissioners 
4. Bill McKinley – Washington County Board of County Commissioners 
5. James Kercheval – Executive Director, Greater Hagerstown Committee 
6. Brian Poffenberger – President, Chamber of Commerce 
7. Tom Riford – President, Hagerstown/Washington County Convention and Visitors Bureau 
8. Bob Mandley – Hagerstown/Washington County Economic Development Commission 
9. Ben Rider – Rider Jet Cener (FBO) 
10. Rob Ferree – President, Bowman Development Corp. 
11. Pam Deal – Allegiant Airlines HGR Customer Service Manager 
12. Greg Snook – President, Hagerstown/Washington County Industrial Foundation 

 
Sources of Information 
 

1. “Hagerstown and Washington County Economic and Community Assessment”, 
Urbanomic, Inc., October 2012. 

2. “Economic Impact of Airports – Hagerstown Regional Airport”, State of Maryland Aviation 
Administration, 2013. 

3. “Business and Industry Directory”, Hagerstown-Washington County Economic 
Development Commission, 2012. 

4. “2013 Business Directory”, Hagerstown-Washington County Chamber of Commerce. 
5. “Hagerstown and Washington County Visitors Guide”, Convention and Visitors Bureau, 

2013. 
6. “2013 Marketing Plan”, Hagerstown-Washington County Convention and Visitors Bureau, 

2013. 
7. Rider Jet Center Company Profile, July 31, 2012. 
8. “Washington County Sees Boom in Tourism Business”, Sarah Meehan, Baltimore Business 

Journal, April 5, 2013. 
9. “Economy Shows Surprising Bounce”, Brenda Cronin, Wall Street Journal, March 23, 

2013. 
10. “Dulles Airport Yearns to Grown into Cargo Hub”, Adina Solomon, Air Cargo    World, June 

2013. 
11. “Airfreight Faces a New Normal”, John McCurry, Air Cargo World, May 2013. 
12. U.S. Department of Transportation, Passenger and Air Cargo data. 
13. U.S. Bureau of Census 
14. U.S. Bureau of Labor Statistics 
15. U.S. Bureau of Transportation Statistics 
16. U.S. O&D Passenger Survey from Data Based Products 
17. “The Hagerstown Regional Airport,” by Kent A. Mitchell in Journal of American Aviation 

Historical Society, Fall 2003, pages 215-229. 
18. Sales Management, “Survey of Buying Power”, 2010-2011 


