
A n ew , in te r im  liv e r y  a p p e a r s  o n  th e  7 3 7 - 3 0 0  p ic tu r e d  ab o v e  w h ic h  r o lle d  o u t  o f  th e  
INT m a in te n a n c e  fa c i l i t y ’s  a p p e a r a n c e  sh o p  in  la t e  S e p te m b e r . T h e  fu s e la g e  i s  p o l
is h e d  a lu m in u m  in s te a d  o f  w h ite , b u t  th e  b e lo w -w in d o w -le v e l s t r ip e  i s  th e  th r e e  
s h a d e s  o f  red  u t i l iz e d  in  U S A ir’s  c u r r e n t  liv e r y . T h e  sp e e d b ir d  lo g o  on  th e  ta i l  w a s  
c h a n g e d  from  b lu e  to  b u rg u n d y , a n d  th e  P ie d m o n t n a m e  o n  th e  v e r t ic a l  ta i l  su r fa c e  
from  red  to  w h ite  w h ic h  s u b s e q u e n t ly  h a s  b e e n  ch em ged  to  b u r g u n d y  to  b e  m o re  
le g ib le .

NASCAR fate
Upon com pletion of the  NASCAR W inston 

Cup Series th is  November, P iedm ont Airlines 
will d iscontinue its sponsorship  of Car 44 
and  the Sterling Marlin race team . Following 
the  an n o u n cem en t by USAir not to renew 
the agreem ent, a  n u m b e r  of P iedm ont and  
USAir em ployees questioned the com pany’s 
decision an d  urged USAir to reconsider. The 
P ie d m o n i to r  recently visited Randall Malin, 
USAir’s executive vice president-m arketing , 
and  asked h im  to share  w ith u s  som e of the 
rationale for the  decision.

Q  W h y d o e s  i t  a p p e a r  th a t  U SA ir i s  op 
p o s e d  to  s to c k  ca r  ra c in g?

A, USAir is no t a t all opposed to the  sport of 
stock ca r  racing. We are fully aware of the 
very large n u m b e r  of people who a ttend  the 
NASCAR races in person or w atch th em  on 
television. We have three concerns w ith th is  
sponsorship: the  dollar investm ent required: 
the  inflexibility of the  investm ent; and  the 
question of retail versus corporate /im age 
advertising.

Q ,  H ow  d o e s  U SA ir d e c id e  w h a t  i s  a  
g o o d  in v e s tm e n t  for  i t s  p ro m o tio n a l  
d o lla rs?

A, USAir establishes its sales and  prom o
tional budget based upon  a  certain  percen t
age of projected revenues. The possible uses 
for these funds far exceed the availability of 
monies. In our opinion, the  level of invest
m en t required to support Car 44 is very high 
relative to the total funds th a t  we have avail
able to use for prom otional activities.

Q ,  W h a t e x a c t ly  do y o u  m eem  b y  “in f le x 
ib i l i t y  o f  in v e s tm e n t ? ”

A, The decision to sponsor Car 44 h as  to be 
m ade up  front and, once made, the funds are 
com m itted  regardless of w ha t m ay su b se 
quently  happen  in the air transpo rt m ar 
ketplace. In the  highly com petitive and  
ever-changing world of airline m arketing, we 
are very re luc tan t to give up  the high degree 
of flexibility th a t  we feel we need to reallo
cate promotioncd funds from one priority to 
another.

explained
Q .  D o e s  U SA ir p la c e  a  g r e a te r  e m p h a s is  
o n  r e ta i l  a d v e r t is in g  th a n  co rp o ra te  a d 
v e r t i s in g  a n d  s p o n s o r s h ip s  s u c h  a s  th e  
N ASC AR  p rogram ?

A, USAir has  traditionally allocated the 
bu lk  of its advertising dollars to retail adver
tis ing—th a t is, advertising w hich supports  
specific price and  schedule offerings de 
signed to “m ake the phones ring.” The NAS
CAR sponsorship  falls u n d er  the  category of 
im age or corporate advertising, as it is de 
signed to prom ote the corporate nam e and  
create a favorable im pression abou t the  com 
pany. Our job  is to use the limited prom o
tional dollars th a t  we have available to us in 
the  m ost effective way we know in order to 
achieve the  corporate revenue objectives.

Q ,  P ie d m o n t  a n d  U SA ir  are  s c h e d u le d  to  
m erg e  in  e a r ly  1 9 8 9 .  S h o u ld n ’t  co rp o ra te  
a d v e r t is in g  a n d  th e  im a g e  o f  th e  new , 
c o m b in e d  co m p a n y  p la y  a  la r g er  ro le  n ow  
th a n  e v e r  b e fo re?

A, As we approach  the m erger of P iedm ont 
and  USAir, we believe th a t  our requ irem en t 
to prom ote the  creation of the “ new USAir“ 
n am e in P iedm ont cities requires allocation 
of our im age advertising dollars to endeavors 
th a t  reach an  even broader aud ience than  
fans of NASCAR racing provide. We feel 
sponsorship  of more individually tailored 
com m unity  events, such  as  the recent presi
dential debate a t Wake Forest University and 
the  efforts of the  local C ham bers of Com 
merce, is a more effective m ean s  of showing 
our com m unity  spirit and  involvement to de 
velop corporate image.

Q ,  W ill U SA ir  a g a in  r e c o n s id e r  i t s  p o s i 
t io n  o n  a  c o n t in u a t io n  o f  t h e  N ASCAR  
te a m  sp o n so r sh ip ?

A, We have reviewed video tapes of NASCAR 
events in w hich Car 44 has  participated, con 
sidered the benefits for exposure of our cor
porate nam e, studied  the dem ographics 
involved, and  then  weighed these factors, and  
more, aga inst the cost of the sponsorsh ip  in 
vestm ent. O ur decision to d iscontinue the  
sponsorship  is final.

system performance
S ep tem ber  is over and  we were 2 points below our depar

tu re  goal and  6 points below our arrival goal! S ound  bad? 
Not really! O ur d epartu re  goal was an  optim istic 93% and  
the arrival goal was se t a t 90%. Since the ac tual perfor
m an ce  was departu re  91% and  arrival 84% th a t  equals the 
bes t  m o n th  of the year and  both  figures are h igher th an  a 
year ago. Even though  we fell below goal we still showed im 
provem ent over previous m onths.

With the holiday season approach ing  we m u s t  be se t for 
som e tough tim es a s  perform ance usually  drops during  the 
nex t few m onths. Therefore goals are se t to reflect a  decrease 
in perform ance du ring  these critical m onths. All th a t  we ask  
du r in g  th is tim e is for everyone to rem ain  focused on our 
perform ance goals because our passengers  don 't w ant to be 
late for T hanksg iv ing  d in n e r
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On November 1, the Piedm ont fleet will total 195 air 
craft w hich reflects the  delivery of two new additional 
737-400S during  the  m o n th  of October. T he com pany 
curren tly  operates 62 737-200s, 42 737-300s, six 737- 
400s, six 767-200S, 34 Boeing 727-200s, 20 Fokker F28- 
1000s, and  25 F28-4000s.

USAir has  a  total o f225 aircraft including 55 7 3 7 -300s, 
23 737-200S, 10 727-200s. 74 DC-9s, 11 BAC 1 - lls ,  31 
MD-80s, and  21 BAe-146s.

Piedm ont serves 95 a i rp o r ts /122 cities in 29 sta tes 
p lus the  District of Columbia, Ottawa, Montreal, London, 
and  Nassau. USAir serves 105 airports  in 36  sta tes plus 
the  D istrict of Columbia, Ottawa, Montreal, and  Toronto. 

♦  * *

T he Federal Aviation A dm inistration h as  an n o u n ced  it 
will require the installation of wind sh ear  w arning alert 
system s on approxim ately 3 ,600je t transpo rts  w ith 30 or 
m ore seats  curren tly  in use and  those to be m anufac 
tu red  in the  future.

T he rule includes a  four-year phasing-in  period. Half of 
each airline’s fleet would have to be outfitted with the 
eq u ipm en t w ithin 27 m onths, 75 percen t w ithin 39 
m onths, and  all aircraft w ithin 51 m o n th s  of the rule's 
publication.

TWo years ago Piedm ont voluntarily began installing 
wind shear  equipm ent, and  a t the tim e of the  an n o u n c e 
m en t in Septem ber, well over 50 percen t of the P iedm ont 
fleet— 112 out of 191—had  already been outfitted with 
the devices including all of our  737s and  767s.

Wind shear, a  sudden  change in w ind direction or 
speed, can  cause an  aircraft to stall or lose altitude and 
is a  special hazard  w hen  an  aircraft is low and  has little 
room to recover.

* * *

According to the D epartm en t of TYansportation, the 
nation’s 13 leading airlines reported tha t 83 percen t of 
their flights arrived on tim e in August, the  fifth stra igh t 
m onth  in w hich on-tim e perform ance (OTP) was a t least 
80  percen t an d  the ir  second best perform ance on record.

A m erican West Airlines an d  Southw est Airlines led the 
way w ith on-tim e percentages of 91.5 percen t an d  90.5 
percent, respectively. The OTP percen tages for the o ther 
m ajor airlines are as follows: Delta, 86.9: Continental, 
86.8: Am erican, 85.9: Alaska, 83.7: P iedm ont, 81.9: 
United, 81.0: Eastern, 80.8: TWA, 78.6; Northwest, 78.4; 
USAir, 75.0; an d  Pan American, 74.3.

*  ♦ *

P iedm on t’s restored DC-3 will appear  a t the Naval Air 
Show a t Alvin Callender Field in New Orleans, LA, No
vem ber 4-6 an d  the Em bry-R iddle a lum ni h om ecom ing  
in Daytona Beach, FL, November 10-12.

♦ *  *

Piedm ont Airlines was one o f200  exhibitors a t the  11 th 
A nnual Tirade Expo of the  Carolinas Minority Supplier 
Development Councils (CMSDC) in Charlotte, NC, in Sep 
tember. Karen Wise, P iedm ont buyer-lNT, an d  Ed Walsh, 
USAir senior buyer-PlT, a ttended  the booth, answering 
questions from potential suppliers regarding the ca r 
r ie r’s purchasing  needs. P iedm ont is a  corporate m e m 
ber of CMSDC w hich fosters the developm ent of business 
rela tionships between the m em bersh ip  and  minority- 
owned businesses.

J o h n  Barth, MIA operations supervisor, and  station 
agents, Rick Villalobos and  Tomas Perez, have been busy 
lately responding to the needs of the  em ployees and  fam i
lies of Air Ja m a ic a  and  Mexicana airlines an d  the  J a m a i 
can  airports w ho were affected by H urricane G ilbert in 
September. The P iedm ont MIA sta tion  has  been a  clear
inghouse for m ore th a n  18,000 pounds of clothing and  
food item s th a t  have been donated  by ou r em ployees from 
th roughou t the  P iedm ont system. Barth, Villalobos, and  
Perez have sorted and  boxed the  item s for Air J a m a ic a  
and  Mexicana to transpo rt to the victim s in J a m a ic a  and  
Cancun.

“The response to the  teletype soliciting item s was tre 
m endous. Those P iedm ont em ployees w ho sen t item s 
should know th a t they helped m eet the im m ediate  needs 
of a  lot of people w ho were w iped ou t by the hurricane,’’ 
Barth said.

A lthough the volume of item s being received has 
slacked off, B arth  said, item s are still com ing in and  will 
continue to be accepted. Employees w ishing to donate 
item s m ay send  th em  COMAT to Barth, MIAOO.

* * *

c o n t in u e d  on  p a g e  4
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