EXHIBIT G
DALLAS/FORT WORTH INTERNATIONAL AIRPORT BOARD’S POLICY
ON THE CARRIER SUPPORT PROGRAM
MISSION STATEMENT

DFW will be the Airport of Choice by creating a positive, competitive, and
safe environment that exceeds our customer’s expectations, thereby
expanding economic benefits for Dallas, Fort Worth and the Region.
BACKGROUND
The Dallas/Fort Worth International Airport Board directed the aggressive pursuit of new
international and domestic passenger and cargo air services. This direction was based on the
recognition that new air service provides a tremendous amount of economic benefit to the DFW
Airport, the North Texas region and the entire State of Texas.
In response to that directive, the Marketing Department has developed a sophisticated and
aggressive marketing program that employs advertising, direct mail, promotions, business case
presentations and government affairs initiatives. The Airport’s marketing program has been
recognized as one of the best in the industry, winning various marketing awards since its
inception.
Given the huge economic stakes and the competitive nature of the aviation industry, other
airports around the world have also undertaken aggressive and full-dimensional marketing
programs. In an effort to remain competitive, the Marketing Department is constantly collecting
competitive intelligence on other airport marketing programs. This intelligence revealed that a
growing number of airports provide financial incentives to attract new airline service into their
respective airports. During the DFW Airport Board of Directors retreat in 1998, the Marketing
Department was given the charge of evaluating marketing incentives that are provided by
competitive airports. Marketing commissioned a study that was conducted by Global Aviation,
Washington, D.C. aviation consulting firm. The purpose of the “Study” was to substantiate the
degree to which incentives are used and to specifically identify the types of incentives provided
by other airports.
STUDY RESULTS
The Study indicated that the use of incentives was fairly widespread among the more aggressive
airports vying for new air service. The incentives took many forms including:
§

Direct Subsidies – Smaller communities that are unable to sustain non-stop air services will
commit to ensure that a new airline will not sustain losses on the route by guaranteeing
revenues or subsidizing any losses incurred. (Note: The Department of Transportation’s final
Policy concerning use of airport revenue now prohibits an airport from providing a direct
subsidy of air carrier operations; however, waivers of fees or discounted landing or other fees
during a promotional period are not prohibited).

§

Community Payments – These are generally lump sum incentive payments that are funded by
sources other than the airport and usually include economic development agencies and
major corporation commitments.

§

Marketing Support Programs – These programs are designed to ensure that the new airline
attracts the maximum revenue for its new service through various cooperative marketing
efforts between the airport and the airline.

RECOMMENDATION
The Study confirmed the varying degrees to which airports use incentives to attract new air
service. In general, the degree of incentives was dependent upon the relative strength and
position of the airport and community pursuing the service. DFW Airport is, fortunately, in a
position of relative strength vis-à-vis some of the competitors that are currently employing
incentives. The inherent economic strength of the DFW Metroplex and its catchment area is the
predominant factor in an airline choosing to serve DFW Airport; therefore, significant financial
subsidies are unnecessary for DFW Airport to continue to attract new air service.
After careful review of the Study’s findings, and in contrast to direct financial subsidies or
inducements, DFW staff is recommending that the Airport Board approve a new marketing
support policy, hereinafter known as the Carrier Support Program (CSP), that would focus on
supporting the success of new airline service, as well as helping to attract new service into the
market. The CSP would allow the Airport to provide limited incentives for new services in the
form of cooperative marketing funds aimed at promoting the new service and DFW Airport
through various marketing efforts. In short, this policy is intended to provide airlines with a
moderate level of marketing support that is strategically designed to increase their revenues in
an attempt to ensure their long-term viability in the DFW marketplace.
PROGRAM BENEFITS
This Carrier Support Program is intended to provide benefits to DFW Airport and the airline.
DFW Benefits
DFW will have the ability to showcase its new services and the competitive choices that
are available at the Airport. DFW will also have the ability to capitalize on the “halo
effect” of having its brand in the same marketing execution of some of the most
respected brand names in the airline industry. This cooperative effort will enhance
DFW’s image as a sophisticated airport offering very high brand services.
Airline Benefits
Airlines will enjoy the benefit of additional funds for reaching potential customers in
cooperation with DFW Airport. These are resources that would not otherwise be
available for the carrier, and will serve to support the viability of the new service.

ELIGIBILITY REQUIREMENTS
To qualify for the CSP, an Airline must meet all of the following criteria in at least one scenario
below:
International Passenger Service
SCENARIO 1 – Any Airline meeting all of the following criteria:
§ Adding non-stop round-trip international passenger service at DFW Airport,
§ Published to operate for twelve (12) consecutive months after commencement of the
service,
§ Scheduled to operate at minimum three times a week,
§ So long as the Applicant Carrier or its Parent Airline or Subsidiary Airline has not
served the market from DFW Airport within the past year, and
§ So long as the Applicant Carrier or its Subcontractor Airline has not served the
market from DFW Airport within the past year.
Domestic Passenger Service
SCENARIO 2 – Any New Entrant Airline meeting all of the following criteria
§ Adding daily non-stop round-trip domestic passenger service at DFW Airport,
§ Published to operate for twelve (12) consecutive months after commencement of the
service,
§ So long as the New Entrant Airline’s Parent Airline or Subsidiary Airline has not
served the market from DFW Airport within the past year, and
§ So long as the New Entrant Airline or its Subcontractor Airline has not served the
market from DFW Airport within the past year in that capacity.
All Cargo Service
SCENARIO 3 – Any Airline meeting all of the following criteria:
§ Adding non-stop or direct all cargo service at DFW Airport,
§ Published to operate for twelve (12) consecutive months after commencement of the
service,
§ Scheduled to operate at minimum two times a week,
§ To a market for which DFW Airport does not already have direct or non-stop all
cargo service, or to an existing DFW Airport international cargo market, but only if
that market is the first international cargo point on the route being flown from DFW
Airport.
§ So long as the Applicant Carrier or its Parent Airline or Subsidiary Airline has not
served the market from DFW Airport within the past year, and
§ So long as the Applicant Carrier or its Subcontractor Airline has not served the
market from DFW Airport within the past year.
SPECIFIC PROGRAM GUIDELINES
Upon qualifying for the CSP, as outlined above, the Applicant Carrier must conform to the
following specific program guidelines in order to receive CSP funds from DFW Airport:

1.

Should the Applicant Carrier cease operating a service qualifying for CSP funds, all requests
for reimbursement of promotional activities taking place after the date of the disqualifying
change in service will be denied.

2.

The Applicant Carrier must submit to DFW Airport schedule information to support the
proposed full-year service pattern.

3.

An airline seeking Program support for a particular service shall submit a written application
(hereafter, a “Carrier Support Program Application”) to the Chief Executive Officer or his/her
designee. As part of the application, the Applicant Carrier must submit a marketing plan that
shall identify the service to be promoted, the date or dates on which the service is to be
promoted, the medium to be used in the promotion, the proposed budget for the
promotion, and a contact person from the carrier. The Chief Executive Officer or his designee
may request additional information as may be necessary for the proper, non-discriminatory
application of this policy. The marketing plan must be approved by the Chief Executive
Officer, or his designee and forwarded to the Airport Board for its funding approval
consistent with the terms of this policy.

4.

Marketing activities that may be supported under the CSP include, but are not limited to:
§ Promotional Events
§ Printed Collateral Materials, Direct Mail & Other Forms of Cooperative Marketing
§ Advertising, Banners and Signage

5.

The Applicant Carrier shall be responsible for obtaining all necessary permits, leases, and/or
approvals relating to its use and/or occupancy of DFW Airport and the service sought to be
promoted before Program permission is granted.

6.

All CSP copy and creative material shall be furnished at the sole cost of the Applicant Carrier
(subject to reimbursement of 50% of eligible costs) and comply with the specifications of the
Airport Board. The specifications shall prescribe, among other things determined to be
necessary by the Chief Executive Officer or his designee, or as elsewhere stated herein; DFW
Airport logos, plus colors, fonts, designs and graphic standards. DFW will review all copy and
creative material prior to their approval, installation or placement in order to ensure
compliance with the terms of this Policy.

7.

Promotional efforts permitted hereunder shall not also promote service to or from another
airport.

8.

(a.) All promotional materials eligible for participation hereunder must display the DFW
logo for each instance in which the Applicant Carrier’s logo appears. Logo size, placement
and dimensions must be approved by the Chief Executive Officer or his designee.
(b.) To be eligible hereunder, advertisements, or other promotional material containing
significant amounts of copy shall, mention DFW Airport in the copy. This mention of DFW
must be consistent with the Airport’s current marketing or image strategy, as determined by
the Chief Executive Officer or his designee.

9.

Approved marketing efforts will be funded on a cooperative basis with the Applicant Carrier
funding 50% of the program and the Airport funding (through reimbursement) 50% of the
program, not to exceed the amounts specified in Schedule A. DFW Airport funding will
depend on the aircraft type and the type of service being provided.

10. The Chief Executive Officer or his designee must review and approve all marketing
executions and expenditures before they will be qualified for reimbursement under the CSP.
The Applicant Carrier must provide proof of all expenditures to be reimbursed.

11. Where a Carrier Support Program Application has been approved, the Airport will reimburse
the airline only after the completion of the marketing effort. Payment will be as specified in
the approved CSP application up to the limits shown in Schedule A. Any expenses that were
incurred without prior approval will be ineligible for reimbursement. Under no circumstances
shall an airline be entitled for reimbursement above the amounts specified in Schedule A. In
the event of marketing or codeshare agreements, only the Applicant Carrier will be
reimbursed.
12. This Program is intended to support the launch phase of new services. The supported
marketing activity may precede and/or follow the commencement of the new service but
shall in no event continue more than twelve (12) months following commencement of the
service or otherwise for more than twelve (12) months in duration.
13. Carrier Support Program applications shall be approved on a first-come, first-serve basis,
considering media availability and fund availability, and within the guidelines as outlined in
this policy.
14. Should an airline discontinue service to an international market, that airline shall not be
eligible for CSP funds for that destination within a twelve (12) month period, should service
resume. In such a case that an airline resumes service to an international market after a twelve
(12) month period, that service may not be eligible for funds more than two times.

FUNDING
The CSP will be funded solely through the Airport Board’s annual operating and maintenance
budget. Funding of the program shall be discretionary.
DEFINITIONS
All Cargo Service
Service for the sole purpose of transporting freight and mail
Applicant Carrier
An Airline applying for CSP funds
Domestic Market
A market within the United States or its possessions
International Market
A market outside the United States and its possessions
Narrowbody Aircraft
Aircraft with single aisles in a typical passenger configuration
New Entrant Airline
Any Airline new to the DFW Airport in the last twelve (12) months
Parent Airline
An Airline that wholly owns a Subsidiary Airline
Passenger Service
Service for the purpose of transporting travelers
Subcontractor Airline
An Airline hired by an Applicant Carrier or by an Applicant Carrier’s subcontractor to operate a
service on behalf of the Applicant Carrier
Subsidiary Airline
An Airline that is wholly owned by a Parent Airline
Widebody Aircraft
Aircraft with twin aisle in a typical passenger configuration

Schedule A

International Passenger
Service
QUALIFYING UNDER SCENARIO 1

Widebody
(Daily)
$ 100,000

Narrowbody
(Daily)
$ 75,000

Widebody
(Min. 3x / wk)
Pro-rated

Domestic Passenger Service

Widebody

Narrowbody

QUALIFYING UNDER SCENARIO 2

$ 50,000

$ 25,000

All Cargo Service
QUALIFYING UNDER SCENARIO 3

Widebody

Narrowbody

$ 25,000

$ 10,000

Narrowbody
(Min. 3x / wk)
Pro-rated

Note: The amounts specified in these tables reflect the maximum amount of funding available
under the policy. This is not a guaranteed amount and is subject to approval by the Chief
Executive Officer and final approval by the Airport Board.

Schedule B

Analysis of Cost of Implementing
Carrier Support Program Versus Revenues
Generated in New Landing Fees in Year 1

New International
Market
PASSENGERS
Narrowbody
Widebody

New International
Market
CARGO
Narrowbody (2/week)
Widebody (2/week)

New Domestic
Market–New Airline
PASSENGER
Narrowbody
Widebody

AIRCRAFT
757
747

LANDING/FEES/YR
$ 113,464
$ 335,234

CSP
$ 75,000
$ 100,000

%
66%
30%

AIRCRAFT

LANDING/FEES/YR
$ 32,418
$ 95,781

CSP
$ 10,000
$ 25,000

%
31%
26%

AIRCRAFT
727
767

LANDING/FEES/YR
$ 85,958
$ 177,646

CSP
$ 25,000
$ 50,000

%
29%
28%

The first year cost/revenue ratios will vary by aircraft type and by type of services being offered.
As reflected above, the ratios can range from as high as 66% for new international service on a
narrowbody aircraft to 22% for new cargo services. The variation in rates is primarily due to the
following factors:
Passenger Service
Cost/Revenue ratios are higher for passenger service than for cargo service because the main
target audience for new passenger service is the traveling public. Since the target audience is
so broad, a consumer-marketing program will need to be executed. Consumer marketing
programs include newspapers, magazines, radio, and will require relatively high levels of
spending to be effective.
Cargo Service
Cost/Revenue ratios are relatively low for new cargo service due to the fact that the primary
target for these campaigns will be the trade. The marketing program will be very targeted
towards freight forwarders and shippers; therefore it will not require the level of spending of a
consumer campaign.
Note: This comparison applies FY 1999 Published landing fees for a Signatory Carrier.

