an an Eoureull helicopier.

Mro. Turbomeca, the worlds leading
maker of helicopter turbine engines,
is also No. 1 in the growth market

of engine MRO (maintenance, repair

& overhaul). lts leadership is driven
by technical expertise and close
customer support.

TURBOMECA
NETWORK:
COMPETITIVE
EDGE

ew helicapter sales have

grown 13 percent annually

since 1006, The helicopter

MRO (maintenance, repaic
and ovethaul) market is enjoying sus-
tained growth. “The growth rate will
slow down in 2009 becaunse of the
global economic crisis, bur there is
still a basic upward trend, ar least for
civil helicopters. However, the mili-
tary helicopter market seems stable,”
notes Serge Matllé, head of operator
SUpport and sales at Turbomeca (Saf
ran group).

There is also major growrh head.
reom in countries such as Russia,
China and India, where helicopters
ame still relatively scamce. Of course, an
uptick in sales is inevitably followed
by the development of MRO business.

The helicopter market is extremely
diverse, as Serge Maills explains: “The

civil sector is characterized by a wide
varlety of customers and use rates,
from atfshiore helicopter fleets I.n:-ggm,p.
cver 1OOD flight-hours per year, often
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under very difflc ult conditions, to VIE-
corporate clients who have a single
machine and racely tly more than 100
or 200 hours a vear. The militacy mar-
ket, which generates 40 percent of sur
service business, is more homogenous.
Most of the time we're dealing with
highly structured organizations, and a
far more crganized approach o main-
tenance.”

The helicopter market demands
both local presence and quick respon-
siveness, The most highly organized
operatars, with flests exceeding 30
machines, account for 15 o 20% of
all customers, bur 70% of MEO busi-
ness. “Each of our strategic customers
expects us o be a real partnar, fully
aware of their requirements and totally
involved in their operations,” empha-
sizes Serge Maills

Capitalizing on global
resence
urkomeca is almest exclusively ded-
icated to helicopter turbine engines,

with a range that spans nearly all
rotorcraft power requirements, “The
company naturally developed sup.
port services dedicated to each seg-
ment and customer.

"We created 40 service centers
dedicated to on.site repairs, mean-
ing those where the engine does not
need o be removed” notes Serge
Maillé. “We also have 24 industrial
tepair centers, offering more in-depth
servicing for hoth civil and milirary
customers, Eleven of thess centers
are Turbomeca-branded, and they are
responsible for 8 percent of all wodd-
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wide repalr services for our turhines”

Seeking to capitalize on chis global

resenice, A clear competitive e in
E‘ne market, Turbnmeg; also dedﬁu-ps
wome 40 Field Repressnratives. Work.
ing closely wirh customers and eady
b rt theirt aparaticns, these Field
Rep?glse capablfeof quickly finding
solutions o technical problems. “Clur
guys are real specialists,” enthuses
Maillé. "I fact, they offer recommen-
daricns that go far beyond the engine
irsalf, since their end.goal is o keep
their machines in the air as much as
F\Jas'lhle o
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Field Reps work in tandem with
Customer Support Managers, who
are in charge of the contractual
and sales aspects of the relation-
ship. "Setting up this dual network
required heavy investments," admits
Maillg, “but it also enabled us o
establish real personalized relations
of mutual trust with our customers”

Taking the market's pulse
Turhomeca also ravised its approach
e sarvices in 2008, Before changing
anything, however, Turtbomeca sur-
veyed its customers to find cut what
type of “valuz.added" they expectad
from their engine supplier. Serge
Maillé summarizes the conclusions:
“Major operaters want us o work
more closely with them to optimize
their maintenance management,
by sharing feedback and suggesting
improvernents or helping them deploy
new solutions: To meet their demand,
we revised our training programs to
make them more modular, and chus
maore easily adaptable to each cus-
tomer's specific needs. That was alsa
the rhiniing behind our ‘power by
the hour' support solutions, again
with the aim of completely person-
alizing each contract. A number of
customers also shared their concerns
about electronic equipment, so wa'll
be watking with them in the coming
months and years to simplify these
components and subassemblies.”

Shaping the future

Another major conzern for custom-
ers Is durability. Turbomeca is of
course working in this direction: for
example, the time berween overhauls
for the Arrius 2B1, powerplant of the
Euracopter ECL35 light twin, has
been increased from 3,500 o 4,000
haours,

This improvement reflects the w=li-
ability and proven technology of the
Arrus 2B2, of course, but it was also
made possible by gathering feedback
in the field, and by customears fallow.
ing the operating recommendations
issued by Turbomeca

Insurance companies also have
certaln demands. In 2005, consid-
ering the growing risk of insuring a
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helicopter-based business, they con-
vaned all stakeholders in the sector
to emphasize the necessity of reduc-
ing the number of accidents, espe-
cially given the growth in the overall
flaet. Insurers recommendad focus.
ing on human factors, which are the
cause of virtually all accidents
Three wears age Turbomeca
launched a project called “BASISY,
designed to reduce human error and

pravent certain accidents. The aim
of this project is to consolidate and
centralize all information concern-
ing a fleat of engines, and to support
more efficient maintenance sched-
uling. "By automating data manage-
ment and limiting human involve-
ment as much as possible,” says Serge
Maills, “we ame pavtgg the way for
Innovative services and extra value-
added for our customers.” B
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