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F E A T U R E S

Despite Sept. 11th’s staggering blow to the 
aviation industry, Emirates is finding argu-
ably unrivaled success. Boeing Frontiers 
sits down with His Highness Sheikh Ahmed 
bin Saeed Al-Maktoum (right), the airline’s 
chairman, to learn first-hand about the not-
so-little airline that could.

A sunrise over the Tampa Bay in Florida. Photo by Osbourne Photography
About the cover

New market horizons

P E O P L E

Screams of panic would escape 
most artists if their work were 
suddenly washed away. But 
for Dawn Morrison Wagner, an 
artist who also is an engineer 
at Boeing Rocketdyne, it’s all 
in a weekend-day’s work.

43  Chalk talk

38  Royal success
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The Boeing Stores have come a long way 
from their infancy of being little more than 
convenience shops carrying small, inexpen-
sive logo keepsakes and aspirin. They now 
are a key to helping protect the company’s 
trademarks and expand its brand recognition.

35 Store galore

For a business to achieve greatness, 
it must be a leader in shaping its customers’ 

markets. Market shaping is about understanding 
where the customer is going and where they 

will be in the future—and doing the right things 
to get them there. The bottom line: It’s 

about helping the customer fi nd success. 
And Boeing strives to do just that.

Boeing is dramatically altering how the aviation industry thinks about air traffic management. Current modernization plans 
are substantial but do not go far enough to fully accommodate the expected growth in air travel. This ad, the first in a series of three, 

was developed to help convince government air traffic service providers and the law-makers who provide funding that 
fundamental change is urgently needed. The ads will begin appearing this month and will run through 2003.

www.boeing.com/atm

AIR TRAFFIC MANAGEMENT. Today’s initiatives will not fully

meet tomorrow’s needs. That’s why we’re working with aviation

leaders around the world to create a safer, more secure, and

far more efficient system. We plan to access the information 

from flight management computers to get a forward-looking 

picture of flight paths. We will fully integrate current networks

to link pilots, controllers, and airlines for strategic decision-

making. And by supplementing ground-based systems with

satellites, we will provide global coverage. It’s the kind of 

solution you would expect from a company with experience

in large-scale systems integration. It’s the kind of solution 

you would expect from Boeing.
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