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GENERAL AVIATION

Cessna Product Line Growth, 1950-1971
SUGGESTED LIST PRICE

$695.000
$590.000

$195.000
185.000
175.000
165.000
155.000
145,000
135.000
125.000
115.000
105,000
95.000
85.000
75.000
65,000
25,000
45,000
35.000

25,000

15,000

T
TT

1950 1955 1960

T SINGLE-ENGINE MODEL

Sl 1 ENGINE MODEL

In its 1971 product line, Cessna markets 39 models, more
than were offered in the entire general aviation industry
as recently as 1960. Product expansion in the 1960's was
rapid enough that the industry now offers customers well
over 100 models of business and personal aircraft.

Starting with a line of low-cost single-engine models,
Cessna has steadily broadened its coverage of the total market
(see chart). With brand loyalty playing a very significant
role in general aviation sales, this philosophy has permitted
customers to “step up" through the Cessna line as their
transportation needs change.
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Cessna’s product line breaks down into four major
marketing groups: Light Single-Engine — those models aimed
at flight training and low-cost business and personal
transportation; High Performance Single-Engine — aircraft
targeted more directly for private ownership and business
travel; Single-Engine Utility — those models best suited for
short-haul cargo, ‘‘bush” country operations, short runways
and unimproved airfields; and Multi-Engine — the industry's
most complete range of twin-engine aircraft, topped with three
different pressurized business twins and a new fanjet
executive aircraft, the Cessna Citation.




