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The hiring road is long and fraught with potential problems, but proper use of 

tools such as the checklist will help you on your way.

Five strategies to find and keep 
good instructors

JASON BLAIR

Finding and keeping good flight instructors has always been a challenge, and with 

aggressive hiring by airlines that are experiencing shortages of pilot candidates, that 

challenge is becoming greater. Flight training providers need instructors to keep their 

customers training (and their business generating revenue). In a competitive hiring 

environment, there are a few things a flight training provider can do to attract and 

keep good instructors.

Reward them (monetarily)—The first and most obvious tactic that most 

businesses consider is paying instructors more than other providers. This is an 

option, and flight training providers that pay at a higher scale actually force their 

instructors to have to consider carefully leaving a good paying instruction job to 

move on to an airline, which may result in a significant pay reduction (especially for 

their first few years).

Keep them busy—One mistake many flight training providers make is they hire 

too many flight instructors. That sounds impossible, but it’s a problem. Isn’t it good 

to have enough instructors that there is always one available if a customer wants to 

fly? Well, kind of, but not always. When flight instructors only get a few hours a week 

because they are competing against too many other instructors for too few students, 

they don’t make enough money or gain enough flight time to keep them happy. This 

means they will leave to take jobs at places that will better serve their monetary or 

experience goals. Even in places with a good instructor/student ratio, the weather 

can be a factor in this (think winter in northern states) causing instructors to leave 

for places with better weather (and more flying). This is a good opportunity to help 

supplement their income by paying them for other functions such as working the 

line, helping with office work, or developing training materials or content to use 

with students at the school. An underutilized instructor who is bored will leave. The 



transition of instructors is costly to the business and hard on the learning process for 

customers.

Offer medical benefits—Like other industries, training providers that can offer 

compensation packages that include medical benefits may be able to attract and keep 

instructors more easily. The cost of medical benefits for individuals (and more so for 

staff that have families) can be a significant factor in their employment decisions. 

While younger instructors who typically have fewer medical concerns and may not 

even choose to purchase insurance on their own may be less motivated by medical 

benefits, instructors with families or who are middle aged or older may strongly 

consider this as a reason to work for a company.

Help them reach career goals—When most instructors start working, they have 

basic single-engine privileges. If their goal is to fly in commercial or corporate 

operations they will likely need to gain multiengine experience. If your business has 

multiengine aircraft, consider rewarding staff instructors with “bump-up” ratings for 

multiengine, instructor, or ATP certificates as they reach set milestones in working 

for your company. This could be a “free rating” every 1,000 hours of instruction 

or on annual anniversaries of work to name only a couple examples. Get creative. 

Have a tailwheel aircraft? Offer them a tailwheel endorsement. Many instructors 

don’t have high-performance endorsements; help them get one. How about buying 

them an introductory lesson in a helicopter? Maybe sending them to training on 

a new avionics package would not only help them gain experience but also allow 

your business to have a trained professional whose services you can advertise to 

customers.

Provide housing—This may be a little outside the box from what most providers 

are used to, but attracting instructors may require you to have instructors move to 

your city. The costs of moving and the challenge of living in a city for undetermined 

periods of time can be a challenge that dissuades potential instructors from 

considering working for a company. This could range from a contract with a local 

apartment complex that provides furnished apartments to owning a house where 

multiple instructors might live. This is probably not a great solution for a local FBO 

that only employs one or two instructors, but for larger training providers with 

multiple instructors on staff it might be a way to attract and keep employees.

We know that not all instructors will stay around forever. Helping these instructors 

move on can keep them around a little longer if you are helping them meet their 

ultimate career goals while they are with you. When providing these types of benefits, 

it may be perfectly reasonable to ask them to sign a work contract that would require 

payback of expenses for these benefits if they leave early.

In a competitive hiring environment for flight instructors, a little creativity goes a 

long way. For minimal additional expenses, it is possible for a flight training provider 

to have a leg up on the competition that just pays instructors an hourly wage when 



they are actually flying with a customer. These are just a few ways that might help. 

What other ones have you seen or might you recommend?

A rainy day solution
JAMIE BECKETT

It’s inevitable. The circumstances may vary, but the outcome is inescapable. There 

will be a day in the not-too-distant future when your employees find themselves 

sitting on their hands because they have nothing to do. At least they think there is 

nothing to do. Maybe there are a couple cross-country flights out and there’s nothing 

else on the schedule for a couple hours. Perhaps the weather turns inclement for a bit 

and keeps the casual passerby from wandering through your door. Or maybe it’s just a 

Tuesday afternoon when things normally get slow.

As the manager of the facility the duty to find productive work for your staff 

to engage in falls to you. And that is the key. Productive work, not just busy work. 

Assigning tasks for no reason other than to have moving bodies in the vicinity of 

your office is counter-productive. It induces irritation and tends to cause employees 

to become disgruntled. Disgruntled workers lead to poor customer service and high 

employee turnover. We want to inspire loyalty, dedication, and a drive to contribute in 

a meaningful way to your business.

Rather than assigning specific tasks to your employees during these down periods, 

why not challenge them instead? Let them use their best initiative to impress you. 

Make it clear that you’re willing to let them stretch out and try new things during the 

lulls that invariably happen at a flight training business. Their creativity may surprise 

you. It might even bring you rewards you never thought possible.

You’ll find talents and insights from your employees you never knew they had. One 

might create a new logo that blows away your old one, while another may design a 

spreadsheet that helps streamline your operation and cut costs. It may turn out that 

you have a lineboy who enjoys calling former students to encourage them to come 

back for a bit of dual, while your counter staff may surprise you with a marketing 

campaign that uses social networking at a cost of pennies yet yields real results.

On your own you might have never thought of any of it, but the odds are good your 

staff knows a thing or two they can do to ratchet up your business. Let them loose to 




