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reality tools for structural engineer-
ing, and we started building readi-
ness to introduce driverless cars to 
courier between our facilities inside 
the airport. The most actively devel-
oping business in 2021 was Direct 
Maintenance (or Magnetic Line). Its 
professional team launched 7 new 
line maintenance stations, added 28 
new customers, and hired over 100 
new staff. We aim to continue a ‘one 
line maintenance’ strategy, where 
our customers can enjoy a unified 
response and processes regardless 
of which country they are based in. 
The third and final sub-brand under 
the maintenance sector is Magnetic 
Engines. The engine shop developed 
its capabilities significantly during 
2021 — it performed 15ea major re-
pairs: hot section repairs. The num-
ber of technicians was increased 
which also increased capacity. In 
2022, the plan is to further invest in 
capability expansion which will give 
us whole engine repair capability 
with the replacement of all life-limit-
ed parts. The engine shop has man-
aged to come a long way from being 

Magnetic Group’s vi-
sion is to provide a 
full range of services 
and products to keep 
aircraft in the air and 

strive to be a rewarding employer. 
With fulfilled employees, we can 
turn a traditionally conservative 
business experience into an exciting 
and rewarding one.

We have rebranded and restruc-
tured the whole group to make our 
offerings stand out to customers, 
reach investors with our orchestrat-
ed group entities, and accommo-
date upcoming developments. Since 
this change, our businesses have 
been consolidated under a holding 
company called Magnetic Group. 
Under this holding we have consol-
idated ten different brands into four 
distinctive sectors: 

Magnetic Creative is today focus-
ing predominantly on design and 
manufacturing. Its roots reach back 
to when we acquired the UK-based 
company. While interior business 

an inspection/top case repair to a 
shop that can perform very compli-
cated quick fix/hospital repairs and 
is heading in a direction where it can 
perform almost all actions on the 
CFM56 family of engines.

Magnetic Talents hosts two busi-
nesses: Magnetic Engineering and 
Magnetic Training. The training was 
a service which we had the least of 
expectations for when Covid19 hit 
the industry. The adoption of online 
courses turned this unit into a top 
performer. Labor is and will remain a 
major challenge within the industry. 
We plan to continue developing our 
training curriculum. One of the most 
expected additions is going to be 
leadership development courses for 
engineering staff. We believe that to 
attract a new generation into avia-
tion, leadership skills will be equally 
as important as remuneration. Mag-
netic Engineering added a record 
amount of new aircraft types to our 
capability list. Our primary income 
is generated by long term contracts 
with commercial airlines that de-

will remain one of our businesses 
within the creative sector, we will 
add also new product lines. We 
are determined to contribute to 
Europe’s ‘Fit to 55’ program – stay 
tuned, we aim to reveal a new line 
of designs and products in 2022.

Magnetic Asset sector is home for 
aircraft spare parts trading (Mag-
netic Trading), engine stands leasing 
(Enginestands24), and asset man-
agement (Magnetic Leasing). This 
sector is contributing the most to 
the group’s revenues. No doubt the 
asset sector has been very dynamic 
with its highs and lows in the past 
few years. With some hard lessons 
under our belt, Magnetic Trading 
launched two new product lines 
in 2021: escape slides and landing 
gears with more to come. Instead 
of selling our products separate-
ly, we aim to support airlines with 
comprehensive technical support 
and enable airlines to lower their 
spending for in-house engineering. 
Both Magnetic Trading and Engine-
stands24 (Magnetic Stands) expand-

pend on the Continuing Airworthi-
ness service, but also delivery/re-de-
livery inspections, and pre-purchase 
inspections. Both of the above units 
are aiming to expand their presence 
geographically along with the other 
group businesses.

2021 was not the best year financial-
ly, but it did offer numerous oppor-
tunities. These opportunities added 
talented new employees. It is a tes-
tament to truly great workmanship 
throughout the Magnetic Group, 
that despite all the odds against the 
industry, we have remained finan-
cially solid and open to new oppor-
tunities. 

Thank you for reading this docu-
ment. It means a lot that you have 
taken an interest in our journey. 
We are extremely passionate about 
what we do, and I hope you stay 
with us.

ed geographically by opening an 
office in Miami, US. In this location, 
we have engine stands and a spare 
part warehouse. The US presence 
will be followed by re-launching our 
representation in Malaysia and Sin-
gapore. Magnetic Leasing showed a 
positive recovery in 2021. As lessors 
have gone through some very pain-
ful times, we invite them to openly 
discuss partnerships. Meanwhile, 
technical ingenuity (which happens 
to be in Magnetic’s ‘DNA’) can and 
will improve the future lessors’ risk 
management.

Magnetic Maintenance represents 
our historic backbone. A sector 
which today delivers the biggest prof-
its within the group. The first sub-
brand within this sector is Magnetic 
MRO – it represents base mainte-
nance. In this business unit, the core 
is efficiency, which owes its fame to 
our engineers whose development 
originates from the award-winning 
in-house training program. Equally 
important is constant innovation: 
in 2021 we introduced augmented 
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F R O M  A  H O U S E  O F  B R A N D S  T O 
A  B R A N D E D  H O U S E

„ M A N Y  P E O P L E  T H I N K  O F 
R E B R A N D I N G  A S  S I M P L Y 
C H A N G I N G  A  L O G O ,  B U T 

I T ’ S  B R O A D E R  T H A N  T H AT. 
I T ’ S  A B O U T  D E F I N I N G  A 

N E W  P E R S O N A L I T Y, 
A  N E W  L O O K ,  A  N E W 

W AY  T O  TA L K .“

2021 was the year 
of rebrand-
ing, as Mag-

netic MRO became the Magnetic 
Group. It is not simply the name 
change. The brand has introduced 
a freshly-baked brand book as well 
as a whole new corporate struc-
ture, which enables the Magnetic 
Group’s dynamic approach to avia-
tion. “There is still so much ahead 
of us!” says Tiina Shein, the head 

of the Magnetic Group’s Marketing 
and Communication department. 
“Let’s buckle up and witness the 
next phase in Magnetic Group’s 
journey!”.

On its journey from the Estonian Air 
maintenance department in 1991 
to a well-established and high rep-
utation holding company, Magnetic 
Group’s forerunners have had sever-
al caring owners, such as SAS Group 

and Danish shareholder Maersk Air. 
However, in 2014 history was made 
and Magnetic MRO was established. 
Despite some difficult years in avi-
ation, in 2021 Magnetic MRO was 
rebranded. The Magnetic Group 
was established, a new company 
structure was formed, and a whole 
new brand book was released. “We 
are among the brands now, who 
have the same objectives, which are 
to strengthen their brand, make it 
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more international, increase their 
visibility, and make their message 
and experience more memorable“ 
shared Tiina Shein who is the iron 
lady behind the branding, from the 
concept to completion.

WHAT WAS THE OBJECTIVE 
BEHIND THE DECISION TO 
REBRAND?
Growth is a good thing, as long as 
your brand can grow with it. In our 

rapid growth, we noticed a shift in 
both our customer base as well as 
in the industry as a whole and of 
course the main change was in our 
mindset. We wanted to be more 
than just an MRO company. So, 
while our growth was exciting, we 
saw a ceiling on Magnetic MRO. We 
knew that our historic brand does 
not reflect who we truly are and 
that we really can change the world. 
Therefore, we needed a brand that 

would help us to scale and reach 
our new audience. We changed our 
pitch and got to work on a rebrand 
that would reflect the business we 
would become.

This change is a part of our longer-
term strategy and a promise to our 
present and future clients to provide 
the greatest benefits through our 
activities; it enables us to variegate 
business activities with more distinct 
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boundaries as well as to diversify 
business risks and speak more clear-
ly to our existing and future inves-
tors. As our group’s mission states 
and the CEO of Magnetic Group, Ris-
to Mäeots has said: “We help avia-
tion to help the world. Together, we 
can reach greater heights”.

AS AN EXPERIENCED MAR-
KETING MANAGER, WHAT IS 
THE KEY TO REBRANDING?
Companies are extremely good 
at defining their product brands. 
Customers, employees, and other 
stakeholders know exactly what an 
iPhone is and means. But organi-
zations are often less sure–footed 
when it comes to corporate brand-
ing. What does the parent compa-
ny’s name really stand for, and how 
is it perceived and leveraged in the 
marketplace and within the compa-
ny itself?
A clear, unified corporate identity 
can be critical to a competitive strat-
egy. It serves as a north star, pro-
viding direction and purpose. It can 
also enhance the image of individual 
products, help firms recruit and re-
tain employees, and protect against 
reputational damage in times of 
trouble. 

This is exactly what we had to fo-
cus on in Magnetic as well. We had 
several sub-brands, and many de-
partments, but no understanding 
or concept of what we are and why 
we do what we do. We needed a 
big picture – a corporate branding 
and identity. Establishing the Mag-
netic Group wasn’t just empirical, 
it wasn’t only for our clients and for 
the company. We wanted to bring 
people together, to turn our pas-
sionate people into one group, one 
dream team who shares the same 
values, same story, the same energy, 
and synergy.

That was the reason we kept Mag-
netic as an umbrella brand and 
that’s why all of our sector and 
service brands carry the Magnetic 
name: it brings consistency to the 
brand between different depart-
ments, sub-brands, and entities. The 
name is a tool to help produce con-
sistent communication, the same vi-
sion and values. 

WHAT CHANGES DID THE 
REBRANDING MEAN FOR THE 
COMPANY?
Well, the most essential change is 
the Magnetic Group’s brand archi-
tecture model. We call it a “brand-
ed house”. The branded house 
offers a very logical path to brand 
extensions, as the master brand is 
always present. In this structure, 
each sub-brand uses Magnetic as 
the root name, followed by a word 
that clearly defines the appropriate 
sector and the products and/or ser-
vices it provides: Magnetic Creative, 
Magnetic Assets, Magnetic Mainte-
nance, and Magnetic Talents.

Many people think of rebranding 
as simply changing a logo, but it’s 
broader than that. Your website, 
brand voice, messaging, marketing 
assets, etc. are all key elements that 
may be included in a rebrand. It’s 
about defining a new personality, a 
new look, a new way to talk.

WHAT OBSTACLES DID YOU 
FACE IN THE REBRANDING 
PROCESS?
Well, we kicked the branding project 
off in 2019 with an ambitious plan 
to establish a “holding” or “group”. 
It was scheduled to launch by 2020, 
but… have you heard the famous 
saying “God laughs when men make 
plans.“?

I don’t have to repeat and remind 
you how the year 2020 started and 
how the world and the aviation in-
dustry changed because of the C-19 
word. Nevertheless, in my view, 
there is a bright side to everything. 
Thus, while the branding project 
was put on hold for almost a year, 
it settled perfectly and more impor-

We chose this model because all the 
sub-brands share the same values as 
the master brand. The four sectors 
themselves were created for inter-
nal structural reasons and are not 
widely-used publicly. However, the 
sub-brands of Magnetic companies 
belong to different sectors and share 
the same brand colors within the 
sector. Each Magnetic Group sector 
is distinguishable by its unique color 
that most suitably characterizes the 
sub-brand.

Magnetic Group’s logotype and vi-
olet as the corporate colour have 
stayed the same as it’s a colour 
that Magnetic Group is well-known 
for using. This gives us long-term 
flexibility to evolve our brand while 
maintaining our core characteristics 
and brand recognition.

WHAT MESSAGE DOES THE 
RENEWED MAGNETIC BRAND 
CARRY?
Rebranding Magnetic Group was 
about much more than new logos. It 

tantly, it was suddenly so clear – the 
core reason why we do what we do 
and why the world needs us. It is to 
HELP AVIATION COMPANIES HELP 
THE WORLD – our brand mission 
says this perfectly!

We believe that Magnetic Group’s 
companies play an essential role in 
enabling aviation companies to bet-
ter people’s lives worldwide. By en-
suring their aircraft are fit to fly and 
back in the air as soon as possible, 
we make sure businesses can oper-
ate, lovers can reunite, and medica-
tion can be delivered to where it is 
needed the most.

WHY DID YOU KEEP “MAG-
NETIC” AS AN UMBRELLA 
BRAND?
People are Magnetic’s backbone. 
That’s why we decided to involve as 
few people as possible and as much 
as necessary – key leaders and men-
tors and some long-term customers 
who really know the soul of Magnet-
ic and can visualize its future. We 
involved them from the very begin-
ning by interviewing them, asking 
questions about the past, the future 
and also about very basic things like 
why they work for Magnetic. Even 
though they are people from sev-
eral departments, age groups, and 
different genders we found out that 
they all shared a common and uni-
fied vision – Magnetic is something 
magical, full of passionate people 
and energy.

“Magnetic” might be a single word, 
but it says so much about the com-
pany. Its vision, mission, and values 
are attractive and naturally draw 
people to it – employees, custom-
ers, and investors alike. It is this 
powerful force that differentiates 
Magnetic from its competitors and 
makes it stand out in its field.

was about taking ownership of who 
we are and what we are capable of 
doing for our clients for our people.
To better illustrate who we are and 
why we do what we do, we went 
one step further and created totally 
new parts of branding besides hier-
archy, mission, and vision, such as 
brand differentiation, slogan, brand 
positioning, targets audiences, 
brand promise, core values, brand 
personality, brand emotions and ex-
perience, brand quality and brand 
packaging.

We are the industry’s most PAS-
SIONATE company. Passion makes 
the difference. This is how the Mag-
netic Group brand is positioned. 

T I I N A  S H E I N _ H E A D  O F 
M A G N E T I C  G R O U P  M A R K E T I N G 
A N D  C O M M U N I C A T I O N

WE ARE PASSIONATE. 
WE ARE DRIVEN. 
WE ARE MAGNETIC.

„MAGN E T I C 
M I G H T  B E  A 

S I N G L E  W O R D , 
B U T  I T  S AY S 

S O  M U C H 
A B O U T  T H E 
C O M P A N Y.“
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M A G N E T I C  C R E AT I V E  – 
F O R  B E T T E R  C U S T O M E R  E X P E R I E N C E

The second year of the 
pandemic for Magnetic 
Creative sector (which 
works mainly in the air-
craft interior business) 

wasn’t an easy one. The challeng-
es we have faced were well-known 
ahead and our main goal was to 
think about how we can lay the 
foundations for recovery, become 
stronger, and get ourselves ready to 
serve the needs of our valuable cus-
tomers afterwards.

We have focused on revising inter-
nal processes, implemented a new 
quality control system, introduced 

EN9001 standards, aligned proce-
dures accordingly and received cer-
tification. We have also introduced 
new tools that allow us to immedi-
ately increase efficiency and produc-
tivity in the organization. We have 
strengthened our team by bringing 
in industry professionals with the ex-
pertise and knowledge to accelerate 
business growth in the near future. 
Furthermore, we have brought new 
capabilities and products on board. 
However, most important was the 
revision of our strategy and action 
plan behind it. At Magnetic Creative 
we feel deeply about the technolog-
ical change happening across the 

aviation industry at this time. New 
solutions, innovative ideas and ap-
proaches, equipment and tooling, 
materials and many other elements 
are finding their way into a relative-
ly conservative aviation sector. It’s 
fascinating to understand how dif-
ferent future aircraft and their flying 
experience will be. The Magnetic 
Creative R&D team is moving in this 
direction too, as nobody wants to 
miss out on the future. Therefore, 
we continue our cooperation with 
various OEMs, airlines, and asset 
owners. We are working on upgrad-
ed versions of our product range. 
We are also in talks to develop new 
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ones in line with our partner’s ex-
pectations and needs. Meanwhile, 
we provide aircraft interior modi-
fication programs from concept to 
completion. 

What does 2022 bring to Magnetic 
Creative? First, it’s a reminder of the 
great heritage and responsibility we 
carry as the backbone of the sector. 
MAC Aero Interiors (Magnetic Cre-
ative’s former name) celebrates its 
60th anniversary in 2022. Not many 
companies last so long, yet we are 
here, transformed, and ready for an 
innovative future. Magnetic Creative 
will retain its focus on further devel-
oping its heritage products, trans-
forming them, and offering new var-
iations that meet modern travelers’ 
expectations. We are also stepping 
into innovative products develop-
ment that goes beyond aircraft inte-

riors. There’s an exciting year ahead 
and we are gearing up for it.

Our new way forward also includes 
close cooperation with the Estonian 
Aviation Cluster. Ideas from a variety 
of professionals from other indus-
tries allow us to choose and discuss 
which solutions can be implement-
ed on aircraft products that are both 
in line with industry regulations and 
innovative. A team of bright minds 
bring along topics such as sensors, 
anti-virus spread applications, lava-
tory upgrade elements, baby trave-
ling equipment, new bulkheads, etc. 
We aim to apply an agile approach 
to product development that also 
contributes to making the aviation 
industry greener. It was fascinating 
to discover that green products and 
approaches that we want to enable 
can also be the most cost-efficient. 

It’s great to see our partners’ and 
customers’ expectations and sup-
port moving in the same direction. 
Though we all maintain a posi-
tive approach, we also understand 
that there are plenty of challenges 
around us, both known and invisible. 
R&D always takes time, especially in 
aviation, and we know that. Howev-
er, we are ready to offer a number 
of items as standalone and ready to 
be implemented via various cabin 
modification programs to allow cus-
tomers to enjoy innovative solutions 
as of today. We are all determined 
to be back in the skies and provide 
the best possible flying experience 
for the customer!
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2 
021 saw the launch of the 
Magnetic Group brand, 
of which Magnetic Assets 
is one of the four pillars, 
comprising our mar-

ket-leading engine stands business 
EngineStands24, our aircraft and 
engine leasing platform Magnetic 
Leasing, our spare-part and com-
ponent trading business Magnet-
ic Trading and our Power-By-Hour 
(PBH) component business.

AVIATION MARKET IN 2021
To evaluate the performance of the 
asset sector in 2021, it is important 
to understand the market landscape 
in which we were operating. IATA 
estimates global airline losses in 
2021 amounted to almost $52bn, 
and whilst that was a significant im-

provement compared to the $138bn 
loss in 2020, it still represented the 
second-highest annual loss ever. De-
spite these losses, very few airlines 
went out of business as governments 
& lessors have continued to support 
them, based on the comprehension 
that air travel has a cardinal and stra-
tegic importance in society and that 
eventually demand/profitability will 
return. Close to 40 new airlines start-
ed operations in 2021 evidencing be-
lief in the recovery and at the same 
time taking advantage of favorable 
conditions to enter the market. 

The recovery in air travel in 2021 
was strong but it has also been ge-
ographically disparate. Global pas-
senger numbers grew by almost 
30% to 2.3bn in 2021, however, this 

is still just over half of 2019’s 4.5bn 
figure. IATA’s current expectation is 
that it will be 2024 before 2019 lev-
els are reached again. The recovery 
has been primarily driven by large 
domestic markets such as the US 
& China, and, in the second half of 
the year, a recovery in the Europe-
an market, as the benefits of the EU 
vaccine passport and the reopening 
of transatlantic flights took effect. 
The challenge to international travel 
remained, with different and chang-
ing restrictions causing uncertainty 
and complexity for travellers, with 
the biggest impact in the Asia Pacif-
ic region where levels remained up 
to 70% below 2019. As hoped, what 
became obvious over the course of 
2021 is that there is significant pent-
up demand. Once restrictions are 
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lifted, people are keen to book flights 
for business, leisure, VFR, and return 
to the skies.

Cargo demand increased significant-
ly, with the WTO calculating a close 
to 10% increase in trade YoY. This 
helped certain airlines who were 
open to adapting their business mod-
els operate their passenger aircraft as 
a ’preighter’, and contributed to the 
worldwide distribution of over 10bn 
vaccinations. As oil prices rose in 
the latter part of the year, preighter 
operations became less viable. How-
ever, cargo demand is forecasted to 
grow for years to come both with ex-
isting and start-up airlines who have 
been placing significant orders for 
both narrow-body & wide-body P2F 
conversions.

LESSORS
The pandemic has undoubtedly 
been extremely challenging for as-
set owners, but the crisis has high-
lighted the resilience of the leasing 
business model. Asset managers 
have done very well in managing 
their liquidity challenges and have 
been essential partners in support-
ing their airline customers through 
the crisis, strengthening those rela-
tionships simultaneously. 

Airline balance sheets have been 
decimated by the pandemic and 
most airlines will be severely cap-
ital-constrained for the foreseea-
ble future. As a result, lessors have 
taken on a greater importance in 
funding new deliveries as well as 
taking ownership of older aircraft 

and spare engines within an air-
line’s fleet through sale and lease-
back deals. The appetite for such 
deals among the lessor communi-
ty was evidenced by the extreme-
ly low lease rate factors (LRF’s) 
deals were closing at, with many 
gambling on the future residual 
values and hoping for persistent 
inflation in the coming years. Go-
ing into this crisis, lessors were in 
a far healthier financial position 
with strong institutional backers, 
as compared to the first Gulf War 
where the majority of the Top 10  
leasing companies were cleaned 
out. However, if on the back of  
Covid we see a global economic 
downturn, this may be too much 
for some and we will see distress 
and consolidation. 
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FINANCING 
In 2021 financiers had rediscovered 
their appetite to provide debt for 
aviation assets. When AerCap raised 
$21bn in unsecured funding in the 
capital markets to acquire GECAS, 
debt rose more than three times. 
Many other investment-grade les-
sors such as Air Lease Corporation, 
SMBC, Avolon and ACG also man-
aged to successfully raise unse-
cured bonds in 2021, in an amount 
exceeding $32bn. The quantum 
raised and the interest rate spreads 
achieved by each of these invest-
ment grade lessors highlight both 
the confidence of the investment 
community in the aircraft leasing 
model moving forward and speak 
to the maturity of aviation as an 
investible asset class. Even as we 
move towards a rising interest rate 
environment, there is a widely-held 
belief in the lessor community that 
there will be a continued ability to 
obtain attractive spreads on unse-
cured debt for large-scale, well-run 
leasing platforms. 

The aviation asset-backed securi-
tisation (ABS) market, which had 
become one of the cornerstones of 
aviation finance — funding $10bn 
of aircraft purchases in 2019, shut 
down with immediate effect when 
Covid hit in 2020.  In 2021 it came 
back with a bang which was great 
news for many lessors. Structural 
improvements relating to debt ser-
vice coverage ratios and a greater 
focus on portfolios with good credit 
lessees coupled with more in-de-
mand assets, resulted in 14 transac-
tions during 2021 with a combined 
value more than $8.5bn, ranking 
second only to the 2019 pre-covid 
high in terms of size. While most 
of these transactions were largely 
debt-focused deals and we have not 
yet returned to the pre-COVID trad-
able E-Note structures, there is a be-
lief that equity investors will mate-
rially return to the product in 2022. 

FLEET PERFORMANCE
Given the pattern of recovery glob-
ally, it comes as no surprise that 
both airlines and investors contin-
ue to focus on narrow-body, new 
technology aircraft. Demand for the 
A320neo family and the successfully 
returned 737 MAX grew in 2021 and 
this was reflected in prices and lease 
rates increasing steadily throughout 
the year.  In contrast, the wide-body 
market remained weak and is ex-
pected to continue to be so until the 
world fully opens up and interconti-
nental traffic picks up in earnest. 

Following historically low outputs in 
2020, both Airbus & Boeing sought 
to increase production rates in line 
with an expected recovery in 2021. 
However, global supply chain issues 
have caused issues for both and the 

challenges are expected to remain 
in 2022. 

The cargo market has been boom-
ing during Covid and powered by 
a surge in e-commerce, one has 
to believe that this is a permanent 
change. This view of a more sta-
ble outlook for the future has seen 
many existing lessors jump into the 
market to avoid incurring huge loss-
es on their existing passenger fleets, 
as well as to attract new investors 
with dedicated cargo platforms. 
Time will tell whether too many air-
craft have been converted too soon 
and the market will change. Lease 
rates on the narrow-bodies were al-
ready starting to come down in 2021 
in comparison to 2020.
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I have the honour to act as compa-
ny’s COO as well as be responsible 
for the Magnetic Maintenance 
sector. The Maintenance sector 
consists of the following: Base 

Maintenance in Tallinn, Estonia for 
narrow-body aircraft; Line Mainte-
nance, which provides line main-
tenance and maintenance projects 
for narrow- and wide-body aircraft 
in Europe and East Africa; Engines 
Maintenance, which provides hot 
section repairs and modular main-
tenance/replacements in Tallinn, 
Estonia, for CFM-56 engines and 
AOG support in Europe; Component 
workshop, providing maintenance 
for wheels and brakes, also mainte-
nance for various catering and safe-
ty equipment.

In 2021, the Maintenance sector 
overall was in strong recovery mode. 
Our Base and Engine Maintenance 
showed record results in their finan-
cial and operational achievements. 
Further growth and development 
have been well recognized in ser-
vice quality, operational efficien-
cy, digitalization, and head-count 
development. Full hangars in our 
maintenance business and returning 

customers from all over Europe pro-
vide strong fact-based proof of very 
high customer satisfaction, which 
has been clearly reflected in our 
customer satisfaction surveys. 
If 2020 was the year of the Covid-19 
crisis, requiring a lot of immediate 
and sharp action to adjust to the 
new normality, then 2021 was the 
year of living in the new normali-
ty, recognizing and capturing op-
portunities in the market. The year 
continued to be dominated by the 
pandemic, causing uncertainties 
amongst airlines and passengers re-
garding long-term prospects. A sig-
nificant increase in inflation caused 
by geopolitical factors resulted in a 
rise in the level of overall costs and 
increased salary pressure. It has 
been an uncertain period, since the 
crisis had not ended; Covid was con-
stantly around us, and daily business 
took place under strict Covid-pre-
vention control. Yet still, life at work 
and back at home had to keep push-
ing forward, targets had to be met, 
and opportunities had to be cap-
tured. So, it was kind of like business 
as usual, but far from the normal 
day-to-day life of old. This certainly 
meant another year of mental stress 

on the people around us and work-
ing with us, as we adjusted our ways 
of working with the new market sit-
uation and with major internal com-
pany changes. 

Wheels and Brakes Maintenance 
and Component workshop has been 
in recovery mode; the market has 
not been very active due to the high 
number of grounded aircraft in Eu-
rope. In the second half of the year, 
we started to see demand picking 
up, which was related to fact that 
further aircraft returned to service, 
reaching close to an 80% level in Eu-
rope, from a level of 50% in 2020. 
The slow start to the year and the 
shock of 2020 pushed the team to 
think outside the box in order to 
find new customers, new regions 
and new service offers as a way of 
securing business. New capabilities 
were added to our portfolio, and op-
tions to expand globally were evalu-
ated in order to be closer to custom-
ers and, thus, shorten turnaround 
times. One of the new solutions that 
the teams has been working on, and 
where market demand has been rec-
ognized, is a “plug-and-play” type of 
fast-set-up Wheels and Brakes Main-
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tenance and Component workshop, 
which could be taken in containers 
wherever and set up in weeks.

Although regular air traffic in 2021 
was still not too heavy, our Line 
Maintenance’s work continued at 
over 20 stations in Europe and East 
Africa, won several new business 
deals with new and existing custom-
ers, and expanded heavily in Germa-
ny, as well as setting up further sta-
tions in various European locations. 
Major effort was put into finding 
and capturing the limited business 
that was available and juggling rev-
enue and cost-cutting actions. The 
team has done a brilliant job in 
finding these business opportuni-
ties, optimizing further our ways of 
working, and continuing to provide a 
high-level service for our customers. 
One of the new niches found for our 
Line Maintenance group is “heavy” 
line maintenance provided from Tal-

records as well, and growing the 
business further. The Engine Main-
tenance workshop moved into new 
expanded areas within our hangars 
in Tallinn, Estonia at the beginning 
of 2021. As the service has been in 
high demand and the range of ser-
vices was extended, there is already 
a need for even further expansion, 
which will be available from Q2 
2022. In 2021, due to Covid-19’s 
impact, the majority of the CFM-56 
engine family market was focused 
on quick-fix/hospital/modular main-
tenance repairs compared to over-
hauls, which worked in our favor. 
This tendency should continue in 
the future as well. Although 2022 
looked very positive in January and 
the beginning of February, with the 
Ukrainian crisis and sanctions on 
Russia we have had to substitute 
engine repair jobs that should have 
come from Russia with non-Russian 
customers. This is a challenge for 

linn, Estonia, but also ad hoc bases 
in customer locations in Europe, 
where aircraft operators and leasing 
companies have been in high need 
of aircraft parking, releasing aircraft 
back into service, and making light 
checks and modifications for re-
turned aircraft. The team has been 
very busy, and the size of the team 
greatly expanded during 2021.

Our Base Maintenance team had 
a very busy year, hitting records, 
continuing with existing services, 
and has taken a strong grip on busi-
ness in this “new normality”; they 
have been working at full speed the 
whole year. Our hangars were work-
ing at high capacity during the year 
and, in several instances, we ran 
short of available space, so we have 
we been working on further expan-
sions of our premises in Tallinn. In 
the case of Base Maintenance, we 
have continued to keep hangars full 

us, but we have to overcome it. We 
will continue with the planned de-
velopment of the engine shop, but 
we will delay purchasing a balancing 
machine (as this is major invest-
ment) until a time that we can again 
be sure we have enough guaranteed 
shop loading to make this invest-
ment reasonable. We will poten-
tially pay more attention to engine 
teardowns as a way to compensate 
for lost revenue and profit as a con-
sequence of not being able to work 
on engines from Russia.

From an operational efficiency per-
spective, we have continued our 
path of digitalization, have spent a 
lot of effort and time in preparing 
for the new ERP and MRO software 
evaluations, and preparations - go-
ing live are planned for the begin-
ning of 2023. After our teams’ hard 
work, we have received EN9000 cer-
tification for our maintenance oper-

thanks to loyal and satisfied cus-
tomers, and we have also brought 
in several new repeat customers. As 
predicted, and seen already in 2020, 
the types of work and projects did 
change. Aircraft have needed more 
serious structural repairs, which has 
increased the average manhours 
and manpower needed. Additional-
ly, a lot of effort has been put into 
further planning and preparing for 
the new hangar in Tallinn. The plan 
was for it to hit the ground this 
summer; however, we need to see 
how the construction market de-
velops, as prices have skyrocketed, 
and raw-material availability is really 
poor. 2022 does not show signs of 
slowing down, slots have been sold 
for the next high season, and we are 
expecting another very busy year 
ahead.

Our Engine Maintenance group 
had a truly busy year, hitting new 

ations, which was a further strong 
move regarding our management 
culture and service quality, and we 
are planning to roll out the stand-
ard for rest of the Magnetic Group 
in 2022. Looking to the future, while 
typing this summary, we are wit-
nessing another serious and very 
sad crisis, which is already impacting 
world business. We are already see-
ing the impacts on aviation industry; 
however, we also know that we are 
fast and agile enough to overcome 
and find new opportunities in this 
situation.
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In 2021 the aviation market start-
ed to show the signs of recovery. 
Demand for physical pre-pur-
chase inspections, which were 
suspended the year before, start-

ed to rise and the team has per-
formed a number of these across 
the globe. We have also performed 
highest number of ARC inspections 
during the year. Our focus was, and 
remains, on close cooperation with 
lessors.

The Engineering and CAMO team 
concentrated on improvements in 
quality of service, which would bet-
ter reflect the changing demands of 
our customers’ and support their 
needs. That also led to finding new 
growth opportunities. Senior team 
members have started to introduce 
a coaching culture to the organiza-
tion. This has helped to improve co-

operation with existing customers, 
opened doors for new projects, and 
has made us more flexible in offer-
ing solutions worldwide.

To become faster and more reliable 
we have started the implementation 
a of new information management 
system for daily CAMO activities. 
Well-known software used in the 
aviation market was selected for 
this; this helped reduce the cost of 
implementation, but also helped 
to simplify processes and increase 
speed of service, as well as increase 
client satisfaction and help meet in-
dustry standards.

Internal changes have had an exter-
nal effect, so we have expanded our 
geographical presence by starting 
the delivery of subcontracted CAMO 
services, aircraft pre-purchase in-

spections and other engineering 
assistance on one more continent 
– Australia. By having a dedicated 
point of contact locally in Australia 
and a support team in Europe, we 
are able to ensure 24/7 customer 
service.

We have also expanded our product 
portfolio. We have a new service – 
engine pre-purchase assessment 
– which helps potential buyers to 
make quality purchase decisions 
based on engine documentation 
and physical inspection.

The Magnetic Engineering team 
took the initiative in cooperation 
with the Estonian CAA, which led to 
one great result – from now on, the 
Estonian CAA can issue an Export 
Certificate of Airworthiness, which 
supports us in the process of provid-
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ing a full transition service between 
registrations and raises Estonia’s 
position in the World Aircraft Repos-
session index. Also, because of this 
strong cooperation with the Estoni-
an CAA, we are now able to support 
the permanent registration of large 
aircraft (above MTOW 5700 kg) for 
companies without an AOC.

We have been developing new train-
ing opportunities: growing interna-
tionally through introduced online 
courses, adding new training mod-
ules and capabilities, and improving 
cooperation with external partners 
who have helped us to deliver OTJ 
training not only in Estonia, but in 
various locations. We will push this 
line of cooperation further.

The Magnetic Talents sector is a 
group of professionals, such as en-
gine engineers, structure engineers, 
fleet engineers, airworthiness engi-
neers, and technical records special-
ists, as well as competent and char-
ismatic aviation instructors, who all 
share their valuable knowledge and 
expertise with customers on a daily 
basis. The Magnetic Talents sector 
is an umbrella for know-how, which 
is reflected in Magnetic Engineering 
and Magnetic Training. Our team is 
working together to provide quality 
engineering and planning services 
for efficient airline operations, to 
help assess and maximize aircraft 
value and asset liquidity, to engage 
in complex consulting and organi-
zational transition projects, and to 

support customers in expanding 
their businesses by providing our 
services for growing their in-house 
capabilities and knowledge of their 
people.

The Magnetic Talents sector unites 
diverse aviation enthusiasts from 
eight countries speaking nine lan-
guages, from young and ambitious 
industry newcomers to profession-
als with 30+ years of experience. 
We work closely together to satisfy 
the needs of our customers, always 
aiming for the best solution for their 
business.

In 2022 we have a goal to scale up 
our business and expand further 
geographically, and introduce new 

capabilities, products and services. 
We have already added number of 
additional aircraft types, such as the 
B737 MAX, B747-400, Embraer 190, 
etc. to our Part M certificate.

The Magnetic Talents team is looking 
forward to 2022, and we are ready 
to assist leasing companies and air-
lines in high-quality CAMO services 
(airworthiness review, development 
of operational documents, manage-
ment of heavy maintenance checks, 
pre-purchase inspections, dent and 
buckle assessment and manage-
ment), delivery bible generation, 
asset evaluations and management, 
communication with OEMs, and dif-
ferent consulting projects, regard-
less of where an aircraft or customer 
is physically located. In addition, we 
aim to help individuals and compa-
nies in the aviation industry grow 
their competence by providing them 
with high-quality training in the 
most convenient and efficient way.
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A 
second year under Cov-
id-19 conditions has 
passed for Magnetic 
Group and brought in 
a lot of dynamic and 

strategic changes in some business 
operations. By the end of 2020, the 
global nature of the pandemic and 
the fact that its validity, as well as 
victory over the virus, was still un-
predictable, meaning that precise 
estimation the pandemic’s final fi-
nancial impact is still premature. 
However, significant impairments 
to goodwill and investments had al-
ready been made across the sector 
and within Magnetic MRO Group by 
the end of 2020.

In 2021, Magnetic MRO AS an-
nounced a rebranding and intro-
duced a new internal segmented 
company structure.

All future activities will now be con-
solidated under a holding brand 
called ‘Magnetic Group’. Under 
Magnetic Group, the company will 
introduce four sectors, each repre-
senting a distinct activity:

•Magnetic Maintenance – labor-in-
tensive business (including line, 
base, and engine maintenance);
•Magnetic Assets – capital-inten-
sive business (including loaning, 
trading, leasing);

•Magnetic Creative – design and 
manufacturing;
•Magnetic Talents – employs the 
most talented specialists to serve 
the industry’s engineering and train-
ing needs.

Each segment will serve the market 
with a clear and defined strategy 
while also supporting inter-group 
synergy.

As of sign-off date (01.04.2022) of 
current report Group Structure in-
creased by 3 legal entities: all of 
them expanding Magnetic Main-
tenance sector – line maintenance 
organizations in Germany and Den-

ASTRIT VIISMA-KASS, CFO
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mark, and the wheel and brakes 
workshop in Poland.

Group total revenue decreased by 
17%, mainly due to lack of signifi-
cant asset deals. Overall revenue di-
vided between sectors as following: 
60% is generated by the Magnetic 
Maintenance sector, 35% by Mag-
netic Assets, 3% by Magnetic Crea-
tive and 2% by Magnetic Talents.

The right decisions and control over 
costs made 2021’s EBITDA positive 
and it reached 2.9 m EUR, includ-
ing costs related to the opening of 
new stations by Direct Maintenance 
Group in Germany, one-off Covid-re-
lated costs, and from the write-off of 
doubtful debt from previous periods 
and the impairment of inventory.
As a result, the adjusted EBITDA 
remained at the same level as for 
2020, amounts to 4.6 m EUR how-
ever adjusted EBITDA margin in-
creased from 5.8% to 6.9%. The rea-
son for this increase was the volume 
of capital-heavy asset deals in 2020 
with a lower margin compared to al-
most no such deals in 2021.
Magnetic MRO joint venture com-
pany MPTL results were significantly 
better than year before; however, it 
is too early to claim recovery from 
the impact of Covid-19.

Despite the modest ratios above, it 
is worth mentioning that the Group’s 
operational cash flow turned round 
from -4.6 m EUR in 2020 to +5.8 m 
EUR in 2021.

In 2021, the investing cash flow of 
3.9 m EUR included investment pur-
chase of fixed assets, including buy-
ing components for power-by-the-
hour stock, expanding the engine 
stands pool, and investing into tools.
During 2021, Magnetic Group with-

drew the remaining state aid availa-
ble (amount of 2 m EUR) and used 
this to partially pay back a working 
capital loan, with the rest used in 
investment and business expansion 
activities. The parent company pro-
vided a 0.2 m EUR loan to the Di-
rect Maintenance Group to support 
working capital needs during the 
expansion of line maintenance in 
Germany.

GOING CONCERN
As of 31 December 2021, Magnet-
ic Group’s net working capital was 
negative and amounted to -1.4 m 
EUR (as of 31 December 2020, pos-
itive 4.7 m EUR). This decrease of 
net working capital during 2021 was 
influenced by reclassification of sev-
eral significant assets from the in-
ventory (current assets) to tangible 
assets, as these assets were rented 
out. 

During the first half of 2022, Mag-
netic Group is planning to get as-
sets back from lease, and this will 
increase the net working capital by 
approximately 5 m EUR.

At the time of publishing, the 
Group’s management does not fore-
see any liquidity risks nor any risk 
that the group would not to be able 
to continue as a going concern.

SUBSEQUENT EVENTS
At the end of 2021, ongoing political 
tension in the region escalated along 
with further developments regard-
ing the situation in Ukraine; these 
have negatively impacted com-
modity and financial markets, and 
have increased volatility, including 
regarding foreign exchange rates. 
Since December 2021, circumstanc-
es have been deteriorating and the 
situation remains highly unstable. 

In late February 2022, the conflict 
escalated in the form of a military 
operation, and a state of emergen-
cy was declared in Ukraine. Conse-
quently, there is increased volatil-
ity in the financial and commodity 
markets. There is the expectation of 
further sanctions and limitations on 
business activity of companies oper-
ating in the region, as well as conse-
quences to the economy in general, 
but the full nature and possible ef-
fects of these are unknown.

The volume of Magnetic Group’s 
business in 2021 in relation to the 
sanctioned region was around 7%. 
The unstable situation will negative-
ly impact Magnetic Group’s results 
in 2022. However, considering the 
insignificant exposure to the sanc-
tioned market the Group’s manage-
ment believes that the situation will 
not affect operations significantly 
and it will not impact the Group’s 
continuation as a going concern.

A S T R I T  V I I S M A - K A S S _ C F O
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Magnetic Parts Trading Limit-
ed (MPTL) was established 
by Magnetic MRO and Cres-

tline Investors as a joint venture in 
2017 in order to focus on aviation 
asset investments. While Crestline 
Investors is furnishing Magnetic 
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Parts Trading Limited with the ma-
jority of its capital needs, Magnetic 
MRO gets to focus on project man-
agement, part-out and the value 
realization process. Magnetic Parts 
Trading Limited will focus on acquir-
ing aircraft and engines for imme-

diate part-out, or short-term lease 
and subsequent part-out. It aims 
to invest in the most popular nar-
row-body aircraft types, such as the 
A320 and B737 families and their 
corresponding engines.
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Consolidated Financial Statements are pre-
pared in accordance with the Estonian fi-
nancial reporting standards. The Estonian 

financial reporting standards are prescribed by the 
Accounting Act of Estonia and supplemented by the 
guidelines issued by the Accounting Standards Board.
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