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Introduction
[bookmark: _GoBack]Globalization is a bizarre and complicated notion that burst on the world fairly recently, but rapidly became a household consideration. It is a theory that was seldom used until the 1990s. However, the globalization processes had been occurring for centuries. Before globalization became a buzz term, it was applied in the most improbable fields: education to designate the global life of one's mind; international relations to refer to the European Common Market's extension; in the journalism, field to depict the problem of the American Negro embracing a global significance. As the number of MNC's increased in the 1960s to 1970s, the marketers were confronted by various social, political, cultural, and institutional contexts (Blutstein, 2016). There was minimal evidence on how the U.S models would hold up in the new markets if American companies could compete in overseas markets, or even how marketing management would adapt over time. In 1983, Theodore Levitt's HBR's article, Globalization of Markets, brought forth new stamina to the fairly neglected topic. The article ignited the enduring debate by advocating standardized global marketing initiatives versus the presently accepted norm of local adaptation.
A. Summary of the Article Globalization of Markets
Theodore’s globalization theory was observed by companies and academia alike as the foundation for hypothesizing globalization in marketing during the 1980s (Levitt 1983). Levitt’s vision of the global markets was rather bold and foresighted in the 1980s when world trade gained prominence. As one of the proponents of the globalization perspective, Levitt cited that multinational companies should focus on leveraging the global resources to accomplish synergy. Here, global standardization is essential in the acquisition of the scale economy and competitive advantage. 
In his article, Levitt (1983) stated that the key to success is the growth of global products and brands that are more specific and standardized worldwide. He also cited that the faster technological process is the driving force that makes the needs and desires of the world to become overly similar. As the technology advances, the international communication and transportation will be expedited greatly and consumer's preferences and tastes would then become homogenous. Concurrently, mass production, owing to the technological development, makes it likely for superior goods to become inexpensive for average consumers. The failure of most multinational companies in the overseas market was not just attributed to the poor executions but the ‘catastrophe of imagination' to comprehend the trend of new global realities for standardized products as the novel commercial reality.
Critical Analysis on Globalization of Markets
The out-of-date multinational operating archetype, which stressed on adapting to the distinctive local corporate environment, is hence obsolete (De Wit & Meyer, 2004). Bearing this in mind, as the multinational corporate world comes to an end, so does the MNCs. The present global business environment does not conform to Levitt’s idea. Though Theodore might not seem perceptive, he steered the vision by presaging the tumultuous advances in international business. If the present companies are referred to as either MNC (Multinational Corporations) or GC (Global Corporations), the concept is similar only that it has undergone over massive advancements in the past few years. The author overestimated and underestimated the globalization concept. At the time of writing, Levitt described the MNC as a business that operates in several nations, adjusts practices and products in each country at fairly higher costs.

Levitt did not expect that some foreign markets would counter globalization, mainly against the Western globalization. He underestimated the fact that globalization would transform nations to embrace the features of global capitalism, like China and Soviet Union. Also, some markets are either too big or variegated for compulsory and rapid changes by the GCs without making substantial adaptations to the business practices and products
The current reiteration of managerial behavior and the company’s globalization role is progressing - at a faster frequency - and the “new” environment of the global corporation: adaptableness is simply a reoccurrence to the “older” MNCs. Levitts' viewpoint that the global and human cohesion of scarcity is a key driver of the efficiency model hence, the need for money is valid. Today, the global corporations pay more consideration to the locals' needs as life and the company operations cannot be entirely about profitability and efficiencies. Similarly, the author’s viewpoint is fundamentally founded on the necessity for standardization. This is an affable position that is hard to fortify since human beings are integrally defensive and aspire to stand out. 
The present industrial uprising of technology has resulted in instant communication, hence, feeding the conception and faster development of a global culture. The cultural preferences pursue one of either two paths: the culture has lost relevance to economic decisions and it has diffused to other communities hence, becoming the core substance of global trends. Levitt was right about the role of branding in duplicating the convergence of preferences and tastes on a global scale. For instance, the most influential of all is the U.S cultures’ products such as Coca-Cola, McDonald’s, and Google have homogenized the worldwide “taste” for products. Technology has also driven consumers towards common goals by alleviating the life’s burdens, expanding the discretionary time and enhancing the spending power (Blutstein, 2016). Further, in the salable products, the intrinsic desire for the best or latest is certainly unavoidable, so the standardization of superior quality” is an endlessly increasing bar as the inventions infiltrate. 

In the trade realms, surely the need for standards is clear. The World Trade Organization has made substantial steps to address the needs of all nations to accept by similar rules. But, the global era stresses that the global corporations need to acclimatize to the native tastes, rather they ought to cognize what the needs and wants of the customers, the purchasing decisions are not based on prices alone, unless in the case of generic products. Today, the purchases are driven by emotions– which explains why “brand” means is even more important as homogenization increases and in technological products.
The current global corporation is a “fox” and “hedgehog” as it has both regional and local adaptations. Convergence is occurring but not in the segregation of sub- level or micro-level understandings and practices of overseas markets. Therefore, GCs that acclimatize to the standards and address the native environmental state, institutional and cultural requirements are the firms that easily gain market entry and market share in the foreign markets.
B. The Flat World metaphor
In his book, The World is Flat, Friedman (2006) announced that as a result of globalization, the world has been flattened. He opposes that the technological revolution, growing economic integration, and deregulation of the markets by countries have subsidized to the distinct time/space contraction of economic processes. The purported result is that there is no ‘distance friction' in the economic relationships and the international competitive field has been leveled (Christopherson, Garretsen, & Martin, 2008). Hence, it is likely for more individuals than ever to compete and collaborate on a real-time basis with more other individuals on different projects from all corners of the earth and on an equal footing than at any time in the world's history. Friedman considers that the world "flattening" is the outcome of 10 structural changes, which he outlined in his book, which have come into play in the preceding two decades. The ten factors are the Berlin Wall Fall, World Wide Web, workflow software, uploading, outsourcing, supply chaining, insourcing, informing, and steroids (Leamer, 2007). He contends that the changes, compelled by the upheaval in ICT, will guarantee that globalization will lead to the ‘flattening' impact on the global economy in the future. The next section provides an alternate way (multi-domestic view) of thinking about the world.
The CAGE Distance Framework
Friedman stated globalization has flattened the world. However, Ghemawat (2001) attempts to demonstrate that he was wrong by arguing that a substantial proportion of IT firms deliver their projects on-site at the client's locations since the linguistic distance is of more importance than the geographic distance. The International business professor takes a stronger issue with the outlook that the world is flat and, in its place, he advocates a world that is characterized as both “multi-domestic” and “semi-globalized”.  If the world was actually flat, business and strategy would be easier across the globe since the domestic strategies would simply be applied to bigger markets. 
The CAGE Distance Framework is a suitable model that is used in the identification of the cultural, administration, geographical and economical differences amid countries (Ghemawat, 2001). The framework aids in the evaluation of the distance effects that act as export barriers, facilitation of the acquisition of competitive advantage and provision of the prospects of equal competition. As well, the model enables the execution of the quantitative analysis by presenting an expanded and broad view on the distances that arise between the nations and offers another outlook on each dimension. In the end, the CAGE framework ensures that is a better understanding of the capital, human, trade, behavior, and information patterns
Culture
The cultural differences that exist between two nations diminish their economic exchanges. Culture is defined as the people's shared norms, practices, and beliefs that dictate their way of life. The cultural distance is the software of mind and differences brought about by the language, national identity, ethnic identity, trust levels, norms, racial differences, tolerance, the honor for entrepreneurship, social networks, and other country-specific merits (Giuduci & Rolbina, 2018). The inured culture influences human being's development as they adjust their environments in accordance with their needs in the place of relying exclusively on their personal selection to attain business success.
Administration
The bilateral trade movements reveal that administratively alike nations trade more together since they have similar laws, regulations, policies, and institutions. Membership of the countries in similar trading blocs is also a major similarity. The administrative distance denotes the historic governmental ties, nature, effectiveness, and level of government participation in the industry as opposed to another. Contrariwise, the more significant administrative variances between nations lead to weaker trading relationships at the national or corporate levels. The administrative factors include bureaucracy, operating systems, and political structures in a country which have an impact on social norms and values which cause precincts on organizational behavior. Government regulation encompasses the present legislative and political regime (Ghemawat, 2018). Of critical importance is the political risk which has a profound impact on the collaboration and stability in the foreign markets. The legislature factor constitutes the government policies where the slow and incompetent government systems and complex legislation often aggravates the business operations. In such environments, the managers invest more funds and waste time to overcome existing regulations. Hence, most nations seek to establish free trade policies in trade agreements.
Geography
This is possibly the most evident difference between nations. By and large, as the distance increases, the trade decreases since a large distance increases the transportation costs. Some of the geographical differences include time zones, ocean ports access, country size, communal borders, climate, and topography. Geographical distance also considers the access to transport and communication infrastructure which influences the costs of doing business and leads to information and communication barriers (Parietti, 2017). Hence, for firms that are beginning to internationalize business, the geographical distance is a critical factor. Though, it is ignored by companies with experience and established the presence in the global market. 
Economics
The economic aspect concerns fundamental diversities in income, distribution of wealth, and comparative purchasing power that prevails in a country. The economic distance denotes the key differences in the socioeconomic and demographic conditions (Alexander, Ghemawat, Prahalad, Farrell, 2008). The most palpable economic difference is the size in comparison to the GDP, per capita income, and consumption patterns. The economic distance has the highest effect when the demand differs from income level, economies of scale are restricted, cost differences are substantial, distribution and business systems vary, or companies have to be overly responsive to the concerns of the customers. Disassembling the economy of a firm reveals other vital differences like human capital, capital, labor and capital costs, land value, natural resources, transportation setup, and communication infrastructure. Moreover, it is easier to transfer and implement business models on markets that have similar economic structures.
Differences between Turkey and United States: CAGE Distance Framework
The CAGE Distance Framework acts as a multidimensional tool that will be applied in the assessment of bilateral trade between Turkey and USA with the objective of identifying and accentuating the significance of international trade flows. In the distance assessment, Turkey is positioned in the center of the research as the core and starting point. The differences are significant for the development and expansion of Turkish Airline’s international exchange with Boeing, an American firm. 
Cultural Distance between Turkey and USA
With Turkey’s increasing role as a leading nation amongst the emerging markets, the cross-cultural management is a key contributor to the business interactions between the Turkish and American firms. Turkey’s has a prevalent strategic culture marred by insecurity and uncertainty. The individualism dimension is the ranked as the most important of the cultural difference for Turkish and American companies as it is largely positioned on the differences in communication, the most noticeable barrier (Halub, Sauber & Stück, 2012). The U.S is the most individualistic country in the world. The American desire to act as individuals rather than group members as exhibited in their loosely knit social networks where they focus mainly on themselves and their nuclear families.  On the other hand, the Turks are obsessed with unity in homogeneousness, culture, and uniformity as if they belong to one religious and ethnic group. Nonetheless, the oneness is founded on the values and qualities that define and endure them such as mutuality, stability, interconnectedness, and cooperation.  In Turkey, the tenets of similar quality are superficial and artificial assertions that reflect the country’s national education system as sanctioned by Kemal Ataturk, not the charisma of the nation’s religious or ethnic configuration. The Turks extensively distrust external powers including their neighbors and allies which depicts their insecurity.
 Turkey is a high authority culture and has hierarchical tendencies as the individuals accept power differences and inequality more willingly. On the other hand, the U.S. A is low authority nation with egalitarian tendencies whereby people do not readily accept power differences (Halub et al., 2012). Also, the uncertainty culture is evidenced by risk avoidance since the Turks would never undertake any operation except if achievement, as they comprehend it, is certain since failure is a sign of incompetence. Turkey is a high structure culture where structures and rules as perceived as a healthy means of neutralizing the business. Abjuration and deception during negotiations is another striking feature among the Turks. The engage in lengthy negotiations by employing delay tactics till the last instant of fixed deadlines, while at the same time steering back and forth looking for the best deals to save face, raise prestige, and maintain territorial integrity. Contrastingly, America is a low structure culture that tends to relax about life's uncertainties where they accept risks, constant changes, and threatening situations. The negotiation process is usually brief and precise.  
Administrative Distance Turkey and U.S.A
From a historical viewpoint, the relations between Turkey and U.S.A are multidimensional and built on mutual interest and respect. As NATO allies, the two countries accomplish their bilateral associations on based on universal values, comprising the rule of law, democracy, freedom, human rights respect, and the free-market economy. The two countries cooperate on some important issues, like counter-terrorism, security of energy, and global economic developments. In 2009, Former U.S President Obama paid a bilateral official visit to Turkey and President Recep Erdogan visited the U.S in 2009 and 2013 and 2017. The partnership based on common values and interests between the two nations is time-tested. For years, sporadic differences of opinions and views have not affected the texture of the association, in spite of the multi-layered element that constitutes complex issues and regions.
Various factors have attributed the administrative distance. Turkey is a republican parliamentary democracy while the United States is a federal constitutional republic with a robust democratic tradition. The legal system of the two nations differs in that Turkey has a civil law scheme based on a number of European legal systems particularly the Swiss civil code. On the other hand, the U.S has a common law scheme that is built on the British common laws at the federal and state legal schemes are centered on the common laws excluding Louisiana State, which conforms to the Napoleon civil code. Lastly, corruption is a significant obstruction in internationalization which surges administrative distance between nations. In 2017, Turkey scored 40 out of 100 points while the U.S.A scored 75 out of 100 points on the Corruption Perceptions Indices conveyed by Transparency International. The control of corruption index is used to capture perceptions of the degree to which the power of the public can be exercised for private gains, including petty and grand corruption, along with "capturing" of the state’s interests by the privileged and private individuals. In 2016, Turkey was reported at 50.5% and U.S.A was reported at 90% according to the 2016 World Bank development indicators.  
Geographic Distance between Turkey and U.S.A
Turkey occupies a unique geographical position as it lies partly in Asia and Europe and acts as the bridge and barrier between the continents. The geographical distance between Turkey and the U.S.A is about10, 206 km which translates to an air travel distance that equals to 6,341 miles. The geographical distance results in more time and higher transportation costs. There are distinguishing topographies regarding the climatic conditions, time constraints that can prevent the expansion of mutual trade relationships between the two countries. Observing the total land area and population shown in the table below, Turkey deviates the United States significantly.
	Geographic factors
	Turkey 
	United States

	Land area, km2 
	780, 58
	9.834 million

	Population 
	79.51 million 
	325.7 million 

	Time zone 
	Eastern European Time Zone
	Multiple Time Zones

	Climate Zone
	Temperate
	Mixed continental, humid subtropical and tropical 

	Capital city coordinates
	39 56 N, 32 52 E
	38 53 N, 77 02 W



Economic Distance between Turkey and U.S.A 
In 2017, the volume of trade between Turkey and USA reached 18 billion USD in 2017. Turkey’s total exports to the USA was 7.21 billion USD whereas its total imports reached 10.9 USD.  Turkey is a generally a free-market economy that is increasingly fueled by the service and industries, though its agriculture segment accounts for nearly 25% of total employment. The forceful privatization Turkish programs have lowered the state immersion in the industry, financial, transportation, and communications sector. Besides, the emergent middle-class entrepreneurs have added dynamism to the Turkish economy and mounting production outside the textiles and clothing industry. The USA has the biggest and technologically influential economy across the world. The USA is a market-oriented economy where the private individuals and firms make a majority of the decisions, and the governments procure the needed products and services mostly in the private markets.

	Economic factors 
	Turkey
	U.S.A

	GDP
	857.8 billion USD
	18.57 trillion USD

	GDP per capita
	10,787.6 USD
	57,466.79 USD

	Debt Public debt, proportion of GDP
	35.5 CIA
	72.5 CIA 

	Budget surplus or deficit  
	-2.1% of GDP 

	-6.8% of GDP 


	Budget >Revenues
	$185.1 billion
	$2.5 trillion 

	GDP > Purchasing power parity per capita
	$13,284.3
	$47,587.3

	Inflation rate >Consumer prices
	8.9% 
	2.1%

	Public debt
	37.6% of GDP 
	70% of GDP 

	Unemployment rate
	9.2%
	8%



Turkey’s Culture and Political Risks
At the intersection of Europe and the Middle East region, Turkey offers promising instant and long-term business opportunities for U.S firms. The growing economy, strategic geographic position, growing middle class, vibrant entrepreneurial class, and youthful population have made the nation a developing market for American exporters.  Furthermore, more than 1,400 American companies, in virtually all sectors, are active including 60 U.S.A businesses have established regional offices in Turkey. Turkey acknowledges the need to attract substantial new FDI to meet the nation’s ambitious economic development goals and fund its current account deficit. A referendum occurred in April 2017 to alter the Constitution, comprising the transferal from the parliamentary to the presidential system (Grigoriadis, 2017). 
In 2016, a new law that introduced amendments to some codes aimed at the creation of a favorable foreign investment environment by eliminating ambiguities and lowering costs was published in the Gazette. Hence, Turkey is ranked as one of the most liberal regimes for FDI in the OECD. In a bid to entice more FDI, the country needs to impose international trade rules, guarantee transparency and opportune execution of judicial orders, engagement with investors on key policy issues, and endorse policies that foster stronger, sustainable, and balanced economic growth. Besides, Turkey’s robust banking sector, taut fiscal controls, programs for reducing the informal economy, the flexibility of the labor markets, improved skills of the workforce, and ongoing privatization of state enterprises reveals the overall receptiveness for boosting the foreign investment environment. A majority of the sectors that are open to the nation’s private sector are open to the participation and investment of the foreigners (In Aysan, In Babacan, In Gür & In Karahan, 2018).
All firms and individuals who invest in Turkey, irrespective of nationality, experience challenges which act as the barriers to entry. The country presents many challenges to conducting business, comprising multifaceted and at times raging politics, instability locally and regionally, opaque bureaucracy, and onerous government procurements with growing localization requirements. Also, there is an unpredictable and sluggish judicial system, waning rule of law, the wave of terrorist attacks, purges following the recently attempted coups. The high and incoherently taxes, flaws in corporate governance, erratic decisions made by the local government, and recurrent changes in the regulatory and legal environment also act as market access barriers. Since Mid-2017, Turkey remains under a legal State of Emergency, which appends its normal legal agenda thus adding uncertainty for the investors. Furthermore, there is the growing pressure in a number of sectors to partner with the local companies like pharmaceutical sector and some biased barriers to the foreign entrants, “anti-competitive practices,” particularly in the technology sector.  
Corporate sustainability and corporate social responsibility (CSR) has increasingly become an essential and popular business issue in Turkey. Today, it has become obvious to foreign and local businesses that the development of sustainability of resources is as significant as financial sustainability. The acceptable business etiquette in Turkey encompasses four key elements: Punctuality, gift giving, business dress code, and bribery and corruption. First, the Turks are formal and traditional when conducting business. Thus, it is important to book appointments beforehand. Further, the Turks value time and punctuality and expect the foreign professionals who to be punctual. Secondly, during business, gift giving is not practiced as they are reserved for the social occasions like weddings. Since the country is a Muslim nation, it is inappropriate to offer alcoholic gifts. The business attire, mainly larger cities, is similar to other developed nations. Finally, corruption and bribery are still predominant, but the government has undertaken measures to lower corruption, but, there is need to enforce anti-fraud legislation.
Finally, there are some burning economic and political risk issues that have an adverse impact on strategic decision making. Turkey faces a continuance of the political and economic risks experienced in 2017 like an unsettled economy, civil unrest, foreign policy tensions, and threats from terrorists. The economy is fraught with political volatilities since the present economic policy-mix is unsustainable in the long-run. The economic policy is enforced to be responsive to overcome the national and regional shocks and recurrent crises with its trading partners. Also, the macroeconomic policies have aimed to equalize shocks to economic growth and buying votes through the provision of the consumer, investment, and credit incentives. The problem of the policy includes prolonged currency depreciation and increasing inflation. The other risks of the present policy-mix are that the country’s growth is driven largely by domestic demand owing to global crisis which has been stressed by the negative effect on Turkish exports. The country needs to uplift the state of emergency and implement political measures that will increase predictability and stability for investors in a bid to continue enhancing the investment environment.
	Segment Two: Global Business Model	
To a majority, globalization-as a social, technological, political, and economic force, seems all but inexorable. The ever-rapid information flow through the globe has made individuals cognizant of the lifestyles, perceptions, and preferences of populaces in other nations. Through the of flow information, we all have become, at variable speed and in economically, global citizens. The convergence is contentious, even invasive, to those who consider as a threat to globalization to their national and cultural identity. Therefore, it is not astonishing that globalization has reduced counter forces to preserve the differences and extending the sense of national identity. Yet, all at once, we take full advantage of what the global markets offer -we drive Toyotas, work with IBM notebook, communicate with Samsung phones, wear Nike sneakers, and eat McDonald’s hamburgers. It is the inherent value of the products that define their appeal. Thus, we are living in a global economy.
Part A: Reasons for Globalization
There are five main “imperatives” that drive corporations to continue to or begin to globalize: pursuing growth, higher efficiency, and increasing knowledge; meeting customer needs; and averting or countering competition (Gupta, Govindarajan & Wang, 2015).
Growth
In most industries, the markets in the developed nations have matured at a fast rate, hence limiting the growth rate. Consider Boeing, one of the largest aerospace firms, and primary maker of commercial jetliners, defense, security systems, and space. The company supports air companies and governments in more than 150 countries. Boeing International division was launched in 2001 as part of its international operations and strategy. About 70 % of Boeing revenues from commercial planes are derived from international customers, including most from the emerging markets, thus offering substantial growth opportunities for the airplane manufacturer.
Efficiency
An international presence inevitably expands the scale of operations, thus giving providing higher sales revenues and huge asset base. The larger scale of production can aid in the creation of a competitive edge if the firm undertakes the necessary actions that are needed to translate the scale to economies of scale by distribution fixed costs, decreasing capital and operational costs, amalgamating purchasing power, and generating mass in a substantial portion of its value chain. While the economies of scale mainly refer to the efficiencies linked to the changes in the supply like an increase or decrease in the production scale, the economies of scope denote the efficiencies associated with changes in the demand like an increase or decrease in the scope of distribution and marketing by venturing into new markets and increasing the product offerings.  
Boeing’s diverse business avenues are related based on the process design, technology, and synergies, which is a better depiction of conglomerates. The aircraft manufacturer as a diversified business that gains from Economy of Scope uses its conglomerate power to gain a competitive advantage and enhance international presence. The diversity has permitted it to be the leading aviation firm in the world as it can reduce its costs by sharing technologies, personnel, and research amid its businesses. 
Knowledge
Foreign-based operations can act as pools of knowledge since some locally generated knowledge is applicable across numerous nations, and, if leveraged commendably, can produce substantial strategic benefits to global enterprises. Some of the benefits include quicker innovations of products and processes, lower innovation costs, and minimal competitive preemption. Business in the international economy necessitates partnering with other organizations for shared development and success, in each nation, with the local suppliers, colleges, research centers, talent, and even charitable institutions (Fredrickson, 2016).  Boeing International focuses on developing a significant and mutually favorable international presence as evidenced by the local knowledge, know-how, and resources which are Boeing’s competitive differentiators.
Customer Needs and Preferences
When the customers begin to globalize, companies have little or no choice but to pursue and adapt the business models to accommodate the changes. In March 2018, Turkish Airlines and Boeing finalized the landmark agreement for an order of 25 Boeing series 787-9 Dreamliner and the options for 5 extra airplanes. The announcement makes Turkish Air the 71st client to procure the type of aircraft. The deal would provide significant benefits to the Turkish Airlines and national aviation industry which includes meeting the increasing demand in Istanbul’s airport. The new aircraft will improve the flying experience for all local and international passengers due to its unmatched fuel efficiency and superior cabin features.
Competition
Just as the customers’ globalization compels the corporations to reconsider globalizing their model, so does their competition. The contestant who globalizes promptly might have a first-mover advantage in the emerging markets, a superior opportunity for creating economies of scope and scale, and the aptitude to cross-subsidize battles, thus posing a threat in the home market. Today, Airbus is the sole competitor to Boeing's products. No regional or national market is big enough to withstand a lucrative aircraft industry globally (Love & Sandholtz, 2001). The domestic markets can be beneficial, but commercial aircraft companies should have international customers. For instance, Airbus depended on orders from German and French airlines at the start. But, at present, the huge growing markets in the Middle East and Asia are far harder to permeate but are the prime source of aircraft orders amongst airlines.
Part B: Porter’s National Diamond Analysis
Ricardo's comparative economic advantage model holds that due to natural endowments, some regions and countries in the world are believed to more efficient than the others in the production of specific goods (Costinot & Donaldson, 2012). The drawback of the theory is that it is influential for some industries like timber, agriculture, and mining. In the nonexistence of natural comparative advantage, then clustering of the industries ensues due to the relative advantages created by the industries. Hence, there is a need for a more all-inclusive theory for the geography of competition to elucidate the clustering of other industries in some nations or areas.  The classical economic model explains why the industrial clustering arises yet, it does not wholly clarify why specific areas invite some global industries (Robbins, 2014). 

Porter advanced the concept using the national diamond framework. The framework has six main mechanisms: factor conditions, home-national demand, related/supporting industries, home industry’s competitiveness, public policies, and chance (Rugman & Verbeke, 1992). Here, we analyze the tourism sector in Turkey which has over the years relied on the airports to transport local and international tourists to the country. The increase in demand for the aircraft has resulted in the increase in number of passengers, a majority being tourists.
Factor Conditions
These are the conditions that can be categorized as the beneficial factors based in a nation that is then built on by the corporations to more progressive competition factors to be a competitive advantage if managed strategically. It encompasses the degree to which the national or regional endowments match the requirements and characteristics of an industry. The geographical location, heritages from diverse civilizations within the region, and the rich cultural heritage are strong factors which lure local and foreign tourists. Other factors include the high number of sunny days, clean beaches, creeks, mountain zones, and lakes are suitable for various sports are strong aspects that favor Turkey as a feasible tourism resource. Besides, another strong factor is the qualified workforce potential (Esen &Uyar, 2012). 

In Turkey, the tourism vocational high schools, junior colleges, and Universities produce high-quality graduates in communication, hotel, public relations, finance and human resource management for the tourism sector. Furthermore, since the students dedicate practical training periods in various tourism enterprises, they are classified as low-cost employees by tourism companies. The Turkish information and communication resources are as a strength of the Turkish tourism. They include the internet, national and intercontinental tourism magazines, television channels and other media tools. The associations with market research firms and accessing of statistics and simplicity of communication with internet use and other technologies are apt regarding overall quality and quantity. Lastly, the chain hotels and new airport hubs have become milestones which will favor Boeing’s international operations in the long-run.

Home-Country Demand

Porter’s second component is the size and nature of the demand within the home country. The Turkish domestic demand conditions were enriched as a tourist destination whereby the mass tourist demand is higher under package-based tours and all-inclusive schemes. The higher and growing demand for tourism in Turkey has resulted in an increase in air passengers traveling to Turkey. The passenger numbers have augmented from 14 million at the end of 2005 to 70 million in 2017. The Turkish airline projects that the targeted number of passengers will be more than 74 million at the end of 2018. The addition of modern transportation systems which includes the modernization and upgrade of aircraft supports the initiative to meeting the need for wide-body aircraft in new airports. The Turkish government also plans to open a new airport hub in 2018 along Istanbul’s Black Sea coast which will act as an international hub. The plans include an expansion of the fleet from the current 329 planes to 425 planes in the next five years.

Related and Supporting Industries

The existence of connected and supportive industries is the third component of Porter’s framework. The tourism industry in Turkey contains a strong network of businesses which offer travel, entertainment, accommodation, and restaurant services for locals and foreigners (Özer, Latif, Sarıışık, & Ergün, 2012). There is an integrated structure based on the supportive services in regions where there is a higher demand for tourism. The supplier firms are adequate in the touristic regions and integration and structural groupings are as a strong element of the Turkish tourism.

Competitiveness of the Home Industry
The fourth constituent of Porter’s “national diamond” framework includes the strategies, the structures, and the competition in the home industry. The forceful domestic competition in Turkey’s tourism industry has led to the success of firms in the industry such as airports that compete globally. The domestic tourist demand is controlled by few key national tour operators with substantial volume while the foreign operators regulate the foreign tourism demand. The seasonal tour businesses in Turkey normally capitulate to the foreign-based tour operators with pre-season deals. The bulk of Turkish travel firms act as sales office and suppliers for small domestic and foreign tour operatives who regulate the foreign tourism demand. 
Public Policy & Chance
The final constituents of the national diamond model include public policy and chance. The government policy through infrastructures, subsidies, incentives, or provisional protection can foster global industries. The chance factor sanctions for the effect of unsystematic occasions like where and when the important scientific innovations happen, entrepreneurial initiatives, and just sheer luck. Turkish Airlines is 49% owned by the Turkish government through the capital fund (Esen &Uyar, 2012). The airline has grown exponentially in the past few years largely due to strong support by the President Recep Erdogan to make a national winner. The president has initiated deals that meet the greater need for wide-body airplanes at new airport hubs and strengthening the fleet before the 100th anniversary of the establishment of contemporary Turkey in the next five years.
Part C: Ghemawat’s “AAA” Global Strategy Framework,
The AAA framework provides three generic methods namely the adaptation, aggregation, and arbitrage strategies for the creation of global value (Ghemawat, 2018).  
Adaptation strategies: These are strategies that seek to create global value by escalating the sales and share of markets by modifying one or several constituents of the business model to match the local necessities, tastes, and preferences. The adaptation strategies variation, externalization, innovation, focus, and design. Some of the post-adaptation decisions that are necessary for the airline industry include various factors like adverse weather, air traffic control disruptions, and mechanical problems (Forbes & Lederman, 2009).
Aggregation strategies: These are strategies that focus on attaining economies of scale or economies of scope through the formation of regional and global efficiencies. This encompasses the standardization of a significant share of the value proposition and combination of the processes of development and production. The airline industry uses assembly line production approaches which is efficient when a single product is produced in huge quantities. However, efficiencies can be understood if multiple items are manufactured on an assembly line with amplified flexibility, which leads to increased volume and lowers costs per unit. 
Arbitrage: The final element entails the utilization of economic or other key differences between national or regional markets, by locating distinct parts of the firm’s supply chains in dissimilar places. Offshoring and outsourcing are the modern equivalents. For instance, some of the aircraft manufacturers outsource the development and manufacture of avionics and other electronics systems including the flight controls, navigation, warning systems, and sensors.
Boeing Aggregation Approach to Global Value Creation
The notion of economy of scope is mainly poignant in commercial aircraft manufacturing as the economy of scale concept might not be as appropriate because the scope of the global aircraft market is restricted. Boeing is a diversified corporation with various interests in the military aircraft like modern fighters, aerial bombers, and space applications from rockets to Global Space Stations. Boeing’s diverse business avenues are related based on the process design, technology, and synergies, which is a better depiction of conglomerates. 
The aircraft manufacturer as a diversified business that gains from the economy of scope uses its conglomerate power to gain a competitive advantage and enhance international presence. Boeing has transformed into a conglomeration with multiple companies through mergers and acquisitions, and global growth. The condition that arises when the costs of conducting multiple functions altogether are lesser than performing one business distinctly. Diversification benefits the company by reducing the shock effects on the specific industry and reducing the costs like the higher fixed costs related to research and development and manufacturing. The diversity has permitted it to be the leading aviation firm in the world as it can reduce its costs by sharing technologies, personnel, and research amid its businesses.
Boeing Business Model [image: Related image]
Driving superior performance through productivity, growth and leadership development

Segment Three: Proposal	
To:
The Board of Directors
Boeing International
100 North Riverside, Chicago, Illinois 
Date: 20th June 2017
Subject: Business Proposal
I, Marc Allen, The President of Boeing International, hereby present a business proposal which is mutually beneficial to the management, staff, customers and other key stakeholders.  The proposed plan will enhance Boeing’s revenues and market share in the fast-growing and emerging economies in Asia with a focus on Turkey. Kindly review the enclosed plan, a gist of which is outlined below.
The Overarching Goal
To nurture the partnership with Turkish Technic one stride further in a way that aligns the growth and development of Boeing and Turkey.
Value Creation Opportunity
Turkey is one of the leading strategic growth nations owing to its strong ability and growth potential in the aviation commercial services and maintenance. Following the recent landmark agreement that finalized the order for 25 Boeing 787-9 Dreamliner as well as options for 5 additional aircraft. The deal set the foundation for continued business and enhanced collaborations with Turkish Airlines. In 2017, the Turkish government launched the National Aerospace Initiative aimed at supporting the growth and expansion of the aerospace industry to meet the targets fixed by Turkey’s Vision 2023 aimed for the 100th centenary of the Turkish Republic. Turkish Airlines has grown exponentially in the past few years largely due to strong support from the government. The president has initiated deals for the acquisition of wide-body airplanes at the new Istanbul Airport hub and expansion of the fleet from the current 329 planes to 425 planes in the next five years. This presents an immense business opportunity for Boeing. 
The Initial Challenges
Turkey presents many challenges which may have an adverse impact on Boeing’s business operations. They include political instability, both locally and regionally, opaque bureaucracy, and onerous government procurements. The latest wave of terrorist attacks, purges following the recently attempted coups might affect the tourism sector. The high and incoherently taxes, flaws in corporate governance, erratic decisions made by the local government, and recurrent changes in the regulatory and legal environment also act as market barriers. Since Mid-2017, Turkey remains under a legal State of Emergency, which appends its normal legal agenda thus, adding uncertainty in investing in Turkey.
Turkey in a Nutshell
	Political snapshot  

	Economic snapshot 

	Cultural snapshot


	Parliamentary Democracy since 1923
	Free-markets economy
	Unique history 

	Pro-West, Pro-secular
	WTO, NATO member, EU applicant
	Turkish language

	Civil law scheme
	857.8 billion USD GDP
	98% Islam

	State head: Abdullah Gul
	8.9% Inflation 	
	Young workforce

	Under Stage of Emergency 
	9.2% Unemployment rate	
	Collectivistic Culture

	Political Instability 
	Corporate Tax Rate 22 percent
	Insecurity and uncertainty

	Complicated judicial branch  
	Weak Currency -YTL
	High authority culture	



Timeline
The plan will be summarized in three distinct phases as shown below
Phase one: June 2018 to September 2018
Launch: October 2018 to December 2018
Growth Phase: January 2019 to December 2023
[image: Image result for international expansion launch plan]


References
"Economy: Turkey and United States compared", NationMaster. Retrieved from http://www.nationmaster.com/country-info/compare/Turkey/United-States/Economy
"Government: Turkey and United States compared", NationMaster. Retrieved from http://www.nationmaster.com/country-info/compare/Turkey/United-States/Government 
Alexander, M., Ghemawat, P., Prahalad, C. K., Farrell, D., & Harvard Business School Publishing Corporation. (2008). Winning the globalization game. Boston, Mass.: Harvard Business School Publishing.
Blutstein, H. (2016). The ascent of globalization. Manchester [U.K]: Manchester University Press.
Christopherson, S., Garretsen, H., & Martin, R. (November 01, 2008). The world is not flat: Putting globalization in its place. Cambridge Journal of Regions, Economy and Society, 1, 3, 343-349.
Costinot, A., & Donaldson, D. (2012). Ricardo's theory of comparative advantage: Old idea, new evidence. London: CEPR.
De, K. C. A. (2012). Fundamentals of global strategy: A business model approach. New York [N.Y.: Business Expert Press.
Esen, S., & Uyar, H. (October 01, 2012). Examining the Competitive Structure of Turkish Tourism Industry in Comparison with Diamond Model. Procedia - Social and Behavioral Sciences, 62, 620-62.
Forbes, S. J., & Lederman, M. (December 01, 2009). Adaptation and Vertical Integration in the Airline Industry. The American Economic Review, 99, 5, 1831-1849.
Fredrickson, J. (2016). Boeing. Arcadia Publishing Inc.
Friedman, T. L. (2006). The World is flat. New York: Farrar, Straus & Giroux.
Ghemawat, P. (2001). Distance still matters: The hard reality of global expansion. Boston: Harvard Business School.
Ghemawat, P. (2018). Redefining global strategy: Crossing borders in a world where differences still matter. Boston, Massachusetts: Harvard Business Review Press.
Giuduci, A., & Rolbina, M. (2018). An analysis of Pankaj Ghemawat's Distance Still Matters: The Hard Reality of Global Expansion.
Grigoriadis, I. N. (2017). Democratic Transition and the Rise of Populist Majoritarianism: Constitutional Reform in Greece and Turkey. Cham: Springer International Publishing
Gupta, A. K., Wang, H., & Govindarajan, V. (2015). The quest for global dominance: Transforming global presence into global competitive advantage. San Francisco, Calif: Jossey-Bass.
Halub, H., Sauber, A., and Stück, J. (2012). The Turk and the Yankee: A Cross-Cultural Comparison between Turkish and American Managers, Journal of the Indiana Academy of the Social Sciences 15, 1, 3.
In Aysan, A. F., In Babacan, M., In Gür, N., & In Karahan, H. (2018). Turkish economy: Between middle-income trap and high-income status.
Leamer, E. E. (March 01, 2007). A Flat World, a Level Playing Field, a Small World After All, or None of the Above? A Review of Thomas L. Friedman's The World is Flat. Journal of Economic Literature, 45, 1, 83-126.
Levitt, T. (1985). The globalization of markets. Boston, Mass: Graduate School of Business Administration, Harvard University.
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