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Executive Summary
One of the industries that enjoy international growth and success is the Airline sectors of business. Particularly for countries that enjoy peace and high technological advancements such as the United States of America, the airline industry experiences massive expansions and success rates that results from the ready market for the aircrafts. The increased demand for aircrafts all over the world is one explanation for such success which has seen companies such as the US Boeing engaging in global expansion such as the US Boeing selling its aircrafts to the Turkish Airlines in Turkey. Furthermore, the United States of America is one of the countries known worldwide for its technological advancements and therefore, other countries looking to actualize their development goals believe that they can achieve their goals by borrowing technologies from the United States of America. Such technologies can be copied or borrowed by buying products such as aircrafts from companies such as the US Boeing.
The global opportunity for the expansion of the US Boeing to countries such as Turkey is enormous. First, there is increased demand for people to traverse the globe and enjoy themselves. Apart from touring other countries, countries want to have close diplomatic ties between each other and that means that executive government officials want to travel from one part of the world to the other. This can only be made easy and faster by use of aircrafts. Therefore, globally, the expansion opportunity for the US Boeing is encouraging and no wonder the company is engaging in spreading its wings across international boarders and making profits by doing so.
Global Expansion of Boeing to international markets can be well understood by examining the Porter’s Model and Ghemawat’s Global Strategy Framework. This paper therefore explores the Expansion of US Boeing with Turkey as the target or host country. The paper explores the reasons for the rapid growth of Boeing corporation and also examines the political and economic conditions of the home country which is the United States of America. The exploration of the political and economic factors and risk factors in the host country, which Turkey is also vital in the understanding and gaining insight into the new market targeted by Boing in its international expansion strategic initiative.
It is also vital to have full understanding of the global marketing strategy of Boeing. This has been explored by presenting the global value proposition, the marketing mix and the brand management which are vey crucial components to the marketing strategy of an organization. Global market chin infrastructure and global market strategies for Boeing have also been explored which brings out the core values that guide the corporation in its success in the manufacture and export of commercial aircrafts, jetliners, aerospace defense systems and support services. For a company such as Boeing, key recommendations are centered towards ensuring that it continues to maintain the top spot as the main provider of commercial aircrafts and defense systems. This can only be ensured if it collects the needs from the customers from the various regions that they exist and that can be made possible by ensuring global plants of the company are fully operated around the world in countries which have technological capacities that can support the operations of the company.
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Introduction
The air travel industry currently is one of the highly sort after by many governments in their quest to ensure interaction with other parts of the world. As such, the industry in both the United States of America and other nations is experiencing rapid expansions. However, the expansion is coming with sophistication enabling people to have private jets, and other commercial as well as cargo aircrafts. In a nutshell, the air travel sector is seen as a sign of development and a better way of ensuring high living standards and growth of economies in the world. Considering the amount of time it could take for people to move from one part of the world to another using other means of transport such as water transport and railway as well as road transport, air transport is seen as the swiftest but also requires a lot of investment in finances and human resources capital. However. For many developed countries such as the United States of America, the strategic targets and goals for air transport has been actualized and this explains why companies such as the US Boeing are expanding globally.
Some of the current strategic issues in the air transport industry is increasing the number of flights to and from other countries, raising the standards of the air transport and making it more affordable to enable many people to use the air transport modes for most of their travels both domestically and internationally. This can be achieved by ensuring that crafts are designed to cost fewer during a flight in terms of the amount of fuel they consume and also to ensure that the fees charged from one destination to another are affordable to ensure that those who could not afford before, could afford to use air transport. Of great importance is also the issue of ensuring security for aircrafts, not just in USA and Turkey but in many airspaces. The biggest challenge to this has been the rampant existence of terrorist in certain regions in the African a, Asian and European continents that have led to nightmares in airspaces.
The benefits of strategic investment in air transport by Turkey through purchasing Boeing aircrafts from the US Boeing include the expansion of the Turkish Airlines and fulfilling the global expansion strategic goal of the US Boeing as a company in the air transport industry. The opportunity ins the Turkish Airlines buying US Boeing air crafts will therefore befit both Turkish Airlines and the US Boeing. This will see the expansion and sophistication of the Turkish airlines which will offer better standards possibly never seen before in the air transport industry of that country and also enable the US Boeing to puts its mark in Turkey and its transport destinations. This is therefore a massive business opportunity for US Boing as well as for the Turkish Airlines. The payoff for the customer is expected to be better comfort and better standards of air transport including longer distance air travels without many stops. To the Turkish airline as a corporation, it may wade off competition from other air transport providers in the country and help it to win over more customers which will mean better returns from the business leading to the growth of the industry in the country.
Home Country Analysis
Boing is headquartered in Chicago in the United States of America and is the world's largest aerospace company and leading manufacturer of commercial jetliners, defense, space and security systems, and service provider of aftermarket support (Boing Website, 2018). The position of USA as a home country of the Boeing corporation is political stability and high living standards of the people which literally means high demand for both commercial aircrafts and aerospace defense systems.
The United States of America is one of the nations that enjoys political stability resulting from a well structured democratic political system. In fact, it is one of the largest democracies of the world. As such, political wrangles are rare and are only experienced at minimally during presidential elections. This being the case, the political environment is perfectly conducive for Boeing Corporation to engage in strategic initiatives of manufacturing aeroplanes and aerospace defense systems as well as jetliners for the global market. This is the reason why the company is the world leading manufacturer and exporter of commercial, jetliners as well as defense systems and aerospace systems.
The economic position of the Unites States of America is another factor behind the success of the company. Data about the US population than more than three two third of the population leave beyond the poverty line and can afford to spend more than one dollar per day. This indicates that the economic status of the country is conducive for air transport business. Because of the favourable economic situation in the United States of America, many people are streaming into the country from other parts of the world to get training and also learn more about technological advancements that have been made by the country. This goes a long way in helping the country to better its economic stability as visitors come in with a lot of money that helps to grow the economy and thus supporting the endeavours of the Boeing Corporation.
Host Country Analysis: 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) have 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.
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.
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.
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.
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.
Boing Business Model
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Global Marketing Strategy
a.) Value Proposition Adaptation Decisions 
Marketing standardized products with the similar positioning and communications strategies in all global markets have garnered strong attraction due to its simplicity and cost-effectiveness. However, the strategy can also be enormously dangerous by assuming that the overseas customers will respond positively to existing products can result in costly failures. The value proposition adaptation encompasses an extensive range of issues like the quality and appearance of products and materials, processing, manufacturing equipment, packaging, and style. 
Owing to the growing competitiveness of international and domestic commercial aircraft operations, Boeing should focus on improving its existing strengths to enhance value in research and development and manufacturing while simultaneously decreasing the costs. Boeing should also strengthen its processes to improve speed and gain extra benefits such as greater technological capability and flexibility. Moreover, Boeing should also increase the value of its Customer and supplier relations to combat the challenge of managing the company’s rapid organizational changes and growth in the airline industry concurrently. Boeing should recognize the stronger and growing need for customer loyalty by creating additional value-added products and services.  Together, the firm should move towards the distribution of the risks related to its new products development and collaborating with key suppliers to divide the excessive costs of development agenda.
Boeing should improve sharing of information and transfer of knowledge outside its corporate boundaries to gain the efficiencies in manufacturing through augmented supplier interactions. Also, the improved product delivery through the incorporation of direct customers’ feedback into the preliminary design process. The result will be the reduction in development time, better understanding of the use of the actual product, cost savings from lessening in design amendments and improvements in quality of products. Hence, Boeing might find value opportunities in making improvements in the better leveraging of the airline’s internal knowledge base, augmented product design modularity, and redefinition of its business boundaries.
Value Proposition Globalization Matrix
The value proposition globalization matrix is a model that is used in the analysis of needs to adopt the offer and message dimensions by demonstrating four main generic global strategies. First, the simple aggregation approach or global marketing mix approach can be applied when the offer and message are similar. Secondly, the global offer strategy can be implemented by identical offers (product/service aggregation) but different positioning (message adaptation) in the global markets. The third strategy is the worldwide message approach where an offer could be different in different parts of the global markets (product adaptation), but the message is similar (message aggregation). Finally, the global change approach can be applied where the offer and message are adapted to the circumstances in the local markets.
Boeing can use the global change strategies in Turkey as it is the “best fit” strategic approach. The differences in the usage patterns, benefits, brand image, competitive structures, distribution channels, and governmental regulations necessitate some local adaptation. Boeing offers a wide array of products that include commercial and defense, hence some form of adjustment of the offer and message will be required to integrate into the unique Turkish environment. Furthermore, some critical factors should be considered in the expansion process. 
b.) Marketing Mix and Brand Management
i) 4 Cs Marketing Mix
The 4 C’s marketing model is more consumer-oriented and can be used in niche marketing. The first variable is the consumer, Boeing should create and maintain strong relationships with customers such as the Turkish government by incorporating Boeing’s customer knowledge and focus core competencies in the Turkish environment. Besides, Boeing should increase the value of its Turkish relations to combat the challenge of managing the company’s rapid organizational changes and growth in the airline industry concurrently. Boeing should recognize the stronger and growing need for customer loyalty by creating additional value-added products and services.  
The second variable cost where Boeing should focus on improving its existing strengths to enhance value in research and development and manufacturing while simultaneously decreasing the costs. Boeing can apply the great rule of thumb for its localization of manufacturing processes, the 80/20 rule where approximately 80 % of procedures can be global, and 20 % can be localized. To ensure that the rule of thumb is positioned successfully in the Turkish market, Boeing can utilize the Center of Excellence structure. The approach usually cuts the time for implementation and costs by over 50 percent. 
The third variable convenience entails the strengthening of Boeing’s processes to improve speed and gain extra benefits such as greater technological capability and flexibility. Boeing’s primary competency is the firm’s capability to enforce the large-scale systems integration into manufacturing innovative and technology-based aircrafts which in turn offers the needed convenience to customers. The final variable is the communication where Boeing should implement an effective communication plan that considers both sides and leads to a win-win situation.
ii) Marketing Strategy –STP Analysis
The aerospace and leading manufacturer operates and supports airlines in over 150 countries across the globe through the provision of tailored made products like advanced information, communication systems, commercial, military aircraft, launching systems, weapons, electronic systems, defense systems, performance-based logistics, satellites, and training. Segmentation variables are applied in the identification of differentiated features of a population and then grouping them. Boeing uses a mixture of geographic and demographic strategies to cater to the different customers in diverse nations. Based on the selected customer groups, the company applies a selective target strategy on a different group of product offerings such as fighter jet planes, private airplanes, and commercial planes that are meant for a diverse group of customers. Through the benefit of users-based positioning strategies, Boeing highlights the unique benefits of the product offerings based on the technological-enabled advanced product features.
iii) Brand Management
Boeing’s global brand structure is corporate dominant. Until recently, Boeing did not have a reliable brand identity and communication strategies to unite it diverse global enterprises. In 2008, the Boeing announced the “One Campaign, “a comprehensive branding strategy that encompasses Boeing’s internal and external aimed at driving a distinct brand culture and unify its business relations with the outside world. Boeing involved Vivaldi in the development of a coalescing vision, strong brand identity and positioning strategies would help in shifting the perception that Boeing was an American airplane manufacturer and positioned it as an international aerospace corporation.
In 2017, Boeing was ranked 73rd position in Forbes magazine Top regarded companies list. In June 2017, Boeing was ranked 30th position in the Fortune World’s list of most admired companies. In 2017, the Boeing brand was valued at $108.80 billion using the market capitalization value technique and generating revenues amounting to $94.57 billion (Annual Report, 2017).
Global Value Chain Infrastructure
a.) Boeing Core Competencies/Firm's Specific Advantages
Core competencies are the distinctive capabilities that permit a business to build a sustained competitive advantage. Boeing’s core competencies include customer knowledge and focus, technical and functional excellence, systems integration, lifecycle solutions, and lean global enterprises. For decades, the firm maintained a competitive advantage using technical performance for innovative aerospace products. In the past five years, the business strategies for the company has shifted progressively to attain financial performance via cost-cutting measures, shedding of assets, and growing reliance on suppliers globally. The new goals are lesser unit costs for capacity and labor, resulting in greater short-term margins. The technical community distinguishes a risk that cost-cutting and the pursuit of short-term performance will compromise its aptitude to compete efficiently in the long-run. As Boeing shifts its strategic direction, Boeing loses the vital functions of an integrated technical community in a global network. Boeing seeks a rational strategy that balances the long-run interests of the employees, suppliers, customers, investors and the public, with the short-run interests of the financial stakeholders.
b.) Value Chain Infrastructure
i) In-house Versus Outsourcing
On March 23, 2018, Boeing doubled down on a breakthrough novel strategy that is designed to fortify the business of maintenance service providers by the creation of the next jet laboratory in-house services that can drastically alter Boeing’s global business model for vending planes. Unlike the previous all-new design, 787 Dreamliner, the projected new medium market planes will not deliver groundbreaking technical designs (Hepher, 2018). However, it will offer Boeing an opportunity to test its latest its business methodology of designing the airplane such that it produces profitable revenues while at the same time providing efficiencies to airlines over the 787 Dreamliner’s decades-long lifespan.
The new in-house Avionics unit will enlarge the aerospace existing electronics systems offerings, with a focus on areas like navigation, flight controls for commercial jets and military jets. To foster the new strategy, Boeing is launching vital in-house technologies such as avionics - the modern jet brains -partially with the goal of attaining future aftermarket revenues. Boeing seeks to foster vertical capabilities that can sustain its engineering depth as the airplanes have become more digital and expansive growth in the airline industry. Furthermore, the firm is also less willing to share the risks - and profits.
ii) Partnerships for Supporting Globalization 
Boeing has a global network of suppliers that provide excellent opportunities for meeting the needs of the aerospace industry, communities, and customers. At present, Boeing has 20,000 partners and suppliers globally. There are 11,579 Boeing community partnerships either through the employee or charitable funds across the globe. Boeing has 11 R&D centers and has invested $ 436 million in veteran businesses globally (Annual report, 2017). Since Boeing inception over a century ago, the partnership the firm and its worldwide suppliers have formed a strong legacy of aerospace superiority. In the current global economy, the relationships forged by suppliers are vital to the company’s integrity, agility, competitiveness - and ability to meet the ever-changing customers' needs. Boeing and its partners work as a strong team, with a common future. 
iii) Supply Chain Management Model 
Boeing supply chain management model encompasses delivering promptness via performance-based logistics and tailored support solutions. Boeing distinguishes itself by anticipating the customers’ needs and the use of tailored attitude based on the unique requirements that support the company’s total lifecycle management methodology. The model leads to higher efficiencies, augmented combat capabilities, and cost savings in all aspects from parts, repairs, analysis, and delivery. Boeing provides tailor support solutions to meet each client’s performance requirements by optimizing its supply chain management processes globally.
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Global Management
a.) Boeing Vision and Mission
In the past one hundred years, generations of brilliant Boeing personnel aided in building the leading aerospace company in the world—while shaping the course of world history. Boeing’s Vision is a manifestation of the firm’s values and purpose, intended to focus and inspire the entire workforce on a united future and to reiterate that, together, all challenges that lie ahead can be tackled. Boeing’s vision as articulated in the corporate website is defined by the company’s purpose and mission, aspiration, and enterprise strategy (Annual Report, 2017). First, the company’s purpose and mission involve the connection, protection, exploration, and inspiration of the world through aerospace innovations. Boeing aspires to be the best in aerospace and enduring industrial champion globally. The enterprise strategies include operating as one Boeing, building strength on strength, and sharpening and accelerating to win. 
These statements are strong enough to facilitate Boeing’s global component in the long run. At present, Boeing is ranked as the largest aerospace firm and primary manufacturer of civil jetliners and defense, security and space systems. The company’s vision portrays the firm’s committed to transforming into the best firm in aerospace and a lasting industrial champion globally, a topmost performer in all business areas that deliver superior value to employees, investors, communities, consumers, and partners. The company’s global reach comprises a growing customer base in over 150 nations and operations and personnel and operations in over 65 countries. Boeing has manufacturing, technology, and service partnerships with governments like the Turkish government and businesses internationally and contracts 20,000 diverse partners and suppliers.
Besides, Boeing is also America’s biggest exporter and works with its global partners and suppliers to form the best aerospace products. Currently, over 70 % of the company’s total backlog is characterized by consumers outside the U.S.A (Cloud, 2017). The increased local partnerships and the in-market presence in global markets are growing the company’s business since the partnerships with the best businesses and research institutes globally enables Boeing to seize emerging opportunities, inaugurate long-term relationships and gain new markets (Eden, 2017). Boeing’s global business drives the rapid growth and secures the leadership position at present and also in the future.
b.) Think Global Act Local Versus Think Local and Act Global 
There are two frequently quoted corporate mantras used to comprehend the significance of the corporate mindset to development of capabilities: “think global and act local” versus “think local and act globally.” First, the “think global and act local” concept is symbolic of a global method where the management operates under the postulation that a dominant brand name with standardized products, packages, and advertising notion can serve as a platform for conquering global markets (Arnold, 2007). At the onset, the globalization strategy focuses on standard product offerings, optimum global sourcing, and aptitude to react to competitors’ moves globally. While it can sometimes be effective, the approach tends to discourage diversity as it emphases on uniformity. 
Contrastingly, “think local and act global” concept is based on the assumption that the company’s global expansion can be served best through the adaptation to the needs and preferences of the local markets. Here, diversity is applied as the source of opportunity, while strategic cohesion assumes a secondary role (De Kluyver, 2012). The “bottom-up” methodology offers greater possibilities for the generation of revenues, predominantly for firms wanting to grow abroad rapidly. Though, it might need a more significant investment in infrastructure are necessary to serve each market and yield strategic inconsistencies and inefficiencies globally.
Since 1999, Boeing has been developing an effective leadership initiative that would allow its executives to adopt the think and act mindset globally. In 1999, the firm launched the Global Leadership Suite, one of the components in the firm’s determination "to function as a global corporation and to grow its businesses internationally by evolving leadership competencies in Boeing’s executive population (Marquard, 2003). The company utilized action learning as the primary ingredient of its Global Leadership Program, hence following the path chosen by most global corporations who abandoned the traditional executive programs for action-based learning.
Furthermore, it is also no top-secret that manufacturing has become global. The USA is still the largest manufacturer in the world, but if a firm is seeking growth, there is a need to look abroad as the emerging economies are building new facilities at a record pace. The growth includes the most advanced and robust industries such as Consumer Electronics, Automotive, Aerospace, and Industrial Equipment that is driven by the USA and West European corporations. Boeing is among the blue-chip firms leading the charge as it has spent decades building its sustainable competitive advantage via superiority in manufacturing operations. Boeing’s strong culture greatly specialized constant improvement processes, and subsidiary software, are the primary drivers of its success. Boeing can apply the great rule of thumb for its localization of manufacturing processes, the 80/20 rule where approximately 80 % of procedures can be global, and 20 % can be localized. To ensure that the rule of thumb is positioned successfully in the Turkish market, Boeing can utilize the Center of Excellence structure. The approach usually cuts the time for implementation and costs by over 50 percent.
c.) Boeing’s Corporate Global Management Mindset 
i) Top Management View of the World
The rise of the visionary leadership is a significant catalyst in eliminating the current geographic and other competitive boundaries. Boeing’s administration has enforced global engagement as one of its core principles. For the past century, Boeing has been at the forefront of innovations to meet the needs of a fast-paced, ever-changing, worldwide environment (Eden, 2017).  Boeing’s in-depth understanding of how to support and connect people, communities, and businesses allows the company to function and create higher value in, as well as for, nearly every region in the world. This is attained through performance, innovation, empowerment, and partnerships.
First, Boeing is at the forefront of innovations by delivering cutting-edge technologies and continuously re-examining its processes and capabilities to ensure that the firm is as robust and vital as its heritage (Fredrickson, 2016). Secondly, the global network of suppliers and employees offers unmatched opportunities for meeting the needs of customers, communities, and industries. Thirdly, the company focuses on building a resilient future for each generation of leaders in the company, its industries and globally. Lastly, the aircraft manufacturer is a global and principled business with core strengths in productivity, disciplined execution, and innovations (Moritz, Gibbs, & Ford, 2001). Guided by integrity, Boeing sound operational performance permits the firm to succeed in business and for its stakeholders globally.
ii) Boeing’s Strategic and Administrative Heritage
Boeing's strategies include the development of new and management of existing resources that aid the company to advance distinctive capabilities and its core competencies. The essential resources and skills include Airport Technologies, Capital Corporation, Fuel Conservation Services, Training and Flight Services, and Commercial Aviation Services (Elahi, Sheikhzadeh & Lamba, 2014). The airport technologies segment is manifested in the planning, engineering, and assessment of airport services. The Capital Corporation is in charge of financing of airplanes. Commercial Aviation Services handles customer support, fleet enhancement, flight operations, maintenance services, and management of raw materials. The Fuel Conservation Services unit helps to increase the airplane’s fuel efficiency. Lastly, training and flight services, aids in the maintenance of the crew training activities.
Boeing core competencies include customer knowledge and focus, technical and functional excellence, systems integration, lifecycle solutions, and lean global enterprises (Cloud, 2017). The innovation strategy allows the company to forecast the market trends after obtaining thorough and precise knowledge of scheming and implementation of products that meet the customer’s needs and demands. The process innovation strategies are based on the Lean manufacturing policy through the efficient use of assets, inventory, and the management of supplier relationships in attaining high quality and lower transaction costs.  The primary competency is the firm’s capability to enforce the large-scale systems integration into manufacturing innovative and technology-based aircrafts. Furthermore, Boeing’s critical operational strength is principally based on the distinctive leadership and management in obtaining a sustainable competitive advantage.
iii) Boeing Organizational Dimension
Boeing has an organizational structure enables the business to compete effectively with other manufacturers through the reduction of manufacturing costs and improvement of the quality of its products. Boeing applies a matrix organizational structure which includes the horizontal and vertical structures. The horizontal structure constitutes different departments led by the heads of department, which enables the various departments to execute specialized tasks. The horizontal structure augments the staff productivity as it makes the personnel perform tasks in smaller units micromanaged by supervisors or departmental heads (Myers, 2015). Boeing uses integration to link the differentiated units in decision making or production of various products. The vertical hierarchical structure involves several management levels, and authority runs from the CEO, who is at the peak management to the departmental heads who act the end supervisors.
In the matrix structure, the vertical and horizontal structures work together concurrently. The vertical structure of includes the senior management responsible for making critical administration decisions determine the core activities the horizontal structure subdivides Boeing into smaller units and departments. The matrix structure makes it easier to transmit the decisions by the senior management to Heads of Departments and the entire workforce. This structure enhances staff productivity as it facilitates the monitoring and assessment of employees while enhancing resource utilization and product development.
iv) Industry-specific Forces Driving Globalization 
The forces that drive globalization in the industry have prompted the mainstream of international companies to enter into viable strategic alliance arrangements. The strategic alliances have allowed the manufacturers, governments, and suppliers to evade structural problems of the aerospace industry, mainly foreign ownership precincts, and national regulatory, building networks challenges (Hayward, 2000). The aerospace industry is a vast and growing as it facilitates economic growth, world trade, and international investment is thus fundamental to other sectors and globalization. There are important forces which lead to the globalization in the aerospace industry include globalization of costs, transferable marketing, and economies of scale. Furthermore, other industry factors include sourcing efficiencies, higher product development costs, interdependence, and trade policies, market globalization, global customer base, and similar customer needs (Morley, 2003). Lastly, key drivers of change in the air industry include technical standards, host government policies, globalization of competition, globalization of government policies and high exports and imports.
Strategic Recommendations and Alternatives
The best strategic alternative for Turkish airlines is to develop attraction facilities in Turkey way before buying Boeing crafts from the US Boeing Company. This will help in ensuring the Boeing Crafts thrive in their business of offering flights to people from other parts of the world to Turkey hence ensuring profits and alleviating losses.
More importantly, Boeing aircrafts bought from the US should operate under one body, The Turkish Airlines to kill unnecessary domestic competition that can result to huge losses in this business after purchasing the aircrafts.
However, for Being Corporation, it should think outside the box and look at the kind of competition that is coming from other world-class aerospace companies which could be eyeing the market that Boeing is currently enjoying. Strategically, Boing should engage in scouting for ideas from all over the world to ensure that the commercial airplanes as well as defense systems it creates for use both in the United States and in other countries remain at the top to outdo any competition that might be eyeing the domestic as well as the global market that the company is enjoying currently.
A great strategic alternative for Boeing corporation is to ensure that it sets up manufacturing plants in countries that seem to have the technology that can support its operations. Such countries include China, Russia, France, the United Kingdom among others, Boeing should consider having fully functional plants in such countries so as to kill the need for investing in the manufacturing and exportation of aircrafts that could create competition for Boing products and services globally. This will be a good strategy to learn and understand the needs of the market in the most important global economies and markets and therefore enabling the company to maximize on exploitation of opportunities globally.


Appendices
Boeing Orders & Deliveries
Revenue Recognition Accounting Standard ASC 606 Information 
During the first quarter of 2018, Boeing adopted a new revenue recognition accounting standard (ASC 606) which, among other things, imposes additional criteria for recognizing contracted backlog with customers beyond the existence of a firm contract to deliver. In connection with the application of ASC 606, 70 orders have been removed from backlog. Apart from adding the table below, this site has not been adjusted for the adoption of ASC 606, and reflects all orders for which we have a firm contractual commitment. As such, aircraft identified for a specific customer on this site may not necessarily contribute to the totals for backlog and/or other amounts included in our financial statements. The figures in the table for Total Unfilled Orders and Backlog include the orders, listed on this site, of Boeing Capital Corporation.
	
	737
	747
	767
	777
	787
	Total

	Total Unfilled Orders
	4,718
	23
	109
	427
	669
	5,946

	ASC 606 Adjustment
	(51)
	–
	–
	(5)
	(14)
	(70)

	Backlog
	4,667
	23
	109
	422
	655
	5,876


Top of Form
Report Type
Net Orders
Current Year Deliveries
Recent Annual Orders
Report by Time Period
Report by Customer
Report by Model
Report by Unfilled Orders
User Defined Reports
Orders through June 30, 2018
	
	737
	747
	767
	777
	787
	Total

	2018 Net Orders
	319
	14
	20
	24
	83
	460



	Customers
	737
	747
	767
	777
	787
	Total

	American Airlines
	-
	-
	-
	-
	25
	25

	ANA Holdings Inc.
	-
	-
	-
	2
	-
	2

	BOC Aviation Limited
	-
	-
	-
	-
	9
	9

	Boeing Capital Corporation
	75
	-
	-
	-
	22
	97

	Business Jet / VIP Customer(s)
	3
	-
	-
	-
	-
	3

	FedEx Express
	-
	-
	11
	9
	-
	20

	Jet Airways
	75
	-
	-
	-
	-
	75

	Lufthansa Cargo
	-
	-
	-
	2
	-
	2

	Qantas Airways
	-
	-
	-
	-
	6
	6

	Ryanair
	25
	-
	-
	-
	-
	25

	SkyUp Airlines
	5
	-
	-
	-
	-
	5

	Southwest Airlines
	40
	-
	-
	-
	-
	40

	Swiss International Air Lines
	-
	-
	-
	2
	-
	2

	TUI Travel PLC
	2
	-
	-
	-
	-
	2

	Turkish Airlines
	-
	-
	-
	-
	25
	25

	UK P-8
	3
	-
	-
	-
	-
	3

	Unidentified Customer(s)
	184
	-
	5
	13
	7
	209

	UPS
	-
	14
	4
	-
	-
	18

	US Navy P-8 Poseidon
	10
	-
	-
	-
	-
	10

	UTair Aviation
	30
	-
	-
	-
	-
	30

	Uzbekistan
	-
	-
	-
	-
	1
	1

	2018 Gross Orders
	452
	14
	20
	28
	95
	609

	Changes
	-133
	-
	-
	-4
	-12
	-149

	2018 Net Orders
	319
	14
	20
	24
	83
	460

	



	
	737
	747
	767
	777
	787
	Total



	As of January 2018 the Orders & Deliveries will be updated on a monthly (rather than weekly) basis.

	Year to date information:

	737 net orders: -24 NG and 343 MAX

	777 net orders: 24 777 and 0 777X

	The list of customers available on this site is not intended to represent and may not represent the total number of unique customers for a given model. Consistent with long-standing practice, Boeing does not display the names of customers who wish to remain anonymous when placing an order for a particular model aircraft. Orders from these "unidentified" customers are grouped together in one of two categories: "Unidentified Customer(s)" for commercial operators; or "Business Jet/VIP Customer(s)" for individual operators.

	This chart includes both gross and net total orders for the current year. The net total includes order changes such as conversions or cancellations subtracted from the gross total orders (net year of cancel). The totals displayed in the reporting database are 'net year of order' totals.

	This website is not intended to represent a customer's current fleet.
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