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SUMMARY

International competition has become one of the most
important issues facing firms and governments.
Therefore, one must understand how firms create and
sustain competitive advantage, and what role the nation
plays in this process.

According to Michael Porter, firms gain and sustain
competitive advantage in international competition
through improvement, innovation, and upgrading.
Innovation should include both technology and methods,
encompassing new products, new production methods, new
ways of marketing, identification of new customer
groups. Nowadays, advantages can soon be nullified.
Improvement and innovation in an industry are never
ending processes.

This thesis will try to explain why a nation provides an
environment in which firms improve and innovate faster
than their international rivals. The real question is
which nation will reap the advantages and why. Michael
Porter indicates that this answer lies in six broad
attributes of a nation:

e Factor conditions

e Demand conditions

e Related and supporting industries
¢ Rivalry and firm strategy

e Role of government

e Role of chance

The glass industry in Turkey is examined according to
the above criteria. Glass is considered as one of the
most essential industries and a pioneering industry in
the industrialization process of Turkey.
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In terms of factor conditions, Turkey has many
passively inherited basic factors like low wages, and
natural resources. However, such factors are either
unimportant to international competitive advantage or
the advantages they provide for a nation’s firms are
unsustainable. Advanced factors are now the most
significant ones for competitive advantage. The quantity
of domestic demand in Turkey 1is very high, but the
quality 1is low. The quality of home demand 1is more
important than the, quantity because 1t 1is the high
quality home demand that motivates firms to create
sophisticated and high quality products that can be
supplied in the global markets.

The domestic rivalry, related and supporting industries
are not very developed, and government can not prepare
all the necessary infrastructure for the glass industry
to be more competitive internationally.

As a result, glass industry in Turkey has the potential
to compete internationally and be a world leader 1in
certain sections if the certain precautions are taken
both by the government and the Turkish companies.
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OZET

Uluslararasl rekabet glici ginlimlizde firmalarin ve
hitkimetlerin karsi karsivya kaldiklar: en Snemli
konulardan birisidir. Bir 1lkenin uluslararasi alanda
rekabet gliclinlin yiksek olmasi, o {ilkenin diinya ekonomik
ve ticari pozisyonu bakimidan biiylik 6nem tasimaktadir.

Neden bazi {lkeler ve firmalar ilerleyip basari elde
ederlerken, digerleri uluslararasi alanda kaybediyorlar?
Bu soru bir cok hiklmetin ve firmanin ilgisini
cekmistir. Urlin tasarimlarinda, yénetim ve pazarlama
tekniklerinde, Uretim teknik ve sosyal organizasyonunda
ve finansal alanda gerceklesen yenilikler, {lkelerin dis
dinya ile iliskilerini onemli o6lc¢lide etkilemistir. Yeni
diinya ekonomik diizeninin aldidi bicgim, gelismekte olan
ilkelere artik sadece wucuz 1is glci ve esnek kur
ayarlamalari ile rekabet etme olanadi tanimamaktadir.

Uluslararas: rekabet glicliind belirleyen faktorler
izerinde yapilan bazi c¢alismalarin sonug¢larina gore,
doviz kuru ve dcret maliyeti gibi fiyat
dediskenlerindeki degismeler, Ulkelerin dis pazarlardaki
rekabet glicini ancak kisa donemde etkiledidini, uzun
donemde ise Ulkelere rekabet glici ve yetenedi kazandiran
en onemli faktériin teknolojik gelisme ve verimlilik
artislari oldugu anlasilmaktadir.

Bu calismada soracagimiz sorular : “Neden bir iilke
belirli bir endiistri alaninda basarili olurken, dider
bir {ilke bunu basaramiyor?” ve "“Neden bir llkedeki baz:i
sektdrlerin uluslarasi rekabet glici olurken, ayni
tlkedeki diger sektdrlerin olamiyor?” olacaktair.
Boylece, bir ilkenin firmalarinin rekabet avantaji
yaratip devam ettirmelerini saglayan belirleyici
karakterleri anlayabiliriz. Firmalari global alanda
rekabet ederken, bir #lkenin hangi ©6zelliklerinin bunu
etkiledidi incelenecektir.

Glintmilzde varolan dinamik rekabette esas olan 6zellik
yaraticilik ve de§isimdir. Onemli olan devamli vyeni
viii



irlinler, yveni pazarlama yontemleri, yeni dretim
metodlari, ve tlmiiyle yepyeni pazar bélimleri ortaya
¢ikartmaktir. Dolayisiyla getiriyi vyeni irlinler ve
iretim metodlari ile artirmaktir. Bdylece, bir Zfaktor
havuzunu iretime vyatirmak vyerine, daha ©6nemli olan
husus, Ulke ve firmalarin faktérlerin kalitesini nasil
arttiracaklarini ve vyenilerini nasil vyaratacaklarini
olmustur.

Bu arastirma, Harvard Universitesi profesdrlerinden
Michael Porter’in rekabet {Uzerine vyazdigdi kitaplara
dayandirilarak hazirlanmistir. Michael Porter, serinin
son eseri olan “Milletlerin Rekabetsel Avantajlari”
(Competitive Advantages of Nations) adlli kitabinda
global rekabette basarili olmus onbir {ilkeyi inceleyerek
bunlarin basariyl nasil elde ettiklerini anlatmistir. Bu
basarilari “Diamond” diye adlandirdidi alti ana faktdre
dayali bir modele gbre acgiklamaktadir.

e Kaynak kosullari

e Talep kosullari

e Yan sanayi kosullar:i

e Rekabet ve firma stratejisi
e Hiiklimetin roli

e Sansin roli

Bu teoriye gb6re, ulusal c¢evre, firmalarin basarisinda
merkezi bir rol oynuyor. Bireysel endiistri ve
rakiplerinden baslayip, bir ekonomiyi buradan hareketle
bir bilitlin olarak 1insa ediyor. Porter, ilerleme ve
yaraticiligi temel tas olarak alirken, devletin
yaraticilik silirecindeki rolini acikliyor ve onemli
olanin ilkenin firmalar icin yaraticiliklarini
arttirabilecekleri bir cevreyi saglamak oldudunu
vurguluyor. Teorinin temelinde rekabet stratejisi fikri
yatiyor. Ancak teori teknolojik icat, uluslararasi
ticaret, cografi ekonomi gibi alanlarla da beslenmekte.
Cunkt din ¢nemli olan dogal kaynaklar, pazarlara
yakinlik gibi kalkinma unsurlari artik onemini yitirmis
durumdadir. Ucuz is¢iligin onemi de yerini editimli is
glcine devretmistir. Ucuz ve vasifsiz is glici artik
gelismekte olan ilkere Snemli rekabet avantaji
saglamamaktadir. Bu tip avantajlarin kolaylikla taklit
edilmeleri s6z konusudur. Rakipler baska diisiik malivetli
bir yerlesim ve kaynak bularak veya ayn1 yerde {iretim
yaparak bu avantajlarz kolaylikla 6nemsiz hale
getirebilmektedirler.
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Uluslararasi pazarlarda rekabet eden lilkeler degkl
firmalardir. Bu bakimdan 1lkenin oynadigi roli
aciklayabilmemiz icin 6ncelikle firmalarin nasil rekabet
avantaj1l yaratip, bunu muhafaza ettiklerini anlamaliyiz.

Biitiin bu nedenlerden dolay: uzun vadede bir tulkenin
rekabet glicliniin, dolayisiyla eXonomik basarisi ve yasam
standardinin tamamiyla verimlilidge bagli oldugu
belirginlesiyor. Egitime daha fazla yatirim yapan
{ilkelerin, ekonomik vyarista avantaj sa§layacaklari
kesinlesiyor.

Bir {Ulkenin ve vatandaslarinin yasam seviyesinin
artmasi, firmalarin rekabet ettikleri alanlarda wuzun
dénemde artan ve yiikselen verimlilik seviyelerine
ulasmalary ile ancak miimkiindiir. Bu da ancak artan kalite
ve etkinlik ile sadlanabilir.

Global stratejiler ile firmalar bir strd {lkede
aktivitelerini slirdlirebilirler. Bu Dbakimdan global
stratejilerin rekabet avantajina nasil etki ettiklerini
ve firmanin kendi (ilkesinin roliini nasil yeniden
yapilandirdi§ini incelemek gerskecektir. Globallesmenin,
hikiimetlerin dnemini azalttigini dilstinmek hatali
olacaktir. Bu bakimdan firmalar ulusal c¢evrelerini
gercekci bir acidan anlamali ve bunu gelistirmenin
yollarini bulmalidirlar. Hikimetlerin asil goérevleri,
endiistrilerine yardim etmek vyerine, miicadeleye davet
etmek oclmalidir.

Globallesmenin lokomatifi her giin daha da ¢ok hiz
kazanan teknoloji firtinasidir. Bu alandaki en onemli
gelismeleri bilgi depolama ve 1islemede, ulasim ve
haberlesmede, ileri teknoloji ile Uretilmis
materyallerde, bioteknolojide ve siliper 1iletkenlerde
gbrebiliriz. Zaten teknolojik alt yapi global Dbir
nitelidi sahip. Bu bakimdan her iilke global teknolojik
alt vyapi ve onun {izerine oturtulan ekonomik sisteme
nasil entegre olacadina karar vermek zorunda.

Ozellikle basarili {ilkelerin artan verimliliklerini ve
rekabet giliclerinin editimden kaynaklandigini ve vyeni
ekonomik diizende, e§itime daha fazla yatirim yapan
iilkelerin ekonomik yarista avantaj sadlayacaklari
gbriilmektedir. Arastirmacilar, bir iilkenin. egitim
sisteminin kalitesi ile uluslararas:i rekabet gliici
arasinda tam bir karsilikli iliski Ggdzlemliyorlar.
Yiksek tasarruf ve vyatirim oranlari, gelismis bir
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miithendislik ve iretim kiiltiire, iyi tasarlanmis ve yliksek
katma degere sahip  lirtinleri iretip, uluslararasi
pazarlarda pazarlayabilen ve ticaret fazlasi yaratabilen
bir sanayi vyapisi, Universitelere giremeyenleri de
kapsayan mnikemmel bir egitim sistemine sahip ilkeler,
21. yiuzyildaki rekabet yarisinda one gecebilirler.

Ulkeler gelismelerini ve ilerlemelerini slrdiriirken 4
dnemli asamadan ge¢cmekteler. Bunlar;

kaynak gidimli

yatirim glidimli
yenilik ve icat gidimlt
refah gldimli

asamalardir.

Kaynak giidiimlii ekonomilerde rekabet ucuz is gticli, dogal
kaynaklar ve kur ayarlamalari ile sadlanmaktadir.
Dolayisiyla {ilke ancak kisitli pazarlarda rekabet
edebilmektedir. Fiyat en biiylk avantaj olarak gorilmekte
ve teknoloji yurt disindan transfer edilmektedir.
Genelde  Dbiitiin gelismekte olan iilkeleri bu sinifa
sokabiliriz.

Yatirim gudimlii ekonomi ise, adindan da anlasilacag:i
gibi, teknolojik yatirimlara agirlik veren bir devredir.
Firmalar, global pazarlarda rekabet sansi elde edebilmek
icin Dbliyik boyutlarda ve en son teknolojiyi 1iceren
yatirimlar yaparlar. Yurt disindaki Ustin teknolojiye
sahip firmalarla is birlidine gidilir, ancak firma kendi
modellerini wve ozglin {riinlerini {retme c¢abasindadir.
Kalifiye isc¢i ve teknik personel sayisi kaynak glidimli
devreye gdre daha fazladir, ancak maaslar hala distktir.
Hilkiimetler kisitla kaynaklari dogru endlistrilere
kanalize ederek, risk sermayesi yaratarak, yabanci
sermayeyi ozendirerek ve ig pazarda rekabeti
kériikleyerek bu devrede rol oynarlar. Yatirimlar
biylimenin en 6nemli unsurudur.

Yenilik ve icat gidimlii devrede, tiiketici cok bilgili ve
kiiltirld oldudu ic¢in, talepleri de <¢ok karmasik ve
tefarruatli bir hal almistir. EJitim ve kisisel gelir
yliiksektir. Kaliteli ve yeni dUrinler icat edilir ve bu
daha ¢ok kaynak avantajlari yerine kaynak
dezavantajlarindan ortaya ¢ikabilir. Ornedin = yeterli
petrolit olmayan bir {ilke, devamli alternatif enerji
kaynaklari {izerine calismalar yapar ve yeni, {Urlnler

xi



icat eder. Verimlilik yiiksektir. Hikilimet yeni is
yaratmada firmalari motive edici bir rol Ustlenir.

Porter, refah glidimlii devrenin sonunda bir geriye ddniis
baslayacadini savunmaktadir. Artik yenilikler yapmak ve
ilerlemek 1ic¢in gereken motivasyon azalmistir. Kisisel
gelirler c¢ok ylksektir.

Ulkemiz 2000 yilina yaklasirken ihracatin kompozisyonu
her ne kadar tarim Urinlerinden, %80'ler gibi yiksek
oranlara ulasan sanavyi drinlerini barindirair hale
gelmisse de, daha onlimizde katedilecek c¢ok uzun bir yol
bulunmaktadir. Ifhracatta bundan sonraki asama ve hedef
emek yodun drinlerden, bilgi wve teknoloji yodun
Urlinlere, vani yliksek katma deder iceren {riinlere
ybnelmek olmalidir. Tlrkiye, 1980 lerin basindan
itibaren kaynak gludimli devreden yatirim gidimli devreye
gecmek icin udrasmaktadir.

Tark Uretim sektdriinde Uretim teknolojisinin
yenilenmemis olmasindan kaynaklanan ciddi sorunlar
bulunmaktadir. Tlrkiye’de rekabet glici yliksek bir sanayi
yvaplsinin olusturulabilmesi ig¢in pek c¢ok sektorde fiziki
yatirimlarin canlandirilmasi, optimal firma 0&lgedine
geg¢ilmesi, ileri teknoloji ve kaliteli insan glci
kaynaklarini en iyi bicimde kullanabilmek amaciyla firma
ve sektdr dizeyinde yeni stratejilerin izlenmesi
gerekmektedir.

Tiirkiye’de cam sektordy, vapisal ve ekonomik
dzelliklerinin vyani sira, ekonomideki agirlidi, cok
sayida sektdre girdi vermesi ve yliksek teknoloji diizeyi
gibi o¢zellikleriyle, oncelikli wve hassas sektdr olarak
deferlendirilmektedir.

Bu calismada, Tirkiye’deki cam sektoriiniin gelisimi, ve
Michael Porter’in “Diamond” diye adlandirdi§i modeli
kullanilarak, cam sektdriinlin mevcut ve potansiyel yapisi
incelenmistir. Cam sektériniin kaynak kosullari, talep
kosullari, van sanayi kosullari, rekabet ve firma
stratejisi, hilikimetin rolil ve sansin rolil ele alinarak
cam sektdriinin Tirkiye’de niye One c¢ikmis sektdrlerden
biri oldudu sorusu cevaplanmaya calisilmistir.

Sonu¢ olarak, cam sektdriinlin uluslararasi rekabete en

acik sektdrlerden bir oldugu sonucu ortaya c¢ikmistir.

Tirk cam endiistrisi, kaydettidi hizl: gelisme ve

ihracata déniik yaplsiyla dinamik bir gériinim

sergilemektedir. Cam sektoriiniin Tiirkiye ekonomisine en
X111



¢nemli etkisi, yliksek ihracat xapasitesi ile sagladig:
doviz getirisi ve dis ticaret dengesini iyilestirici
islevidir. Sektdr, dretiminin %50’ sini ihrac eder
durumdadir ve ihracat agirlikli olarak Avrupa gibi
istikrarli pazarlara yapilmaktadir.
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1. INTRODUCTION

Globalization and competitive advantage are the two
concepts that have been used very frequently by many
people since the last decade. Are they really kind of
magic words that will suddenly enable companies to

market their products worldwide?

The purpose of this study 1is to analyze the Turkish
market, industries and firms with a global perspective.
In the case section, the glass industry, which is one of
the most competitive sectors of Turkey today, will be
explained by the “diamond” model created by Michael
Porter. The general outline of the study is shown in

Secticn 1.

Section 2 gives information about the competitive
environment in today's world, and tries to explain the
reasons why firms need to globalize. A general look to

Turkey will be implemented in this section

Section 3 explains the “diamond” model wused in
measuring the global competitiveness of different
industries in a country or among countries. The six

broad conditions are examined in details.



Section 4 takes the role of the government as a whole.
Government’s influence on the “diamond” is explained.
All the positive and negative effects of the governments
on firms are mentioned that will create the necessary

environments for the firms to globalize.

Section 5 explains the effects of national economics on
competitive development. Four different stages are
mentioned, and the relations between these stages and

the “diamond” is established.

Section 6 1is the key section of this study. In this
part, general information will be given about the glass
industry in the world and in Turkey. Following that, the
“diamond” model will be implemented for the glass
industry in Turkey. The position of the glass industry
both in Turkey, and in the international markets will be
examined through the aspects of factor conditions,
demand conditions, related and supporting industries,
rivalry and firm strategy, role of government and role

of chance.

Section 7 states the conclusions and provides some

suggestions.



2. COMPETITIVE ENVIRONMENT and REASONS for
GLOBALIZATION

There are only four years left to the next millennium.
Due to this milestone, nations now carry more
responsibilities. While the second millennium is ending,
countries that can not decide their direction 1in the
competitive arena are more likely to stay out of the
race. The world map that has stayed unchanged since the
World War II 1s now changing together with the

eccnomical and political structures of the countries.

Nowadays, one of the most essential subjects that
governments and companies have to face is their
international competitive powers in the international
arena. If there are many companies that are
internationally competitive in a country, then it means
that, this country has a strong economic and political

position in the world.

In this study, one has to ask "Why are some countries
successful in some industries while others are not? Why
are some countries successful in certain industries

while they are unsuccessful in other industries?" As can



be understood, the main aim of this study 1is to
determine the characteristics =that make the companies
internationally competitive anc to define how they can

achieve sustainable advantage.

Majority of the theories of competition, takes the
static items as cost, quality, and differentiated
product into consideration. However, in these days,
competition should be taken as a dynamic process. New
products, new marketing methods, new production methods
and completely new market segments are arising every

day.

In static competition, the gproduction factors of a
country are constant. Therefore, a compaﬁy will invest
its factors of production in the industry where maximum
return 1is expected. However, creativity and change are
the most important properties in dynamic competition.
Income is expected to increase by launching new products
by new production methods. Today, it becomes more
important to increase the quality of the factors of
production and to create new cnes, rather than to use
the existing factors of production in a production
process. Companies have tc define their global
strategies under these facts. AZnother important point is

achieving the most efficient output using these factors.



The environment after the World War II had a great
impact on competitiveness <c¢f some industries and
companies. Therefore, companies and countries were drawn
into a greater economic war. The industrial society,
born after the industrial revolution during the 18th
century, had started to change phase after the second
world war. Especially, in the 1970's, when the world
economy narrowed, unstability increased, new demand
structures occurred, new production methods were
achieved, it became more difficult for the industrial
society which was used to apply mass production methods.
Technological storm has been the pioneering reason of
this transformation, and a new form of technology based

competition was formed.

Innovations in product designs, management and marketing
strategies, production technics, organizational
structures, and finance have affected the international
relations of countries. According to the new economic
~orld order, it is no more realistic for the developing
countries to achieve international competitive
advantages by using low wages, and flexible exchange
rates. Today, studies done on international competitive
advantages determine that exchange rates and cost of
labor can only lead to a short term advantage. In the
long term, the most important factors are found out to
be technological development, productivity and increase

in efficiency.



Low wages and low exchange rates are considered as short
term advantages Dbecause they can easily be copied and
imitated. Rivals can always find some other low cost
sources, or even carry lts production into the same area
to nullify these kinds of simple advantages. In the long
run, it becomes more clear that technology and
efficiency determine the competitive power of a country.
Investment in education 1is also another important
aspect. One can observe that increase 1in efficiency 1is

directly related to the increase in nation’s life level.

In the international market, it is not the countries but
the companies that compete. Therefore, in order to
understand the situation better, first one has to find
out how this advantage 1s created and maintained.
Companies are no more bordered within a country. They
can easily start their activities in any part of the
world. Consequently, the effects of the governments are
less important in shaping the companies'’ global
strategies. Today, the main duty of the governments
should be to create a fair competitive environment,
instead of helping directly to certain industries. The
companies that are globally successful have to be
observed in order to understand the role of the

government.

“Let’s take the South Korean steel industry as an
example. Three elements of structural competitiveness

are: state autonomy, sound economic policy and



indigenous technological capability. These elements have
a significant bearing on the bargaining capacity of the
state, autonomous investment decisions, labour control,
the acquisition and absorption of modern technology, and
ultimately international competitiveness. Global
competitiveness of South Korea deces not refute the
technological dependence of developing countries. Rather
it suggests the kind of socio-institutional and economic
policy contexts that are often necessary to foster

competitive industries”® ',

Alvin Toffler defines the agriculturalurevolution 10,000
years ago as the first wave, and the industrial
revolution 200 years ago as the second wave. According
to Toffler, the third wave started after the World War
II. He points out the new industries and concepts of
computer, electronics, information, hi-tech, flexible
production, marketing and management. Toffler claims
that the source of power is no longer muscular power oOr
wealth, but the most democratic power, the power of
information and knowledge. He also reminds a phrase from
W. Churchill "The empires of the future will be the

empires of wisdom"!*'.

In his book "Megatrends", J. ©Naisbitt defines some

global changes in our society:



Industrial society  ....... Information society
Mechanical technology ....... digh technology
National economy PPN Global economy
Short term (... Long term
Centralization  ....... Local management

Technology pioneers all these zransformations. The most
important develcpments in these area are in information
storing and processing, transportation and
communication, materials produced by hi-tech,
biotechnology and super conductors. The opportunities
created by new technologies also increase the speed of

globalization.

Countries that have high saving and investment ratio,
developed engineering and production culture, well
designed high value added products, trade surplus, well
organized education system that also gets benefit from
non-university graduates are to take their leading
places in the competition race of the 21st century. In
the recent researches, the importance of education 1is

especially emphasized.

2.1. An Overview to Turkey

So far, the subject 1s approached from a global

perspective. The main aim of this study is to analyze

the glass industry in Turkey. Therefore, it would be



useful to have a short 1look at our country at that
moment. The effects of globalization and customs union
on Turkey should carefully be examinsd. After that the
questions of, what has to be done and how, should be

answered.

In our country, the industrial sector has been protected
against foreign competition until 1980, and
monopolistic/oligapolistic market conditions had been

preserved.

Over valued exchange rates, high custom tariffs,
restrictions on imports left the Turkish industry
without any competition. Although a liberal economy has
been applied to integrate to the world economy since
1980, no priorities were given to increase the
competitive power in terms of efficiency and technology
developments. Consequently, the rise in export at
certain periods 1is only the results of low wages,
devaluation’s or some direct incentives. This rise in
exports which does not depend on strong basement of
production and efficiency, scored a decrease in the
years of lower devaluation and fewer incentives given by
the governments. However, Turkey’s exports increased

around 3 times compared to the years cefore 1980.
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Table 2.1: The share of Turkey’s exports in the total

worlds exports' '

Export (mil. §)

Unfortunately, our exports are still below % 0.45 of
the world exports, and this situation have been
continuing since 1985. In the production sectors of
Turkey, serious problems are faced today because of the
reason that production technology is not renewed. In
order to form a globally competitive industry in Turkey,
new investments have to be done, optimum benefit has to
be obtained from advanced technology and labor force,

and new strategies have to be followed.

In the second half of 1995, new export incentives are
declared by the state. All the direct incentives are
removed. A certain proportion of the cost is given for
participating in foreign fairs, promotion and

advertising, office openings and R&D, etc.

In this new world order, everyone has difficult tasks to
follow. Understanding and analyzing the competitive
world around us, and learning how to implement them
correctly in our society, will help Turkey to make a
progress and take its place in the leading group of

countries that will be pioneering the world economy.
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3.1. Factor Conditions

The standard theory of trade rests on factor of
production. According to this theory, nations are
possessed naturally with different stock of Efactors. A
nation will export those gocds which make intensive use
of the factors with which it is well possessed. However,
according to Michael Porter, the role of factors 1is
different and far more complex than it is often
understood. His assertion is that the factors most
important to competitive advantage are not inherited,
but are created within a naticn through processes that
differ widely across nations and among industries. He
explains that the stock of factors at any particular
time is less important than the rate at which they are
created, upgraded, and mads more specialized to

particular industries.

More surprising is that, he declares that an abundance
of factors may undermine instead of enhance competitive
advantage. Selective disadvantages in factors, through
influencing strategy and innovation, often contribute to

sustained competitive success.

Competitive advantage from <Zfactors depends on how
efficiently and effectively they are deployed. Not only
how but where factors are deployed in an economy 1is

crucial. At the same time, glcbalization has made local
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availability of some factors less essential. The modern
global corporation can source factors from other nations
by purchasing from.- them or locating activities there.
The ability to deploy them productively takes a central
importance to competitive advantage. To understand the
role of factors in competitive advantage, Michael Porter

discriminates among types of factors=>'.

1l)Basic Factors: 1Include natural resources, climate,

location, unskilled and semi-skilled labor and debt

capital
2)Advanced Factors: Include modern digital data
communications infrastructure, highly educated

personnel such as graduate engineers, and computer
scientists, and wuniversity research institutes in

sophisticated disciplines.

Basic factors are inherited by the country. Their
Creation requires relatively modest investment. Such
factors are either unimportant to national competitive
advantage or the advantage they provide for a nation’s
firm is unsustainable, because they are available by
sourcing on international markets. Advantages due to

only basic factors are often not long lasting.

Domingo Cavello, the famous economist who has lowered
the Argentinian’s hyper-inflation rates to ony one digit

number without giving up from growing, resigned
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recently at the beginning of August 1996 Dbecause he
could not get along with the populist policies of
President Menem. Domingo Cavello often used to say “We
brought Argentina the monetary board and the fixed rate
system. Because when the government makes devaluation 1in
order to increase the exports, they lower the real
income level of everybody in the country. Everybody 1is
getting poorer. We declared that our companies should
get rid of devaluation dependeny to compete 1in the
international markets. They have to increase their
productivities in order to compete strongly. They have
to use the human resources and technology in the most
efficient way. We have abondened some of the unlogical
regulations and taxes that were avoiding them from
increasing productivity. Anyway, high devaluation

punishes everyone by increasing the inflation”® .

Advanced factors are the most significant ones for
competitive advantage. They are necessary to achieve
higher order competitive advantage such as

differentiated products.

The world of uncertainties was explored by noted MIT
economist and author Lester Thurow. "How do you build a
corporation to sail into a fundamentally unknown world?"”
he asked. He reminded his audience that it is no longer
a guarantee of success to have abundant - natural
resources because technology can supplant that

advantage'’ .
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The fall of Corning Inc. from the top reaches of U.S.
industry seemed to happen in a moment. Only a few years
before, Forbes magazine had <called it "one of the
strongest companies in American industrial history." But
as its products grew old, and more nimble foreign
competitors stole away its business, it shuttered five
factories and laid off nearly a quarter of its

workforce.

This familiar tale could describe the fortunes of a
universe of companies, including IBM, General Motors,
and Digital Equipment, and all within the last year. But
the fall of Corning occurred in 1975. Corning's story is
significant not as an early warning of what would befall
many of the nation's leading companies. Rather, it is an
example of how a company that once flashed like a bright
comet across the sky and then disappeared from view can

come around for a second pass.

In the mid-1960s, Corning was a diversified glass-
ceramics company, manufacturing everything from medical
optics to kitchenware. Its biggest product, however, was
black-and-white television bulbs (the glass envelopes
that house picture tubes), the market for which Corning
completely dominated. That business evaporated as
television manufacturing went overseas and competitors

hammered away at the remaining customer base. In 1975,
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Corning pulled out of the television bulb market

altogether.

Even as it seemed to pass out of sight, Corning had in
place all the elements that would propel it in the
future. In its 1laboratories were the beginnings of
promising new products. More important, it had managers
who wanted something more than a Zormulaic return on

investment.

The results have been stunning. Corning now dominates
an optical fiber market that was targeted years ago by
the Japanese Ministry of International Trade and
Industry. And it 1is one o0f the few manufacturers
capable of producing the high-performance glass required
by Japanese makers of those ubiquitous liquid-crystal

displays.

Is Corning a model for the many U.S. technology
companies that have been battered by foreign competitors
in recent years? You bet, says Joseph G. Morone, dean of
management at Rensselaer Polytechnic Institute. In
Winning in High-Tech Markets: The Role of General
Management, Morone examines Corning and two other
companies that dominate high-tech industries: General
Electric in diagnostic medical systems and Motorola in

mobile communications.
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All three companies have achieved global leadership in
the kinds of technology markets in which Japanese
competitors have lately gained the upper handmarkets
characterized by fast growth, short product cycles, and
the necessity for heavy investment in new products that
will not come to fruition for many years, if ever. As
technology leaders, they stand in stark contrast to the
innumerable U.S. companies that were pushed aside by the
Japanese in markets such as semiconductors, electronic

)

displays, and consumer electronics'‘®

3.1.1. Factor creation

Another important distinction among factors is whether
they are inherited by a nation such as its natural
resources or location, or were created. Factor creating
mechanism includes public and ©private educational
institutions, apprenticeship programs, government and
private research institute, and bodies providing
infrastructure. Nation’s succeeding industries where
they are particularly good at creating and upgrading the

needed factors®®’.

During the last several years, the service sector in the
US has been the single largest source of new Jjobs.
Explanations of service sector growth have focused on
the nation’s competitive advantage in service functions

in the international arena, growth of personal income,
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female labor force parcicipation, and naticnal and

global industrial restructuring = .

Michael Porter says that the factor creating mechanism
in a nation is more important to competitive advantage
than the nation’s current factor pool. Government
investment in factor creation usually concentrates on
more basic and generalized factors. Government efforts
to create advanced and specialized factors often fail
unless they are closely related to industry. No nation
can create and upgrade all types and varieties of
factors. Which types are created and upgraded depends
heavily on other determinants such as home demand
conditions, the presence of related and supporting
industries, company goals and the nature of domestic

rivalry.

3.1.2. Selective factor disadvantages

Disadvantages in basic factors such as lack of domestic
raw materials, labor shortage, create pressures to
innovate. Porter explains that innovation to offset
selective weaknesses is more likely than innovation to
exploit strengths. For example, Japanese firms faced
extremely high land cost and factors space constraints.
To overcome these difficulties they created just in time
production technique that reduced needed inventory.

Another example is that BASF and Hoechst spent many
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years developing a synthetic dye to reduce dependence on
imported natural die unavailable at home. There was less
pressure to 1nnovate in Britain, because of large
supplies of large natural dye in the colonies. Lack of
domestic raw materials was a reason to innovate 1in
Germany''* ', Faced with high relative labor costs, for
example, American consumer electronic firms moved to
locate labor intensive activities in Taiwan and other
Asian countries, leaving the product and the production
process the same. Japanese rivals set around instead, to
eliminate labor automation. They lowered cost and
improved quality. Japanese firms were soon building
assembly plants in the United States, the place American

firms had avoided.

Porter used several illustrations to reinforce his point
that managers should disperse some activities to get
low-cost advantages of raw materials and labor, but that
a clearly identified home base (not necessarily in the
home city) remains critical. He noted that the Dutch are
the world's biggest producers of cut flowers - without
the climate and arable land required. Instead, they have
state-of-the-art researchers and greenhouses and special
auction houses. And, Dutch banks take Dbulbs as

collateral‘?’,
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3.2 Demand Conditions

Porter’s second broad determinant of national
competitive advantage in an industry 1is home demand
conditions. Three broad activities of home demand are

significant!*?’,

1) The composition of home demand
2)The size and pattern of growth of home demand
3)The mechanism by which a nation’s domestic preferences

are transmitted to foreign market

According to Porter the quality of home demand is more
important that the quantity of it in determining
competitive advantage. Firms compete globally, and can
achieve a large scale even 1f their home market 1is

small.

3.2.1. Composition of home demand

Nations gain competitive advantage in industries where
the home demand gives local firms a clearer and earlier
picture of buyer’s need. Nations also gain advantage if
home buyers pressure local firms to innovate faster.
Product development teams are based with rare exceptions
in the home market. Therefore, pressures from buyers to

improve products are felt 1in the home market where
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proximity and cultural similarity makes a <clearer

communication.

Although a nation’s demand for a certain sector is small
in absolute size compared to other nations, this segment
can have competitive advantage if it ©occupies a
relatively higher percentage of this nation’s total
demand. A nation’s firm gains competitive advantage 1if
domestic buyers are sophisticated and demanding. These
buyers help a nation’s firm to perceive new needs.
Sophisticated buyers pressure local firms to meet high
standards in terms of product quality features and
service. For example, air conditioning is much needed in
Japan because of the hot and humid summer. Japanese air
conditioning firms have penetrated international markets
with their compact and quite unit'**’. Another important
issue is national passion of buyers. Japanese are Vvery
used to take pictures to records travels and family
events. They are very sophisticated camera buyers and
the Japanese camera industry now leads the world.
Italians are known for their sophistication about
clothes, foods, and fast cars, all areas of Italian

international success.

An engaging contretemps developed during a question-and-
answer period at the Top Management Forum in London,
between Lester Thurow, MIT economist and author, and
Noboru Hatakeyama, advisor to the Japan Economic

Foundation and former vice-minister for international
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affairs at the Ministry of International Treda and
Industry, at the speakers' table onstage. During his
talk, Hatakeyama had offered this provocative statement:
"Falling wages in Japan will lead to more demand for

low-quality foreign goods in the future."

When asked by an audience member to elaborate,
Hatakeyama said, "In Japan, there 1is a strict quality-
minded customer. In many areas, there 1is appropriate
quality-consciousness that helped Japanese producers
develop products that won against foreign competitors.
But, if they stick to [these standards], ordinary

products from abroad can penetrate the Japanese market."

The audience murmured. Thurow murmured. The questioner
was still not satisfied. (He was later identified as
Rudolf Beger, executive secretary of the European
Automobile Manufacturers Association in Brussels and
chairman of MCE's 1994 Global Automotive Conference in
Frankfort in November.) "Are foreign products of lower

quality?” he persisted.

Thurow took up the challenge. "A Mercedes sells for
$100,000 in the United States. In Japan, it sells for
$300,000. If you triple the import price, you sell less.
The only thing we can agree upon is, this can't go on.
I'd be impressed if I heard this [opportunity for lower-

priced goods] now. But I first heard it in 1978. It 1is
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impossible for America to redesign Japan; Japan must

redesign Japan."

Hatakeyama countered: "If Japan should be criticized for
having a surplus, why don't you criticize your trade
surplus of 34 vyears ago? A Ford subsidiary in Japan
decides prices. It must take into consideration

distribution, retail climate and other factors.”

Then Hatakeyama, rather testily, brought out a big gun:
"For the first time this year U.S. automakers are
selling right-hand vehicles here [for Japan's left-lane

driving]. We waited 25 years for this" **',

3.2.2. Demand size and patterns of growth

Some authors argue that a large home market 1is a
strength because of the existence of economies of scale.
Others see it as a weakness, saying that limited local
demand forces firms to export. Switzerland, Sweden,
Korea, and Japan are examples of nations where limited
local demand led to pressure to export. Large home
market size lead to competitive advantage by encouraging
a nation’s firm to invest in large scale facilities,
technology development, and productivity improvement.
According to Porter, the rate of investment 1is a
function of the growing home market. Rapid domestic

growth leads to adopt new technologies faster. Early
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local demand is important to move sooner into the
market. Early saturation is as important as early
penetration. Early 'saturation forces firms to innovate
and upgrade. A saturated home market pressures to push
down prices, introduce new features, improve product

performance.

Some companies also create a large demand by seeing a
little spark at the beginning. Cutting-edge companies
are primarily interested in changing the rules of the
entire game with fresh unique market offerings. Review
some recent business history and consider the
breakthrough impact of CNN's 24-hour news programming,
Schwab's discount brokerage services, Dell Computer's
price-friendly/mail-order/after-sale service mix, CCC
Information Services' auto-collision estimating
software, Hewlett-Packard's Laser Jet printers, and
Merrill Lynch's early asset management account

offerings''® ',

3.3. Related And Supporting Industries

According to Porter, the third broad determinant of
national advantage in an industry is the presence in the
nation of supplier or related industries that are

internationally competitive'’’.
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3.3.1. Competitive advantages in related industries

Related industries are in which firms can coordinate and
share activities, or produce complementary products such
as application software and computers. Sharing of
activities can occur in technology development,
manufacturing, distribution, marketing or service. An
internationally successful related industry will provide
opportunities for information flow and technical
interchange. Interchanges are easier if' the related
firms have cultural similarities and are near located.
Prior emergence of the facsimile industry, for example,
Japan had leading position in copiers, other office
machines, photographic equipment, telecommunication
equipment covering all essential technologies important

to facsimile‘'®’,

3.3.2. Competitive advantages in supplier industries

Supplier industries produce inputs that are widely used
and are important to innovation or to
internationalization. Semiconductors, software and
trading, for example, are industries that have important
impacts on many others. It 1is essential that, supplier
provide efficient, early, rapid access to cost-affective
inputs, components and machinery. Since all these

materials are available on global markets, it is the
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coordination function of the ncome based suppliers that
provides competitive advantage. Competitive advantage
comes from close working relaticnships between suppliers
and the industries. The exchange of R&D and Jjoint
problem solving leads to faster and more efficient
solutions. The nearer the locations of suppliers to the

firms, the shorter are the communications lines.

3.4. Rivalry & Firm Strategy
3.4.1. Strategy and structure of domestic firms

How do the firms define their strategies? Which strategy
is the best to achieve international competitiveness? Is
there an ideal managerial system? In fact, none of the
managerial system is the ideal one for all around the
world. The most important factor of managerial success
is created by the national environment. A managerial
system may be the best in Italv while it will cause to

many bankrupts in Sweden.

It is no longer enough for the most accomplished senior
managers to anticipate the needs of their customers,
supply those needs with prcficiency and create a
dynamically flexible organization. They also must place
that organization in an uncertain world, a place in

which old societal norms have faded, supplanted by fear,
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uncertainty, displacement and strife 1in virtually all

its nations™?’.

The goals, strategies, and ways of organizing firms in
industries vary widely among nations. National advantage
results from a good match between these choices and the
sources of competitive advantage 1in a particular
industry. The characteristics of each nation are
strongly reflected on its firm strategies and managerial
systems. In Italy, many successful internaticnal
competitors are relatively small or medium sized firms
that are privately owned and run like extended families.
In Germany, the top management of many companies
consists of individuals with technical backgrounds, and
companies are hierarchical in organization and
management practices'™®’.

Education, training, background, leadership, initiative
using, decision making, customer relations, labor
management, social history, religion, family structures,
etc. are the main areas that make nations differ from

each other, and hence effect firm strategies.

3.4.2. Goals

Nations will succeed in industries where their goals and
motivations are aligned with the sources of competitive

advantage. The goals of the firms are strongly
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determined by ownership structure, the motivations of
owners and holders of debt, and senior managers. Capital
markets also play an essential role on firms. Since
capital markets vary a great deal across nations, firm
strategies also vary accordingly. While long-term
capital investments are encouraged in some nations like
Germany and Switzerland, in some other nations like
Turkey, firms are forced to invest in short-term since
they can not even predict the next six months. Nations
will succeed in industries where the goals of owners and

managers match the needs of the industry.

Role of the individuals is one of the most important
factors in defining firm strategy. The motivations of
the individuals who manage and work in firms can enhance
or detract from success in particular industries. The
central concern whether they are motivated to develop
their skills for creating and sustaining competitive
advantage. Attitudes toward reward systems, financial
gains, tax structure, promotional practices, wealth,
relationship between managers and employees, risk taking
differ widely from nation to nation. In nations where
these attitudes are positive, and in accordance with the
national environment, firms will become more successful.
A nation’s success also depends on the types of
education and careers that talented individuals choose.
Foe example, after Sputnik was in space, many
outstanding Americans were attracted to study and work

in that area. The chemical sector in Germany prospered
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because of World War II. Some important events motivate
people to choose certain areas. Each developed nation
has some prestigious industries where talented young
people are attracted. In Italy, it 1is fashion and
furnishings. In Switzerland, it is banking and
pharmaceuticals. In the United States, it is finance and
anything to do with the entertainment, including movies,
pop music, professional sports. In Israel, it 1is the

defense.

Firms which engage themselves in international
strategies wish to benefit from global competitive
advantage derived from comparative advantages offered by
localizing their activities in different environments.
The main location factors are products, technologies,
market access conditions and local competencies. In the
automobile industry, two strategic groups tend.to emerge
from the evolution of industrial activity localization.
The “Japanese group” 1is adopting global strategies
whereas the “American group” remains attached to multi-
domestic strategies. In between, European producers have

still to precise their choice’!’,

3.4.3. Domestic rivalry

According to the empirical findings, Porter says that

existence of domestic rivalry in an industry is the main

source of competitive advantage’~'. On the other hand,
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some other authors argue that domestic competition is
wasteful, because it leads to duplication of efforts and
prevents firms from'gaining economies of scale.

M. Porter points that nations with leading world
positions often have a number of strong local rivals,
even 1in small countries such as Switzerland. For
example, in the Swiss pharmaceutical markét, firms like
Roche, Ciba Geigy, Sandoz are three big firms which
started competing in the same home market, and ended up
competing globally because of the intense competition in
the home market. This 1is true both in fragmented

industries and in industries with economies of scale.

Joint ventures and alliances have been one of the most
pervasive features of international business in the past
decade. In the -extensive literature on alliances,
scholars have pointed out that two companies may be able
to leverage complementary assets, but they also have to
overcome the inevitable compromises associated with
independent parties trying to produce a Jjoint product.
Rival states, rival firms have many features similar to

a business alliance!?’,

Achieving economies of scale in the home market is
actually not a success. It can even lead to laziness.
The home market should pressure firms to improve and
innovate. Additional scale is obtained by selling world
wide. Local rivals push each other to lower costs,

improve quality and service, and create new products and
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processes. One domestic rival’s success signals or
proves to others that advancement 1is possible and
attracts new rivals to the industry. The presence of
domestic rivals nullifies the types of advantage that
come simply from being in the nation such as factor
costs. This forces nation’s firms to seek higher order
competitive advantages. Without local rivals, a firm
tends to rely only on basic factor advantages, and

deploys them less efficiently.

Ideas, stock of knowledge, and skill accumulate when
firms imitate each other , and personnel moves among
firms. Therefore, it is important that rival firms are
concentrated in the same geographic area. For example,
many of the Italian jewelry firms are located around two

towns, Arezzo and Valanza Po®*’.

Domestic rivalry increase by new business formations.
There are two basic mechanisms by which new businesses
are formed. One 1is the establishment of entirely new
companies. They are mainly established by spin offs
from existing firms. New opportunities recognized in the
market, new ideas or the results of academies researches
will motivate employees to . establish their own
businesses. The dynamic of spin offs are often healthy
for the industry because it creates more rivalry. The
other mechanism for new business formation is internal

diversification into new industries by established
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firms. Knowledge and assets are transferred from the

existing to the new business.

When  managers overemphasize the idea of beating
competitors, they become oblivious to something very
important: mainly, that some of these competitors can
provide valuable sources of strategic opportunity as
allies. Indeed, 1in today's helter-skelter brain—bgsed
global economy, a failure to seek alliances that pool
expertise and resources - even with traditional rivals -
can be lethal. Hence, 1IBM, Germany's Siemens AG and
Japan's Toshiba are collaborating in the development of

a revolutionary computer memory chip.

Not to be left behind, Texas Instruments and Japan's
Hitachi Ltd. have joined forces with the same gocal in
mind. The newly formed AtlantiCare Health Systems
brokers - in fact, promotes - the services of competitor
hospitals for patients in southern New Jersey. The
value-add of AtlantiCare, and 1its projected revenues,
come from the creation and management of a network of
regional healthcare providers, many of whom | are
traditional rivals. Medical device manufacturer Nellcor
has been able to document a significant boost in sales
and brand equity as a result of entering into OEM
relationships with a diverse group of domestic and

offshore players, including competitors®®’.
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As a result it would be more sensible to deal with the

competitors in the following way'“®’':

1. Accept them (they or others will always be there;

that's the nature of free markets).

2. Be aware of them (keep a general lookout, but don't
get bogged down in the paralysis of incessant

competitive analysis).

3. Learn from them (a little benchmarking and a lot of
dialogue canvgo a long way; besides, there may be an

opportunity for collaboration).

4. Respect them (welcome them as spurs to your own
motivation and efforts; remember that pride a la
arrogance and a "not invented here" corporate culture

are always precursors to a fall).

5. Go beyond them (don't simply copy or imitate -
redefine the game; and always remember baseball great
Satchel Paige's immortal words: "Don't look Dback,

someone may be gaining on you").
Al
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3.5. Role of Government

Having described - the determinants of national
competitive advantage, Porter’s final variable is the
role of government. Governments real role in national
competition is influencing the other four determinants.
They can effect each of the Zour determinants either
positively or negatively. For example, governments can
influence education, can shape local demand Dby
regulating the standards, and can change the tax
policies, etc. Therefore, it is more logical to see the
role of government as an influencer of the other four

determinants of the “diamond”.

In his article in the “Technology Review “ magazine,
Bennett Harrison gives his opinion about governments‘’’:
When 1t «comes to industrial policy, most of the
responsibilities of national governments haven't changed
much over the years. The public sector must set
standards; provide for training (and retraining) the
work force; build and maintain infrastructure; promote
the diffusion of new technical know-how; and provide
development finance to fill cracks in the system that

private capital cannot or will not fill.

Secretary of Labor Robert Reich set off a bombshell a
few vyears back with his proclamation that -for all
practical purposes, multinational corporations no longer

exhibit loyalty to any national government (let alone to
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any particular site or region) and that they no longer
want or need a home base. They have become entities onto
themselves, depending only on a steady supply of well-

trained professionals and technicians.

But business is not really quite so footloose. Laura
D'Andrea Tyson, chair of the Council of Economic
Advisers points out that U.S.-owned companies still
produce the lion's share of their output within our
borders-and that the same domestic focus holds true for

Japanese and German industry.

In fact, according to the Harvard Business School's
Michael Porter, a home base of mutually supportive
institutions 1is even more important to companies now.
Success in global competition, he says, will come to
organizations with access to highly trained workers,
good infrastructure, and reliable sources of financing.
At the same time, says Porter, a sizable and growing
home market confers upon domestically based companies
economies o0f scale and <creates a ©population of
"sophisticated and demanding"” customers who push
attention to quality, training, and innovation down the
supplier chain. Sharp and pervasive rivalry among both
local competitors and suppliers pressures companies to
invest and innovate, further contributing to a company's

competitive edge.
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Porter believes that these complex relationships among
customers, competitors, suppliers, and the governments
that help to train labor and build the requisite
infrastructure are more easily assembled and managed
within the same geographic and cultural context.
Moreover, since a company s (or sector's, or region's)
initial lead in international competition may often be
sustained over a long period of time, helping your own
country's firms to '"get there first" can have big

payoffs.

But if a home base is so important, why are the offshore
divisions of so many U.S. companies more profitable than

their éperations in this country?

The answer, according to economic historian William
Lazonick of Columbia University, is that U.S. companies
are deliberately situating their overseas divisions
within the more highly developed home bases of their
foreign competitors. If IBM of Japan and Ford of Europe
are innovating more rapidly and producing more
efficiently than their U.S. parents, it may well be
because the overseas divisions have ©become deeply
involved with local suppliers, customers, competitors,
and governments in the Far East and Europe. In other
words, these countries are constructing just the kinds
of supportive environments that Porter describes while
the United States is not and the results are revealed on

the bottom line.
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Nation-based industrial policy still has a role, then.
Governments can work with business to erect supportive
environments whose sheer complexity makes them unlikely
to arise solely from market forces. In addition to
strengthening one's own industries, such environments
may also attract additional investment from foreign
based companies bringing new Jjobs, taxes, and technical
know-how. in the end, which companies are "ours," which
are '"theirs," and for whom such enviroﬁments would be
"home" may be less important than getting on with the
business of creating and nurturing the supportive
environments in the first place.

For a better understanding of what the governments do
for a country and its firms to achieve competitive power
in the 1international markets, the role of government

will be examined under a different section.

3.6. Role Of Chance

Factor conditions, demand conditions, related and
supporting industries, firm strategy and rivalry, and
the role of government shape the competitiveness of a
firm and a nation. However, there is one more important
aspect, namely chance. Chance events have little to do
with the circumstances in a nation and are often largely

outside the power of firms. Chance events are important
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because they allow shifts in ccmpetitive positions. They
can nullify the advantages of previously established
competitors, or create a new hero. For example, the
advent of microelectronics Qas enormously important in
neutralizing American and German dominance 1n numerous
elecromechanically based industries. It provided an
opportunity for Japanese firms to gain position. Wars
can also pressure nations to make innovations and
produce new products. The three losers of the Second
World War, Germany, Japan and Italy, became the three
most successful nations in the postwar period in terms
of broadly based successes in international competition.
The o0il shocks helped upgrade Japanese industry to
innovate new instruments to cut energy costs. However,
there is a fact that, the naticn with the most favorable
“diamond” will be most likely to convert chance events
into competitive advantage. The “diamond” has also a
major influence on the ability to convert an invention
into an internationally competitive industry. Chance, if
not backed by a strong diamond, and left alone, will

soon lose all its effects.



39

4. GOVERNMENT POLICY

What 1is the role of a government to make a country
economically successful? Have the governments in the
South East Asian countries been more successful than the
Latin American countries for the last 10-15 years? Is it
better for the country if a government involves deeply
in the economy, or let the market act free in terms of
gaining competitive advantage?

These are some of the basic questions to be answered to
have a clear idea about the functions of the governments
to provide a world-wide competitiveness for the country.
It is wrong to believe that governments are powerless.
The policies implemented affect the national advantage
both positively and negatively. Therefore, government
have a great influence on national competitive
advantage. The central goal of government policy toward
the economy is to deploy a nation's resources (Labour
and capital) with high and rising levels of

21, Productivity is the key word in gaining

productivity!
competitive advantage. ©No one can deny that a
productivity increase leads to improvement of the
economy. Achieving continuous productivity increase

needs continuous upgrading. Tcgether with the
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improvement and innovation, new business formations are

also necessary.

Service sector 1is growing all over the world more than
the manufacturing sector relatively. Between the vyears
1970 and 1990, USA had managed to create 38.2 million
new Jjobs; therefore, could compensate both the
diminishing of the manufacturing sector, and new comers
to business 1life. These service sectors are mostly
finance, health, education and business. However, Europe
could only create jobs one third of what USA did. As a

result, Europe has serious unemployment problems'-?’'.

The role of government policy toward a nation’s
industry 1is to stimulate dynamism and upgrading.
Government should create an environment where the firms
can penetrate more advanced segments and support them to
enter new industries where higher productivity can be
achieved. The determinants of national advantage bear on
the capacity of the nation’s firms to innovate and
upgrade and go far beyond wage rates, interest rates,

and the exchange rates.

Governments in all nations are somehow trying to
increase the nation's competitiveness. Some of the tools
that are commonly used are; devaluation, deregulation,
privatization, relaxation of product and environmental
standards, encouragement of mergers, tax reform,

regional development, efforts to improve the education
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system, expansion of government investment in research,

more active role in government procurement.

It is very important to emphasize that, when people talk
about national competitive advantage, that means the
competitiveness of the firms, because firms compete in
the industries not the nations. Government should not
directly involve in competition, but Create an
environment in which firms can gain competitive

advantage.

Developing countries, in particular, may be losers in
this new world, as governments, especially in the
industrialized nations, seek to grab market shares, and
firms locate production based on corporate, political,
as well as economic imperatives. Multinational firms
often dominate their industries, leading to global

oligapolies®’,

One must always keep in mind that competitive advantage
is set not within a nation but by firms in other
nations. Therefore, an absolute level of growth of
productivity means not a lot, if not compared with
other nations. For examples, politicians enjoy giving
statistical figures in TV programs. They say that, in
their government's period, the productivity doubled in 5
years. This actually sounds very good; however, . if most
of the other nations improved three or four times more,

then it means that there is no success story at all.
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4.1. Governments Effect on Factor Conditions

Increase in the factor quality and quantity is the major
forces to upgrade an economy. To achieve higher
productivity, firms have to improve factors like human
resources, scientific knowledge, economic information,
infrastructure, etc. Governments should create an

environment to enable firms to upgrade continuously.

The educational and training system must demand high
performance, and students must have to compete for
advancement. Quality education is simply not possible
without well-prepared and competent teachers. This is
only possible 1if teaching is considered as an important
and prestigious career. They should be paid above
average. Students must be equipped with skills as well
as information. During their education period, students
should have experience working in firms as a trainee,
and integrate their theoretical knowledge with practice.
Governments should also provide other higher education
forms beside universities for students with different
abilities to develop their skills. The connection
between the educational institutions and employers must
increase in order to catch up with the real world
outside the schools. Immigration policies are also

sources of attracting highly qualified and skilled
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pecple in a country. USA is one of the most benefiting

countries from such a policy.

An upgrading economy demands a steadily rising level of
technology. This means improving efficiency, demanding
higher prices through better quality, and penetrating
new industries and segments. Encouraging firms to do R&D
is a better solution than using government laboratories
in terms of efficiency. Research activities should

always accompany the market necessities.

U.S. industry has successfully adjusted to a competitive
global marketplace. Industry has benefited from
increased research and development spending, which has
exceeded government R&D spending since 1980. U.s.
exports of high-technology products steadily exceed
high-tech imports. However,American business faces
widespread competition, especially from foreign firms.
In addition, regulatory and tax obstacles are created by
federal, state and local governments, which cause more
firms to move overseas. At the same time, trade is
growing within regional areas of the world. The future
share of U.S. companies in world markets will depend on
the individual actions of a host of businesses, but
decisions of government will exert a strong influence in

helping or hindering their success®!’.
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Another important factor is the infrastructure.
Upgrading a nation’s industry depends on a modern and
improving infrastructure. When someone examines why
firms only at a certain geographic region have an
internationally competitive advantage, infrastructure
will be found out as the most essential factor.
Governments have a role in affecting both the supply and
cost of capital as well as the markets through which it
is allocated. A nation’s supply of capital 1is most
influenced by the personal saving rate, the size of the
government surpluses or deficits, and foreign capital
flows. Government policy can affect all three. For
example, there can be a forced savings policy like in
Singapore. Information, today, 1is the most essential
weapon of the firms. Information about markets,
technology and competition shapes the decision of firms.
Governments play a role in most nations in. expanding the
stock of information available. Government subsidies are
as important as infrastructure, capital and information.
Subsidy delays adjustment and innovation rather than

promoting it if left alone, or if they are too strict.

There 1is a general view that devaluation increases
exports and decreases imports. Is that really the
situation? Or even if this is the situation, is that a
tool to improve nation’s competitiveness? If there are
no foreign or domestic perfect substitutes . to the
product of a firm, devaluation works as explained above.

However, mostly this is not the case in real life. To
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sustain advantage, devaluation leads to further
devaluation, and this lowers a nation’s standard of

living.

Low input prices, subsidized by governments, also seems
like an advantage, but not in the long-run as the
experiences have proved everybody. The same
misunderstanding is also valid for the wages. In order
to achieve a healthy, long-term advantage, wages should
be allowed to rise with or slightly ahead of
productivity growth. Rising wages lead to increasing
purchasing power for more and better quality goods,
improving demand condition like in Japan towards

electronic goods.

4.2, Government’s Effect on Demand Conditicn

The most direct effect of government on demand
conditions is through its role as a buyer of many goods
and services. Government procurements can work for or
against national competitive advantage. It is bad if
firms see it as a guaranteed market. For example, a
domestic monopoly can be sure that the government will
buy from him, if procurement from abroad is prohibited.
If government act as a private firm, and announces that
both domestic and foreign firms are in competition, this

will move the domestic firms.
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Governments can upgrade national advantage by creating
early demand, by demanding sophisticated products, so
that firms have to work hard in order *to satisfy the
government needs and manufacture the required product as
wanted. In Japan, government provided incentives for
firms to purchase approved types of robots, and created
a leasing company to aid in financing them. Defense
procurements also become essential part especially in
countries like the USA and UK since they demand new and

sophisticated products.

4.3. Government’s Effect on Related and Supporting

Industries

Government plays an important role 1in shaping the
competitive advantage of related and supporting
industries. Some industries or clusters are pioneering
ones and they affect many other industries. For example,
in Japan the improvement in the semiconductor industry
led to many other improvements in other industries.

Advanced media 1is another source of nationai advantage.
The strength of American firms on advertising reflects
on the success of the consumer goods, where mass
marketing rather than unique products or services has
often been the key to competitive success. Forming
clusters and regional ©policies are also seen as
effective tools 1in increasing the synergy between the

related firms and industries.
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4.4. Government’s Effect on Firm Strategy and Rivalry

Government policy has many influences on the ways firms
are created, organized, and managed, their goals, and
how they compete through mechanisms such as regulations
on foreign direct investment exchange and import
controls, and the 1like. Government policy should
actively encourage an international outlook and exports.
For example, IGEME (Export Promotion Center), in Turkey,
is such a center. They are more effective when closely
connected to industries and industry clusters.

Both firms and the individuals should have goals to
encourage hard work and success in their industry. Tax
policy is one of these tools and if used effectively,
has great 1impacts on national advantage. Long-term
capital investments should be encouraged. Domestic
rivalry 1is important to upgrade an industry or cluster.
Creating a dominant domestic competitor is good. Firms
that do not have to compete at home rarely succeed at
foreign markets. Government should also prevent cartels
by antitrust policy. Protection, in its various forms,
insulates domestic firms from the pressure of
international competition. Protection <can only be
helpful in infant industries. There can emerge a need to
protect until the industry matures. After a . certain
time, protection must be raised degree by degree and the

industry must be opened to international competition.
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The success of protection works only under three
conditions. First is the presence of effective domestic
rivalry, second is the presence of the potential for a
favorable national diamond, third is that it is limited
in duration. For example, when the time came for Turkey
to enter the Custom Union with EU, TOFAS had to improve

its quality and start producing new models.

New business formation 1s essential in continuing a
dynamic upgrading. As mentioned in the beginning of this
section, USA has been the most successful new Jjob
creator in the last 25 years. New business formation is
necessary to replace Jjobs freed up 1in established
industries and segments as they improve productivity. An
essential ingredient in new business formation is in
ideas that have to be protected strictly by patent laws.

The developed countries always help developing countries
in terms of loans, and these loans have to be used for
purchasing the products of the country that gives the
loan. Therefore, one can not really talk about help.
Developing countries suffer most from projectionist
policies 1in the developed world. By 1lifting trade
restrictions, in sectors like textiles, and agriculture,
which contain many industries that should be the early
export industries for a developing nation, advances
nations would probably do more good than all the foreign

aid program combined.
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Government has an important role in influencing the
diamond. Governments must help the firms in such a way
that, the firms themselves should be able to upgrade and
improve themselves. This 1s .ike the story the two
friends. One of them, who new more about fishing, always

gave his friend a fish so that he would not starve. The

poor guy did not know how to fish, and always depended
on his friend and became very lazy. His friend should
teach him how to fish instead, as the government should
create an environment for the firms to catch up with

their international rivals.

Government’s proper role is as a pusher and challenger.
There is a vital role for pressure for creating national

competitive advantage.
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5. THE COMPETITIVE DEVELOPMENT OF NATIONAL ECONOMIES

According to Porter, naticnal economies are anything but
static. There have been changes 1in the pattern of
international successful industries 1in many nations

since World War II.

Upgrading in an economy is the movement towards more
sophisticated sources of competitive advantage, and
towards positions 1n higher productivity segments.
Porter mentions: "“While the basic unit of analysis in
understanding national advantage is the industry and
industry cluster, the nature of competitive advantage
achieved by many of the nation’s industries tends to
evolve together.” He groups nations as differing in the
stage of competitive development in international terms
achieved by the industry. So he achieves stages
representing the upgrading process in a national

economy.

Each stage involves different industries and industry
segments as well as different company strategies. The
stages also differ 1in government policies  towards
industry. The stages provide a framework in examining

the development of nations.
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Economic prosperity depends on the productivity with
which the national- sources are employed. The level and
growth of productivity are a function of industry and
industry segments in which a nation’s firms can
successfully compete, and the nature of the competitive
advantages achieved in them. Economic progress 1is
upgrading the competitive positions through achieving
higher order competitive advantages in existing
industries and developing the capability to compete
successfully in new high productivity segments and
industries. Trade 1is essential to the upgrading process.
Exports from productive industries allow imports of
products that could be produced in the nation only at
lower productivity. High productivity industries
established at the home base will penetrate the foreign
markets. The capacity to export in advanced industries,
which allows imports in less productive fields, 1is

important to the upgrading process.

The ability to upgrade an economy depends on the
position of a nation’s firms in that portion of the
economy exposed to international competition. National
economies show a number of stages of competitive
development reflecting the source advantages of a
nation’s firms 1in international competition. Michael
Porter’s theory suggests four distinct stages of

national competitive development:
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¢ factor driven
¢ investment driven
¢ innovation driven -

¢ wealth driven

ADVANCE . DECLINE

FACTOR INVESTMENT INNOVATION WEALTH
DRIVEN DRIVEN ERIVEN ZRIVEN

Figure 5. Four Stages of Yational Competitive
Developmenz 3’

5.1. Factor Driven Economy

This 1is the 1initial stage. Industries draw their
advantages from basic factors c¢cf production. This source
of competitive advantage limits sharply the range of
industries, and industry segments in which firms can
compete successfully. Firms compete solely on the basis
of price. Technology 1is sourced largely from other
nations and not created. Foreign firms provide most of
the access to foreign markets. In this stage an economy
is sensitive to world economic cycles and exchange rates
which drive demand and relative prices. It 1is also
vulnerable to the loss of factcr advantage to the other
nations, and to rapidly shif:ting industry leadership.
Nearly all developing nations are at this stage, as are

virtually all centrally planned economies.
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FIRM STRATEGY.

STRUCTURE. AND
RIVALRY |

FACTOR DEMAND
CONDITIONS CONDITIONS

* basic factors are

the essential source

RELATED AND
SUPPORTING
INDUSTRIES

of advantage

Figure 5.1. The factor driven economy'>®’

5.2. Investment Driven Economy

In this stage, national competitive advantage is based
on the ability of a nation and its firms to invest
aggressively. Firms invest to construct modern,
efficient and often large scale facilities equipped with
the best technology available on global market. They
also invest to acquire more complex foreign product and
process technology through licensees, Jjoint ventures,

which allow competing in more sophisticated industries.

The ability of a nation’s industry to absorb and improve
foreign technology is essential to reaching the

investment stage, and is an important difference between



55

the factor driven and investment driven stages. Foreign
technology and methods are mastered in house and firms
from the nation begin developing their own refinements

including their own product models.

Nations, the citizens and firms all invest to upgrade
factors from basic to advanced, and create a modern
infrastructure. The investment driven stage, as its name
indicates, is one where the ability and willingness to
invest 1s the principle advantage rather than the

ability to offer unique products.

Increasingly skilled workers and a growing pool of
technical personnel 1is still paid low wages. They
provide the internal capability to assimilate and
improve technology. Intense domestic rivalry forces
firms to invest continuously to push down costs, improve
quality, modernize ©processes. Essential to achieving
this stage is that the nation’s firms are risk takers.
Competitive advantages include 1low cost, but more
advanced factors and the presence of a factor creation

mechanism.

Product designs are at least one generation behind the
world’s most advanced ones. Industries have many higher
entry barriers than in the factor driven stage. Home
demand is largely unsophisticated because the .standard
of living is modest. Upgrading competitive advantage in

this stage is more from supply push than demanded pull.
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Related and supporting Industries are largely
undeveloped at the nation in zZhis stage. Production is
almost based on -foreign technology, equipment and

components.

The role of government 1in such areas is channeling
scarce capital to particular industries, promoting risk
taking, providing temporary prctection to encourage the
entry of domestic rivals, stimulating and influencing
the acquisition of foreign technology, and encouraging
exports. Government also takes the 1lead in making

investments.

The investment driven stage requires a national
consensus. It favors investment and long term economic
growth. A politically secure government and continuity
in government officials are highly desirable to support

advancement.

According to Porter, very few developing nations ever
make the jump to this stage. More recently, Korea has
succeeded. He mentions that Taiwan, Singapore, Hong
Kong, Spain, and to a lesser extend Brazil are showing

signs of achieving this stage.
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FIRM STRATEGY.
STRUCTURE., AND

RIVALRY
* Motivation of individuals
and firms is high
FACTOR * Domestic rivalry is intense DEMAND
CONDITIONS CONDITIONS
* Basic factors RELATED AND * Size and growth of
remain an SUPPORTING domestic demand
advantage INDUSTRIES becomes an advantage

* More advanced factors

are created

Figure 5.2. The investment driven economy !’

5.3. Innovation Driven Economy

In the innovation stage, the full diamond is in action.
Consumer demand Dbecomes increasingly sophisticated
because of rising personal incomes, higher levels o
education, increasing desire for convenience. New
entries feed domestic rivalry, accelerating improvement
and innovation. New competitive industries emerge out of
related industries. Instead of factor cost advantages,
selective factor disadvantages stimulate innovations.
Porter <called this stage innovation driven, because
firms not only appropriate technology from other nations

but create themn.



58

Firms in an innovation driven economy compete
internationally in more differentiated industry
segments. According to Porter, they continue to compete
on cost, not on factor costs, but on productivity due to
high skill 1levels and advanced technology. He also
explains that a growing international position in
sophisticated services 1is also <characteristic of. an

innovation driven economy.

In an innovation driven economy more advanced firms
develop increasingly sophisticated service needs such as
in marketing, engineering, testing. Industries are less
vulnerable to cost shocks and exchange rate movements

because they compete on technology and differentiation.

As an economy broadens and deepens, government can not
keep up of every existing new industry. Therefore,
governments' efforts are best spent in indirect ways
such as stimulating the <creation of more advanced
factors, improving the quality of domestic demand and

encouraging new business formation.
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FIRM STRATEGY.
STRUCTURE AND
RIVALRY

* Firms develop global strategies

FACTOR DEMAND
CONDITIONS CONDITIONS

P

* Advanced and

specialized factors are RELATED AND * Demand sophistication becomes
created and upgraded SUPPORTING an advantage
INDUSTRIES
* Selective factor disadvantages
accelerate the upgrading of
competitive advantage * Related and supporting

industries are well developed

Figure 5.3. The innovation driven economy**

5.4, Wealth Driven Economy

Porter asserts that the wealth driven stage is one that
ultimately leads to decline, and the driving force in a
wealth driven economy 1is the wealth that has already
been achieved. He mentions that an economy driven by
wealth in the past is not able to maintain his wealth,
and this 1is because the motivations of investors,

managers and individuals shift in ways that undermine
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sustained investment and innovation, and hence

upgrading.

Employees lose motivation as they reach high levels of
income. Investment in financial assets supplants
investments in real assets. According to Porter, a
symptom that a company moves to the wealth driven stage
is wide spread mergers and acquisitions. Companies with
cash flow 1in excess of internal needs, seek rapid
growth. Mergers may also reflect the desire to reduce

rivalry and increase stability.

FIRM STRATEGY.
STRUCTURE AND
RIVALRY

* Motivation falls

FACTOR DEMAND
CONDITIONS CONDITIONS
* Cumulative past investment * Demand advantages narrow

in factor creation to present or past wealth related

persists as an advantage industries
RELATED AND
SUPPORTING
INDUSTRIES

Figure 5.4. The wealth driven economy'®®’
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6. GLASS INDUSTRY IN TURKEY

6.1. Recent History

Glass industry is considered as a preceding and delicate
industry in Turkey since it creates many inputs for
other industries by using latest technology and by using
98% domestic raw materials. Glass industry is also
important due to its export potential. Turkey’s
production capacity was over 1 million tones per year at
the end of 1995, and this is over 1.2% of the total
world glass production. This ratic is 4.6 % in the EU
(37) These figures can be regarded as low at first
glance; however, when compared to the Turkey’s gross
domestic product ratio in the world, which is 0.4% ,

1.2% is an admirable success.

Tirkiye Sise ve Cam Sanayi A.S."®’, which was
established in 1934, is the leader of the Turkish glass
industry. In 1935, the first factory "“Pasabahce” for
producing glassware was put into action. In 1960, there
were around 30 small producers besides Pasabahgce and the
total production volume reached to 70-80 thousand tones.

After 1960, Sisecam accelerated its investments, and
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opened many factories under different names. At the
moment, Sisecam operates with its 34 participation and

affiliated companies in glass sector=’’.

In 1993, a reorganization work called “New Horizons
Project” has been started under the consultancy of an
English firm called the PA Consulting Group**'. The
target of the “New Horizons Project” is to examine the
whole group from top to the bottom, and find out the
mistakes or missings in the structure, management and
even mentality in order to become a more competitive
company. A company mission, targets, and the strategies
to reach to these targets are determined clearly. One of
the most important decision has been to divide the group
into four main departments according to the type of
glass; i.e., flat glass, industrial glassware, household
glassware, and other glassware products. This was
achieved in 1995 and since then each department has its

own targets and strategies®!’.

Sisecam can be regarded as a pioneering private investor
in Turkey. The investments carried out in Mersin-Tarsus
region, when completed, will be over USD 1 billion. This
has been the largest amount invested for a project by
one private company for the last 20 years. Sisecam uses
its own resources to realize these investments.
Furthermore, at the end of 1995, Sisecam exported to 107
countries with an income of USD 385 million. Sisecam

alms to be the 2nd largest producer of glassware
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products in the world in 1998 in terms of profitability

and growth®?*'.

6.2. General Information about the Industry

Developing countries can increase their share of the

world trade, and compete with the developed countries’

relative advantages only by making intelligent

investments in technology. The economic and industrial

policies should be the enforcing forces for these

technology investments. A stable and long term

environment should be created to strengthen capital

investments.

Glass industry is regarded as a delicate one especially

in USA and EU, and has priocrity for protection policies.

There are five main categories of products in glass and

glassware products (The last two items can also be

grouped as one).

¢ Flat glass

¢ Industrial glassware; glass bottles and other glass
packing

¢ Household glassware; kitchen and table products

¢ Glass fibers; isolation products

¢ Other glassware products; mirrors, security glasses,

glasswool, illumination products, tubular rods.
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The two technologies used in flat glass production are
grouped as the old and the new. The old one is called as
the Pittburg technology which 1Is more labor intensive.
It is created by Pittburg Plate Glass Company. The new,
capital intensive float glass production technology 1is
regarded as the latest technolcogy in the industry. It is
first used by the Pilkington Company in the 1960s that
captured a great deal of the narket in Europe and is
still the 3rd biggest glass producer in the world. This
technology is also used by other manufacturers in the

following years'*®’.

Float production technology has the characteristics of
producing high quality glass, allowing dimension changes
with the lowest loss, achieving non-stop production,
employing less labor, and controlling the whole
production process automaticaily. The production of

other categories needs further processes.

Table 6.2.a. : Glass Production and Sales of Sisecam
A.S. ¥
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7 SALES

1990 1991 1o PRODUCTION

1995

Figure 6.2.a.: Glass Production and Sales of Sisecam

A.5. )

As can be seen from the above table and figure, the
glass production has constantly been increasing while
the sales could only exceed 1990 figures in 1995. There
are two main reasons for that. The low sales value in
1994 can be explained with the economic crisis. The high
devaluation caused all the figures shrink in terms of a
foreign currency. Besides that, the reorganization work
that started in 1993 influences some changes in
management, sales and marketing. The high sales volume
in 1995 indicates the reorganization is being

successfully implemented.
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Table 6.2.b. : The exports of Sisecam in million USD'

RATIO

300%

250%

200%
150% ‘BRATIO]
100%

050%

000%

1980 1991 1992 1993 1994 1995

Figure 6.2.b. : The ratio of Sisecam exports to Turkey’s

exports*’’

From the above table and figures, one can see that
Sisecam could not maintain the export figures that were
achieved in 1990,1991 and 1992. There is a sharp decline
in 1993. Although in 1994, the export figure is higher
than in 1993, the ratio continues to decline. In 1995,

Sisecam succeeds a 385 million dollar export, however,
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in terms of ratio, it is well below 1990. The situation
can be explained with the same reasons of the total

sales.

Table 6.2.c.: The production shares of different regions

of the world.!“®’

EU is the largest glass producer. In 1992, EU produced
23.2 million tones of glass with a value of ECU 22.2.
USA produces 2/3, and Japan produces 1/2 of the EU.

Table 6.2.d.: The total glass production in million
tones and its distribution in Turkey and EU countries in

1994, 147

The total glass production of Turkey reached to- 4.8% of
the EU countries in 1994 rising from a 1.3% in 1980.

During the same period, the ratio for flat glass
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increased from 2.6% to 8.4%, for industrial glassware
from 0.6% to 1.9%, for household glassware from 3.1 to
15%, and for others from 4.6% to 13%. Turkey has
increasingly given importance especially to household
glassware, and thus has been one of the most important
exporters to EU. The ratio of household glassware 1in
total glass production is much higher in Turkey than in
EU or 1in the world countries. This table shows that
Sisecam has really found a gap and trying to fill it by
giving the highest share.

Turkey

Other
20%

House glassw are
12%

Industrial glassw are
25%

Figure 6.2.c. : The distribution of glass production in
Turkey in 19940°¢?

In this figure, we can see that flat glass occupies the
largest portion of the glass production in Turkey.
Compared to the production ratio of EU, Turkey seems to

give more importance to flat glass and household
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glassware. This might be the main reason why Turkey 1is

exporting a great amount of household glassware to EU.

Table 6.2.e.: The top 10 companies Q§ the world in glass
production in 1994

corning

According to the interview realized at Sisecam, the
ranking in 1996 is as follows: Saint—Gobain, Asahi,
Pilkington, Schott, Owens-Corning, Corning, PPG, Owens-
Illinois, NEG, NJG. Sisecam holds the 17th place in

total glass turnover.

The growth rate of the Turkish glass industry has most
of the time been greater that the average GNP growth. An
estimation of 6-7% is supported by investments in new

technology and an increasing domestic and foreign

demand.
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6.3. The Factor Conditions in the Glass Industry

Glass production requires a capital intensive investment
based on fusion technology. Melting ovens (blast
furnaces) are heated ceaselessly during certain periods.
Energy 1is saved by keeping these ovens hot all the time,
but, this leads to production surpluses. Glass industry

requires continues investments.

There are two main characteristics in glass industry.

1) non-stop production 2) necessity to use high-
capacity. Non-stop production aims to lower the high
input costs, especially the energy input that 1is the

pioneering one.

The main raw materials used in glass production are
sand, soda, dolomite, feldspar, limestone and other
additives. Soda, which is one of the most essential
inputs, is produced in Mersin. On one hand, this can be
seen as an advantage for the glass industry. However, on
the other hand, the high inflation rate in Turkey can
cause the domestic prices rise above international

prices at certain periods.

The increase in the productivity rate of the machines,
and the necessity for non-stop production leads to the

necessity of making high scale production.
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New investments have to be done every year Jjust to
maintain the present capacity. The high cost of the
initial investment -and the high modernizing costs make
this industry a true capital intensive one. The amount
of investment needed to renew a melting oven is between
USD 10-15 million‘®*’. The life cycle of an average oven
changes from 4 to 10 years. Seven years can ke taken as
the average. Sisecam has 35 ovens; therefore, every

year, 5 ovens have to be renewed'?’.

In EU, since 1980, the usage of the capital intensive
float technology has increased, and this caused around a
%2 decrease in labor employment between 1985-1992. 1In
Turkey, 5000 people became unemployed in glass industry
between 1989-1993 which makes around 30% of the total
enmployees. This was a result of modernization
investments. As a result, the productivity in the glass
industry increased and came to a level to compete

globally.
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Figure 6.3.a.: Total glass production per employee in
tones
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Figure 6.3.b.: Total glass sales per employee in USD

From these figures, we can see that in the last 5 years

the increase in the production per employee has been
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56% while the increase in sales per employee 43%. Both
of them are very admirable amounts. The main reasons for
such sharp increases are from reducing the number of
employees. However, we can clearly notice from the
figure 6.3.a and figure 6.3.b that sales have not been
as much as the production. This leads to two
alternatives. Either the stocks are increasing, or
Sisecam started to produce cheaper products. The average
wage of workers at Sisecam is highly over Turkey’s

average®* ',

The productivity increased 43% in terms of sales per
employee and reached to USD 84,959. Sales per employee
calculated by dividing the total sales to the total
number of employees in the world is USD 211,000.
Therefore, the productivity in the world in terms of

sales volume is almost three times more than in Turkey

(55 }

Another very important cost for the glass industry has
been the energy. To lower the cost of energy, the ovens
should be used with higher capacity. Therefore, searches
have been made to find newer and cheaper sources of
enerqgy. Energy holds a ratio of 15-20% among the
industrial costs, and this energy is divided as 44%
natural gas, 37% fuel-oil, 10% electricity, and 9% LPG.
Using natural gas and efficient use of the energy
totally saved up a 30% of the energy costs in the last

15 years‘®®’,
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LPG
9%

electricity
10%

natural gas
44%

37%

Figure 6.3.c.: The division of the kinds of energy used

In order to become more profitable, companies try to
create brand image. Like most of other Turkish products,
it is more difficult to create a brand image compared to
its rivals in USA, Japan or West Europe. Giving know-how
or transferring technologies are not very often in glass
industry like in other industries. Therefore, technology
becomes the number one item in achieving global
competitive advantage. Foreign capital is very important
for Turkish companies. These joint ventures will provide
technology transfers, will enlarge capacity and bring
economies of scale. Totally, there are 35 companies in
glass industry today and the average share of the

foreign investment is 40%, 7

Sisecam 1is trying to use the latest technolody in the

world in its factories. However, it can not create its
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own technology vyet. Glass industry is not 1like the
computer industry where you can develop new technologies
every day. Two companies have created technologies in
the glass industry so far. Sisecam is adapting them into
her factories. However, especially in the recent years,

the importance of R&D in Sisecam has been increasing.

Investment is the key word at S$Sisecam. Continuous
investments are being done at the factories, technology
and human resources. Education 1is given to all
employees. Workers, middle managers and top executives

are educated throughout the year.

6.4. The Demand Conditions in the Glass Industry

There is a strong increase in demand variability in the
glass industry. To satisfy this demand at the desired
amounts, large scale plants are needed. There are
seasonal changes in demand; however, production process
continues regularly. Therefore, there 1is always a
surplus and inventories cause a decrease in the
profitability. The only way to make use of this surplus

is to open to the export markets.

As in most of the developing countries, the glass
consumption per capita in Turkey is also low compared to

developed countries. However, the growth in Turkey is
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around 7% in Turkey annually, while it is only around 3%

in the world®®’.

The positive trade balance of the EU fell between the
years 1986 to 1992. The export import ratio in 1986 and
1992 was 2.19 and 1.42 successively'®®’. The EU is a net
importer in terms of tones, but a net exporter in terms
of wvalue. This shows that EU @pased companies are the

producers of more value added and high priced products.

Due to the Gulf War and the recession in Europe after
1990, both the domestic demand in Turkey and the foreign
demand declined. Therefore, the stock figures increased
between the years 13980-1993, and after 1993 it declined
to the lowest levels. The import has also shifted when
the Customs tax and duties were lowered to 25% in 1994

from a 150% in 1984/,

The world recession that started in 1990 had come to an
end in 1994. In 1995, the world economy and the world
trade volume had grown 2.4% and 9.2% respectively's .
However, the developed countries are still continuing

slow growth policies to lower their trade deficits.

In Turkey, a 7% growth was recorded in 1995 against a
6.1% decline 1in 1994. The domestic consumption has
increased rising the trade deficit. The Customs Union
has been seen as the pioneering reason of the large

shift in the import figures. Today, Turkey is still
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facing with the problems of high inflation, high trade
deficit, high domestic and foreign debts and political

instability.

In 1986, Turkey exported to only 52 countries, while in
1996, the number of countries increased to 104. During
the same period, the share of the exports made to the EU
has augmented from 37% to 60%. Turkey exports half of
what it produces. In the middle of 1980’s, the export
policy of Sisecam has changed and the exports are
shifted from Middle East to EU where there is a more
stable market. Germany is the pioneering export market

for Turkish glassware products.

The demand in Turkey is very large due to the large
population, and Sisecam sees it as an advantage. They
are almost sure that they will sell their products in
the domestic market. They are creating new products to
attract new demand. These can be through new models in
household glassware or industrial glassware. The latest
development in the flat glass is the glass for glass
houses. Especially, when the SAP (Southeastern Anatolian
Project) starts to function smoothly there will be a lot

of demand for the glass houses‘®’,
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6.5. The Related And Supporting Industries in the Glass
Industry

Glass industry creates inputs to many other industries;
mainly, construction, automotive, beverage, food, white
goods, furniture, pharmaéeuticals and medicine, marine
commerce, electric and electronic, sports, and

recreation.

Flat glass 1s mostly consumed by construction and
automotive industries. Industrial glass packing is used
by food and beverage, pharmaceuticals and cosmetics
industries. Household glassware is consumed by
households, hotels and restaurants. Glass £fibers are
used in transportation, construction, automotive,
electric and electronic industries. Other glassware
products are used in many different industries. For
example, glasswool is consumed for construction and

infrastructure purposes.

Vertical integration brings the necessity to invest in
raw materials, packing and marketing as well as the main
product. Sisecam includes the following companies to
produce inputs for glass production. Soda Sanayi A.S.,
Ferro D&kim Sanayi A.S$., Makina Kalip Sanayi A.S., Cam
Is Ambalaj Sanayi A.$% ), Unfortunately, in Turkey,
some of the raw materials can not be produced under
required specifications. The glass companies in the EU

do not use vertical integration as much. Instead, they
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work with specialized producers of the raw materials. So
they can purchase the best quality raw material for =
very reasonable price. However, Sisecam believes that
the vertical integration in their group functions very
well and all the suppcorting industries in their group
have also got economies of scale so they are as

competitive as their rivals in the rest of the world *

Horizontal integration provides product differentiation.
This is achieved to a certain extend in Turkey in all

groups.

6.6. The Rivalry And Firm Strategy in the Glass Industry

In the world, one can observe that, a limited number of
companies have the highest market shares. It is only 10
companies that produces 70% of the total world
production. In Turkey, as a total average, 87% of the
total production is carried out by only one company. Due
to high investment costs and large scales production, it
is very costly to enter the market. As a result, an

almost monopolistic market has. been formed.

In order to have competitive advantage in glass
industry, one has to create technology, not to transfer
it. Technological developments stimulate production of
high value added products by increasing productivity and

saving costs. These new products play an important role
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in augmenting the competitiveness and market share of a
country in the international arena. For example, in EU,
one of the main -technological developments 1is the

creation of the heat isolated glasses.

In Turkey, there are 35 companies functioning in the
industry today. The majority of the market belongs to T.
Sise Cam A.S. In flat glass, zhat company covers more
than 90%, in industrial glassware 90%, in household
glassware 85% and in others 1like TV glass, semi-
transparent glass 50% of the domestic demand. The
competition comes from imported goods rather than local
rivals. High entry costs avoid new entrants®®’. For
example, in household glassware group, Pasabahcge,
Kirklareli Cam, Teknik Cam, and Denizli Cam belongs to
T. Sisecam A.S. Toprak Cam belongs to Toprak Holding.

Some of the other glass companies 1in Turkey are

privately owned small processing companies.

Turkey has less competitive advantage in heat isolated
household glassware, medicine bottles and small jars.
The demand for these products is not high in the
domestic market, and as a result there is no economies

of scale in their production‘®®’.

However, achieving economies of scale in the home market
is actually not a success. It can even lead to laziness.
The home market should pressure firms to improve and

innovate. Additional scale is cbtained by selling world
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wide. Local rivals push each other to lower costs,
improve quality and service, and create new products and

processes.

Tlirkiye Sise ve Cam Fabrikalari A.S. 1is a 62 year old
giant company that includes 34 companies. It 1is
established by an order of Atatirk in 1934. Mr. Adnan
Cadlayan, the member of the board and general manager,
gave detailed information about his group of companies

in an interview carried out by “Diinya” newspaper'‘’ '.

They have invested around USD 700 million in the last 2
years, and are planning to invest USD 400 million every
year until 2000. New investments in Mersin are over USD
1 billion. A USD 385 million of exports are realized to

107 countries in 1995.

Sisecam is totally managed by professionals. Is Bankasi
has 75% of the shares. The target of the company is to
take the second position in the world rank order in
terms of growth and profitability in 1988. Sisecam is
negotiating for giving know-how to Egypt for the first

time in its history.

Adnan Caglayan announces that they are at the 2nd place
in total world production of household glassware. After
the latest investments are completed, they will be

placed at the top. They are a very respected and



82

reliable company. Backed by Is Bankasi, thevy did not

face many serious financial problems.

At the moment, the French firm Durand has the highest
market share of the total world production of household
glassware with 8%. Arcoroc is its most well known brand
also 1in Turkey. Adnan Cadlayan complains about the
production campaign of a newspaper in his interview in
Yeni YiUzyil newspaper in March 1996. He says that one of
the newspapers advertised Arcoroc brand in very large
scale, and during this campaign they compared the
unfragile glass type of Arcoroc brand with their fragile
type glasses. It 1is like comparing an apple and a pear.
They give wrong information and image to the Turkish
Public. As a result, a Turkish newspaper has provided

around 15% market share for a foreign firm.

Although the home market is monopolistic, the

competition outside is very fierce.
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Table 6.6.a.: Turkey’s impor;»markets and their
capacities '

000,000 tones /¥ year
4
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Majority of the imports are realized from the Russian
Federation, Bulgaria, Macedonia, Indonesia and Malaysia.
Turkey mostly imports flat glass, and household

glassware products.

The main competitive advantages of Sisecam are 1its
strong vertical integration, controlling the most
important raw materials 1like soda, relatively lower
wages than the EU, large domestic demand, brand image
“Pagabahce”, and very well established distribution
network. Sisecam continuously makes investments to
maintain the existing advantages and to create new ones.
Sisecam has started to think and act as a global company
since 1960’s. The strategies have been modified then to

start a healthy globalization process '

The main target of Sisecam is to become a global company
backed by low costs, superior products and service. They
claim to be the 2nd glass company in the world in terms
of growth and profitability in 1998. The strategies to

be followed to reach to the target are'™®’':

e To grow in global markets
¢ To use the latest technology

* To give priorities to large and stable markets. To

watch the developing markets.
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e To follow up growth policies that lead to not only
quantitative growth but also qualitative growth which
increase the competitive power

e To give more importance to strategic planning and make
the investments on time

e To create new technologies by emphasizing on the R&D

e To evaluate the organization system continuously, and
modify it according to the new conditions

e To participate actively in international glass
foundations

e To create new strategies for the opportunities and
threats, and implement them when necessary.

e To increase the quality and productivity of human
resources

e To lower down the costs

e To be environmental friendly

6.7. The Government Policy in the Glass Industry

In Turkey, liberalization of the economy after 1983, has
stimulated the glass industry to open its doors to
foreign markets both by export encouragement and low

import duties.

EU assisted the member countries to form common policies

against unfair competition coming from ex-Comecon
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countries and Far East. Having qualified labor force,
different sources of energy and high technology, EU can
sustain 1its competitive edge and profitability, 1f it
can take precautions against the dumping policies of
especially ex-Comecon countries’ low priced products.
The countries 1in the Far East are also extensively
supported by their states. Together with relatively low
energy costs, and low wages, state dumping becomes very

effective in these countries.

The decisions taken under GATT laws bring restrictions
to state supports. EU countries have taken a precaution
as to increase the price of the imported product if that
product had taken direct state support as dumping from
its origin country. The increase in the price should be

at the same percentage as the dumping.

EU has also maintained a quota policy to these
countries. Before Turkey entered the Customs Union with
EU, these third countries were using Turkey as a passage
to Europe since Turkey did not have any restriction
while exporting to Europe. However, since the beginning
of 1996, Turkey also has to put the same restrictions
and regulations to the third countries as the EU

countries.

Normally, globalization decreases the power of the
governments at home. Since a company starts to invest

more 1in other countries all over the world, the risks
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will be shared. Although the government at home has
still got the prior importance, other parts of the world

bring a kind of freedom to the global company.

6.8. The Role of Chance in the Glass Industry

“There are giant investments in this industry so it is
difficult to mention about the role of chance. Well, if
a bomb explodes in a nearby factory in another country,
this will be a chance for us, and we will increase our

(71 )

market: share and exports jokes the executive at

Sisecam.

Since it takes years to start producing glass from the
date of decision, this joke actually stresses an
important fact. Furthermore, having Is Bankasi as the
founder and main shareholder of Sisecam, I believe that
the company is quite lucky in finding financial sources

either in Turkey or from abroad.
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7. CONCLUSION

One can conclude that the glass industry in Turkey is
able to compete with Europe or other parts of the world
taking the facts of labor cost, productivity, capital
cest, quality, technology, qualified labor force,
availability of the raw materials, domestic rivalry,
country image, and geographic situation into
consideration. However, the industry has general
disadvantages because of unstable macro economic
situation and insufficient infrastructure in Turkey.
Therefore, at first hand, the macro economic situation

of Turkey should become more stable.

Turkish glass industry gets its main power from
ceaseless investments in new factories, renewing
existing factories, and in human. resources. Against all
disadvantages like the lack of infrastructure, the glass
industry has succeeded to export almost half of what it
produces. The industry is also working hara £o become a
technology creator rather than Jjust a user by giving

more importance to R&D facilities.
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Table 7.1: The general advantages and disadvantages in
the glass industry

material for . there  are
. ecan- be - obtained| | alternatives 1like in
| ‘domestically,. not| | Europe.

_imported like in Europe. '

‘¢ There  is- macro
economic stability

upported by | Insufficient
one of the| | facilities
‘Turkey | -
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Sisecam 1s represented in the official foundations iz
the EU like CPIV (The Glass Industry Committee in the

EU), GEPVP (European, Flat Glass Producer’s Association),

EDG (European Household Glassware Producer’s
Association), EGM (Eurcopean Industrial Glassware
Producer’s Association), FEVE (European Industrial

Glassware Federation) ',

Nearby countries 1like Saudi Arabia, Iran, Egypt and
Israel are heavily investing in glass production. The
factories in the Arab countries are expected to be
finished in 1-4 vyears. The new factory in Israel
producing colorless flat glass threatens both our
domestic market and our export markets like Egypt, and

Italy'® .

Railroads are very widespread in Europe. They even reach
to the factories of some big glass companies like Heye
Glass and Flachglass. Therefore, these companies can
easily get the raw materials like sand in their factory
and transport the finished goods to the market. Whereas
in Turkey, glass companies pay extra costs just to send
their goods from the harbor. The harbor at Tekirdad does
not have enough capacity so all that are produced at
Tekirda§ factories are carried to Istanbul Haydarpasa

harbor, and this adds an extra 3% to the total cost .

Another important difference is in energy costs. For

example, according to the 1992 figures, the cost of
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electricity in France was 0.048 $/Kwh and in Turkey
0.085 $/Kwh. Besides that, due to the electric cuts in
Turkey, another 3% .in producticn efficiency had been

lost every year'®’.

In EU countries, due to strong environmental campaigns,
people are motivated to collect glass in certain places.
Therefore, these glasses are easily used as raw material

for the glass industry.

As a result, Turkish glass industry has the competitive
advantages to compete globally. However, there are still
a long way to go to compete with the world’s giant
companies; therefore, the disadvantages should carefully
be examined and both the companies in the glass industry
and the government should come together in order to

improve all the shortcomings.
7.1. What Can Be Done?

7.1.1. Factor conditions

¢ Basic factor advantages should be turned into advanced

factor advantages

¢ More investment banks should be opened to give longer

term investment credits.
¢ The cost of credit should be reduced.

¢ There must be alternative sources of energy.
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The raw materials should not be found 1in a
monopolistic environment.

There should be better infrastructure for transport;
like harbors, railroads, etc.

More qualified work force should be educated
Productivity should be increased

More importance should given to R&D to create new
technologies

All the factories that are supporting the glass

industry should also work with economies of scale

.1.2. Demand conditions

In terms of environmental purposes, glass products
should be demanded more, since glass 1is totally a
recyclable product. ,

It should be explained to the public that it is more
healthy to consume food and beverages in- glass packing
rather than in plastics or PVC.

As the home demand turns into better quality and more
sophisticated goods, the local companies will try to
adapt to this situation and will 1increase their
competitiveness internationally. Sophisticated buyers
pressure local firms to meet high standards in terms

of product quality features and service
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7.1.3. Related and supporting industries

¢ There should be more vertical and horizontal
integration.

¢ There should be better coordination and information
transfer among related industries

¢ The geographic positioning of related and supporting
companies should not be very far from each other. The
nearer the locations of suppliers to the firms, the
shorter are the communications lines.

¢ All the factories that are supporting the glass

industry should also work with economies of scale

7.1.4 Rivalry and firm strategy

¢ There should be more domestic rivalry. Local rivals
push each other to lower costs, improve quality and
service, and create new products and processes.

¢ Firms should make longer term plans.

¢ Investments abroad should be considered

¢ The organizational structure should be'more flexible
in order to better satisfy the customer needs.

¢ More investment should be done on technology. Firms
should compete with each other with the technologies

that they have created.
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7.1.5. Role of government

¢ There should be macro economic stability.

¢ The glass industry in Turkey should be protected
against unfair competition &and unfair claims. Anti-
dumping law and quotas should be as powerful as in the
EU. Both the governments and vocational associations

should be more active.

¢ Since glass is an industry where designs are very
important, patent laws should be protecting the rights
of the inventor.

¢ Support should be given to R&D activities by the state

¢ State should provide extensive information to
exporters about political risks of the countries to be
exported. Any changes in their import laws should be
informed to our exporters.

¢ Necessary infrastructure investment should be carried
out n-by the governments.

¢ The price of the raw materials produced by certain SEE

should not be over world prices.
¢ Since glass industry 1s obliged to keep large

inventories, longer term credits by Eximbank should be

provided.
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EK-A

ANKET SORULARI

GENEL

1.SISECAM’ IN TURK CAM SEKTORUNDEKI KONUMU NEDIR?
TURKIYE’DEKI PAZARIN YUZDE KAGCI SISECAM’A AITTIR?

-

2.SISECAM NASIL BIR GLOBALLESME SURECI IZLEMEKTEDIR?

3.SISECAM’ IN TURK CAM SEKTORUNDEKI SAHIP OLDUGU REKABET
AVANTAJLARI NELERDIR? GLOBAL PAZARDA BU AVANTAJLARI
MUHAFAZA EDEBILIYOR MUSUNUZ? NASIL?

4 .REKABET AVANTAJI YARATMAK VE MUHAFAZA ETMEK ICIN HANGI
YONTEMLERI KULLANIYORSUNUZ?

5.CAM SEKTORUNDE ULUSLARARASI REKABET PIYASASI NASIL? BU
PIYASADA SISECAM’ IN KONUMU NEDIR?

6.CAM SEKTORU NEDEN TURKIYE’DEKI BASARILI SEKTORLER
ARASINDA YER ALMAKTADIR?
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KAYNAK KOSULLARI

7 .ULUSLARARSI REKABET GUCUNU BELIRLEYEN FAKTORLER
UZERINDE YAPILAN ARASTIRMALARIN SONUCLARINA GORE, DOVizZ
KURU VE UCRET MALIYET& GIBI DEGISXENLERDEKI DEGISMELER,
ULKENIN DIS PAZARLARDAKI REKABET GUCUNU ANCAK KISA
DONEMDE ETKILEDIGINI, UZUN DONEMDE ISE ULKELERE REKABET
GUCU VE YETENEGI KAZANDIRAN EN ONEMLI FAKTORUN
TEKNOLOJIK GELISME, YARATICILIK VE VERIMLILIK ARTISI
OLDUGU ANLASILMAKTADIR. SISECAM’ IN BU KONUYA YAKLASIMI
NASILDIR?

8.SISECAM’ IN KULLANDIGI TEKNOLOJIYI, DUNYADA KULLANILAN
TEKNOLOJIYLE KIYASLAR MISINIZ? TEKNOLOJIYI siz mi

YARATIYORSUNUZ, YOKSA ITHAL MI EDIYORSUNUZ?

9.TURKIYE'DEKI IS GUCU VERIMLILI&GI DUNYADAKINE GORE NE
DURUMDA?

10.CALISANLARINIZA EGITIM VERIYOR MUSUNUZ?

11.MEVCUT KAYNAKLARI GELISTIRMEK ICIN NELER YAPIYORSUNUZ?
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TALEP KOSULLARI

12.TURKIYE’NIN TALEP YAPISI NASIL? ULUSAL TALEP YAPIMIZ
GLOBAL TUKETICI iHTIYACLARINI YANSITMAK BAKIMINDAN
SISECAM’A YON GOSTEREBILIYOR MU? (KALITE ACISINDAN)

13.TURK VE GLOBAL PAZAR BUYUKLUKLERI NASIL? (TON VE USD
CINSINDEN)

14.TURKIYE PAZARININ DOYMUSLUGU NE DURUMDA? (ISTATISTIKI
VERILER VE GELECEK TAHMINLERI)

15.TURKIYE’DEKI TALEBIN DURUMU SIZCE BIR AVANTAJ MI,
DEZAVANTAJ MI?

16.1IHRACAT YAPTIGINIZ ULKELER HANGILERI? MIKTARLAR NEDIR?
SISECAM’ IN IHRACATI, CAM SEKTORUNDEKI TOPLAM IHRACATIN
YUZDE KACINA ULASMAKTA?

17.TURKIYE’YE EN YAKIN TALEP YAPISI OLAN ULKELER
HANGILERI?

18.SON YILLARDA HANGI TUR URUNLERLE YENI TALEP
YARATABILDINIZ?
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DESTEKLEYEN SEKTORLER

19.TURK CAM YAN SANAYININ BUYUKLUGU VE RAKABET GUCU
NEDIR? GLOBAL PAZARDAKI YAN SANAYIYLE
KARSILASTIRILDIGINDA REKABET GUCUNU NASIL
DEGERLENDIRIYORSUNUZ?

20.IHTIYAC DUYDUGUNUZ YAN SANAYI URUNLERINI SIRKET
BUNYESINDEKI KURULUSLARDAN MI KARSILIYORSUNUZ?

21.CAM SEKTORUYLE BENZERLIGI OLAN SEKTORLER SIZCE

HANGILERI? (ORNEK: FOTOKOPI TEKNOLOJISI KULLANARAK FAKS
MAKINASI URETMEK GIBI - AMPUL, SURAT MOTOQRU)

STRATEJILER, HEDEFLER VE YURTICI REKABET

22 .TURKIYE’'DE SU AN BIRBIRIYLE REKABET EDEN KAC FIRMA
VAR?

23.MEVCUT REKABET DURUMUNUN GETIRDIGI AVANTAJLAR /
DEZAVANTAJLAR NELERDIR?

24.3U AN PIYASAYA YENI RAKIP GIREBILIR MI? NEDEN?

25.TURKIYE/DE CAM SANAYININ AGIRLIKLI OLARAK YER ALDIGI
BIR BOLGE VAR MI?

26.SISECAM’ IN GLOBAL PAZARLAMA STRATEJISI NEDIR?
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27.SISECAM’ IN MISYONU, HEDEFLERI VE BEKLENTILERI
NELERDIR?

28.YURTDISINA KNOW-HOW SATIYOR MUSUNUZ? YATIRIMLARINIZ

VAR MI? (OFtS, TEMSILCILIK, DOGRUDAN SATIS MAGAZASI,
VS.) .

DEVLETTEN VE HUKUMETLERDEN BEKLENTILER

29.TURK HUKUMETI’NIN KAYNAK, TALEP, REKABET KOSULLARI VE
SEKTORLER ARASINDAKI ILISKILER UZERINDE ETKISI NEDIR?

30.HUKUMETIN SU ANKI ICRAATLARINI NASIL BULUYORSUNUZ?

31.REKABET GUCUNUZUN ARTMASI ICIN HUKUMETTEN NELER
BEKLIYORSUNUZ?

32.S1IZCE GLOBALLESME HUKUMETLERIN ROLUNU AZALTIYOR MU?

33.HUKUMETIN, CAM SEKTORUNDE ITHALATI AZALTMAK VE
IHRACATI GELISTIRMEK ICIN GIRISIMLERI VAR MI?

34.SEKTORDE SANSIN ROLU VAR MI?
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RESUME

SELCUK BUYUKOZER

Ortaklar Cad. Goriintii Sok. 12/7 Mecidiyekdy - Istanbul
272 45 44
13.09.1969 . Istanbul

Turkish
Married

Istanbul Technical University. MBA program. Still studying.
(1993 -)

Bogazigi University. Bachelor of Science in Economics with a
marketing minor. ( 1987 - 1992 )

Nisantasi Anadolu High School ( 1980 - 1987)

Export Area Representative and Export Manager in Kurtsan
Ilaglart A.S. ( OTACI ). Since May 1994.

Market researcher in Aviato A/S. A Danish company that
manufactures and sells mobile telecommunication systems.
September 1992 - August 1993. Denmark

Professional tourist guide. Guided tours all over Turkey for

several tourism agencies.
July 1990 - September 1992.

Member of the Executive Board of the Turkish-Uzbekh
Business Council in DEIK (D1s Ekonomik iliskiler Kurulu).
Responsible for strengthening business relations between
Turkey and Uzbekhistan through bilateral meetings.

Since March 1996.

An active volunteer of Gengtur since 1985. Gengtur is a
member of CCIVS-UNESCO ( The Coordinating Committee
for International Voluntary Services ). Participated in 15
international workcamps, six of them being abroad.
Demonstrated leadership and cross-cultural communication
abilities by leading six international workcamps.
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Being involved in Aiesec activities since 1992. Aiesec is an
international student organization that exists over 75 countries
all over the world. One of the main targets of Aiesec is to
increase the cultural understanding and perceptivity in the
business world by raising jobs for foreign trainees in domestic
companies.

Being selected as the only representative of Gengtur to
participate in an international seminar in the Netherlands. The
topic was “International Volunteer Projects - Tool for
Development and Cultural Exchange”. Delivered the closing
speech of the seminar.

September 1989.

Represented Gengtur in an international seminar arranged by
“Arbeiter Wohlfahrt der Jugendwork” which is a youth
organization dealing with leisure time activities, social rights,
disarmament, etc.

February 1991.

Joined in a four week course on stock markets by Turyap.
October 1990.

Participated in an acting course directed by Sahika Tekand.
September 1991 - September 1992.

Member of Fine Arts Club and Folk Dance Club at Bogazigi
University.
1988 - 1989

Private tutoring in English, mathematics and science.
1988 - 1995

English.....very good
French......fair

Danish..... fair

Reading business periodicals, traveling, swimming and dancing



