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Turkey Bombardier Recreational Products
	Bombardier Recreational Products (BRP) is a Canadian company that primarily focuses on manufacturing recreational vehicles. The company also has several brands with multiple other products, including watercrafts and snowmobiles. The country could venture into foreign markets to increase profitability through exports. BRP could consider Turkey a favorable location and follow a strategic plan after a thorough analysis of multiple factors to determine the venture’s probable outcome.
Turkey Country Analysis
	The Turkish Republic began upon the Ottoman Empire’s collapse during the First World War, with an underdeveloped economy. The country has experienced various economic changes over the years. The country experienced several economic disruptions from 1950 to the late 1970s. Various government policies strengthened the economy by shifting it towards export-led growth (Pamuk, 2019). Turkey has experienced steady population growth and currently has about eighty-two million people, with the majority being the youth. The Turkish workforce entails close to 36% of the entire population, with the labor regulations supporting a nominal forty-five-hour workweek (Turkey Working Conditions, 2020). The country’s currency is gradually weakening and currently stands at 7.3 Turkish liras against 1 dollar. The steel, garment, petroleum, food, and automotive industries are the most significant industries in Turkey.
	Turkey is primarily a free market economy, promoting the production and sale of goods and services with minimal restrictions. However, the country’s economy is rapidly collapsing and heading towards an economic recession, which may cause an increase in import costs and a decline in export prices, reducing profitability (Sonmez, 2020). Turkey is a democratic republic with a parliamentary political system that relies upon power separation. Currently, the country faces increasing socio-political polarization with uncertain relations with its Western allies since the attempted coup in 2016 and is unlikely to improve relations with the European Union. Political instability increases a company’s chances of venturing into foreign markets to make up for domestic uncertainty; however, the uncertain conditions cause a decline in exports (Khan et al., 2015). Besides, political instability hinders tourism in the country, significantly impacting the market for recreational vehicles.
	Turkey uses a civil law system, in which higher court decisions impact lower courts for consistency in judicial practice. Trade regulations governing imports and exports are favorable, promoting the efficient movement of goods and services in and out of the country (Regulations and customs in Turkey : Customs, 2020). Turkey has a diverse range of cultural influences due to its location between the East and the West. It has fifty-one ethnic groups, with the largest being the Turks, Kurds and the Arabs; Islam is the most widely spread religion in Turkey (Eryurt & Koç, 2015). Religion and cultural differences have an insignificant impact on business. Turkish people are hospitable, respectful, and ethical in business. Effective business communication and etiquette are the primary factors of the country’s business culture, providing a conducive operating environment for multiple organizations (Business practices in Turkey, 2020).
Market Analysis
a. Target Market Development
	Bombardier Recreational Products primarily manufactures recreational vehicles, an essential commodity in the tourism industry; the customers usually use the caravans for leisure purposes such as hikes and trips. Recreational vehicle sales usually increase upon summer’s onset. Turkey’s culture and tourism ministry plans to create more Caravan parks and routes for caravan enthusiasts in the next two years. Bombardier’s target market entails both domestic and foreign tourists through travel agencies. Turkey’s culture is primarily based on hospitality and kindness, encouraging more tourists to visit the country. The development of the country’s caravan parks is essential in expanding the recreational vehicle market for sale and hire. Besides, some companies purchase recreational vehicles and lease them out at specific fees. An increase in tourism in the country would encourage companies to acquire more products for their clients (Business practices in Turkey, 2020).
b. Region
	Bombardier Recreational Products intends to sell and provide recreational vehicle services in the tourism industry. The primary target market entails tourists and campers who would like to spend their vacation in peaceful and quiet areas, with the ability to change locations without experiencing any challenges. Several clients also hire fully equipped recreational vehicles in major cities for excursions to rural areas. Recreational vehicles have a high demand in cities around Turkey, and clients usually use them to visit multiple caravan campsites located in various places, including beaches, forests, hills, and mountains, among other areas. The areas are typically accessible by land and sea and enjoy sufficient network coverage from multiple service providers, a useful aspect in cases of emergencies.
c. Advertising and Promotion
	The most appropriate Integrated Marketing Communication (IMC) tools for the company would be advertising, mobile marketing, social media marketing, and sales promotions. Advertising entails non-personal communication at a specific cost, which involves convincing prospective consumers of a product’s benefits. The process may involve various methods, such as television, radio, and print media, as well as the use of billboards; its most notable benefit is rapid communication and raising awareness among broad populations. Advertisements have to contain the correct message and apply appropriate delivery techniques (Taylor, 2019).
	Mobile marketing entails using phones to communicate with clients, mostly using text messages. It is cost-efficient and may be useful during the current COVID-19 pandemic. Social media marketing involves using popular platforms, such as Facebook and Twitter, to capture several prospective clients’ attention. It is cost-effective and reaches a massive audience. Finally, sales promotions usually encourage customers to purchase company products. It helps accelerate initial sales and attract several customers, giving the company a competitive advantage (Taylor, 2019).
Competitor Analysis
Turkey’s bombardier recreational products (BRP) company would be one of the country’s largest recreational vehicles. Its biggest rival in turkey includes Restar Otomotiv A.S, Yamaha motors, and Arctic Cat. BRP has a competitive edge since it produces various products for winter and summer vacation activities, such as motorcycles, sailboats, RVs, and snowmobiles (Wagner, 2018). Recently, the company has created its own vacation airline in Turkey. Since it is worldwide, the company also has a competitive edge, having many loyal followers from tourists coming into the country.
Restar Otomotiv A.S is BRP’s largest competitor in the recreational products industry. The company was founded in 1998 and has its headquarters in Turkey. The company specializes in the manufacture and export of different recreational products. The company invests in automotive buses, minibusses, motorcycles, real lounge houses, towed trailers, caravans, and motor homes. The company mainly advertises through the internet since many of the Turkish population use the internet for daily activities. The internet also offers the advantage of gaining new customers who want to come into the country or purchase their products. The products of this company are relatively low since it manufactures its products within Turkey.
Yamaha is also another company that might compete with BRP in the importation of recreational products in Turkey. The company’s headquarter is located in Japan, and the brand has existed for 65 years. The company supplies motorcycles, commuter vehicles, scooters, boats, marine engines, snowmobiles, personal watercraft, and unmannered aerial vehicles. Yamaha has expanded in Turkey and operates in various sectors such as accessories and musical instruments, mainly focusing on the automotive industry. Its brand is known for its affordable prices and high-quality products. The company has a lower cost of production, resulting in cheaper product prices. Yamaha’s primary advertisement involves the internet since it is the most popular with the target market. The company also uses celebrities in various countries and cultures to advertise their products, attracting new customers (Pulungan et al., 2018).  The company also enjoys the benefits of becoming one of the first car manufacturers, which provides a significant number of loyal customers. 
Another big competitor in the recreational industry is the arctic cat. The company was founded in 1960, and its headquarters is based in Minnesota, USA. The company’s products are primarily based on winter recreational activities. It distributes a significant amount of Turkey’s all-terrain vehicles and snowmobiles. Among the competitor, the company offers the lowest risks since it has less diversified products. It primarily uses the internet for advertising its products and brand to various customers. The brand is also at a disadvantage because it provides its products at a higher cost than its competitors.
Marketing Plan
Marketing Objective
	BRP’s primary product is recreational vehicles, targeting the travel and tourism industry. The company is likely to gain market share since the popularity of recreational vehicles is gradually increasing. Turkey’s government is increasing caravan parks countrywide, and the popularity of the product is also increasing steadily, especially during the COVID-19 pandemic, as individuals are seeking to enjoy their vacations privately (Turkey to ‘become caravan-friendly in two years’, 2020). Bombardier will most likely enjoy a high amount of sales due to the increased demand for the product.
Marketing Strategy
BRP can use various strategies to expand its market in Turkey. For instance, the company can use the internet for advertising its products because of its popular use in the country. Marketers should also learn the culture of the country to ensure that all advertisements are culturally appropriate. The company can also diversify to various industries to give them a competitive edge. It can determine their target group’s desire for the product, ensuring they meet and understand their consumers’ tastes and preferences. Finally, it should provide various offers and discounts to attract new customers to the business.
Market mix
	The company can also use several tactical methods to attract customers to the business. For instance, BRP should find places that offer the raw materials at the lowest price, reducing production cost, thus having a competitive edge in the market. The company can also find the shortest and best supply chain method, ensuring affordable commodities. It can also provide discounts and free samples to attract more customers to the company, increasing the profit margin. The company should use advertising methods that offer them an opportunity to attract and retain new customers, such as websites, newspapers, and billboards.
Summary	
	BRP primarily produces recreational vehicles and needs to venture into foreign markets to increase profitability. Turkey is a strategic location due to multiple political, economic, and cultural aspects. Recreational vehicle demand in Turkey is likely to increase significantly, providing an opportunity to tap into the market. BRP would face multiple competitors; however, applying a strategic approach would ensure the company’s success.
Conclusion
	Turkey’s business environment is currently friendly; however, the uncertain political situation in the country is a threat to business success. The country’s culture is favorable for BRP. The demand for caravans in the country is expected to increase due to various political and social factors, providing an opportunity for BRP to venture into the market. Various competitors exist in the recreational vehicle industry, and BRP would have to apply a strategic approach for success.
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