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Treat, T., & Hartenstine, M. (2013). Strategic partnerships in international development. New Directions for Community Colleges, 2013(161), 71-83. doi:10.1002/cc.20049


“Strategic Partnerships in International Development”

Summary
The article introduces the struggle that some countries face in continual economic growth. The biggest issue seems to be a lack of access to a higher education for young adults, especially in less developed countries. Also due to the lack of highly educated people the level of a trained workforce is very low as well, which lead to a very slow or no economic growth. The authors give one possible option for potential improvements, which is community colleges like in the United States . According to Treat and Hartenstine (2013),  “The U.S. community college represents a model of substantial interest in other countries due to its ability to respond quickly to community needs, its ability to address access and pipeline barriers to higher education, and, perhaps most important, its close working relationship with industry in meeting workforce development needs” ( p.71). Furthermore, the article gives an overview of the benefits that both countries get by engaging in international partnerships for future development. The authors provide readers with several frameworks in developing successful strategic partnerships worldwide. The authors claim that it is essential to learn from past experiences and to keep the relationships that were built in the previous projects to continue growth of the companies. Also a big part of success and development plays learning process, there is always a room for improvements in qualification, workers trainees, new interventions and improving qualification.  Lastly, the authors state that the growth and success failure can happened due to the misaligned partnerships. 
First presented framework is analytic framework, it analyzes materialistic and intellectual benefits for the organizations. As a part of analytic framework authors provide dependency theory, which suggests that partners becoming dependent on each other and lose their interdependence but as an outcome can get bigger benefits and faster development. Second framework is understanding the partners, recognizing strong and weak sides in partnership and in companies can make a huge difference in building a strong partnership. Third is recognizing who is getting the most benefits from a current partnership. Forth one is being aware that unexpected outcomes can occur and be prepared for it. Fifth is try to make partnership with more than one corporation or country to widen the growth and influence. 
Reflection

[bookmark: _GoBack]I found this article to be very useful, because it gives a very good description of how important partnership is. I think as a leader one have to understand that it is difficult if not impossible to succeed on his or her own. Partnerships give an opportunity to expand one’s influence and growth. Also the formation of business, its development and prosperity falls on the shoulders of several people - partners - therefore, it is easier to solve current, pressing issues that are requiring urgent actions collectively, rather than deal with it alone. Furthermore, partnerships allow you to gain time, and, as you know, time is money. The functions of one person are divided into two, three or more, which positively affects the timing, actions and quality. Of course there are some disadvantages of the business partnership, the complexity of the relationship, especially when the views of doing business with partners do not match. Such disagreements can lead to the division of entrepreneurship, and sometimes even to its disintegration and bankruptcy, which is the unequal distribution of powers. The result of the work done is often difficult to appreciate, therefore there are some misunderstandings and conflicts of business partners, contradictions with a partner or partners can delay the timing of important tasks and issues. It may lead to a full dependence on a partner who can sell his share to a completely different person.


Combe, I. (2012). "Marketing and flexibility": Debates past, present and future. European Journal of Marketing, 46(10), 1257-1267. doi:http://dx.doi.org/10.1108/03090561211248116

“"Marketing and flexibility": debates past, present and future”

Summary
The authors suggest that more research is required to explore the issue of innovation and its relationship with market orientation and flexibility. We live in the world that is constantly changing, and brands or better yet the brand management, has to quickly and constantly evolve. They also have to be very flexible and agile in order to adapt to a completely different context. According to Combe (2012), “The topic of flexibility is not only relevant to current practice, but it is also an important topic for scholars when investigating firm performance and the sustainability of competitive advantage “(p. 1258). Brands in a way are similar to human beings, they survive by being agile, being flexible. From a Darwinian point of view, we could say that only some species have the ability to overcome the passing of time. In nature the smaller species stayed around and learned to adapt but the larger species for example dinosaurs ended with extinction. 
In this world, in which technology and social tendencies change quickly permanently and without warning, one of the most important rules and strategies for a corporation is to create an atmosphere of flexibility. They have to be able to adapt in all branches of its business. A company has to have the ability to do almost anything that is in their grasp and change internally so they can be able to respond effectively to the external situations and in the fastest way as well. This ability gives you the capacity to convert any challenge or obstacle in a new opportunity of economical growth. 
There are four key factors for a company that has these sort of attributes. Such as, to never marry a single concept, always scan your environment and your competition, always have a close communication with consumers and always keep your people close and what I mean by people is your workers. The way in which you change your business in accordance to consumers and clients and other demands of the market will by the epitome or downfall of such. Always be in accordance with these things. The brand management of today has to have a balance between the flexible and the obsolete this way you are able to enhance your opportunities in one’s own business.

Reflection

I believe this article has some great points about flexibility of a business world. With globalization and modernization corporation have to constantly improve and develop and being flexible about its beliefs and standards. During the development of the information society, a set of historically short lives of one generation radically changes the set of goods and services used by consumers. From the horse-drawn cart, as the main means of transport, mankind quickly moved to the operation of transport spacecraft reusable. Consequently, goods, services that are used very soon, as well as methods for their creation and promotion to the market are hopelessly obsolete. So we need to learn the marketing of the future and predict an intensive change in consumer preferences under the influence of scientific and technological progress and global informatization of society.
Hence, the forecast is a qualitative and quantitative description of the future event. The forecast is a virtual, digital, creative model of the future. To make a forecast you need to know the past well, understand the present and know the future.
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