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In the context of international economic globalization companies all over the world, that are
interested in profit maximization and expansion of production, are entering into international
strategic alliances.

A strategic alliance is understood as business relations between organizations in the domestic
or international markets occur by combining the strengths of the companies sharing risks and
integrating functions to achieve mutual benefits. Each partner of the alliance is an independent legal
entity, and, unlike a merger and acquisition, its capital remains segregated. The advantage of the
alliance is in receiving benefits by each partner in a short-term period [1, p. 14]

An international strategic alliance is one of four ways to strengthen positions in the
international market, acquisition of technical know-how and expansion of sales channels.

Reasons to create a strategic alliance:

1. The attraction of additional capital.

2. Providing opportunities for a small company to use experience in the market of a larger
company.

3. Joining forces and resources for R&D.

4. The attraction of human resources with specific experience and skills.

The most important factor in the success of a strategic alliance is its rationality, the most
correct choice of strategic leadership (description, choice, and implementation), entrepreneurial
approach (the effectiveness of development paths) and analysis of the capabilities of this alliance [2,
p.26].

The most part of strategic alliances, the companies are involved in, can reach further out
within a prospective customer pool. And with two sales teams working in the channel, that means
you have access to twice as many prospects than if you were working alone.

There are five examples of strategic alliances that paid off hugely.

Table 1
Successful Strategic Alliances in the World

Ne Alliance Specification

Hewlett-Packard | This alliance formed back when Mr. Hewlett, Mr. Packard, and Mr. Disney

and Disney were all still involved with their respective companies. During the creation
of Fantasia, Disney purchased some audio equipment from Hewlett-
1. Packard. The strategic alliance continued onwards, as Disney relied heavily
on HP’s development and IT team for its infrastructure.

Starbucks and | With a Starbucks location in most (if not all) Barnes & Noble bookstores,
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2. | Barnes&Noble | customers have twice the reason to shop there. Coffee break and browse
the latest bestsellers shelf all in one stop.

Google and Luxury eyewear and cutting edge technology. The partnership is exactly

Luxottica what was needed for each company to get ahead in the market. Luxottica
can provide premium quality eyewear to the luxury market, with a
justification that the technology is what is driving the price, and maintain
3. and increase their market share by diversifying the customer base. Google,
on the other hand, can provide technology that has a touch of luxury, and
reach consumers that may be seeking eyewear that has the premium look,
regardless of the technology.

4. | Spotify and Uber | Spotify and Uber have partnered to provide stereo control to Uber
customers. Not every Spotify consumer uses Uber, nor does every Uber
rider have a Spotify account. The strategic alliance allows each company to
pursue prospects from the other’s existing customer base, all while
continuing to promote both products.

In both cases, it gives the company a leg up over its competition. Spotify is
offering something with the Premium package that other streaming
services do not yet have. And likewise, Uber can provide the riders with an
opportunity to listen to their own playlists as opposed to other ride-share
services that cannot match them yet.

5. Ford and The Ford Explorer Eddie Bauer edition. Premium leather seats and other
Eddie Bauer luxury features throughout the vehicle. Then aside from the car itself,
Eddie Bauer was producing luggage sets with Ford branding on them.
These co-branded items were great advertising points for both companies.
The main selling point was that the wvehicle filled a niche that was
previously held by foreign automakers: the luxury SUV market. When
Ford partnered with Eddie Bauer, the consumers clamoring for a finely
outfitted sports utility vehicle produced on American soil were satiated.

Source: constructed by authors, based on [3-7] data

In today's global economy, there is fierce competition between firms as well as close
cooperation. The active development of inter-firm cooperation began in the 1980s. One of the most
significant changes in the economies of developed countries in the last two to three decades has
been the growth of mergers and acquisitions, which in the second half of the 1990s became
transboundary.

Since 2000, more than 790’000 transactions have been announced worldwide with a known
value of over $57 billion. In 2018, the number of deals has decreased by 8% to about 49’000
transactions, while their value has increased by 4% to $3.8 billion.

Globalization and regional integration are blurring the acceleration of mergers and
acquisitions, which are blurring national borders and creating the conditions for reaping the benefits
of a large market, sharpening competition in high-tech markets. By participating in mergers and
acquisitions, companies are looking for cost reduction, profit growth, market share growth, an
advantage of new technologies and market opportunities, and seize dominance in global markets.

Mergers and acquisitions are intensively distributed in various industries - petroleum and
petrochemical, automotive, steel, food, textile, computer manufacturing, pharmaceuticals, etc. as
well as in management consulting, insurance, banking, and other types of services.

Cross-border mergers and acquisitions are considered to be the easiest way of penetrating
foreign markets, especially if a local firm has a stable brand and a good reputation in the native
country. This saves considerable funds for the construction of production facilities, the organization
of research works, staff training, the adaptation of products to the specific requirements of the
market, the establishment of sales divisions.
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Mergers & Acquisitions Worldwide

Number of Transac ions
Walue of Transac tions (in hil. TIS0)

Picture 2. Number & Value of M&A Worldwide [8]

Mergers and acquisitions most often entail rationalization and reorganization of activities,
which is reflected in the reduction of management functions and the number of managers, the
merger of research centres, the reduction of costs of research work and the number of production
personnel, the relocation of research units from one country to another.

But quite often, following the acquisition, immediate closure of production will take place to
destroy a competitor, as is practiced, for example, by German companies in the United Kingdom
and some countries in Central Europe. In developing and post-socialist countries, MNEs often
bought cheaply local firms during privatization, as in Brazil and Russia, and then closed them.

Consequently, we can conclude that alliances, mergers, and acquisitions have both
advantages and disadvantages. The alliance is an approach in which two or more companies agree
to pool their resources together to form a combined force in the marketplace. Unlike a merger, an
alliance does not involve the emergence of a new combined entity. Each participant in the alliance
retains their individual entity but choose to compete against competitors as a unified business force.
The obvious advantage is that companies entering markets through JVs would benefit from the
local knowledge of the local company. The obvious disadvantage is that companies entering new
markets may be taken for a ride if joint ventures are not agreed upon carefully. As is evident from
the examples mentioned before, acquisitions serve three main purposes: serve as a market entry
strategy, as a corporate portfolio expansion tool, and as a competitive defence mechanism.
Alliances are less risky than acquisitions because they are negotiable, co-operative and easier to
walk away from. They bring two firms together with mutual interests but different strengths to work
on particular projects that offer benefits to both.
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YJIEHCTBO B MIDKHAPOJHIN MOPCBHKI OPTAHIZAIIIL IK ®AKTOP
PO3BUTKY TOPTOBEJIbHOT'O MOPEILTABCTBA YKPATHH

Kocmosuncovka B.B., cmyoenmka, Ocopoonux P.I1., cm. éuxkiaoau
Xepconcwvkuti HayionanbHUll MexHIYHUU YHigepcumem

Mopchkuii  TpaHCIIOPTHUM  KOMIUIEKC € 0araro(yHKIIOHAJIBHOI  CTPYKTYpOIO, IIO
3aJI0BOJIbHSIE MOTPEOH HAI[IOHATIbHOI EKOHOMIKH Y TPaHCIIOPTHOMY 3a0e3MeueHH1 0aratbox JepkaB
1 30kpemMa YKpaiHH, siKa 32 CBOIMH IMPHUPOJHHMHU YMOBAMH Ma€ BCl HEOOXIJH1 JaHi JUIs PO3BUTKY
MOPCBKUX crHojiydeHb. Came Iie BH3HA4Ya€ BaXKJIIMBY POJIb MOPCHKOTO TPAHCIOPTY B po30yHOBi
€KOHOMIYHOT HE3aJeKHOCTI Hamox KpaiHu. ToproBenbHE MOPEIUIABCTBO SIK ASUIBHICTH, IO
MOB’si3aHa 3 BUKOPUCTAHHSAM MOPCBKHX CYJE€H, € 0a30BOI0 CKJIAJ0BOIO TiSUTBHOCTI MOPCHKOTO
TpaHcnopTy. ToproBeiabHe MOPEMJIABCTBO 3HAYHOIO MIPOI0 Ma€ MDKHAPOJHUN XapakTep. 3BIIACH
BHUHUKA€ HEOOXITHICTh CTBOPEHHS €IMHUX I BCIX JIep)KaB MPABOBUX MIACTaB 3abe3medeHHs H
BHKOHAHHS MEBHUX YMOB nepeOyBanHsa y CBITOBOMY OKeaHi CyJIeH, SKi MalOTh «HAI[IOHATBHICTh)»
KX JepxkaB (CyzieH, K1 HaOyJIu TpaBa IIaBaTH i Iep>KaBHUM MPAriopoM MEBHOI ACPIKABH).

Taki mpaBoBi mincTaBu OyJI0 CTBOPEHO MPUAHSATTSAM MDKHAPOJHHX KOHBEHIIIH, 11O MICTITh
BIJIMTOB1/IH1 TIOJIOKEHHSI CTOCOBHO BHPIIIEHHSI MUTaHb OE3MEKH TOPTOBEIHLHOTO MOPEIJIaBCTBA, Ta
CTBOPEHHSIM BIIMOBITHUX MDKHApOJHMX OpraHizamii (Takux, sk MDbKHapogHAa MOpPChKa
opraHizaiis, fka € cremiarizoBano0 ycraHoBoro OOH 1 nisanmpHICTE sIKOi cHpsMOBaHa Ha
CKaCyBaHHs JUCKPUMIHAIIMHUX i, 10 3a4iNaloTh MDKHAPOJHE TOPTOBENBHE CYIHOILJIABCTBO).
Omxe, mpuilMaroud 3aKOHM Ta MpPaBHIA, SKI TOPKAIOTHCS TOPrOBEIBHOIO MOPEILIABCTBA, BCl
JIEp’)KaBU MaloTh 3a0e3leuyBaTH iXHIO BIIMOBIIHICT MDKHapOJHHM HOpPMaM 1 CTaHAapTaM,
NPUHAHATHM 3a ydacTi abo TMmia erior0 KOMIIETeHTHOI MDKHApOAHOI opraHizamii (B T.4.
MixHapo HOT MOPCHKOT OpraHi3aiiii) 0o IUITOMaTHYHUX KOHMEPEHITI.

Meroro naHoi cTarTi € aociipKeHHs MDKHapoJHOI MOPCBHKOI OpraHizaiii Ta YJIEHCTBA
VYkpainu B Hiif.

Ilepm 3a Bce moTpiOHO 3ragatu HaOyTTs yumHHOCTI 3akoHy Ykpainu «IIpo patudikarito
KounBenuii Opranizamii O6’eqnannx Hamiii 3 mopcekoro mpaBa 1982 poky Ta Yroaum mpo
immemenTanito Yactuau XI Konseniii Opranizanii O6’eqnanux Hartiit 3 Mmopcbkoro npasa 1982
poxy» (mani — Konmenmis UNCLOS 82) Vkpaina, sik cy0’eKT MDKHApOJHOTO IpaBa, Halyia
CTaTycy — «JAepkaBa-y4acHUIIsH» KOHBeHIIi [ 1], To6To nepskaBa, sika 3roHa Ha 000B’SA3KOBICTh IS
Hei MOoJOYKEeHb I1i€1 KOHBEHIIT Ta A7 sIKO1 Taka KOHBEHIlSI € YMHHOIO. YKpaiHa, SK 11€ BUITUIHBAE 13
TekcTy cT. 94 «O060B’s13ku nepxasu npanopa» Kousenuii UNCLOS 82 [2], mpuiimae Ha cebe y
BIJIMOBIIHOCTI /10 CBOTO BHYTPIINIHHOTO 3aKOHOJABCTBA FOPUCAMKIIIIO Ta KOHTPOIb HaJ KOKHUM
CYIHOM, IIO TIaBa€ Mif 1l MParmopoM MO0 aAMIHICTPATUBHUX, TEXHIYHUX Ta COIaIbHUX MUTAHb,
K1 CTOCYIOTbCSI TaKOT'O CyJIHA, Ta 3000B’SI3y€ThCs 3/IIMCHIOBATH TaKi IOPUCIUKIIIO Ta KOHTPOJIb
edekTuBHO. 3000B’S13aHHS CTOCYIOTHCS, 30KpeMa: BXKUTTS HEOOXITHUX 3aXOMIB AJs 3a0e3MeyeHHs
Oe3meku Ha Mopi (cepell IHIIWX, MIOA0 KOHCTPYKIIl, OoONMaJHaHHS Ta MPHAATHOCTI CYAEH 0
IUIaBaHHS); JOTPUMAHHS TPU I[HOMY 3arajbHONPUHHATHX MDKHAPOJHUX MpaBWI, TPOUEAYyp 1
MPAKTUKW; 3IIMCHEHHs YCiX HEOOXITHMX 3axOfiB s 3a0e3ledYeHHs BHUKOHAHHS CBOIX
KOHBEHIIIHUX 3000B’I3aHb.
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