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[bookmark: OLE_LINK1][bookmark: OLE_LINK2]The concept of coopetition sheds the new light on the way companies behave and the way in which value for customers can be created. This topic is actual to the present stage of development of Ukraine because of the emergence and growing popularity of simultaneous cooperation and competition between subjects of business all over the world. This paradoxical phenomenon is becoming more and more popular even among enterprises from transition economies such as Ukrainian.
Coopetition is a business strategy based on a combination of cooperation and competition, derived from an understanding that business competitors can benefit when they work together [1, p.24]. Coopetition strategy is a new kind of interfirm dynamics, of the raising of competitiveness of the Region. On the basis of the number of interdependent firms and the level of the value chain distinguishes four types of coopetition:
· simple dyadic (alliance – consortium in the field of R&D – only two partners),
· complex dyadic ( alliances in automobile sectors – many partners, different fields of cooperation – R&D, manufacturing of components),
· simple network (coopetition among multiple firms at one level of the value chain), 
· complex network (Ukrainian industrial districts).
If the company’s core competencies is its management but not finance sources, while another company in this area has a scientific breakthrough without well qualified top-management, there is  a background to use a coopetition strategy.  Coopetition provides companies with access to unique and essential resources, including knowledge, relationships and networks, while at the same time not depriving the company of the beneficial influence of competitive pressure. Thanks to coopetition a company gains the chance to focus on its key area of activity, learning from a business partner, and at the same time, due to their competition, can improve its competitive potential on the basis of its own experience or even failures [2, p.155].
According to official statistic, the number of competitors different companies in Ukraine cooperated with is between 2 and 5, regardless of the size of the company. Thanks to coopetition the share of exports as part of total sales could be increased [4, p.79]. 
The international competitiveness of the company is measured by the market share and profitability of sales in both domestic and foreign markets [3, p.15]. The highest rates of these indicate that we can see in the biggest corporations, which are coopetition active. What is more, clusters, or geographic concentrations of companies, are a striking feature of company’s internationalization and virtually every national, regional, state, and even metropolitan economy are characterized by such kind of coopetition. For instance, Enin environmental industry cluster, which consist from Slovakian, Ukrainian and Romanian companies. 
 In this context, which is characteristic for a resource-based view of the firm, coopetition can increase and change the competitive potential of Ukrainian firms and it is a big step forward to internationalization of our companies, as our country intends to be a participant of European Union.
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