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Strategic partnerships 

Strategic partnerships Eva Švandová 



“We all do better when we work together. Our 
differences do matter, but our common humanity 

matters more.” (Bill Clinton) 
 

“If you want to make peace with your enemy, you 
have to work with your enemy. Then he becomes your 

partner. (Nelson Mandela) 

 
“Alone we can do so little; together we can do 

so much” (Helen Keller) 
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Road map 

 What are strategic partnerships 

 Types and areas of strategic partnerships 

 Why are enteprises partnering 

 Theories explaining cooperation 

 Basics steps of strategic partnership creation 

 Keys to successful cooperation 

 Partnering in the Czech Republic 
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What is strategic partnership 
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 A relationship formed by two or more organizations that share 

(proprietary), participate in joint investments, and develop linked and 
common processes to increase the performance of both companies. 
Source: http://www.apics.org/  

 A Strategic alliance is a partnership between two or more companies to 
pursue a set of agreed upon goals while remaining independent 
organizations. Strategic alliances come in all shapes and sizes, and 
include a wide range of cooperation, from contractual to equity forms. 
Source: Encyclopedia, Wikipedia, 
http://en.wikipedia.org/wiki/Strategic_alliance 

 
 TO SUM UP: 
 agreements with „open“ end (ASAP) 
 between separated independent companies  
 sharing common interests or goals 
 mutually beneficial 



Even competitors can cooperate 
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What is strategic partnership  
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Typology of strategic partnership 
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 „salient“ informal agreements 

 informal collaboration with information sharing 
 handshake agreement 

 licensing  

 franchising 

 preferred suppliers and buyers 

 joint ventures 

 „close“ form of co-operation ??? 
 merger 

 acquisition 

risk, resources, 

costs 

SA 



Informal collaboration with 
information sharing 
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 Sharing of information which are interesting for 
the both sides (supplier and subscriber) 

 The partners can share the experience and other 
data resources concerning the market conditions, 
experience with other partners, computer 
programs 

 Handshake agreements 

 Question of trust – it can be problem in the CR 



Preferred suppliers and buyers 
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 Agreements connected with the special position 
of the partners 

 Long-term co-operation 

 Enteprises tend to have fewer suppliers and to 
create with them longer relationship based on 
the trust 

 ŠKODA Auto Mladá Boleslav 



Sole agency 
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 Adjusted by New Civil Code (no. 89/2012 Sb.) 

 agreement closed between agent and the company 
to be the only one representative (entity) of 
repsesented company or to sell a product in a 
particular area on behalf of represented company 

 Zepellin CZ a Caterpillar 

 Anheuser Busch Inbev and Budvar 
 
 

 

 



Licensing 
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 the process of leasing a legally protected (that is, 
trademarked or copyrighted) entity - a name, 
likeness, logo, trademark, graphic design, slogan, 
signature, character, or a combination of several of 
these elements.  

 Franchising is a special type of licensing 
 http://bcove.me/0m0xx9bi  

 

http://bcove.me/0m0xx9bi


Franchising 

 franchisor provides its franchisees a claim to provide 
brand, trade marks, know-how, design, bussines and 
technology systems, procedural systems and other 
industrial or intellectual property rights, marketing 
support , but it is also the obligation of franchisee to 
operate in accordance with the concept of 
franchising.  

 Franchisee pays a fee 

 Czech franchising association (ČAF) - 
http://www.czech-franchise.cz  
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http://www.czech-franchise.cz/
http://www.czech-franchise.cz/
http://www.czech-franchise.cz/


Joint ventures 
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 An agreement between two or more firms to 
undertake the same business strategy and plan of 
action 

 It has its legal form  
 Two companies want to co-operate (share 

knowledge, markets, and profits) and they decide 
to create another company together – JOINT 
VENTURE  

 In the CR typical for the enterprises with foreign 
capital 



Barum Continental 
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 tires producer 

 JV partner – German company 
CONTINENTAL – 1992 

 Barum – part of Continental Group 



Close form of cooperation 
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 merger 
 acquisition 
 Acquisitions – key success factor: 

 ability to integrate the company (85) 
 synergies (84) 
 competitive position of the company acquired (81) 
 evaluation of acquisition candidate (80) 
 management abilities of company acquired (77) 
 prior experience making acquisitions (69) 
 market growth of the company acquired (69) 
 technology position of the company acquired (68) 
 compatibility of management styles (67) 
 price paid (64) 
 aid from public authorities 

Wall Street Journal/Booz-Allen &Hamilton Survey 2002 
 



Popularity of cooperation in the CR 
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0.587 

0.551 

0.478 

0.471 

0.414 

0.304 

0.065 

0.058 

0% 10% 20% 30% 40% 50% 60% 70% 

Jiná neformální spolupráce bez smluvní dohody 

Dlouhodobé subdodavatelské smlouvy 

Joint venture 

Obchodní spolupráce založená na dlouhodobých smlouvách o dodávkách 

(import/export) 

Majetkové podíly v existujících společnostech (založení podniku) 

Ostatní smluvní spolupráce (strategické aliance) 

Licence/franchisingové smlouvy 

Jiný typ spolupráce 

Informal agreement without  written contract 

Long-term  subcontracts 

Joint venture 

Business cooperation based on long-term 

contracts (import/export) 

Equity capital 

Strategic alliances 

Licences/franchising 

Other forms of cooperation 

 

 



Marketing / distribution/ service agreements 
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 Agreements concerning the 
collective solution and 
implementation of external 
processes 

 The external processes can be 
presented by mutually coordinated 
marketing, assembly and servicing 
of complicated equipments, 
commen distribution 

 Cooperation of airlines – Sky 
Team, Star Alliance 

 Alliance of automobile 
manufacturers 



Production / assembly / buy back agreements/ 
purchasing/ RaD 

 The participating companies are 
trying to exploit the advantages 
coming from the economies of 
scale  

 Co-operation connected with 
fluently recovery of the capital 
equipment and later with buy 
back by the supplier of the 
equipment 
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http://images.google.cz/imgres?imgurl=http://gmotors.eu/blog/wp-content/uploads/2007/11/toyota-corolla-matrix-2009-1.jpg&imgrefurl=http://globalmotors.net/2009-toyota-corolla-matrix/&usg=__CpBtoldvtAeLxhAvoYNjwDFtqeU=&h=426&w=640&sz=74&hl=cs&start=13&um=1&tbnid=lLjuK2cZxWjZ4M:&tbnh=91&tbnw=137&prev=/images?q=toyota+corolla&um=1&hl=cs&lr=&sa=N
http://cs.wikipedia.org/wiki/Soubor:Toyota_stojan.JPG


Area of cooperation 
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0.664 

0.372 

0.328 

0.241 

0.153 

0.139 

0.109 

0.102 

0.073 

0% 10% 20% 30% 40% 50% 60% 70% 

Obstaravatelská činnost / dodavatelská činnost  

 Společná výroba 

 Konzultace/výměna znalostí 

Marketing / získávání zákazníků 

 Společný prodej 

 Personální činnost/školení a rozvoj 

 Jiná 

 Vývoj produktů/inovace/výzkum a vývoj 

Společné financování  

Procurement/supply 

Joint production 

Consultancy/experience exchange 

Marketing/acquiring of  customers 

Joint selling 

HRM/training and development 

Other 

Product development/innovation/RaD 

Joint financing 

 

 



The process of strategic alliance creation 
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•Strategy 

•Goals 

•Search 

•Evaluation 

•Idefinition of  

occasions 

•Setting  

competencies 

•cooperation 

plan 
•implementation 

•interested  

groups 

•advanteges  

•disadvantages 

Alliance 

negotiation 

Alliance 

management 

Assesment and 

termination 

Partner assessment 

and selection 



Wit, B., Meyer, R. (2010. Strategy: Process, Content, Context : an International Perspective. Cengage 
learning EMEA 
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DCH merger 

  started in 1998, in 2000 german management started taking over 
the whole´s  company management, 2007 Chrysler division sold. 

 a lot of red tape x no red tape 

 Long almost endless reports x discussions and reports based on the 
minimum necessary 

 Detailed plan and precise implementation x trial- and –error method 
to come to solution 

 Methodical decision making x creativity in decision making 

 Authority, bureaucracy centralized DM x equal rights among all staff 

 Hierarchies and top-down management flat structures 

 Low salaries x high salaries 
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Cultural clashes:  DaimlerChrysler 
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Cultural clashes 
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http://geert-hofstede.com/czech-republic.html 

http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-

narodni-kultura-7699.html  

http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
http://www.businessinfo.cz/cs/clanky/organizacni-kultura-a-narodni-kultura-7699.html
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Critical success factors of SA (Biggs, 2006) 
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Why strategic partnership 
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SME 
 limited possibility of financing (this disadvantage 

causes other secondary problems) 
 higher interest rates at the bank 
 underutilization of production machines 
 employees motivation 
 Access to the resources 
Large companies 
 Prevent competition (cheaper acquistion) 
 Access to technology, expertise, innovation 
 Competitive advantage 
 Decrease time to market 

 
 

 



Main purposes of the alliances 
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1. activities and resources shared between partners 
– co specialization 

2. competition battle reduction – co-option. 
coopetition 

3. knowledge creation, transmition and utilization – 
co-learning, learning and internalization 

4. power shift (change in bargaining power), image 
and trustworthiness shift 

5. cost reduction 
 
 



Motives to cooperate (MBV) 
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0.615 

0.596 

0.43 

0.34 

0.177 

0.16 

0.141 

0.101 

0.083 

0.063 

0% 10% 20% 30% 40% 50% 60% 70% 

Nedostatek domácí poptávky 

Využití nových tržních příležitostí/odvětvových trendů 

Navýšení tržního podílu/vstup na nové trhy 

Vyšší flexibilita 

Překonání veřejných a právních bariér 

Prevence ztráty zákazníků 

(Lepší) přístup k veřejným zakázkám 

Výhoda v pracovních nákladech 

Reakce na strategie konkurentů 

Ochrana současného tržního podílu. 

Lack of domestic demand 

Exploitation of new market opportunities 

Increase in market share 

Overcoming of public and legal barriers 

Prevention of customers loss 

Better access to public contracts 

Advantage in labor costs 

Response to competitors strategy 

Protection of present market share 

 

 



Motives to cooperate (RBV) 
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0.62 

0.391 

0.386 

0.385 

0.247 

0.212 

0.177 

0.133 

0.114 

0.077 

0.057 

0% 10% 20% 30% 40% 50% 60% 70% 

Rostoucí výnosy 

Rozšíření sortimentu zboží/pozice hlavního dodavatele 

Vylepšení a doplnění škály produktů a služeb 

Přístup k know-how (rozšíření obzorů) 

Získání specifického know-how 

Vývoj nových produktů/procesů 

Nákup specifického materiálu 

Získání expertů a specialistů 

 Redukce nákladů 

Ochrana dodavatelských zdrojů 

Získávání zaměstnanců 

Increase in revenues 

Enlargement of the assortment/main supplier position 

Enhancement of the product and services offered 

Access to know-how 

Acquiring a specific know-how 

Development of new products/processes 

Specific material purchase 

Acquiring experts and specialists 

Costs reduction 

Protection of supplier sources 

Acquiring employees 

 

 



Theories  of cooperation 
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 Resource dependance theory 
 Formalized by The External Control of 

Organizations: A Resource Dependence 
Perspective (Pfeffer and Salancik 1978)  

 Transactional cost theory 
 R.Coase in 1937 

 Social network theory 
 Sociometry, Moreno, Milgram, 

Granovetter, Burt 

 Strategic management 
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Facts representing cooperation 
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 volume of direct foreign investment exceeded 9 billion  
EUR in 2010 

 173 000 Czech firms are supported by foreign capital 
(2012), 70 % of exports are made by these firms 

 99,8% of all the Czech companies in the CR belongs to 
SME 

 CaE Europe is the most atractive region fore investros 
(Ernst&Young, 2009, European Atractiveness survey) 

 87 % of Czechs  speak at least one foreign language 
 One of the highest mobile telephone penetration (105 %) 
 Educated staff 
 Good transportation infrastructure 



Volume of direct foreign investment inflows 
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Cooperation in the CR 
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 Problem with trust between the Czech companies being 
competitors, if they are going to co-operate (the Moravia 
Silesia Cluster) – problem especially of the co-operation 
supported by public authority 

 Foreign partners are trying to produce for cheap in the Czech 
Republic 

 Foreign partners want to expand and don´t know the Czech 
market 

 Cooperation between Czech firms in the sphere of research and 
development (24 of innovative research parks in the CR) 

 Expansion of outsourcing 

 Barriers of cooperation – different wage and cost level, 
different attitude to work and mentality, low knowledge of the 
language, bureaucratic and legal obstacles,  

 



Autumn 2021 Strategic partnerships 

36 



 Don’t give your brand away, carve out provisions for 
adequate creative control 
 “We signed a partnership thinking it was going to work perfectly, and it failed dramatically. To be successful today 

you have to be true to your DNA, and there‟s no way an external company can take care of that as you do. You don‟t 
just give away your brand to someone who might have completely different objectives.” (Nicola Andreatta, Vice 
President and General Manager of Tiffany & Co Swiss Watches) 

 Don’t underestimate the importance of compatibility from a 
core value perspective 
 “Lego are a company all about all about children, the future of children and being environmentally sustainable. If 

you make those kinds of claims as values of your company then it is really important that you examine the 
relationships that you have with other companies who clearly don‟t have the same values” (Charlie Kronick, Senior 
Climate Advisor at Greenpeace) 

 

 Make sure you establish and practice trust, be clear on what 
you plan to share, and then share it 
 “Volkswagen AG did not allow Suzuki access to Volkswagen AG‟s core technology and it also became clear that there 

were differences between Suzuki and Volkswagen in the understanding of „independence‟. Suzuki could not therefore 
establish a relationship of mutual trust which is the basis for collaboration between the two parties.” (Spokesperson, 
Suzuki ) 
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Thank you  


