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Our world becomes more and more interconnected. Globalization, digitalization, growing im-
pact of Millennials (the generation born in 1980-2000) and the phenomenon of the shared economy
(an economic model used by Airbnb, Uber etc in which individuals are able to borrow or rent assets
owned by someone else [1]) are major trends changing the business and social environment. Goods,
services, finance, people and data flows are much faster and easier nowadays. Social media and
other Internet platforms significantly simplified these processes and moreover for the first time in
history they simplified access to global business for small local companies and even for individuals.

Digital platforms now match job seekers with employers (nearly 400 million professionals have
profiles on LinkedIn), freelancers with assignments (more than 40 million people find freelance
work on Freelancer.com, Upwork and other digital platforms), small start-ups get capital on plat-
forms such as Kickstarter and Indiegogo [2].

Decades ago global business used to be the privilege of large multinational corporations operat-
ing significant amounts of financial and other resources. Now online platforms have lowered the
cost of cross-border interactions and transactions. And it has became a huge opportunity for SMEs
worldwide. The smallest companies can join digital platforms to connect with customers, suppliers
and investors from all over the world, discovering new markets and resource bases. Facebook, In-
stagram, YouTube, Amazon, Ebay, Alibaba etc give SMEs access to huge numbers of potential cus-
tomers and provide them with built-in tools to reach them effectively. Currently more than
50 million SMEs are using Facebook (the world’s biggest social network with more than 2 bn us-
ers) and some 30 percent of their fans are cross-border [2].

Google’s chief economist, professor H. Varian used (and popularized) the term “micro-
multinationals” to describe the phenomenon of small companies operating globally. As he noted “in-
formation technology is a great leveler” [3]. A great example of such “equality” is the ability of mi-
cro-multinational businesses to export successfully their goods and services. For example, nearly eve-
ry eBay-enabled SME is an exporter. In the same time, many traditional businesses do not export.
Among the data set from 18 countries analyzed in Ebay report, half of them had 100 % export rates,
meaning every eBay-enabled SME based in the country was an exporter in 2014. Developing coun-
tries, in particular, often focus on increasing exports as part of their economic growth strategies [4].

This is extremely important for such countries as Ukraine. Among the main competitive ad-
vantages of Ukraine and other east European countries are a comparatively cheap labor force and
other resources. No wonder recently we witnessed a start-up boom in different industries like IT,
fashion, restaurant business etc. Rather often the owners and CEO of these small companies are for-
eigners with some good business experience, contacts abroad and vision how to monetize new
bright ideas. Even more often the customers of Ukrainian SMEs are located abroad. The geography
is really wide: from USA and Canada to China and Australia. And Ukraine’s largest trading partner
is the EU (40,6 % of total trade in 2016). Ukraine exports to the EU amounted to €13,1 bn in 2016.
EU exports to Ukraine amounted to over €16,5 bn in 2016. The EU is a large investor in Ukraine as
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well. Small and medium sized enterprises in Ukraine can receive support from the EU’s SME Flag-
ship Initiative (access to approximately €200m of EU grants). This funding adds to the new trade
opportunities with the EU that have been created by DCFTA (Deep and Comprehensive Free Trade
Agreement) [5].

And this is why cross-cultural communication has become extremely important. A global mind-
set of managers and their cross-cultural “soft skills” can open new markets for Ukrainian compa-
nies. It is especially important for small and medium-sized enterprises. But sometimes cross-
cultural incompetence becomes an obstacle for effective international cooperation.

Language barriers, differences in values, differences in standards of behavior, lack of experi-
ence, lack of knowledge about other cultures (ethnocentrism), lack of trust in representatives of oth-
er cultures are among the most widespread barriers for effective cross-cultural communication [6].

It is clear that Ukrainian SMEs must adapt and implement top practices for using the full poten-
tial of digital and social media marketing tools for supporting sales growth in overseas markets: the
use of digital and social media tools for export market research; building overseas brand awareness
and reputation through content marketing; active participation in international marketing ‘hub’
sites, e-communities and e-marketplaces; building online relationships and partnerships; use of so-
cial selling techniques etc [7].

On the other hand, to operate successfully in highly competitive global markets Ukrainian man-
agers need to follow some important recommendations to overcome cross-cultural barriers:

1. Upgrade the level of English. The British Council reports that by 2020 two billion people
will be studying English. English is the most studied foreign language in the EU. And even in China
more people are studying English than in any other country [8].

2. Prepare well for cross-cultural communication. Famous Geert Hofstede and Edward Hall
frameworks [9, 10] can help to get basic knowledge about cultural peculiarities of different nations.

3. Avoid stereotyping thinking. It is important to get some personal information about your part-
ner before negotiations: find out some details about his or her background and experience [11]. He or
she can differ significantly from the “typical image” of the representatives of his/her nationality.

4. Avoid ethnocentrism (the belief in the inherent superiority of one’s own ethnic group or cul-
ture [12].

5. Avoid ambiguity (same things can have different meanings in different cultures).

6. Think globally. Nowadays it is crucial for a manager to have a global mindset.

Using the methods and tools referred to above can help integrate Ukrainian SMEs into a global
market. Along with the combination of a well qualified labor force and relatively cheap resources it
could help the Ukrainian economy in general.
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BUKOPUCTAHHSA AHAJI3Y YYTJUBOCTI AJIA NIATPUMKH
NOPUUHATTS NIANPUEMHUIBKUX IHBECTULIMHUX PILIEHb

Komro6a Anexceit Kotsyuba Oleksiy
HUCIIOJIb30BAHUE AHAJIM3A THE USE OF SENSITIVITY ANALYSIS
YYBCTBUTEJBHOCTHU AJISI HOJAEP)KKU  TO SUPPORT ENTREPRENEURIAL
MNPUHATUA NPEANNIPUHUMATEJIbCKHX INVESTMENT DECISION-MAKING
UHBECTULMOHHBIX PEILIEHUIA

BianoBiniHo 10 HUHIMIHBOI MapajurMy MiJNPUEMHHULTBA BPAaXyBaHHS PU3HKY € HEOOXIJHOIO
CKJIAJOBOIO OL[IHKH €KOHOMIuHOi HpHBaOGIMBOCTI a00 €(EeKTHBHOCTI MiANPUEMHULILKHX IHBECTH-
LIHHUX TpoekTiB. HeMuHyWicTh 3ITKHEHHS 3 PU3MKOM IiJ] 4ac IMiJNPUEMHHULBKOI isUIbHOCTI
0B s13aHa 3 00 €KTUBHO MPUTAMaHHUMH €KOHOMIILll HEBU3HAYEHICTIO Ta KOH(IIKTHICTIO.

Benukoi roctpotu npobieMaTka pU3HK-OPIEHTOBAHOTO, TOOTO CIPSIMOBAHOTO HAa BpaxyBaHHS i
ONTHUMI3AL[IO0 PU3MKY, MIAXOLY M0 OOIPYHTYBAHHS MiIPUEMHUIBKAX IHBECTUIIHHUX pillieHh HAOY-
Ba€ JIJIs HECTALlIOHAPHUX €KOHOMIK, 110 SIKUX, CY[SYM 3 YChOTO, CIiJl BiTHECTH i €KOHOMIKY ChOTOJ-
HIITHBOT YKpaiHu. 3riJJHO 3 BU3HAYCHHSIMH 1 pO3’sICHeHHsIMH, HaBeeHUMH B [1, ¢. 13], HecrauioHap-
HY EKOHOMIKY XapaKTepH3yroTh pi3Ki (CTpuOKomoaiOHi) Ta moraHo mepeadavyBaHi 3MiHH Oaratbox
MaKpOSKOHOMIYHHMX ITOKa3HHKIB, HEBIIMOBIAHICT IX JMHAMIKH HOPMAJbHOMY PHHKOBOMY LIHKIY.
IMpu oMy pU3HKaM B yMOBaX HECTAlliOHAPHOT EKOHOMIKH, 30KpeMa, BiacTusi [1, c. 20]:

1) cknagHa CTPYKTYpa, y SKil HECUCTEMAaTH4YHI PU3HKH € OCOOIMBO 3HAYHUMM;

2) HasIBHICTh BHCOKHUX 1 3MIHHUX PU3HKIB yCiX BHIIB;

3) morana NpOrHO30BaHiCTh PH3UKIB.

Ha nanuii yac y Mexax pH3HKOJOTil HAlparboBaHO apCeHall iHCTPYMEHTAIBHUX 3ac00iB aHaIi-
3y H MOJENIOBAHHS PU3MKY IHBECTHLIHHUX NpOeKTiB. Pa3oM 3 TM OaraTorpaHHicTh Li€i npoOie-
MaTHKH, MMOsIBa HOBUX MIAXOAIB 10 (opmaizaiii HeBU3HAYCHOCTI, Y MOEIHAHHI 13 3a3HAYCHUMHU
BHIIE OCOOJIMBOCTSIMH HECTALiOHAPHOI €KOHOMIKH, 3yMOBIIOIOTh HEOOXIAHICTh MOAAIBLIOTO PO3-
BUTKY IHCTpyMEHTapilo BpaxyBaHHs Ta aHaIli3y PU3HKY B XOJi PEaIbHOTO iHBECTYBaHHSI.

Sk MOKa3y10Th Pe3yJIbTaTH BIJNOBIIHUX OIVIAAIB, y Cy4aCHHUX JOCIIIKEHHX, IPUCBAYEHUX IH-
TaHHSM SIKICHOTO Ta KIIbKICHOTO aHali3y PU3UKY iHBECTHLIHHUX MPOEKTIB, MOPS i3 PO3BUTKOM
HOBITHIX IHCTPYMEHTIB 1 MiIXOIB, PETYIISIPHO 3BEPTAIOTHCS IO METO/IB, SIKi ChOTOHI BXKE PO3IIi-
HIOIOTHCS IK TPaAuLiiHi abo KiIacuuHi. B pasi KUIbKICHOTO aHaji3y pU3UKYy B YUCII OCTAHHIX MOX-
Ha Ha3BaTH TaKi METONH, SIK aHaJi3 YyTIMBOCTI, aHANI3 CTIHKOCTI, METOJ| CLICHapiiB, iMiTaLliliiHe MO-
nemoBaHHs MeTonoM MonTe-Kapio.

SIKII0 B 1IbOMY KOHTEKCTi C(hOKYCyBaTHCS HA aHaNi31 YyTIMBOCTI, TO IHTEPEC, 30KpeMa, CTaHO-
BUTH H0r0 po3po0OJIEHHS B HANPsAMI HPHCTOCYBAHHS 10 MIMPIIOTO KOJa 3a/a4 iHBECTULIHHOrO 1mpo-
€KTYBaHHSI, HIX Lie nepedayaeThesi HOro TpaaMIiiHO Bepciero abo BEepCisMH.

AwHauni3 4yTIMBOCTI € OAHUM 3 HAHMPOCTININX 1 HAMIOCTYMHIIINX [UTsl BUKOPHUCTAHHS METO/IIB Bpa-
XyBaHHS HeBU3HAYEHOCTI Ta PH3UKY B ME&XKax €KOHOMIYHOTO OOTPYHTYBaHHS iHBECTULIIMHUX MPOEKTIB.
BiH mmpoko npezcTaBiIeHuid y HaBYalIbHIN 1 HAyKOBIH JiTepaTypi, HOro peKOMEHY€TbCsl BUKOPHUCTO-
ByBaTH y «KepiBHULTBI 3 MiATOTOBKU MPOMHCIIOBUX TEXHIKO-EKOHOMIYHHUX 0OIpyHTYBaHb» Opraniza-

216





