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An Introduction to Negotiation

Objectives:;
® Probing into the nature of negotiation
® Defining negotiation
® Realizing necessity of negotiation
® Understanding the essence of negotiation

| . Brainstorming
Work in pairs or in groups to discuss the given questions.

. What do you know about negotiations?
. Have you ever had negotiations? What did you negotiate about?
. What do you think of the significance of negotiations?

-~ W DN

. What is your opinion about the increasing need for negotiations in interna-
tional business with today’s rapid development of the global economy?
. What do you think of win/lose and win/win approaches?

D

. Can you offer an example to show that a good outcome in negotiation is
one on which both sides win?

7. What’s your opinion about a complete business negotiator?
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II. Text

Passage One

Nature of Negotiation

What do you think of negotiation when you hear the word? The president is
trying to persuade Congress to pass his budget? The former Los Angeles chief of
police, Daryl Gates, trying to persuade the L. A. City Council he was worthy of
retaining his job? Exxon fighting with the environmentalists to decide how much
the company should pay to clean up the Alaskan shoreline marred by the Valdez
oil spill? A department manager is trying to secure more personnel or a larger
budget? Labor and management locked in a twelfth-hour contract struggle? Buyer
and seller are haggling over the price of a house or a car? Although “negotiation”
may be a rather intimidating word for some people, it may help to know that ne-
gotiation is a skill which we have already used to some degree almost on a daily
basis,on major things like a job,at other times on relatively minor issues, such as
who will wash the dishes? So,many daily duties on the job involve some form of
negotiations, The structure and processes of negotiation are fundamentally the
same at the personal level as they are at the diplomatic and corporate levels, and
probably many more times than we realize.

The word “negotiation” derives from the Latin infinitive negotiari meaning
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“to trade or do business”. This verb itself was derived from another, negare,
meaning “to deny”and a noun,otium,meaning “leisure”. Thus, the ancient Roman
business person would “deny leisure”until the deal had been settled. Negotiation
is at the heart of every transaction and, for the most part,it comes down to the in-
teraction between two sides with a common good (profits) but divergent meth-
ods. ® These methods (the details of the contract)must be negotiated to the satis-
faction of both parties. As we will see,it can be a very trying process that’s rife
with confrontation and concession. Whether it’s trade or investment,one side will
always arrive at the negotiation table in a position of greater power. That power
(e. g. , the potential for profit) may derive from the extent of the “demand” or
from the ability to “supply”. The purpose of negotiation is to redistribute that po-
tential,

Many negotiators and researchers have been trying to assign a working defi-
nition to the word negotiation. They define the word from different viewpoints
and help clarify people’s understanding of the negotiation process. In the follow-
ing are some examples:

@ Negotiation is something you do every day of your life, but may not realize

it. And it’s absolutely critical to career success.

@ Negotiation is a discussion intended to produce an agreement;a treating

with another respecting sale or purchase; a transaction of business be-
tween nations; the mutual intercourse of governments by diplomatic a-
gents,in making treaties,composing difference, etc.

® Negotiation is an activity that all managers and professionals engage in.

It’s necessary to negotiate at every stage of a project or business transac-
tion,in order to reach an agreement.

® Negotiation is a basic, generic human activity—a process that is often used

in labor-management relation,in business deals like mergers and sales,in
international affairs,and in our everyday activities.

® Negotiation is an ancient art. It is a form of decision-making where two or

more parties approach a problem or situation wanting to achieve their own
objectives, which may or may not turn out to be the same.

If everyone—an individual or a company—had everything they wanted, there
would be no particular reason to negotiate, bargain, or collaborate in decision-

making. But in the real world, we do not have everything; the resources we con-
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trol or influence do not serve all of our interests. Unless we can find and reach a-

greements with parties who can respond to our interests, our needs will not be
satisfied. The negotiations that take place in our daily life to free hostages, to
keep peace between nations,or to end a labor strike, etc. dramatize the need for
bargaining and its capabilities as a dispute management process. With the growth
of teams and project management, the need to negotiate becomes critical. And
gone are the days when employees blindly do anything the boss orders. If we want
to manage successfully, we’d better have good reasons for what we’ re asking,
and we’d better be darned persuasive. Moreover, we are far more likely to find a-
greeable counterparties for joint decision-making if we can offer something that is
important to them.

Since almost everything is negotiable, there are so many negotiations taking
place anywhere and anytime. Among them, the international business negotiations
are counted as one of the most important kind of negotiation. The frequency of in-
ternational business negotiation is increasing rapidly as business becomes more
international in scope and extent. Thus, international business negotiations have
become the norm for many organizations, rather than an exotic activity that occur

only occasionally. @

International business negotiations are never straightforward and simple.
Any negotiation of this kind between people from different national backgrounds
will be difficult,as communication between the parties will be complicated by the
clash of cultures that occurs. Each side will be influenced by its own frame of ref-
erence and its own way of doing bizarre. ® While compromise is necessary in all
these negotiations, it becomes even more compelling when different cultural back-
grounds are involved.

A commercial shown around America describes the prevalent American
mindset of negotiating. Have you seen it? As a customer approaches the car sales-
man, you hear him go over key points in his head. The key points he keeps repeat-
ing are: Size up your opponent!® Appear knowledgeable! From the way he ap-
proaches the salesman another key point he must have picked up is to look stern
and uncompromising. “I better look displeased, so I can get a better deal!” Al-
though the commercial is meant to be comical, it is believed it accurately portrays

how most people approach negotiations.
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Pick up any book on negotiations and it generally proposes two approaches,
the “competitive”—as exemplified by the car commercial—and the “cooperative”
approaches. Most people are familiar with the competitive approach because the
majority of negotiations are conducted in this manner. The seller asks for one
price, usually above the price the buyer is willing to pay. The buyer responds by
offering a price below the asked price of the seller. They typically exchange prices
until a compromise is reached. “Cooperative” approach means that people should
sit down and share their true interests instead of focusing on their positions.
Searching for common ground and being creative will result in a negotiated agree-
ment and a much richer relationship.

Most of us do tend to think of negotiation in terms of win/lose scenarios, ®
The essence of negotiation is that it is not about winning or losing. It is about
striking a deal which is satisfactory to both sides. Of course, your efforts should
be directed towards ensuring that it is more satisfactory to your side than to the
other. If one of the negotiators holds all the aces and the other knows it,then we
are not talking about true negotiation but simply about squeezing out as much
gain for the person with all the advantages, regardless of the wishes or needs of
the other. A good outcome in negotiation is one in which both sides win. A
trading relationship should be mutually beneficial to both sides and ought to be
given serious consideration whenever agreements are struck. Business negotiation
should not be an event with a winner and a loser. Thus,in a true commercial ne-

gotiation, both parties have something to offer and something to gain.

Notes .

(DNegotiation is at the heart of every transaction and, for the most part, it comes
down to the interaction between two sides with a common good (profits) but
divergent methods.
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@ Thus, international business negotiations have become the norm for many or-
ganizations, rather than an exotic activity that occurs only occasionally.
become the norm % H #4178, norm JBEEN 474, 0

®Each side will be influenced by its own frame of reference and its own way of
doing bizarre.
frame of reference;cultural framework 3Z{LHEZR
way of doing bizarre: customs of practice 7h3J1§

@Size up your opponent.
size up:to make assessment;measure up E,fHE
e. g. Sizing up the wall, we decided that we should need three tins of paint.
BB R MET T — T AERINEFTE="rhE.

®Most of us do tend to think of negotiation in terms of win/lose scenarios.
think of negotiation in terms of win/lose scenarios: take negotiation as a com-

petitive activity with the final result of victory or loss.
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Passage Two

Negotiation Is Not a Competitive Sport

Taking a hard line may be fine but only in the short term,and only if you re-
ally believe that your counterpart is your adversary. But negotiation is often a se-
ries of episodes, which means that considering your counterpart as a partner or a
collaborator is the foundation of trusting and fruitful and ongoing negotiation.
How the game is played matters more than who won. Some parties’ negotiating
styles put them in a bind, literally; the unilateral decision-making and the resul-
ting demands particular to such styles give these parties little leeway for achie-
ving favorable results, When one party says,“My way or the highway, ”it puts it-
self in a position it can’t get out of without losing face. ® This is as true in inter-

national diplomacy as it is when a parent tries to reach an agreement with a fif-
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teen-year-old child. When parties adopt a position, locking themselves into a nar-
row range of “acceptable” outcomes, they often conclude that the most appropriate
approach to negotiation is to treat the process as competitive—where the outcome
has to yield winners and losers. The short-term thinking that underlies this ap-
proach tends to vitiate the likelihood of serving the long term interests of the
“winner”in a win/lose competitive negotiation, even if the short-term objectives
are achieved, This article will describe how to avoid that approach and build a

foundation for successful, trusting and ongoing negotiation.
Why Parties Compete?

The primary objective of competition is to “Beat the other guy. ” This ap-
proach makes a great deal of sense in many areas of life. However, since negotia-
tion should yield a willing commitment among the parties to an agreement, any
process that leaves a party feeling like a loser will reduce the loser’s enthusiasm
for honoring and fulfilling the deal. If commitment and fulfillment do not ulti-
mately result from the bargaining process,no deal has been reached and the bar-
gaining/negotiation has been a failed exercise. People can make a case for adop-
ting a negotiating strategy that leads to a deal which falls apart. ® The party that
is “stood up”by another party who reneges on a deal may gain the moral high
ground that it might be used as leverage in future dealings with the “reneging”
party or may gain a sympathy vote from other negotiation partners. @

Who’s in Charge Here?

Most people would like to be able to manage all the resources they need to
meet their objectives. Vertically integrated businesses were developed with that
very end in view—with automobile manufacturers owning everything from the
mines yielding raw materials to distribution facilities and controlling dealer net-
works, A similar approach led to the development of cartels that may have had a
variety of owners controlling different elements of an overall industry, but who
also shared interlocking arrangements to cooperate. In these cases, there were
likely to be winners and losers. The manufacturers won and the customers gener-
ally had to accept what they were offered. Henry Ford’s comment that buyers of
his cars could have “any color they wanted,as long as it was black. ” was an out-
standing example of this approach. ® A more open market with a larger number of

participants means that consumers of business to business services or products or



