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ter 1 .
Cf%* An Introduction of
Business Negotiation

Focus
The four stages of negotiation
Ten rules for negotiation

The four phases of negotiation
Cooperative style and competitive style
e The basic qualities for good negotiators

' Getting-in

Think about the following questions before you read this chapter and make predic-
tions about them. After studying it carefully, check to see how right you have been in
making predictions. Did the questions help you to understand the chapter better?

What is business negotiation?
What are the four main phases of negotiation?
What is called a win-win situation?

W=

How much do you know about the differences between Chinese and American busi-
nessmen in business communication style?

-
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5. How can people be good negotiators?
6. What are the principles that business negotiators shall comply with?

= ' Function

1. Four Main Phases of Negotiation

Negotiation is the part of the sales conversation where bargaining about the condi-
tions of an order takes place. It comes at the end of the sales talk and at the point when
the buyer is definitely interested. In international business there are different types of
business negotiations, negotiation styles and negotiation situations. There are four main
phases of negotiation listed below
1) The preparing phase

This is where you work out what you want and what your main priorities are.
(e. g. : I can let you have a large order, say, five hundred tons. )
2) The debating phase

This is where you try to find out what the other side or the customer wants. You say
what you want but you don’t say yet what the final conditions are. You use open ques-
tions and listen to the customer to try to find out in what areas they may be prepared to
move. (e. g. : What are you saying? How much?)
3) The proposal phase

This is the point at which you suggest some of the things you could trade or which
you might be prepared to trade, offer or concede. Formulate your proposals in the form
of “if..., then...”. Be patient and listen to the other side’s proposals. (e. g. : If we or-
der 10, 000 cases in total, then...)
4) The bargaining phase

This is when you indicate what it is you will actually trade, offer or perhaps con-
cede. In turn you conditionally exchange individual points, along the lines of: “If you
are prepared to pay swiftly, then we are prepared to change our delivery scheduled. ”
Remember to write down the agreement. (e. g. ; If there's one year guarantee, then we
are prepared to ... )

2. Ten Rules for Negotiation

" Mr. Johnson, the chief negotiator of GE is holding a two-day seminar on negotiating
techniques. At the end of the first moming he gives the group his ten rules for negotia-
tion. Here they are.
1) Find out how many points are to be negotiated.
2) Start from an extreme position.
3) Assume the other person owes you a concession.

>

4) Don’t concede without exchange.
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5) Don’t give what you can sell.

Chapter 1 An Introduction of Business Negotiation

. 3

6) Exaggerate the value of your concessions, minimize the value of the other person’s.

7) If they insist on “principle”, expect a concession in return.

8) Only threaten what you are prepared to carry out.

9) Don’t show disrespect to the other person.
10) If you're happy with the resuit, don’t shout “I've won{”

Function Task

1. Read Mr. Johnson’s rules and then look at the remarks in list A. These remarks are
not good for negotiation. Instead, use phrases from list B, which one would you use

in each case?

Example

Instead of a) You see? I knew I’d win!

A
a) You see? I knew I'd win!

b) I know what you want to discuss,
so, let’s start.

¢) I can reduce the price. Does that
help?

d) Delivery? That's no problem,
no extra charge?

e) It’'s against your policy to give
discounts? OK.

f) What a ridiculous idea!
Don't be stupid.

g) Another half percent? Yes.

h) This is my final offer. If you
refuse, I'll cancel everything.

Say 4) I think we can agree on these terms.
B

1) If you increase the order, then we may
be able to reduce the price.

2) Very well, but if you can’t give discount,
I'm sure you can extend. ..

3) If you can’t accept this, I may have to
reconsider my position.

4) I think we can agree on these terms.

5) I'm afraid that will not be possible.

6) May we go through the points to be
discussed before we begin?
7) Half a percent is a very small amount.
8) Delivery? Well it may be possible
but only if. ...

2. Translate the following sentences into English (Dthe preparing phase Qthe debating
phase ®the proposal phase @the bargaining phase .

1) MR MELE . FREF, RAID LT 5 000 454,

2) EEXAR, XBERRINMHEBENT . WRFAIKHBAT, REXLEELE

T

3) RaTim B REEE /D6 000 FERYITH,

4) HRER TR~ AT R
) RATMikhm, RITAEER.
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6) HMMLRRZ SN I, Fted® B, 6 IRE k.
7) BAHTERBBARIRNIRS, RATARTT?
8) WIRBT = AAREIE, BATHRHZ™=RITARY 5.

Module 1

Text

What Is Negotiation?

Negotiation is a voluntary process of giving and taking where both parties amend
their offers and modify their expectations so as to come closer to each other and they
can quit at any time. It is an essential part of each transaction. It can be a very trying
process that is full of confrontation and concession. For the most part, it comes to the
interaction between two sides with a common goal but divergent methods. These me-
thods must be negotiated to the satisfaction of both parties.

Business negotiations proceed through four stages: (a) non-task sounding; (b)
task-related exchange of information; (c) persuasion; and (d) concessions and agree-
ments. The first stage, non-task sounding, includes all those activities which might be
described as establishing a rapport or getting to know one another, but it does not in-
clude information related to the “business” of the meeting. The information exchanged
in the second stage of business negotiations regards the parties’ needs and preferences,
or, stated more precisely, the parties’ subjective expected utilities of the various alterna-
tives open to the interactants. The third stage, persuasion, involves the parties’ attempts
to modify one another’s subjective expected utilities through the use of various persua-
sive tactics. The final stage of business negotiations involves the consummation of an
agreement which often is the summation of a series of concessions or smaller agree-
ments.

Despite the consistency of this process across cultures, the content and duration of
the four stages differ substantially between the two cultural groups.

>
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Notes:

voluntary process of giving and taking B &% T FKR KT

amend their offers and modify their expectations H% R4 FHFEME

a very trying process —EH R IF H) T

full of confrontation and concession 324 mh5E 5 %2t

divergent methods A EHZZ S A

B S R A4 0/ Br B . non-task sounding JF R Al HYiREK; task-related exchange of
information =¥ 5k ¥ HAr A 2 M1 & ; persuasion % [R; concessions and agree-
ments ik 5FRE

7. to establish a rapport B BB HIXR

8. subjective FIW K

9. interactants i H AR T

10. persuasive tactics BEiR$TS

11. consummation [B3## Ih

12. summation @&f1, 4

13. consistency —3#:

SR o A e

Task 1

True or False

1. Negotiation comes at the beginning of the sales talk at the point when the buyer is
definitely interested.

2. In international business the types of business negotiations, negotiation styles and ne-
gotiation situations are more or less the same.

3. Suing defaulting contractors is quite rare.

4. H the buyer and the seller both are interested in reaching an agreement in which they
take away something positive from the deal, this is called a win-win situation.

5. Situations play very important part in business negotiation, they might lead to late de-
livery, poor performance of a product, component failure or the need to make com-
pensation payments.

Task 2

Situational Dialogues

1. Suppose your corporation has done very well in export and import transaction and
therefore becomes a well-known enterprise. Mr. Wang comes to talk with you, in-
tending to learn something from you about how to negotiate with foreign business-
men, how to manage foreign business successfuily.

2. Work in a speaking pair and make a dialogue about the importance of awareness of in-
ternational business negotiation.

>
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Module 2

Text
Some Issues That Chinese Corporations and
Negotiators Need to Address

What are some of the issues that Chinese corporation and business negotiators need
to address in order to be successful in today’s international business environment? There
are several areas of business practice and behavior in China, among Chinese business
and commercial entities, which need to be addressed with a view to adapting such prac-
tice to be more in tune with generally accepted international standards.

Why should companies and business negotiators in China change their habits, their
ways an procedures to conform to international norms, i e. the foreign way of doing
things? Many Chinese people and Chinese companies respond to the suggestion that they
should adapt their practiées by saying, “But this is China, China is different to other
places, we do things differently here. ” The reason to change, to adapt is that it’s a small
world—and it's getting smaliler. International trade and communications have brought
countries and people closer together. Where previously there were national standards
now there are international standards. Trade had made countries dependent on each oth-
er in economic terms. China is only a relatively new participant in world trade. Basically
China has only been an active international trader for the last 156 years. This means that
while China was isolated from the rest of the world, say until 1979—other countries
moved ahead technologically, economically and in terms of trade relationship and prac-
tices. The world is now a very interdependent network of trading alliances and relation-
ships in which nations have internationalized their standards to facilitate trade.

In other words, if China wishes to be a successful participant in international trade,
Chinese companies and business people can no longer say, “This is how we do it in Chi-
na.” They must ask, “How do you do it overseas?”

The China domestic market has been a controlled market. The customer has not had
very many choices. The seller in China has a captive market—short supply, fixed price,
take it or leave it. Although this situation has changed greatly in recent years, there is
some room for improvement. The seller in the international market must be flexible on
everything to get the business, price, specifications, quality, delivery, etc. China’s in-
ternational traders must adapt from “take it or leave it” to a business philosophy that
says: “What the customer wants, the customer gets. ” A famous slogan for marketing in
Western countries is “The customer is always right”. This, of course, may not be true,
but it reflects the concept of being very responsive to the customers’ requirements. Suc-
cessful traders and marketing companies always satisfy their customers’ requirements as

>o<



