Qﬁ%& g

I AR R

E#%Hﬁ.&ﬂ




grn DR

I S

\ EIa L

SEEEBABERS M

013966870

[

L1l

1667261

F740. 41
24

[




MNERE

AFEENTEGHLRANEGAEREES, NERHLXANEZLFRT AN
F4h, RAMMERE kX AMEX N EREA ., EiEE R X R0 AL IREEUEX
ERAEFHLEANYE, AN ETERBLRAN ARG RET E, AR E
WH Az, BT EAF, HARE, FRZH, RAKE, BUET, ARLCHF. ARE
WEFGLA, Fru®ikd, FRAARADMENRELA, §AENBF I H Rk
AB L EH AL, WEERSFTENTE,

RERE: Eigld FRAEHAR: XX

BHBERFE (CIP) HiE

EPREIRA . S/ EdidwE. —Ibat: APUERG L, 2013.7
ISBN 978-7-5130-2020-6

[. Q- 1. DF- 1. OEER% RS ¥H—3%3 V. OF740.41
o [ A 54 CIP BB (2013) 45 077015

] B 8 Ml i
GUOJT SHANGYE TANPAN
£ @ HE

HERATT: 47 AR bt

b deETEREX SRS BF 4m: 100088

=] #ik: http://www. ipph. cn R #8: bjb@ cnipr. com
LITEIE. 010 — 82000860 % 8101/8102 £ . 010 —82005070/82000893
EHEE: 010 — 82000860 #% 8385 EHRMPAE: guoxiaojian@ cnipr. com
BN Rl R AR T B PG 2 BRI ARG M
F  Z&: 787mm x 1092mm 1/16 Bl 3 16.25

KR ke 20134E7 A 1R BB k. 2013 4E7 HH L IRENK
F #3010 FF (PCFED) £ fr: 49.00 T

ISBN 978-7-5130-2020-6

HEERE BRLR
WMEMERREAE, FitAFER,



am
i

AR, BHED KN =T24%, RESHASFERNE R m
R, EROEFEEC D8 AR R, EPRRAE RN Z 5 sh
W SRR, WRUCIFZ KPR H 8 TAEM—34r, YRR S
B REMHC A RE S AME S TR INEERE, (EPRREIIRAD
—BIERR T EN P EEF SRR MRE R, LR 5 RE R
EREFEM, FER¥ESREHY:, BARRFIEESHMHE ST RS
WA HfE
CEFREDERADY FER E R R A B B &L L5, ULEPRR LR
HIH) FZN ST RHEL, RGN E BRI IR FIAH M E PR E . EBR
T il SR R 1) 25 S B a A LA B SCAb 25 e X B B i iR FI i s, ELARA 44
EPRR S RAB N SEAE T B, BRI AR, $iTHbr, #A%e,
HERZHE, WA, PhlEIT, BUORICHRSE ., AIRBASFFLH, St
KRBk, FECH REA SR LERIELH], BER B &Pl gt AR &R A
e, DAUEAER S TAENTE.
RO 5 TR IR BN SCEBRF R O W Z A, AR Jr . SR X 5 37
%, mAEFLSESTE AT LASEEL, Hitk, @ RARCRE, LiME A E R %
POE RIS BT, #a T EPRRT S RS, BRI SRIEX L TR
TERBRE, ERE S I IERE . UEMESREE, Wi E A%
& P AL 3R RS SR A 5 B RE T o
AP URT, BT SR A FEARBE A E FR T 55 FIR A S L bR fE N
7, BERBIZHENT
o MBI (Key Issues) : FREEZJWSCE G, [H22 I B IR2%
BUSEBABREE o . MES, A RHUR T2 .

* AL (Lead —in Words) : BTN M EELIAC, AHBI2S)
B W ER RN R E & X, HEBR2E > BEfd .

o HIRMENT: BAF A Section 1 A Section 11, MMHA KE M HA.

o e



® E5r ik

BHERK TG, B EEERABENREEE AR, WEE
S F AT B AR A BRBAESE

SpR i3] (Practical Activities) ; 74N E 17 Section Il , AL4E Z2 471 53 Hr
(Case Study) FIEIHLIKRF (Simulation Negotiation) , X456 & 5.0
A PR e 28 BLSE PR BITEAT BT A 25, EIRATRIE P #i it , A Bl
TN PS5 SRS, A, RIS ST

ST AR A HE (Reference Business Negotiation Idioms) : pra
A NS EC LU B AR ARS8 27 2] B BRI i e A
, BRESLY, sULB R, BAGRAGRRIRAIIGE

AR RSO B AR AT (I Bl W) S 5 B SCAL T
55 WIB B R .

ABEETR T N ERER AT, ERRSEEHE, BAERNRES
PR, BAEHL Faude & Huguenin 47 [ X 4 (R, BUIEMA 5% 9007
1 Kazakhstan Mint o 0 5 RN 2% B0 Re R 95 i 200, 7 S AL 5 1 52 B:
B HABARGA TN . EABRENTED, (EHS%IHEL T A5 R
BT SV RV RARL S RT3, 7E O 2% SCIR 0 JBEF 4 B (e LM 0 S 2
DRI, IEXEe T OB i E b AR 2 A IR

M TFHREATAR, BRAZ MR, BEENI LM
KB AR E

%
2013 43 A



Chapter 2

Chapter 3

Chapter 4

Table of Contents
H =X

Part [ ABC to International Business Negotiation
Chapter 1 About Business Negotiation (X FRIMARF)  -ooovveereereenenns 1
Section |  Negotiation Key Terminology (iRFFEEHRARIE) ovveevererinnnnn 2
Section I Basics of Business Negotiation ( BjMLiRHFEREFITH)  cevveeees 5
Section Il Practical Activities (SEERZE])  cvoververrerrmnnnaiman, 10
Principles of Business Negotiation ( FMLi&¥IBEM|)  ---evveeeeee 14
Section |  General Principles of Business Communication
(RGP VI BB ) oeeesmemmmmnnnnenerereieeeeeeeeeee e 14
Section Il  Principles of Business Negotiation ( BMyiRFIJFEI ) «-ovveeee 18
Section Il Practical Activities (SZHRZEZ])  revvrerersrmrormminianenenenn 33
Process of Business Negotiation ( BjMlikF|TFE) -ovvevvereeeees 36
Section |  Preparation for Business Negotiation
K el ot ) SRR ————————— 36
Section Il  Procedures of Business Negotiation ( FMViRFEIFKILTE) «veee 46
Section I Practical Activities (SZERZE)  coeevrvrrerriiiiiiiiiiin, 53
Negotiating Power and Related Factors
[ ABAR B | orwosessansmmsmessrgsnes segpaspasrarssrsiiesigsey 57
Section |  Negotiating Power CRFTT)  ovevremremne s 57
Section I  Factors Influencing Negotiating Power
(SRR HBET)  coorebedsmssonimsindopidosmns sasmes sunars srs 63
Section [l Practical Activities (SEHEZEZ])  cvoververrermmmmiaiin, 68

o1



® ErRa g

Chapter 5 Personal Negotiation Styles vs. Business Negotiation Modes

(RFI KBS BRI ) oo 73
Section [  Negotiators’ Personality Traits and Personal Negotiation
Styles (MRFNEVEMARAE SGIRHIRUEL ) cooeermmemmmeemnnnnnnns 73
Section I Negotiators” Personality vs. Business Negotiation
Modes (HEHIEHERS KT SR RHBER)  ovvvereemreeeeeos 79
Section I  Practical Activities (SZERZEZ])  coveeeeremrrmmmnii, 82

Chapter 6 Basic Qualities and Professional Skills for Negotiators

(R EREEMERRRGEIEE) oo 85
Section I  Negotiators’ Basic Qualities (iR FIFH N EAAMWIEART) - 85

Section [I  Professional Skills for Negotiators

GRHAIZ R BAAI B EERE) oo 87
Section II[ Practical Activities ( %E@_ﬁg ) ................................. 99

Chapter 7 Strategies and Tactics of Business Negotiation

(ﬁ;;“ﬁ@%mﬁ}g&;ﬁ) ................................................... 103
Section |  Attitudinal Strategies and Tactics (TR SGHA) - 103
Section I  Situational Strategies and Tactics ([EFRIESHA) - 106
Section I Practical Activities (SEERZRI])  wrereevermemmrmrninncneeaee. 112

Part I Practical International Business Negotiation

Chapter 8 Sales Negotiation (I ETEIRE)  corveemrmrmrmrere 116
Section I  Quality, Quantity and Price (it . BESMKE) e 117
Section I Packing and Marking (fU2E5ESk) coorererermeeennnnene 123
Section Il Transportation Insurance and Payment

R ETOREY Lo ovens shamistnami st vt S 124
Section V Practlcal Activities (*ﬁ%ﬁ}ﬁ%;}) ................................. 136

Chapter 9 Investment Negotiation (FZHFIKFI)  oooooemmreermrermene 140
Section |  Types of Investment Negotiation (FZFTIRFNGFAL)  wovvvereenn 140
Section II  Other Issues of Investment Negotiation

(CHAAR IR INTRITT)  ovvervoseesmrmeeesesnenseneeesesnenienn, 150
Section [ Practical Activities ( SEERZRI])  ceeeeererimreii, 156

«D s



Chapter 10

Section

Section

Section

Chapter 11

Section

Chapter 12
Section
Section

Section

Chapter 13

Section

Section

Section

Chapter 14

Section

Section

Section I Practical Activities (SC$#:4R>)
Test for Qualification of Negotiators (% ¥ & £& iz )
Evaluation of Negotiation Result (%

Bibliography (&%4HH)

Technology Trade Negotiation (AR 8 5i%¥])

|

I

I

Business Contract Negotiation ( B S R%H)
Introduction to Business Contract ( {454 [FA
Section [ Procedures of Business Contract Negotiation
(Ri %6 FIBRHET)
Section Il Practical Activities (2C#:%5:>])

|

Principal Legal Forms of Technology Trade
(BARRA G M EERAIER)
Content of Technology Trade Negotiation
(BARRA G RAKNE)
Practical Activities ( 3E#E45R>])

...............

---------------------------------

) e

Complex Negotiation (& ZLiH]) oorrererrrerrimrmin,
I  Properties of Complex Negotiations (5 Z%iR ¥ HI4E &)
I Types of Complex Negotiations ( B ZHiRHIFISEHL)  -ovvevees
Il  Practical Activities ( ;ﬁ%?ﬁ: 2] ) e
Intercultural Business Negotiation ( B3z{b@dikHE) -
[ Intercultural Awareness in Business Negotiation
RV ARFN R I EE SCALTEIR)  wovveeereeerseeessneninsasneeninaas
I Business Negotiation Styles of Different Culture
(R SCAG VR BIRAE ) woveereereeseessmsmeseneieieaaas
I Practical Activities (SCHRZR] ) coveeerereernemremiiiin:
Tactical Business Negotiation Expressions and Negotiation
Tips (BIALPHBIREFRBHILTT) s
[  Tactical Expressions in Business Negotiation
UL e Sl 2w LT I ———
I Collection of Negotiation Tips (iRFIFZIGTERE) «-ooeeveveeee

.................................

............................................................



Part |

ARBC to International Business Negotiation

Chapter 1 About Business Negotiation

e Key Issues

Upon completion of this chapter, you will be able to:
—understand why people need negotiate ;

—define basic concepts of business negotiation ;

—distinguish the major characteristics of business negotiation ;
—present the different types of business negotiation ;

—recognize the key elements of international business negotiation.

® Lead-in Words

negotiation n.  RH| stake n.  FOAAEE, FIF KRR, REA
conflict n. Wz motive n. L

dispute n. Frig concession n. ik

interest n. F|zf bargain v. n.  THIEH

party n. RHA—FF counterpart n. RFIXTF
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Section I Negotiation Key Terminology

It is expected that negotiation terminology defined as follows would pave a way to

better comprehension of concept and practice of negotiations further unfolded and de-

veloped in the following chapters.
1. Negotiation

Negotiations are applied to all situations of conflicts, arguments and bargaining
arising in the normal course of business, personal relations and daily life. It is mis-
leading to conceive that negotiations are only applied to significant issues. Everyone
has been engaged in negotiations in such daily activities as shopping, arguing with
someone else and dealing with people around. Like it or not, everyone is a negotiator.
People negotiate even when they don’t think of themselves as doing so. Negotiation is
such a common phenomenon, so it is of great importance to define the meaning of ne-
gotiation and generalize activities that can be called negotiations in a more
concise way.

“ Negotiation’ is in deed the Latin word ‘ negotiari’ , namely ‘to trade or do
business’. A negotiation is a process of communication between parties to manage
conflicts in order for them to come to an agreement, solve problems or make arrange-
ments. Negotiation is a basic means of getting what you want from others. It is back
and forth communication designed to reach an agreement when you and the other side

have some interests that are shared and others that are opposed. (Figure 1 —1)
AGREEMENT

COMMUNICATION

Figure 1 -1 Negotiation Process

All activities with the above characteristics can be categorized as negotiations.

However, not all negotiations can be labeled as successful ones in a strict and rational
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sense, which means they must satisfy at least the following conditions;

Firstly, the outcome of negotiation is a result of mutual giving and taking. One
sided concession or compromise can not be called a negotiation in the real sense.

Secondly, negotiations occur when there are conflicts, which in turn are resulted
from disputes over stakes of negotiating parties. However, no negotiations can proceed
smoothly and come to a satisfactory solution without collaboration between the partici-
pants.

Thirdly, in spite of inequality in negotiator’s strength and power, all negotiators ,
no matter strong or weak, have the right to say ‘no’ to the conditions put forward by
the other party, which is a show of equal right of the negotiators. Negotiating parties
differ in size, financial strength, production capacity, political and economic support-
ers, which will create unbalanced negotiating power. The unfair result may be forced
onto the weaker party if lack of such right. The stronger side may take advantage of
the situation to reach a favorable agreement for itself. A contract not showing the free

wills of negotiating parties is not legitimate.
2. Stake

Stakes are the value of benefits that may be gained or lost, and the costs that
may be incurred or avoided. Stakes are compared to the status quo, options and alter-
natives, and are expressed as interests, which can be long-term or underlying desire
and issues articulated for negotiation.

This definition of stake explains clearly how significant and crucial a negotiation
can be for the parties involved. The three points it contains need further clarification

Firstly, negotiating parties will either gain the interests they expect to win from
the negotiation or lose what they hope to attain, which indicates that the talks are per-
tinent to relevant parties’ own affairs and interests. Only when a party has stakes con-
nected with the issues to be talked, can it become actively engaged in the negotia-
tion.

Secondly, free lunch is not provided at the negotiation table. In another word, to
get what is desired, both parties have to pay for the gaining at either high or low cost
depending on how well negotiators manage the situation.

Thirdly, how much of stakes can be gained and whether a particular gain is the
one that a party desires for are also gauged in view of the current situation. Negotiators

will consider and compare the possible benefit if they choose to keep the present situ-
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ation or make any changes. They will also have to decide how much they may gain if
they choose option A instead of option B.

Fourthly , negotiator will have to compare and balance the relations between the
current interests and long-term interests or underlying desires in order to make deci-
sion on satisfying long- term interests at the cost of current interests or the other way

round.

3. Conflict

If conflict gives rise to negotiations, then conflict itself is caused due to clash of
stakes or interests held by each party. Therefore a discussion on the nature of conflicts
facilitates better understanding of negotiations.

A conflict is a dispute, disagreement or argument between two or more interde-
pendent parties who have different and common interests. A conflict can block each
other’s ability to satisfy their own interests. The definition of conflicts states three
points, which can be specified as following;

Firstly, parties in conflict are interdependent, which means there remains a kind
of relationship developed by interrelated interests and concerns. There would be no
conflict if two parties were not interrelated and had nothing to do with each other.

Secondly, both different and common interests coexist, which appears to be il-
logical. However, if there are only contradictions and no sharing of common interests,
negotiations become groundless and unnecessary.

Thirdly, two parties in conflict will naturally fight for each other’s own interests
and make every effort to gain more from the other side, as a result it will reduce gain
of interest expected initially.

People’s attitudes toward conflicts differ greatly in certain contexts and are mixed
in others. People who regard conflicts as negative sides often cite devastating wars and
fighting which may have caused huge loss of lives and properties. Those who conceive
conflicts as positive aspects often argue that conflicts can lead to innovation and social
progress, such as computers were created during the Second World War. Still there
are some other people who take middle ground. However, concerning relation between
conflicts and negotiations, such aspects are taken into consideration; communication,
creativity, relationship and outcomes. Let’s examine the four aspects in view of good

and bad features of conflict (Table 1 —1).
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Table 1 -1 Comparison of Good and Bad Features of Conflict
Good Features Bad Features
Communication
interests disclose suppress
issues clarify cloud
Creativity
learning help hinder
innovation stimulate restrain
Relationship
tension optimize increase
satisfaction increase decrease
Outcomes
benefit high low
escalation control incite

with tensions and pressures.

It can be inferred from Table 1 — 1 that conflicts can bring about favorable as
well as unfavorable results depending largely on how people manage conflicts. There-
fore, bad effects can be no doubt diminished to the minimum degree. If the positive
aspects of conflicts are amplified to the maximum and negative aspects are brought
under effective control, conflicts may end up in advancing human profits as a whole.

How to manage conflicts is a kind of practical skill which requires advices and
suggestions for successfully handle all types of discord and conquering rough terrain
and builds, developing conflict resolution skills and negotiation skills to resolve

various types of challenges, and developing personal tools and systems for dealing

Section II Basics of Business Negotiation

1. Types of Business Negotiation

transfers as well as business contract.

So far as the types of business negotiation are concerned, we focus on four areas

to prepare you for the fundamentals: sales of goods/services, investment, technology
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(1) Sales of Goods/Services

Sales negotiation is an increasingly important part of the sales process. Negotia-
tion starts when a buyer and a seller are conditionally committed to the sale. Negotia-
tion generally results in a compromise between seller and buyer on price, i. e. the
seller reduces and the buyer increases the price from their starting positions.

Due to the status differences between the two parties, generally, the negotiator
shall discuss about the export business on the basis of analyzing the relations between
supply and demand in international market, making proper strategic objective to
achieve the desired results. No matter in what situation, the goal of the negotiators is
to provide/get the right product in the right place at the right time and at the right
price. For the exporter, he must make sure that he gets paid for the product, and for
the importer, he must be assured that the goods he’ll get is exactly what he orders.

To achieve desirable results in a sales negotiation, we must consider a variety of
factors, such as product, quality, quantity, packing condition, price, shipping, in-
surance, payment terms, etc.

(2) Investment Negotiation

The creation of joint venture is probably the most widespread and complex in-
vestment negotiations that exist nowadays. Here, we just take the negotiation of joint
ventures as an example.

Literally, setting up a joint venture is a long and complicated process that in-
volves four stages: preliminary investigation, pre-negotiation, negotiation and imple-
mentation. The preliminary investigation covers the initial approach to the market. This
exploratory stage is mainly a phase for collecting information before materially acting.
The pre-negotiation phase includes making the first contacts with the company that
could be a partner, assessing the compatibility of the two parties’ objectives, ascertai-
ning if they have common views on market strategy, conducting the feasibility study,
and signing a letter of intent. When the feasibility study has approved by the authori-
ties, the full negotiation can take place. At this stage the parties concerned discuss
everything necessary to set up and operate the future joint venture, such as the rights
and obligations of each party, as well as the respective contribution of capital,
technology, expertise and other resources. The negotiation also addresses issues
concerning the management of the joint venture, its decision-making structure, its
policy for personnel management and the conditions for its termination. At this stage,

parties also explore such issues as domestic and export pricing of the future products
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for sale. This phrase is rather difficult with more than 50 issues, involving a large num-
ber of negotiators, lasting a long time and is subject to multiple unexpected events.

The last stage of the whole process concerns the implementation of the agree-
ment. It would be logical to think the negotiation is over, but this is usually not the
case. At this stage, surprises crop up on a daily basis, for instance, the working con-
ditions or supplies of raw materials may undergo dramatic, unforeseeable external
changes, as a matter of fact, numerous renegotiation may take place.

(3) Technology Transfer

For different environmental and developmental reasons, technological advances
in different countries have always been unequal. The disparate nature of technological
progress throughout the world provides the very basis for technology transfer. In the
past few decades, international technology transfer has multiplied in leaps and
bounds.

Technology transfer is a means of transferring research findings from within the
institution to and for the benefit of the public. There are three principal legal methods
that can be used to import technology. The first one is distribution, which is the most
expensive among the three as it entails the purchase from the owner all his exclusive
rights to a patented technology, trademark or know-how. The second method through a
licensing agreement or contracts is more flexible and less expensive, hence more suit-
able to our national conditions. The third method is signing a know-how contract. But
more often than not, the purchase of know-how alone is not enough. It takes place to-
gether with the purchase of equipment or technology and therefore can be included in
the license contract.

A number of unique features in technology transfer are as follows: First, com-
mercial technology transfer is highly monopolistic. Secondly, a single technology can
be traded multiple times, as the transfer does not involve ownership but only the right
to use. Finally, technology transfer does not simply follow the basic market rule of ex-
change.

(4) Business Contract Negotiation

A contract, in the broadest sense, is simply an agreement that defines a relation-
ship between two or more parties. A business contract, in simplest terms, is just an
agreement made by two or more parties for the purpose of transacting business. The
contract which is generally adopted in import and export business is the formal written

contract. Written terms may be recorded in a simple memorandum, certificate, or re-
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ceipt. Because a contractual relationship is made between two or more parties who
have potentially adverse interests, the contract terms are usually supplemented and
restricted by laws that serve to protect the parties and to define specific relationships

between them in the event that provisions are indefinite, ambiguous, or even miss-

ing.
2. Characteristics of Business Negotiation

No matter what the negotiation is all about, there are some of the characteristics
of business negotiation ;

(1) Negotiation is the heart part of every transaction and, in most situations, it
comes down to the interaction between two parties with a common goal ( profits) but
divergent methods.

(2) These methods (the details of the contract) must be negotiated under the
satisfaction of both parties. It can be a very trying process with confrontation and con-
cession.

(3) Both parties share open information. In this case, both parties sincerely dis-
close them and listen to the other’s objectives with an attempt to find something in
common.

(4) Both parties try to understand each other’s viewpoints.

(5) Both parties are aware that they have common and conflicting objectives, so
they try to find a way to achieve common and complementary objectives acceptable
both of them.

(6) There’s no such thing as ‘take it or leave it’ in international business. Eve-
rything is negotiable. It all depends on the expertise of the negotiators.

(7) International business negotiation is known as the zero-sum game. One side’s
gains are directly the other side’s losses. Your counterpart attempts to achieve the
maximum concessions while leaving you just enough to keep you interested in the
deal. Behind all of the smiles, handshakes, and banquets lurks is the reality that both

parties are trying to ‘beat’ each other. It’s an accepted, yet unspoken, fact.

3. Elements of Business Negotiation

Negotiation is a social phenomenon and special embodiment of human relations.
It is a process of information exchange between two sides. They are counterparts of

matched qualification and rather independent in material force, personality and social
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status, etc. Due to mutual contact, conflict and differences in viewpoints, needs,
basic interests and action mode, both parties try to persuade the other party to under-
stand or accept their viewpoints and to satisfy their own needs. It concerns the follow-
ing elements: it is an element of human behavior and depends on communication,
that is, it occurs between individuals; it takes place only over negotiable issues; it
takes place only between people who have the same interest; it takes place only when
negotiators are interested not only in taking but also in giving; and it takes place only
when negotiating parties trust each other to some extent.

In negotiations, both parties should remind themselves of the following questions :

(1) Why we negotiate?

(2) Whom we negotiate with?

(3) What we negotiate about?

(4) Where we negotiate?

(5)When we negotiate?

(6) How we negotiate?

Notes:

1. Negotiations are applied to all situations of conflicts, arguments and bargain-
ing arising in the normal course of business, personal relations and daily life. It is
misleading to conceive that negotiations are only applied to significant issues.

ERFENARLRAR A FEEZLY, REFLT R F 5% THEH,
ARTAREEF], I RINARALERGFH LA F A, M AMRET

2. All activities with the above characteristics can be categorized as negotiations.
However, not all negotiations can be labeled as successful ones in a strict and rational
sense, which means they must satisfy at least the following conditions

A& A LA ER A EHART AL R K P2 5], Rda, BHMNEESH
WAL, A R FIHR RS 0. LA, EMLAE Y HLAT
E g

3. Stakes are the value of benefits that may be gained or lost, and the costs that
may be incurred or avoided.

KA 3 PP T RRAT B K 2 09 A S AT B AT 69 U AEL, 4L T VASZ R 4 A T # =
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4. If conflict gives rise to negotiations, then conflict itself is caused due to clash

of stakes or interests held by each party.



