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Negotiation Strategies on International Business
= B 7 55 ik 1 3R B

1. Introduction EAR

We all know that in international business it is mostly through ne-
gotiations that exporters and importers bridge the difference and reach a
fair and mutually satisfactory deal. After business negotiations, if the
buyers and sellers of a transaction reach an agreement, they will sign a
written contract which shall function as basis for the performance of
rights and obligations by the two parties. Once the contract is effectively
concluded according to the law, the parties concerned should perform
the contract strictly. So we can say business negotiation plays a basic
part in conclusion of a contract and has direct influence on the conclu-
sion and implementation of a contract, and also has a great bearing on
the economic interests of the parties concerned.
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Intemational business negotiation refers to a wide range of interna-
tional business activities. As far as international investment, import and
export of products, machinery, equipment, technology, etc. are con-
cerned, international business negotiation is a consultative process be-
tween governments, trade organizations, multinational enterprises or
private firms. In a word, it is a consultative process between the buyers
and the sellers. Business negotiation is conducted either by correspon-
dence or by face-to-face talk, and involves all kinds of terms and condi-
tions of a sales contract including quality, quantity, packing, shipment,
payment, insurance, inspection, claims, arbitration and force majeure,
etc. Generally speaking, business negotiation contains four steps: inqui-
ry, offer, counteroffer and acceptance, among which offer and accep-
tance are two indispensable steps for reaching an agreement and conclud-
ing a contract. Negotiations on some special trading mainly involve the
following elements such as processing and assembling trade, compensa-
tion trade, technology importation and joint venture, etc.

EE R SR A Y K ERE S E SRR RERS
B R R BANEL DRSS, BRESRAREK
HEFEBURZ I8 RS AR Z A BB AR Z ARG ZH I8
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2. The Preparations for Business Negotiations
BEHHTRESTIF

International business negotiations involve different respects and the
contents are very complicated. In order to achieve a favorable outcome
from the negotiations, the negotiators of both parties should make effi-
cient preparations, which can be divided into three aspects:

EERR 5 RAY BRI E, NEEEER, N T HERAR
BAMBGER , LIZX07 RA N R FERF T IR AT UT 724 8
HER . WA= :

(1) Defining the aims for negotiations %2 i% ¥ B i

Defining the aims for negotiations means that the negotiators should
know well their desired results according to their own practical condi-
tions so as to avoid manipulation by their counterparts.

Prifte A B i, SRR WA R BIRYE A C i 3EFRE S, Xt
WA B B A0 oA B0, AT R S ot 7 AR R BR A

Before business negotiations, there are three different aims to be
decided: the best aim, the satisfactory aim and the acceptable aim. The
best aim is the ideal aim that will benefit you best and help you achieve
all desired results planned at the beginning of the negotiation. If the
world market is beneficial to you, as a negotiator, you should seize ev-
ery opportunity to firnly maintain the desired objectives from the begin-
ning to the end until obtaining the best aim. When you find it difficult
to get the best aim, as a negotiator, you had better make a good prepa-
ration to get your second aim — the satisfactory aim, which is fair for
both parties, although it provides you with lower interests than the best
aim. When you find you have no advantages in the world market, or
you have met a skillful negotiator in the business activities, or you have
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to export or import some products, you have to face the reality — to
accept the third aim, i.e. the acceptable aim gradually. But you should
always remember that this should not let your counterpart know.

SRRBANET, RREMRABAE =F RMERN HWEER
Al #Z BE . BiEBRMRRIENHK, &A% TR, GEF B
REBIRAFIRATH R R BUARCR . MR BERTSHA &5 TR,
YER— A RAIN B IRNE LSHTE B — L4 BUS B in, B2
BEERRHRIE. SRERETRERERRN FV—TRAE,
WERF TS LN E _BF—WE B, REX—H
PRIRFUE T B e BAR, EX T R BEER A FH. HREHAT
EEET G LA ZEB L TRFENPRAN LT, HE
ARSI 0B 1 3L i IR AL AR R X BSE, B
EXE B, AR Bir, HE, REHIC, Y174 28 Xt
TiER .

(2) Getting necessary information FKEHEF R

Whether you are the exporter or the importer, you should leamn as
much information as possible about the market that you want to enter,
the potential clients and the competitors you will deal with before you
join the negotiation. Only by so doing will you know your counterparts
quite well and take the initiative in business negotiations. In order to
obtain the information concerned, market research should be made nec-
essarily, which involves the following:

TR s O R, SR HE VRS, SR A AT, AR B M R AT %
HRBURITEHART G BENE P AESMTFHER. RE
XAE R BT O, TR A P R E S, A TRBUE XM
B AREHT TSGR, KNANT

1) Make use of trade statistics published by most countries to leam
the size or potential size of the market for your products or services.

FEAMARZEERC AT R SR EAE T E IR ™ 5 5
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2) Try to have a good command of the language and culture, local
conditions and customs, social backgrounds and relevant government
policies, esp. the foreign trade policies of the countries of the target
market .

RAZE R BirmiHEKES UL ARSI BR TR
BUN RIBOR , R A 25 HBUR .

3) Be sure to know the geographical conditions and features, com-
munication and transportation of the countries of the target market so as
to push the sales of certain products.

T i BT E R S0 AR FIRE Sl E R O, DL
(R AR L™

4) Be sure to know the target market conditions, such as the de-
mands and supplies of the commodities, the changes of the prices, the
numbers and abilities of the competitors, etc.

Fo T BIRT S RATIR, AR R BT R S HER % 2R
e ERENRRMENF,

(3) Making a practical negotiation plan %37 ¥ 3L AT 1T By ¥
v

It is very important to make a practical negotiation plan after estab-
lishing the aim for negotiation and getting necessary information. When
you draw up the plan, you should pay attention to the following points:

Wi RA BIn IR BAS B2 )5 , TV LA 17 R At
RRBEET , HEHX TR, REEETHILA:

1) designing an agenda most suitable to you and letting all the ne-
gotiators be very familiar with the plan.

THEBGE & R B, BRI BT+ 8

2) comparing your own agenda with your counterpart’s when you
have got his agenda and considering how to adopt the new strategies and
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tactics which should be used with caution.

LEmENFHUEERE FECHNFHREZ LR,
SRR PR B0 R m AR, /BRI .

3) Choosing the location of negotiation which is favorable to you,
for example, choosing the “home court” which is convenient for you to
get the information; or at least choosing a neutral location which is
equally convenient to both parties.

B A TARER A M 2, B0, 25 4% R A M 5, X fE T
WIRBRANE R, BE BB XD BRI RS

3. The Notable Problems during the Process of Ne-
gotiations ¥¢¥ PR RAVEIHA

International business negotiation is a process that is complicated,
arduous, and of course interesting in international business activities.
You will meet with not only the language barrier, the foreign trade poli-
cies of various countries, the life styles of customers coming from every
part of the world, but also the ever-changing world market, powerful
opponents for negotiation and different negotiation styles and tactics,
which may bring you some difficulties in your negotiations, but give
you great joy and satisfaction once you overcome those difficulties.

HEFEREFRARERRSESIN— R 5 R, U8, LR
BAEBRRARE, ERAD, FREBIMARIES WER, ARE
KISNHBOR , K B R &M BE A IR, T B A 2K
EFRT , B I RR AT F, AR SRA I R, Bl X &
AL RERAH R E B HXE, R T — B S RGX S M, AR
AR R FREL

At the negotiating table, the price is usually the key point. Both
parties will have a few bargains before acceptance. Many difficulties
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center on pricing problems. In order to achieve a favorable outcome
from the negotiation, the following points should be paid attention to:

WRAE b, rE T BXE, EERZZA, X5 B R E#T
HiEfr . FEEEREPESHEE L, BT ERABISAENEK
G, TIULEAN S TR

(1) Making a high offer at the beginning of negotiations: % ¥
Fia, HABHHR B

If you are an exporter, you should make a high offer at the begin-
ning of the negotiation and try your best to achieve your best aim
through negotiation. Even if the best aim could not be achieved, you
could reduce your price step by step without taking any financial risks
because your first quotation is high enough. Meanwhile, as reducing
your prices step by step will make a good impression on the other party,
he will be pleased to cooperate with you. And on this situation, he may
well accept your quotation as the best price.

MBRR S OB, RATFF IR, VRRL LM, 3R Sl RA
LR B BAR. BMERE BRI R], RE T B,
ARSI AT 25 KU, B R R IR BB R T o Fet,
TESRPAM T ET T -MFHR, i+ FBSHREE.
TEXFERL T RO F R SBRORMED RN ERZ T
%

" (2) Making no compromise in the matter of prices at the begin-
ning of negotiations: i ¥I 744, H OB AR EEH#E LR

If you are an exporter, remember never to make compromise in the
matter of prices at the beginning of negotiations, or you will lose the
other advantages, such as the product’s quality, the firm’s experience
and credit, and other conditions of transaction being of benefit to you.

MBESRE—AH O, IS OTER A FF R S AR 8 &
th, BWREREERA P HEAMRE, L™ me R R, 278
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WS RBAEE , LLEHADE A TIREZE 5 &Ko

The danger of making compromise in price at the beginning of ne-
gotiation is that it immediately directs the discussions into pricing issues
at the expense of the other important components of marketing mix.
Generally speaking, such initial price compromises are followed by
more demands from buyers that will further reduce the profit ability of
the export transaction. For instance, the buyer may press for conces-
sions on: quantity discounts; discounts for repeat orders; improved
packaging and labeling (for the same price); tighter delivery deadline
that may increase production and transport costs; free promotional mate-
rials in the language of the import market; free after-sales services; sup-
ply of free part to replace those damaged from normal wear and tears;
free training of staff in the maintenance and use of the product; market
exclusivity; a long-term agency agreement; higher commission rates;
better credit and payment terms, etc.

WRAI—TFFIRBAE PR R L RV OB, B 5 BBk A
SIS, AT EHAS PR EERE, XH—
Friasib o Bk, —BBEZ TR AR EHBT#R, g —HER
HOBERS Pk, i, X wirsS4 %8, BERELIL
£ BRI ERITEIM, (ERBENEEGT ) S s
& AR IR (SR ME = B EA) , A REE O
P PR & SUF EDR B R G B0RE , S SR LB J5 AR 55, S ARt 2
BIEFBERNOTRMS, R ENEEFP = RERAR, EKE
BAL KRB, EE M ES, ERENE R &HKE,

As pricing is the most sensitive issue in business negotiations,
you’ d better try to postpone the subject until all of the other aspects of
the transaction have been discussed and agreed upon if possible, so as to
avoid losing the transaction that may benefit you.

PR A S — SR B 25 WA o B SRR ), SR T R R B ST
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REEX—EBHE , ¥ 51X — X5 & HB XM HMBERET W
WG, B#fTHe, AR EBIFE & TRNX S %
Fo

(3) Rejecting an exporter’s price at the outset of the negotia-
tion: WHI 4, OB A IELH O BRI :

As an importer, you should reject the exporter’ s price at the outset
of the discussion in order to get the upper hand from the start of negotia-
tion, thereby hoping to obtain maximum concessions on other matters,
or to test the reality of the offer, or to find out how far the exporter is
willing to lower the price, or to seek a specific lower price because the
product you offer is unknown in the market. At least, you may force
your counterpart to cut down the high price he offered.

YEJ93HE OB, RATT IR , R0 M IR 32 Y DRI AR Y, B I
b B SR A A BB LB X 7 76 H A R A SRRk
& AR IRE— TR S BUF R A THE H OB EUR
EEEMEREERNERE; RERRIEZTHEETHEAR
R SRR . B ARAT LGB FAREIXT FHEMFT R I R A B
Tk,

(4) Making no concession on price at once when the importer
doesn’ t accept the offer: F QB A EZREAN , HOBFAEINE
g it

If the price quoted by exporter has not been accepted by importer,
the exporter should react positively by initiating discussions on non-price
questions, instead of immediately offering price concession or taking de-
fensive attitude. Widening the issues and exploring the real reasons be-
hind the objections to the price quoted will put the talks on a more equal
and constructive footing. Only by knowing the causes of the importer’s
disapproving the offer can an exporter make a new offer acceptable by
importer or make other arrangements.



AR ORI TR B AR I D R BT 32, O R AL A AR
PR B RRL, FEERTHEE M 48 (A1, T A2 S BI7E M A8 _E A8 i k25,
BORBFH . RIS, REM T A EZH/MN T EWELRRE,#
AERAR I EEMFEMEAEREMREME, HORFRAT
RN T AR BERO B IRE S, 4 8RR FT R B BOE DR Z R
AR, B HoAl &

(5) Constituting the price package: ¥ — ¥ FMBHE:

After discussing all of the non-price issues, the exporter can shift
the discussions in the final stage of the talk to financial matters affecting
the price quotation, such as credit terms, payment schedules, currencies
of payment, insurance, commissions rates, wherehousing costs, after-
sales serving, costs of replacing damaged goods and so on. Agreement
reached on these points constitutes the price package. Any change in the
buyer requirements should be reflected in a new price package.

FEVHEFTA WM REZ G, i O B7ERA K B B B AT
R AN B BUBL 1) RHR A R0 T 55 1o R, 5 PR RE 23K 3 A+
EbiE] AT T ARES E R O R B RS R R
RIS R, B s A B — B, R T — 8 F
MAEHR. EHERBEMEE, BEEFH—BRFMEETR
TR

Q Explanatory Notes on Technical Terms

. processing trade — I % 5

. assembling trade —3% K H 5

. compensation trade —#MZH 5
. manipulation —#4\

target market — H RT3

home court — FEHE (RFHLA )
10
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