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Unit 7

* Business Negotiation

The art of negotiation is definitely a skill that’s worth acquiring. More
importantly, it’s a skill any entrepreneur can acquire given the right
understanding of their market, business, and most importantly, who they
are dealing with. Negotiation is ubiquitous. It is a technique of discussing
issues among oneselves and reaching to a conclusion benefiting all involved
in the discussion. It’s also one of the most effective ways to avoid conflicts
and tensions. We work in even more interdependent ways nowadays.
Nobody can accomplish anything alone, which means we often help each
other at work — and just as often get in each other’s way or run into
conflicts and problems. This justifies why business that negotiates better
generally grows and prospers faster than others. Win-win negotiation occurs
when both parties try to come to an agreement. This is in contrast to
hardball negotiation, in which negotiation is handled in a confrontational
manner; this type of negotiation can be harmful to long-term relationships.
Business negotiations must take into consideration the goals of both parties,
alternative plans of action in case no one comes to an agreement, the
relationship between the two negotiators, possible consequences and
benefits that can occur as a result of the negotiation, possible compromises,
and how much power each individual has in the business relationship. In
this unit, Text A shows how to take advantage of setting the negotiation
tables before the negotiations even start, while Text B offers us some specific
instructional tips in winning the negotiations.
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What are the major characteristics of successful business negotiators? Below is a list of the
most agreed upon skills needed for successful business negotiators. Discuss with your partner
and select five most important qualities and skills from the following list. Then share the
reasons for your choices.

To be a successful business negotiator, one needs to have:

» Ability to think clearly under stress

» General practical intelligence

» Strategic planning skills

» Personal integrity

» Ability to perceive and exploit power

» High aspirations

» Excellent communication skills (verbal and non-verbal)

» Strong self-confidence

» Open-mindedness and flexibility

> Ability to keep one’s goals and set limits to the negotiation
» Creative and innovative spirits

> Ability to identify opportunities

> Skills to discover how their counterparts are feeling and thinking
» Genial, civil, yet agreeable manner of speaking

» Patience and humor
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S TextA

Musashi-Style Negotiations in Business
— Set the Game Board before the Battle Begins®

1 There are many analogies that have been made between business
and combat, particularly in the area of negotiations. Unfortunately,
many of these analogies focus on how one must be as ruthless in
business as they would in a life or death situation on the battlefield,
with no thought given to honor, morals, or quarter given in pursuit of
business goals. This results often in an amoral approach to business
which is both unnecessary and unproductive, both from a monetary and
a personal growth standpoint.

2 One analogy between combat and business that is very applicable
is setting the stage for negotiations. One skill that most entrepreneurs
will need to have to some degree is the ability to negotiate. Whether
negotiating with potential employees, investors, business partners or
customers, negotiation is an inescapable part of running one’s own
business. A negotiation, much like a battle, when played well will begin
to be executed long before the battle or negotiation actually begins. To
use board games as a metaphor, the setup of the game board is key.
Unlike a game specifically designed to start with a sense of balance,
such as chess, where the game board is forced to effectively be the
same for both parties at the beginning, negotiation or battle generally
consists of so many variables that the game board can be set up to favor
one side by manipulation of those variables. Effective combatants
and negotiators know this instinctively.

3  Sun Tzu® discussed the idea of setting up the battlefield throughout
many of his writings. At Basic Underwater Demolition/ SEAL school
(BUDS), there is a saying engraved over the doors, “The more we
sweat in peace, the less we bleed in war”, from Vijaya Lakshmi

@ This text is taken from Forbes by Eric Basu on May 5, 2013.

By Eric Basu
analogy /o'nzlodzy n.  AH{EL;
%t
combat /kombzt/ n. 3}
Wk
quarter /kwoita(r)) n. (ZFEH)
DEh
in pursuit of JE3R; FR
amoral /ermporol/ a FiEE

3]

set the stage for y------fillif
&M R HUITHEE

inescapable /inr'skepabl/ a.

AN G

boardgame /bodgerm/ n. #i
KRR
metaphor /metofa(r) n. [&
W RAE

manipulation /ma.nipju'lerfn/

n. HBY

combatant /kombatont/ n. 3}
+; $34F

instinctively /m'stipktivly  ad.
A ReH

engrave /m'grerv/ v,

L2

@ SunTzu: #R, R, LR, FKB, FEAUHKINT. BE, RIEERELEFR, F5 (WFRE).
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Pandit” (1900-1990), an Indian diplomat. I read this as the more we
prepare for battle, not just by training but by setting up the game board,
the less we will bleed in combat.

4 My Muay Thai® instructor, Boungnaphon Makthepharaks, or
Kru Mark as we know him, is a war-seasoned combat veteran and
Muay Thai master. While instructing my youngest son, Zachary, the
other day he told him that whenever facing an opponent, whether on the
street or in the gym, to always make note of where the light is coming
from and have your back towards it so that you will have a slight
advantage over your opponent as he has to squint against the light. Kru
Mark, a true warrior, understands instinctively about “setting up the
game board” before combat begins.

5 There is another great anecdote of Miyamoto Musashi® and
Sasaki Kojiro®, rival samurai swordsmen in feudal Japan. Musashi
challenged Kojiro to a duel on the Island of Ganryu®. Musashi arrived
three hours late, and fought only with a wooden sword (or bokken) that
he had carved from the oar of the boat upon which he had arrived.
Kojiro was enraged that Musashi would be late, and that he would
challenge him with only a wooden sword. Mushashi won the duel,
killing Kojiro. One take of this story is that Musashi was so good that
he was completely unconcerned about the duel and arrived at his own
leisure, with a wooden sword that he fashioned as an afterthought since
his opponent was so far beneath him. Another possibility is that
Musashi deliberately arrived late to disconcert his opponent, used
only a wooden sword to further unbalance him, and used the
psychological advantage he created, along with his formidable
swordsmanship, to win the duel. Musashi set up the game board so
that it was stacked in his favor before his opponent’s sword had even

war-seasoned /wor'siznd/  a.

BEHRSERHN

BKIRE

squint /skwmt/ v,

warrior /'worna(r)/ n. Rt
Z A

anecdote /mnikdovt/ n. R
[H; %%

samurai /semoral/ n. (HZA)
12

swordsman /'so:dzmon/ n.  #
%=

feudal /'fjudl/ a HEK
duel /djual/ n. W3}

enrage /m'rerdzd/ v. B

fashion /'fafn/ v #i{E
deliberately /dr'libaratly/  ad.
MR, R E R
disconcert /diskon'sz:t/ v. f#i
BERNE: FRR
formidable /fomidobl/ a. 5%
Kiy; mTRM

swordsmanship /'so:dzmonfip/

n. SIAR

@ Vijaya Lakshmi Pandit: 4EBTHf « FiseAK « #iddE (1900—1990), —BGFRAEdEER A, ENEBIASMAIZR. EER

R R FRIR RSz &, ENEEFE S E A RIR -
EEEA R A,

JeRE 2ok, WAEEEE mEs P IEREER, £EARER

@ Muay Thai: %%, REEMEGHEEAR, FARTUEMRENERST, FAK. B, 2. B#Tkd, B—fdEgiaEs

FTER AT 1 AR

® ®

AN BRI AVN R A, R E R S i .

Miyamoto Musashi: E A, HALMAMMBSIAREK. RER. ERK, REOSLZRKHERNLEN.
Sasaki Kojiro: #EfeA/NAES, HAMEMRSZEMUNRMRAR, SHK, Y55ARBMEN S LBRFELMGT.

® Island of Ganryu: #ifisy, FMHis, SRS, ST HAWL DR TR THER, £ERRBAGEANKETRE 17
F(1612) 4 A 13 HikSbz i, SR a1 eSS, B ERGRE LA 3E 55 A 158 BB EA/INRRE, A48 2

P A/NIRER, DAL ST3 (B EFGL IS, SRS 4 HLTHE.
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been drawn.

6 To take the metaphor of negotiation or combat as a game even
further, if possible one should not only change the game board, but
change the game. If someone is facing a chess master, change the game
board to Go, or checkers. In martial arts, if facing a stand up fighter,
take them to the ground, and vice versa. In negotiations, if your
opponent uses physical intimidation tactics to their advantage,
negotiate telephonically or even electronically so that their physical
presence is not a factor, in other words, change the game from their
game of physical intimidation to one of virtual communication. If they
have incredible endurance and try to outlast their opponents, set a
negotiating time period that is forced to be very short because of
external circumstances or plane flights. One must be careful, however,
not to change the game or rules so far as to lose the buy-in of the other
party so that they just walk from negotiations. The negotiating term
BATNA (Best Alternative To a Negotiated Agreement) is relevant here.
You must predict accurately what the opponent’s BATNA is and ensure
that it does not exceed the benefits perceived achievable by the
opponent from the negotiation gameboard.

7  There is a very good book on this style of negotiation called “3D
Negotiation”, used by the Harvard Business School ® for their
executive classes on negotiation. I would highly recommend it for
anyone who would like to learn to be a good negotiator. 90% of the
work of the negotiation should go into the preparation prior, so that the
actual work once the negotiation begins is simply continuing to guide
the game to its predetermined end.

8 As with combat, the inexperienced negotiator is often subverted
by adrenaline produced by fear, anger, or other emotions. The key to
success is to have prepared sufficiently so that the normal biological
reactions one experiences are offset through the preparation and setup
of a myriad of factors that direct the negotiation to the desired end.
Every entrepreneur and business leader should develop and practice
their negotiating skills and style until they are second nature. The
results will be noticeable in the success of the business. (961 words)

checkers /tfeka(r)z/ n. PQ¥f
Bt EErpkat

HA
intimidation /mtimr'derfn/ .
IR I

to one’s advantage X3 AF

martial arts

F

telephonically /telr'fonikly ad.
FHEAE (B o

incredible /m'kredsbl/ a.
UUEEH

outlast /aot'la:st/ v. Eleeeee-
KA; Hpeeeeer mEK
buy-in /bann/ n. (J§) Kk

S

achievable /a'tfiivabl/ a.  fif
B TTER

prior /'prais(r)/ ad. TERI, J&

e
predetermined /,pri:dr't3:mind/
a. TRSCHEE R

subvert /sab'va:t/ v (HEH)
MR AL

adrenaline /o'drenslm/ n. ‘B
ERRE: R

offset /'vfset/ v. KM
amyriad of KEMN; LM

@ Harvard Business School: MBERI%Bt, WIFR HBS, Rt FBELMMERL —, BELH WAL THEETR", 2%
RRKEMFRL —, REEFFREWALOBRE LN, WEEARIRBHA. E8. QEHOTEAER.
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1. Musashi-Style Negotiations in Business — Set the Game Board before the Battle Begins
(Title)
@ Miyamoto Musashi was a Japanese swordsman who was known for his excellent
swordsmanship in numerous duels. Musashi-style negotiation in business echoes with
Musashi’s swordsmanship so as to get prepared well in advance for a winning outcome.

2. Basic Underwater Demolition/SEAL (Para. 3)
@ BUD/S is a 6-month SEAL training course held at the Naval Special Warfare Training
Center in Coronado, CA. You’ll start with five weeks Indoctrination and Pre-Training as part of
a Navy SEAL Class, and then go through the Three Phases of BUD/S.

3. ...used only a wooden sword to further unbalance him... (Para. 5)
@ ... (he) used only a wooden sword as a sign of confidence as if he could defeat the opponent
with a wooden sword, which scared the opponent even more.

4. To take the metaphor of negotiation or combat as a game even further, if possible one
should not only change the game board, but change the game. (Para. 6)
@ To think of negotiation as a combat game, one should not only try to make one’s position
better, but also try to take control of the negotiation process.

5. In martial arts, if facing a stand up fighter, take them to the ground and vice versa.
(Para. 6)
@ The strategy to win a fight in martial arts (or any other games or negotiations) is to exploit
any advantages that the opponent might have.

6. BATNA (Best Alternative to a Negotiated Agreement) (Para. 6)
@ In negotiation theory, the Best Alternative to a Negotiated Agreement or BATNA is the
course of action that will be taken by a party if the current negotiations fail and an agreement
cannot be reached. BATNA is the key focus and the driving force behind a successful
negotiator. A party should generally not accept a worse resolution than its BATNA. Care should
be taken, however, to ensure that deals are accurately valued, taking into account all
considerations, such as relationship value, time value of money and the likelihood that the other
party will live up to their side of the bargain. These other considerations are often difficult to
value, since they are frequently based on uncertain or qualitative considerations, rather than
easily measurable and quantifiable factors. CGiRH MR EZR T R)

7. “3D Negotiation” (Para. 7)
@ While most negotiation books focus on face-to-face tactics, this book reveals a 3D approach
which focuses on the setup of negotiations. Before showing up at a bargaining session, 3-D
Negotiators ensure that the right parties have been approached, in the right sequence, to address
the right interests, under the right expectations, and facing the right consequences of walking
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away if there is no deal. This new arsenal of moves away from the table often has the greatest
impact on the negotiated outcome.

8. ...until they are second nature. (Para. 8)
@ . .until one could make negotiating skills and style an innate ability.

The text can be roughly divided into four parts. With the first paragraph serving as an
introduction, the author cites the metaphor comparing business negotiations with combat.
The second part consists of the following four paragraphs where the author points out his
main analogy. To take his analogy to a further degree, the author uses the third part to
elaborate. The last part is the conclusion. Now go through the text carefully and then
complete the following chart with the hints provided below.

Many analogies have been made between business

Part I (Para. 1) negotiation and combat; however, they focus on:

>

IntroductioR:. = 0 | smmmeemereee e onee i sasei s e =

Part II (Pa.l‘as. 2_5) FlrSt Example: ------------------------------------------------------------
Main Analogy R
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Part III (Paras. 6-7)
Elaboration

Part IV (Para. 8)
Conclusion

=

=

@! .t. lgﬁ. ‘.

Discuss the following questions with your group members.

1. As mentioned by the author in the article, winning the negotiation is like defeating your
opponent in a board game. The setup of the game board is the key to success. However, unlike
board games which are specifically designed to start with a sense of balance, negotiation generally
consists of variable factors that can be used to manipulate the negotiation to favor one side. What

are some strategies in setting up the negotiation table to help in achieving a winning outcome?

>

>
>
>
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2. Like what is described in the following caricature, negotiating electronically not only preserves
one’s advantage of thorough preparation, but also avoids physical intimidation. To take the
metaphor of negotiation as a game even further, could you list some of your ideas of how you
would like to change the game to increase your chance of success?
>

vV VYV

"Could we finish these negotiations via e-mail?
That will allow me to think before | respond to
your proposals.”

3. Besides changing the game board and the game style, do you have any other ideas for creating

your unique strategies in business negotiations?
>

vV VYV

Aeademie Voeabulary

HE Match the words from the text in Column A with their synonyms or near—synonyms in

Column B. Then fill in the blanks of the sentences below with the proper forms of
these words.



