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Brief Introduction to Characters
and Companies

v ,g Brief Introduction to Companies

Fujian Minfa Holdings Garments Imp. & Exp. Corp., Ltd. is located at Minfa Building,
168 Hudong Road, Fuzhou, China. It was founded in Oct. 1988, specializing in woven and
knitted apparel business, and now the company is developed to a professional Chinese leading
supplier in the textile sector. Its major business is covering almost all over the world, including
men and women’s garments such as ridding wear, underwear, sports wear (motor-cycling, fishing,
ski), children’s wear, knitwear, footwear, bags & cases, arts & crafts, gifts, etc.

Australian Textile Trading Company is located at 320 Edward Street, Sydney, Australia.
Established in 1988, Australian Textile Trading Company is a professional Australian leading
textile importer. Its major business mainly covers Asia, especially China, concerning garments,
toys, accessories and textile field. The garments are swim shorts, leisure pants, walking shorts,

jackets, dresses, blouse and underwear etc.

’ ,»‘ Main Characters

Mr. Chen, Manager of Foreign Trade Department of Fujian Minfa Holdings Garments Imp.
& Exp. Corp., Ltd.

You—Miss Lin, manager assistant of Foreign Trade Department of Fujian Minfa Holdings
Garments Imp. & Exp. Corp., Ltd.

Mr. Smith, Manager of Foreign Trade Department of Australian Textile Trading Company

Ms. More, manager assistant of Foreign Trade Department of Australian Textile Trading

Company
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b Working Situation

Suppose you (Miss Lin) are a clerk from Foreign Trade Department of Fujian Minfa
Holdings Garments Imp. & Exp. Corp., Ltd. (Minfa Building, 168 Hudong Road, Fuzhou). One
of your clients, Ms. More from Australian Textile Trading Company (320 Edward Street,
Sydney, Australia), is to visit your company. Next month, you’re going to be the assistant of
your manager—MTr. Chen to meet the delegation of Australian Textile Trading Company. Before
that, you should learn some knowledge about international business negotiation.

Learning Goal

1. To learn something about international business negotiation.

2. To learn some impacts of culture differences on international business negotiation.
3. To learn some etiquette in international business negotiation.

4. To learn 3 phases of international business negotiation.
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An Introduction to International
Business Negotiation

b

Definition of Negotiation

Negotiation occurs in business, non-profit organizations, government branches, legal
proceedings, among nations and in personal situations such as marriage, divorce, parenting, and
everyday life.

Negotiations are important in business, personal relationships and conflict resolution. Some
negotiations bring an end to conflicts, while other negotiations help parties strike deals in which
both parties are satisfied. However, the art of negotiation often has to be learned. But what is
negotiation? General speaking, negotiation is a dialogue between two or more people or parties
intended to reach an understanding, resolve points of difference, gain advantage for an
individual or collective, or craft outcomes to satisfy various interests. In international trade,
negotiation is a process by which a negotiable instrument is transferred from one party
(transferor) to another (transferee) by endorsement or delivery. The transferee takes the
instrument in good faith, for value, and without notice of any defect in the title of the transferor,
and obtains an indefeasible title.

International business negotiation refers to a wide range of international business activities.
As far as international investment, import and export of products, machinery, equipment,
technology, etc. are concerned, international business negotiation is a consultative process
between 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 correspondence or by face-to-face talk, involving all kinds of terms and conditions of
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a sales contract including quality, quantity, packing, shipment, payment, insurance, inspection,
claims, arbitration and force majeure, etc. Generally speaking, business negotiation contains
four steps: inquiry, offer, counter-offer and acceptance, among which offer and acceptance are
two indispensable steps for reaching an agreement and concluding a contract.

B Types of Negotiation

Negotiation can take a wide variety of forms, from a trained negotiator acting on behalf of
a particular organization or position in a formal setting, to an informal negotiation between
friends. Negotiation can be contrasted with mediation, where a neutral third party listens to each
side’s arguments and attempts to help craft an agreement between the parties. It can also be
compared with arbitration, which resembles a legal proceeding. In arbitration, both sides make
an argument as to the merits of their case and the arbitrator decides the outcome. This negotiation
is also sometimes called positional or hard-bargaining negotiation.

Negotiation theorists generally distinguish between two types of negotiation. Different
theorists use different labels for the two general types and distinguish them in different ways.

e Distributive Negotiation

Distributive negotiation is also sometimes called positional or hard-bargaining negotiation.
It tends to approach negotiation on the model of haggling in a market. In a distributive
negotiation, each side often adopts an extreme position, knowing that it will not be accepted,
and then employs a combination of guile, bluffing, and brinkmanship in order to cede as little
as possible before reaching a deal. Distributive bargainers conceive of negotiation as a process
of distributing a fixed amount of value.

The term distributive implies that there is a finite amount of the thing being distributed or
divided among the people involved. Sometimes this type of negotiation is referred to as the
distribution of a “fixed pie”. There is only so much to go around, but the proportion to be
distributed is variable. Distributive negotiation is also sometimes called win-lose because of the
assumption that one person’s gain results in another person’s loss. A distributive negotiation
often involves people who have never had a previous interactive relationship, nor are they likely
to do so again in the near future. Simple everyday examples would be buying a car or a house.

o Integrative Negotiation

Integrative negotiation is also sometimes called interest-based or principled negotiation. It
is a set of techniques that attempts to improve the quality and likelihood of negotiated agreement
by providing an alternative to traditional distributive negotiation techniques. While distributive
negotiation assumes there is a fixed amount of value (a “fixed pie”) to be divided between the

parties, integrative negotiation often attempts to create value in the course of the negotiation
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(“expand the pie”). It focuses on the underlying interests of the parties rather than their arbitrary
starting positions, approaches negotiation as a shared problem rather than a personalized battle,
and insists upon adherence to objective, principled criteria as the basis for agreement.

Integrative negotiation often involves a higher degree of trust and the forming of a
relationship. It can also involve creative problem-solving that aims to achieve mutual gains. It
is also sometimes called win-win negotiation.

b Negotiation Styles

Kenneth W. Thomas identified 5 styles/responses to negotiation. These five strategies
have been frequently described in the literature and are based on the dual-concern model.
The dual-concern model of conflict resolution is a perspective that assumes individuals’
preferred method of dealing with conflict is based on two themes or dimensions.

(1) A concern for self (i.e. assertiveness), and

(2) A concern for others (i.e. empathy).

Based on this model, individuals balance the concern for personal needs and interests with
the needs and interests of others. The following five styles can be used based on individuals’
preferences depending on their pro-self or pro-social goals. These styles can change over time,
and individuals can have strong dispositions towards numerous styles.

Accommodating: Individuals who enjoy solving the other party’s problems and preserving
personal relationships. Accommodators are sensitive to the emotional states, body language, and
verbal signals of the other parties. They can, however, feel taken advantage of in situations when
the other party places little emphasis on the relationship.

Avoiding: Individuals who do not like to negotiate and don’t do it unless warranted. When
negotiating, avoiders tend to defer and dodge the confrontational aspects of negotiating; however,
they may be perceived as tactful and diplomatic.

Collaborating: Individuals who enjoy negotiations that involve solving tough problems in
creative ways. Collaborators are good at using negotiations to understand the concerns and
interests of the other parties. They can, however, create problems by transforming simple
situations into more complex ones. '

Competing: Individuals who enjoy negotiations because they present an opportunity to
win something. Competitive negotiators have strong instincts for all aspects of negotiating and
are often strategic. Because their style can dominate the bargaining process, competitive
negotiators often neglect the importance of relationships.

Compromising: Individuals who are eager to close the deal by doing what is fair and equal
for all parties involved in the negotiation. Compromisers can be useful when there is limited
time to complete the deal; however, compromisers often unnecessarily rush the negotiation
process and make concessions too quickly.
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b Types of Negotiators

Three basic kinds of negotiators have been identified by researchers involved in The
Harvard Negotiation Project. These types of negotiators are: soft bargainers, hard bargainers,
and principled bargainers.

Soft. These people see negotiation as too close to competition, so they choose a gentle style
of bargaining. The offers they make are not in their best interests, they yield to others’ demands,
avoid confrontation, and they maintain good relations with fellow negotiators. Their perception
of others is one of friendship, and their goal is agreement. They do not separate the people from
the problem, but are soft on both. They avoid contests of wills and will insist on agreement,
offering solutions and easily trusting others and changing their opinions.

Hard. These people use contentious strategies to influence, utilizing phrases such as “this
is my final offer” and “take it or leave it”. They make threats, are distrustful of others, insist on
their position, and apply pressure to negotiate. They see others as adversaries and their ultimate
goal is victory. Additionally, they will search for one single answer, and insist you agree on it.
They do not separate the people from the problem (as with soft bargainers), but they are hard on
both the people involved and the problem.

Principled. Individuals who bargain this way seek integrative solutions, and do so by
sidestepping commitment to specific positions. They focus on the problem rather than the
intentions, motives, and needs of the people involved. They separate the people from the
problem, explore interests, avoid bottom lines, and reach results based on standards (which are
independent of personal will). They base their choices on objective criteria rather than power,
pressure, self-interest, or an arbitrary decisional procedure. These criteria may be drawn from
moral standards, principles of fairness, professional standards, tradition, and so on.

b Rules Should Be Abided by in Negotiation

International business negotiation is a process that is complicated, but of course
interesting in international business activities. In order to achieve a favorable outcome from
negotiations, the negotiators of both parties should abide by some rules as follows:

Assume that everything is negotiable.

Have high aspirations.

Never accept the first offer.

Deal from strength if you can, but create the appearance of strength, regardless.
Put what you have agreed on in writing.

Recognize that the other party is probably holding back valuable information.
Flinch to create doubt in the counterpart’s mind and to add value to a concession.

Find out what your counterpart wants. Don’t assume that their wants are the same



