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1. Business Negotiation

R iHA

A Last year we had a market share of 10. 3 percent. We increased sales of our main brand by 13
percent. We sold over 850, 000 sets of Color TV, our most popular product. Next year we
want to increase our market share to 11. 5 percent and sell over 1, 100, 000 units of Color TV.
What advice can you give me if 1 want to do business with Russian companies?

B: Well, firstly, you must understand that Russians are very good hosts. They like to entertain
foreign guests, so allow plenty of time for informal parties and cultural events. Secondly, they
will try to establish a personal relationship with you, a friendly relationship. They need to
know you as a person before they do business with you. They need to trust you.

A; Then how about the negotiation?

B: I advise you to be well prepared before a negotiation. Russians usually ask a lot of technical
questions about your product or service, so it’s good to have a technical person in your team.
It’s also a good idea to have a Russian adviser. When you first visit a Russian company, take
senior people with you. And at a final negotiation, a top executive should lead your team.
When they negotiate, Russians start with an extreme position. I mean, for example, if they are
trying to buy something from you, they usually offer a very low price to begin with. If they’re
selling, they ask a really high price. What do you do? Well, take an extreme position
yourself. If they ask you the price of something, give them a really high price!

A: Why do Russians pay special attention to information?

B: Russians value information. They think information is power, so they do not tell you
everything, It’s important to be patient. Russians take a long time to make a decision, and
there’s always a lot of paperwork to deal with.

A: Any more?

B: Another thing, you must watch Russians carefully and study their body language. This is very
important. Finally, remember that Russians are emotional people. Sometimes emotions are

more important than facts.

Notes

I

(1) We increased sales of our main brand by 13 percent. HATZ EB %M F R4 B w7
13% ,

(2) very good hosis A FHF 6 A

(3) They like to entertain foreign guests, so allow plenty of time for informal parties and cultural
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events. #0417 (AT IA) B BAIBEA, FFALE—REEX RSP LILESH T
AKEHE,

... they will try to establish a personal relationship with you, a friendly relationship. ------ 4
MNeHAhEHREL—FEHFHOIAKXE

(5) They need to know you as a person before they do business with you. They need to trust you.

(6)
(7)
(8)

(9)

(10
(11
(12
(13
(14
(15

A:

WAL RBEZENET BIREAAN, ©0NEEEER,
a Russian adviser & ¥ 37/ 9]
take senior people with you # L FiEA L
And at a final negotiation, a top executive should lead your team. Z X FI#9 R BB, 1k
FHEAREF BA LR BB ZEA AT,
When they negotiate, Russians start with an extreme position. % FI8, K ¥ A S 450
TRA 3%
) take an extreme position yourself 1} & 2. ¥ K B 3% 5 &,
) Russians value information. 1% % MAEMAZE .
) They think information is power. .. #ef1AHIZEHRE HF----
) there’s always a lot of paperwork to deal with A X & L F T 2432
) Russians are emotional people & ¥ AR &5 B8
) Sometimes emotions are more important than facts. HHEHFBILE LI EL

2. Tips for Negotiation
RAIRES

When you go into a negotiation, do you always expect to win?

B: I guess the honest answer is that I always have a clear expectation of what I expect to achieve,

A:

and I guess | would like to always win. Let me illustrate that for you. Something that was sort
of shared with me early in my career was the mnemonic L-I-M and that’s Like, Intend, Must.
What would T like to do, what would I intend to do, and what must I do? And this is probably
well illustrated by a recent contract that we negotiated in the UK with a major leisure company.
And I guess our “like” was, we would like to win the business there and then, in the
negotiation on that day. I guess our “intend” was that we must leave that group thinking that
we are a very professional and competent outfit who can best meet their needs.

How about “must” ?

B: Well, 1 guess our “must” was, we must have done enough to keep the dialogue open and

ensure that our competitor didn’t win the business on that day. So, the short answer is you
don’t always expect to win—but I certainly expect to deliver the objective that we went in to

achieve.
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A
B:

Could you give me some tips for negotiating?

Yes. I think everybody has their own tips. But these are things that have worked for myself and
the people I've worked with, and it’s more around avoiding classic errors. And I guess the first
one is to identify who the decision maker is. DI've lost count of the occasions at every level,
from first-line salesman through to board director, board to board negotiations, where I've seen
fantastic presentations, superb dialogue and the person that’s been sitting across the table, so
1o speak, is not the decision maker. So that’s the first tip, make sure you know who you're

talking to.

. What about the next one?

. The second one is that all salesmen, if they’re good salesmen, tend to be very enthusiastic

about what they’re selling. That could be a product or a service, or even a social occasion, but
it’s all selling at the end of the day. And in their enthusiasm they focus on their need, rather
than the buyer’s need. So, for example, in our own case I've seen on many, many occasions
people basically go straight to the point—We're here to sell you Coca-Cola, it’s the world’s

number one brand, you must want it.

: Any problems?
. Well. What they haven’t done is to establish the buyer’s need. So, for example, the buyer’s

need may be in a grocery store that they want to supply the world’s number one brand to
encourage consumers to come in and purchase their range of products. The manager of a ball
bearing factory might want a vending machine because if he supplies a free, or discounted
refreshment service it keeps his union employees happy. So the important thing is to
understand the buyer’s need. Now, it’s not impossible to sell without establishing that need.
But it tends to mean you'll never have a long term relationship. So, for example, again the
workplace example, I could come in, bang, sell you a Coca-Cola vending machine, pay you
maybe a small royalty. Because I never established your need, if another soft drinks supplier

walks through the door and just offers you more money, you will probably switch.

. If we established the consumers need, then what would happen?

. Whereas if we’d established the fact that all you were interested in was offering a service and

you wanted it to be as hassle free as possible, we could have tailored our offering. So I think
that’s very important. My favorite one and I'm probably in danger of doing it myself now, is
once you've made the sale, shut up. I think it’s very important: close the sale, reinforce the

buyer’s decision—everybody likes to feel they’ve made a good decision—and then leave.

Notes

(1) I guess the honest answer is that I always have a clear expectation of what I expect to

achieve. .. RIAAREVTERL ., KAFFAZXH NGB KA AN FWeTRM----

(2) Let me illustrate that for you. L& AMREA X — &,
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(11)
(12)
(13)
(14)

(15)
(16)
(17)
(18)

(19)
(20)

(21)
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Something that was sort of shared with me early in my career was the mnemonic L-1-M and
that's Like, Intend, Must. f£& FHF&RL 4B W AR EE SRS FOHABHK
2 [-1-M, Bp&Esk (like), & (intend) Foslffl (must),
a major leisure company X4k H /> 4]
And I guess our “like” was, we would like to win the business there and then, in the
negotiation on that day. FikAHAIFTEReZ, RNBERFIREE, BHEEMR
HAT T HHA,
I guess our “intend” was that we must leave that group thinking that we are a very
professional and competent outfit who can best meet their needs. HAAEMNBHBES (I
) REAMNLAG TAMNARRESHAMMNT R, FFEFL, EFHEHG L
FAL L E MK,
... 1 certainly expect to deliver the objective that we went in to achieve. -+ £ ERHPAR
#HEMNAZH A BIFEFRS
I've lost count of the occasions at every level. . . #& &2 FLBANERAE VHAE
even a social occasion # £ — A A4 %F S
in their enthusiasm they focus on their need, rather than the buyer’s need Em e T4
P, e E AP ARNSIAERL, AREZMEATRL
What they haven’t done is to establish the buyer’s need. #f1& A % LHE & E Ko
grocery store 4% 8¢ /&
purchase their range of products %) & #4149 & 7 /* &
The manager of a ball bearing factory might want a vending machine because if he supplies
a free, or discounted refreshment service it keeps his union employees happy. — A5 R R
A HBERE B FRADERN, BAHRRERLLRIITHGRBPRRA,
BAbE TR &,
it tends to mean you'll never have a long term relationship JLA& ¥ 4 & EAFRMNLER 2
H—HRKAH X ER
... again the workplace example, I could come in, bang, sell you a Coca-Cola vending
machine, pay you maybe a small royalty. ««--- AR EWH T, REEBS R
Foh—&ToTRADE RN, LiFaRIA—DPEEAE (AR
you will probably switch 4% T 44 4 & AL B 2 B
you wanted it to be as hassle free as possible 1< BEp e RTHRIEZABAE (BRA)
we could have tailored our offering % 177 5T ¥A & #] IR -
My favorite one and I'm probably in danger of doing it myself now, is once you've made the
sale, shut up. KB EKMKE, LHFERKGTAAT RMHF, —BLROL4E, #
X117,
I think it’s very important; close the sale, reinforce the buyer’s decision. . . 3F FEETEHA,
S RANE, WEBEQBERS
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3. Your Price Is Really High
VrIT B A=

Scott (S) is an Australian importer for textiles. Chang (C) is a Chinese exporter. They are

haggling over the price of printed poplin. Scott thinks the price is really too high.

S:

w

w

cCY Yo

SCr o on oo

Now, Mr Chang, I've compared your quotation with the prevailing market prices and with that

of other origins, and I find your price is really high.

. But this is the best quotation we can make. We consider it a rock-bottom price indeed.
. I'm sorry to hear that. But we still find no way to accept your quotation.

. Mr Scott, I think you will agree that our products are of the best quality compared with similar

products in the world. What’s more, they are brightly colored and beautifully designed.

. I agree. But you know, no material, however attractive, will sell well if it’s too expensive. We

must always bear in mind the fact that all of us are operating in a highly competitive world

market.

. Well then, what’s the price you would pay?

The best we can accept is US $ 280 per bale, CIF Sydney.
Did you say 2807

Precisely.

. But, the best we can do is to reduce our price by $ 10 and I should think we could strike a

deal at $ 310.
I do appreciate the effort you're making towards reaching an agreement, but frankly speaking,

the gap between your price and mine is still enormous. I really don’t see how we can go above

$ 290.

. Sorry, we may not be able to sell anything near that price.

That would be a pity, indeed.

One thing | want to make clear is whether the quantity you ordered can be bigger.
If that is the question, then the answer is yes. I would order 300 bales more.
Then, the price will be US $ 295 per bale, CIF Sydney.

Is it possible 2907

. I couldn’t have said it any more.

I’'m in a difficult position. It’s beyond my capability to decide it.

. In that case, let me think it over. Now I have to say that my rock-bottom price is US $ 292

per bale, CIF Sydney. Anything lower than this is impossible.
All right. Considering our newly-established business relationship and the good quality of your
product, 1 accept your lowered price of $ 292 per bale, CIF Sydney to be delivered in July
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this year.

. Then, with this settled, I hope we will have no difficulty in reaching an agreement concerning

terms of payment.

I hope so.

Notes

(1) haggle i+ #ri&4r
(2) printed poplin #7 & A 48

(3)

quotation R 4¢

(4) prevailing market prices AT 7 % - #%

(5)

otherorigins 3 fth o %, HALBERE (HiR)

(6) rock-bottom price AR
(7) brightly colored and beautifully designed & ##m ., &it#H £

(8)

bear in mind 2%

(9) are operating £ &
(10) bale K¢, X8

(11

) CIF Sydney % R.%| £4 (CIF—Cost, Insurance and Freight, A& . 1% % iz A

(12) strike a deal X R WIL, BAKXH, HE—-ELXH

(13
(14

(15
(16
(17

) gap £t

) 1 really don’t see how we can go above $ 290. & F#) R 4ni30M & T 290 £54, &
S 4T BB AE AR PR

) make clear #FiF %, &9

) beyond my capability # & T K &8 A EE

) terms of payment {43 &4 (#)

4. Can We Meet Each Other Half Way?
Bk — ke

Miss Stella (S) is a textile dealer from Edinburgh. Mr Yang (Y) is a textile exporter in

China. They are in the display room watching the samples. Miss Stella wants a trade discount. Mr

Yang tries to persuade Miss Stella to meet each other half way.

S;
Y:
St
Y:

What do you have there, Mr Yang?
Some of our new products. Would you like to have a look at the patterns?
Yes, please.

Here they are, Miss Stella.



