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ABSTRAKT

Hlavnim cilem této bakatéké prace je prokazatil@zitost vyjednavani a zhodnotit
vyznam jeho strategii a taktik v obchodnim stykejdklve je proveden vyzkum na zaktad
literarnich zdraj, kde jsou vymezeny jednotlivé styly, typy a fazgednavani. Poté jsou
podrobrji popsany. Prakticky vyzkum je realizovan pomooitakniki sestavenych na
zékladt teoretickych poznatk Ukolem vyzkumu je zjistit, zda manazepovazuiji
vyjednavani za nedilnou stst obchodu a jaky vyznantikladaji jednotlivym strategiim
a taktikadm. Prakticky vyzkum ma za cil podipajisténi z literarnich zdrdj. Na za¥r jsou

zahrnuta dopogteni na zlepSeni celého vyjednavaciho procesu.

Kli¢ova slova: vyjednavani, strategie, taktiky, obchrodnaZer, protistrana

ABSTRACT

The main goal of this bachelor thesis is to prdwe significance of negotiation and to
evaluate the importance of its strategies anddsaticommerce. First of all, the research is
carried out on the basis of literary sources whleeeindividual styles, types and phases of
negotiation are determined. Thereafter, the mosiespread strategies and tactics of
effective business negotiation are examined andritbesl in detail. The practical research
is realized through the questionnaires compiledhenbasis of theoretical findings. The
role of research is to find out if the executivesisider negotiation as an integral part of
business and what importance they attribute tointde/idual strategies and tactics. The
practical research has for object to support figdiof literary sources. At the end, the

recommendations for improvement of the whole nedjoi process are included.

Keywords: negotiation, strategies, tactics, businesecutive, counterpart
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INTRODUCTION

Negotiation is a part of everyday life. People havaegotiate all the time, for example at
work to increase salary, in business to make araonétc. Effective negotiation skills are
the basic means for people to achieve what thended. It is a type of communication
which enables us to reach an agreement in thetisiisawhen people have different or
even the same opinions. The negotiation procese@es almost every important decision
and it plays a significant part in the business le&voBargaining is a core activity of
executives, consultants, salespeople, brokers, mshnaitors, lawyers and all people who
are involved in the business sector. In today’sldydsusiness controls almost everything
and all its elements, including negotiation, ardliag topics among managers. Recently,
business has become much more profit-oriented agdtiation is the best way how to
achieve such a positive profit. If an executive Waoand is able to use negotiation

strategies and tactics effectively, it increasesgitospects of earning a lucrative deal.

The most effective negotiation strategies in botpes of negotiation and negotiation
tactics are the focus of the theoretical part &f thesis. Negotiation itself is introduced as
an opening part of the theory. The division of ategion styles, types and phases is also
demonstrated in the first section of the thesis ffeory then goes on to strategies which
are commonly used in both types of negotiatiordigtributive and integrative bargaining.
The theoretical part ends up with negotiation tactvhich are used by managers to reach

the most effective strategy.

The practical part focuses on the research in tlamagement of companies, among
executives and people involved in the business&dto are required to negotiate every
day. The analysis adverts to the emphasis whichetkecutives put on the role of

negotiation in business. The research also focosdake importance and effectiveness of
all negotiation strategies and tactics which wetend out in the theoretical part. The main
assumption of the thesis is to prove the importasfcregotiation as an integral part of

business and to analyse the importance of its tefeestrategies and tactics in business in

order to reach executives’ goals.
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1 NEGOTIATION AS A SIGNIFICANT PART OF BUSINESS

Negotiation is a discussion or dealing in orderdach an agreement. Books also use the
following definition: “a process through which pag move from their initially divergent
positions to a point where agreement may be redcfettele and Beasor 1999, 3) People
negotiate in everyday life to achieve their gofds.example at work, in family, in business
etc. The wordhegotiationis derived from the Latin wordegotiatuswvhich meango carry

on businessand the process of negotiating is mainly conmkctgth business and
commerce more than with other fields. Practicallgrg business cooperation should be
managed via negotiation. Effective negotiation he tmain concern of all executives,
leaders and managers in the business world. Ainadls their negotiation skills should be
improving. Negotiating is not an ability which amdividual is born with but the ability
which can be learned and developed during the Tife only key to become a successful

business negotiator is the learning of negotiaskils and continuously improving them.

1.1 Negotiation styles

In the business world, there are five negotiatityles or so-called approaches which are
used in the process of negotiating. Despite thog faost of business negotiators use only
one or two negotiation styles. Nevertheless, assial experienced negotiator knows all
of these negotiation approaches and he can choag®pty the most appropriate one which
would comply with the type of negotiation. It is affective skill to adapt the style to the
elements of negotiation. The most common divisibmegotiation styles is: competing,
accommodating, collaborating, avoiding and compsimgi. (Volkema 1999, 60-69; Lum
2010, 149-153)

1.1.1 The Competing Style

The competing style is used when negotiators neggt quick results. This style is based
on the expected result | win — You lose. Lum (201%80) states that “a person showing a
competing tendency is focused on the substantit@ome of a negotiation more than the
relationship. A competitor would assert his/her owterests and offer options that are
more favorable for him/her.” The competing stylalistinguished by the effort to deceive
and persuade the other party and by the usagevedrpo find out and exploit the other

party’s weakness. (Volkema 1999, 61) The disadggnt this style is the possibility of
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meeting two high competing approaches. In this ,cHise negotiation often ends in

deadlock.

1.1.2 The Accommodating Style

The accommodating style is the opposite of compedtygle. It means that it is based on the
preservation of relationships between two partregdividuals. This style presupposes the
result | lose — You win. The accommodating stylaally symbolizes enduring harmonic
relationships, but there are also several weaktgolhthe accommodating style is used
against high competing style, it will result in ttiemination of the high compete negotiator
who will see the other side’s generosity as a sigweakness. Volkema (1999, 62) points
out that the accommodating style involves somedeay to help the other party even if it
means giving up your own needs and also to focussares that both sides agree on rather

than those of disagreement.

1.1.3 The Collaborating Style

“Collaboration involves exploring individual and toal interests in an effort to satisfy
everyone’s needs.” (Volkema 1999, 63) This negotmastyle usually results in | win —
You win. It is based on meeting of all needs andtlan creation of mutual value. The
collaborating style is the basic style which shdoddused to achieve the goals in business
negotiation. There are also some assumptions wimakt be met to be an effective
collaborative negotiator. These are: an effortuddbtrust and to satisfy the needs of both
parties, searching for creative solutions that mbé&th parties winners, listening to the
other person’s ideas etc. (Volkema 1999, 63) Coliation is very often the best choice
but it should not be used with a competitive negoti Another disadvantage of the style is
the condition that the negotiators must be awaa¢ ey share information at the same

level. If not, one side can be exploited and theoside can be advantageous.

1.1.4 The Avoiding Style

Volkema (1999, 63) explains that the avoiding stylavoiding not only issues or the other
party but negotiation itself. It presupposes thsslof both parties, so the result is | lose —
You lose. The avoiding is used in the situationemthe issue of negotiation is irrelevant

for both sides of negotiation. It is usually apglias an effective defence against the
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competing style. It is quite difficult negotiatistyle because the aim of this style is to

avoid conflict but more often the avoiders get teelwes into conflict.

1.1.5 The Compromising Style

“Compromising is a partial-win, partial-lose profms, where you get something what
you want but not everything, and likewise for théhey party.” (Volkema 1999, 63)

According to Lum (2010, 151), the compromise isdoaen fairness, mutually sufficient
solutions and rationality. The compromising nedairastyle is usually confused with the
definiton of negotiation but in fact, compromisirggjust bargaining. This style is applied
mostly in the situations when business negoatiagoesdealing with someone who they
know and trust. The most important fact in the conpsing is to realize that the

negotiator wins something but also loses something.difficult to be aware that he lost
what he intended. According to the negotiationringbrs, the compromising style requires

the best quality of negotiation training.

1.2 Negotiation types

The essential thing in the negotiation proces® iknow two basic types of negotiation:
distributive negotiation and integrative negotiatidhe types differ mainly in the kind of

relationship between negotiators. Distributive negmn is mostly based on the

impersonal nature of negotiation and it is not Ugugsed to build a relationship. On the
contrary, integrative negotiation is based on tleation of benefits for both parties which
can contribute in creating a long-term relationst{fgpangle and Isenhart 2003, 13-15)
Negotiation instructors teach both types as a istarpoint for successful business

negotiation. Each type uses a different negotiatigle to reach the negotiation goals.

1.2.1 Distributive negotiation

Distributive negotiation or also callesficing the piebargaining owin-losebargaining is

based on the competing style. This type of nedgotiaemphasizes the distribution or
division of a negotiated thing between the partislved in the process of negotiation. It
means that one gets, one loses, but everyonddrig®tect his benefits, and no one looks
back to the other party’s interests. In the distiile type of negotiation, there are also

some proven principles and strategies. “When iteoio slicing the pie, the most valuable
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information is a negotiator’s best alternative @aaghing agreement (or BATNA). Nothing
can substitute for the power of a strong BATNA. bligfors can enhance their ability to
garner a favorable slice of the pie by engaginthenfollowing strategies: determing their
BATNA prior to negotiations; attempting to improupon their BATNA; researching the
other party’'s BATNA; setting high aspirations; madgi the first offer; immediately
reanchoring if the other party opens with an “og#@us” offer; resisting the urge to state a
range; making bilateral, not unilateral, concessjarsing objective-appearing rationales to

support offers; and appealing to norms of fairigdfhompson 2001, 60)

1.2.2 Integrative negotiation

In contrast to distributive negotiation, integratinegotiation or also calledin-win
negotiation orexpanding the pi@egotiation is based on the collaborating stylee Win-
win bargaining maintains some cooperation to achiéeerésults that both parties can
benefit from. This negotiation type requires a hdggree of trust and in fact also some
kind of relationship. It should end up in the outmwhen everybody gets something. In
case of integrative negotiation, there are alsdfigdrstrategies and principles how the
negotiation process can turn out to be successfhle successful creation of win-win
negotiation deals involves building trust and gm@rinformation about priorities and
preferences (not BATNAS!); asking diagnostic quasti providing your opponent
information about your priorities and preferencest (your BATNA!); unbundling issues;
making package deals (not single-issue offers);ingaknultiple offers simultaneously;
structuring contingency contracts that capitalize differences in negotiators’ beliefs,
expectations, and attitudes; and using the pre- posisettlement settlement strategy.”
(Thompson 2001, 82) According to professional niegjrts, this type of negotiation is the

best way to create a long term relationship to@a@hmutual gain.

1.3 Phases of negotiation

The first thing which executives or managers maatize is that negotiation is a process —
it has some defined steps and phases which evecgssful negotiator should go through.
In the business world, there are generally thotighte four basic phases which appear in
every bargaining. A successful negotiator shouldvkrwhere he is in the process of

negotiation, at which stage to perceive his actemd to prepare himself for what comes
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next. The most important fact is also to completehephase properly to ensure a better
chance of success. These three phases are: thergiiep, the bargaining phase and the
decision or the finalization of the deal. Some sesrdivide the bargaining phase into more

detailed steps.

1.3.1 Preparation

Preparation is an essential assumption for alln@s$si negotiations. If an executive wants
to succeed in the process of bargaining, he muptdymared. It is the key to be a successful
negotiator because an effective preparation isbst advantage in strategic negotiation.
The phase of preparation involves three generditiabi self-assessment, assessment of
the other party, assessment of the situation. (Tdsmm 2001, 9-32)

Thompson (2001, 10) explains that before enteriegotiations, the most important
guestions a negotiator needs to ask himself arhdtvdo | want?” and “What are my
alternatives?” Any negotiator needs to determinatvdevelops an ideal situation for him.
This step in the preparation is known as a targaspiration. Another important stage is to
set a Best Alternative to a Negotiated Agreeme®TIBA). “A BATNA determines the
point at which a negotiator is prepared to walk ywam the negotiation table. In practice,
this means that negotiators should be willing toept any set of terms that is superior to
their BATNA and reject outcomes that are worse tthair BATNA.” (Thompson 2001,
11) Knowing your BATNA is the key feature for effe® negotiation but in literary
sources the terms like WATNA and MLATNA also appa&ATNA is the opposite of the
Best Alternative to a Negotiated Agreement, ar@hit help minimize the loss or make the
best of a bad situation. Guasco and Robinson (2D08), state that the strategic negotiator
must determine the benefits of an agreement ngt acdording to the BATNA, but also
acoording to the worst-case scenario — the WATNALAVINA means Most Likely
Alternative to a Negotiated Agreement. This nedetdaagreement is difficult to estimate
because it involves the study of market and pash@uoic performance, knowing the
competition and other types of research. The stesetf-assessment also includes
identification of the issues in the negotiatiorg tdentification of the alternatives for each
issue, the identification of packages of offersaluig with uncertainty and an assurance

that a negotiator has an appropriate level of demite. (Thompson 2001, 15-22)
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Once the negotiator has gone through the step kbfasgessment in the phase of
preparation, he can start to judge the other pé&ityarty is a person (or group of people
with common interests) who acts in accord withdridier preferences.” (Thompson 2001,
22) The basic point for the negotiators in thiseasment is to determine others’ interests
and position, they need to find out the alternatiaad issues preferred by the others. As
Guasco and Robinson (2007, 113) say “before yoinbsgpotiating, learn everything you
can about the other negotiator, including whetteeohshe is cooperative or competitive.”
The essential thing is also an effort to revealdtieer negotiator's BATNAs. But this step
is very often without any results. Both sides dratsgic negotiators and no one wants to
expose his BATNA.

The last assessment is an assessment of the aitudegotiators should assess if
negotiation is short term, long term or repetitivie negotiation was developed from
necessity or opportunity, or if negotiation mustlerp in an agreement. Other facts that
must be considered by a negotiator are: legalityn@gotiations, the type of contract
(official vs unofficial), the location of negotiatis, the character of negotiation (public vs

private), the balance of the powers between pagteqgThompson 2001, 24-31)

In the phase of preparation, it is also importanset the strategies and tactics which will
be used in the process of negotiating. Negotiatars propose an expected course of
negotiation, set the arguments which will be usetha first and which will be involved in
the end of the negotiation process when the oppg@ugposes that the negotiator has used
up all his possibilities. He can also mark the argats which will be used in distress.
(Termann 2002, 26) These mentioned tactics aradegies will be described in more

details later.

1.3.2 The process of negotiation — bargaining

In the second phase, the negotiators are sittingddhe table and they are engaged in a
preliminary discussion. Both of them are sharing thformation which could enable
negotiation. The step of sharing information heips only to provide the entry points and
specific demands of both sides, but the main red&sothis step is to start building the
relationships between negotiators. Information isigais crucial in the formation of
negotiators’ position and also in the strengthemmhgegotiation as a whole. The type of

shared information depends on the nature of negwtidnformation that is shared in most
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cases include: company activities and market ositbpinion on entry points, other side’s
attitude and engagement, problems, issues or nsk&iyvational factors etc. (Khelerova
2006, 44-45)

Another step in bargaining is a discussion and @so. In a discussion, a negotiator is
dealing with his counterpart in order to discussués within his negotiation. In the
proposing step, a negotiator summarizes his wardsckims. Both sides are considering
their entry and exit points. In both of these stgpe negotiators have to concentrate on
building relationships and trust so they shouldiéwvasults, provocations and threats. They
should turn to building a strong relationship basedtrust, to sticking to a point of
negotiation, to sharing information and to beingipee and polite. (Fisher, Ury, and
Patton 2004, 28-36)

Negotiation signals are a very important factopioposing. According to these signals, a
negotiator is capable to determine if the counteéngawilling to proceed to a compromise
and in which way. This transmission of signals baly one purpose, namely to notify the
counterpart of this type of information: “I am vifly to concede in this area if you are
willing to change your stand-point to this issu€lie negotiation signals can be sentences
as: “It would be very difficult...”, “We know thatve have no choice...”, “Perhaps under
certain conditions...” etc. Nonverbal expressioaa be also helpful. These expressions
are: discomfiture, strained expectation, pleasuffe confirming expectations and

nervousness of lying. (Termann 2002, 27-28)

1.3.3 Closing the deal

Closing the deal is the last step in the proces®egbtiation. In this step, the perfection of
the preparation is revealed. After the negotiateexh an agreement, they close the deal.
The phase of closing the deal comes after botls $idee achieved what they wanted, after
the documentation of the agreement and after tlgptiador and his counterpart have
agreed on the details of the deal. If all thespsstre met, the contract can be signed. As
Guasco and Robinson (2007, 132) point out “reachimggreement at the conclusion of a
negotiation is where strategic negotiators shirfeylknow that they must be precise and
clear, making sure that both parties know and wstded the terms and conditions of the
agreement. Successful negotiators also promptlpviothrough on getting the written

agreement drafted and signed. Delay only providesopportunity for the deal to be
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reconsidered and renegotiated. The strategic regotinderstands that closing the deal is

all about the details.”
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2 EFFECTIVE STRATEGIES IN DISTRIBUTIVE NEGOTIATION

The most effective key to success in the procesgegbtiation is to be prepared. Another
important step to be a strategic negotiator isaweehan effective negotiation strategy that
convinces the counterpart of the fairness and asgaf the negotiator's wants. The best
negotiation strategy results from understandingniébgotiation process and the recognition
of the counterpart’s negotiation strategy. Aftetedailed self-assessment, assessment of the
other party and of the situation, the strategieslwivill be involved can be set. The choice
of strategy depends on the type of negotiation; tiadre distributive or integrative

negotiation will proceed.

Distributive negotiation is based on hard barganion the early commitment to position
and on the pressure. The negotiators are commetitionfrontational and antagonistic.
Their behavior is distinguished as egocentric-sedrested, defensive and both sides use a
high degree of assertiveness. The strategies edcbelow rank among the most widely

used and the most effective in the process ofiligive negotiation.

2.1 Know your BATNA

The essential skill before entering negotiation dtir negotiators is to think about their
BATNA (Best Alternative to a Negotiated Agreememflany negotiators make a mistake
just in terms of BATNA. As Thompson (2001, 38) stathat negotiators should not enter
into a negotiation without knowing exactly what ithBATNA is. They should spend a
considerable amount of time attempting to improperutheir BATNA before entering
into negotiation. They should be willing to setfter terms that are identical to their
BATNA, they should not reveal their BATNA duringdltourse of negotiation, even in the
friendliest of situations. And the last factor whicgegotiators should reconsider is not to lie
about their BATNA during negotiation. Lying is alygaa problematic issue in negotiation

because even in the negotiation process certaimstdndards should be adhered to.

Fisher, Ury, and Patton (2004, 97-98) explain BATNA is the standard against which
any proposed agreement should be measured. Théategogo on to claim that it is the
only standard which can protect them both from pticg terms that are too unfavorable
and from rejecting the terms it would be in theiterest to accept. It is known that not

every negotiation ends in an agreement. The smstwhen the best solution is to walk
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away also appear in the business world. Thesedisihigacan be recognised according to the
result. If the anticipated result is not bettemtf@ATNA, it will be the best way to walk
away from the negotiating table. Successful negotiasshould end up in the result that is
better than predetermined BATNA. The setting of ilegotiator’s alternatives is the most
considerable step in the preparation. Other alteres® such as MLATNA (Most Likely
Alternative to a Negotiated Agreement) and WATNAdMt Alternative to a Negotiated

Agreement), should be also included.

“After you have evaluated your BATNA, WATNA and MUIANA, then you should
determine your bottom line — the point at which yaill walk away from the table. This
involves comparing your best, worst, and most potdb@aptions for meeting your needs
away from the table as opposed to continuing thgotmion. Some negotiators find it
helpful to list the BATNA, WATNA and MLATNA on a get of paper as they are
considering whether to continue negotiating or’n@uasco and Robinson 2007, 111) The
bottom line is based on these alternatives ancherfihdings what a negotiator can get
elsewhere. In a case that the bottom line is nid lmn BATNA, there is a risk that it will

not be realistic.

Fixing BATNA is a time-consuming process that mbst reconsidered several times.
Negotiators use BATNA to know what they will datife agreement is not reached. If they
are aware of this fact, they are more confideninduthe whole process of negotiation.
Thus, every negotiator should ask yourself befaemters the negotiation: “What could |
do to meet my requirements if | do not reach aeegent?” In this strategy, it is valid that
taking the time to improve and strengthen a negot&aBATNA really guarantees a better

result.

2.2 Research the counterpart’'s BATNA

After setting a negotiator's BATNA, there is time determine the other party’'s BATNA.
To be aware of the point when the counterpart shadlk away from the table can be
extremely beneficial in the negotiation processe Tiegotiator should gather as much
information as possible about the opponent’s adifévas. It is impossible to reveal exact
BATNA, but a rough estimate of what he will do lifletagreement is not reached can give
an advantage for the better bargaining positioth@fegotiator. The timing in this strategy

is also significant. “When a negotiation opponestibses his BATNA at the outset of the
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negotiation, negotiators actually make less denmandiffers, disclose more truthful
information, and settle for less profit than whdre topponent does not disclose his
BATNA.” (Thompson 2001, 39)

2.3 Set high aspiration base

In the negotiation process, both sides set theetdhgit would like to achieve. They aspire
to the target. The termspiration basendicates the point at which the result of negairat
would be optimally satisfactory. Research has shdhat negotiators who set high
aspirations end up with better deals than those sdtdower targets. Lutz, Venter, and
Dean (2007, 119) say that strategic negotiatorsnateafraid to reveal their own high
aspirations. They realize that low aspirations raagose their dependence on the other
party’s willingness to meet their needs, and thaytwould then have no other option if the

agreement did not turn out to be as they meant.

“Low aspirations reduce a negotiator’'s power; arghte the impression of his/her being at
the mercy of the other party, thus decreasing tilengness and dedication of that party to
work towards developing mutually beneficial optioisich aspirations invariably create
the perception in the mind of the other party thategotiator is over a barrel, and is

consequently compelled to accept any offer.” (LMenter, and Dean 2007, 119-120)

On the contrary, setting high, specific, difficalid challenging aspirations results in more
profit. It is definetely beneficial to aspire tohagh target than to stick to low, nonspecific
and easy goals which lead to a compromise agreer8anh high aspirations require the
other party to work hard in negotiation to reachaiviney want. However, the negotiators
with high aspirations have to consider the impddheir gains on social interaction. They
should reconsider if negotiation is based on fachéng cooperation or if it results only in

one time economic gain.

2.4 First offer

In the business negotiation, the problems like whould make the first offer or how the
first offer influences the outcome of negotiatiovays occur. It is always difficult to
decide who should make the opening offer becauseelsody gains a negotiating

advantage by this move. According to the expertseigotiation, the negotiators who make
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the first offer are at advantage in the negotiappoocess and often achieve better results
than their counterparts. First offers usually amcyour negotiating position. “Research
into the influence of anchoring strongly suggesiat thegotiators making a first offer
usually enjoy a substantial negotiation advantagenumerous studies sellers making a
first offer have been found to achieve higher nieged prices than buyers making first
offers. Making the first offer anchored the negidia in the favor of the sellers.” (Lutz,
Venter, and Dean 2007, 149)

Negotiators should be also aware of not becominggsessive in making the first offer.
They should not open too high (if they are sellersjoo low (if they are buyers). It is true
that the size of the first offer affects the outeoai negotiation and that a higher and more
agressive offer means better outcomes. But negdiiaian not be too agressive in their

first offers because it would annoy the other partgl it would break off the negotiation.

If the opponent has made the first offer, thera strategy to counteroffer immediately. The
purpose of an immediate counteroffer is to redbheeainchor of the opponent’s initial offer

and to create a positive climate by showing a mgitiess to negotiate. (Thompson 2001,
40) A matter of principle that a negotiator must do is to accept the first offer. A reason
why the negotiator never accepts the first offahes fact that the opponent still has plenty

to offer in the negotiation.

2.5 The power of fairness

To negotiate fairly is not only the way how to emjgo the negotiator’s ethical character
but it is also a significant ability to negotiatéfeetively. A fundamental strategy in
effective business negotiation is to determine Wwhiorms of fairness would be most
fitting for the situation of negotiation. In didititive negotiation, a great benefit is to
appeal to norms to support the negotiator's owgetarThis type of negotiation requires

norms of fairness which are rather subjective gutentric.

According to Thompson (2001, 46), three fairnessigples exist when it comes to
distributive negotiation or telicing the pie equality, equity and need. The equality
principle prescribes equal shares for all. Regasdte contribution or inputs, everyone is
entitted to equal shares. Everyone benefits oressiffequally. The equity principle

determines that everyone’s reward should be prmpattto a person’s contribution. The
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need-based principle prescribes that benefits dhoellbased on and proportional to need.
These fairness principles are highly dependenthen dontext and on the situation of
distributive negotiation. The power of fairnessoadg@pears in integrative negotiation but in

that case, it serves for an ongoing relationshipre/ioth sides benefit.
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3 EFFECTIVE STRATEGIES IN INTEGRATIVE NEGOTIATION

In contrast to distributive bargaining, integrativegotiation is based on a cooperation of
parties to seek out opportunities and solutionaé¢et the needs of both sides. They behave
objectively towards common interests. This typenefotiation is focused on a long-term
sensitive relationship and future collaboratione argaining results from fair principles
and from the effort to achievevan-win agreement. The following strategies are the most

effective and the most commonly used in the intidggdype of negotiation.

3.1 Building a relationship based on trust and mutual @in

The integrative type of negotiation is focused @aching awin-win outcome when
everybody gets and loses something. It is basedammpromise and mutual gain. Because
of this reason, building a long-term relationshigséd on trust is the most effective
strategy. In this type of negotiation is also vanportant to forge the trust in order to
build and maintain a long-term and profitable bassrelationship. Ross (2007, 56) who
cooperated with Donald Trump, an expert in busimegmptiation, explains that “the money
is only part of any negotiation. Most people wantdcus on their profit and they believe if
they successfully negotiate price everything elgefall into place. They are dead wrong;
price is only one part of any deal. It is equathportant to build a personal relationship as
part of the negotiation process because you needtler side’s help to conclude this

transaction and all negotiations that flow fror it.

Every negotiator has two types of interests: thst fis concerned with a matter of

negotiation and the second is related to mutuatiogls. Everyone wants to reach an
agreement which satisfies his negotiation interestshe same time, he has also interests
relevant to the relationship with the other sidlee hegotiation process usually occurs in a
close connection to the existing relationships leetwnegotiators, and it is very important
to strenghten and facilitate these rapports maa th derogate them. The preservation of
a relationship to long-term clients, business pmadnand collaborators has more

significance than the result of a one time negotiatFisher, Ury, and Patton 2004, 29)
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3.2 Gathering and providing information

A strategic negotiator emhasizes the awarenessgaotiation, especially in the integrative
type of negotiation. It is known that most of timormation about the other side is found
out by the negotiators at the negotiating tabld. daspite this fact, it is important to start
gathering as much information as possible befoee rgotiating process. Information
gathering is usually realized through research. Tmbgotiator tries to investigate the
information about the other party’s business hyistmterests, reputation or involvement in
previous negotiations (if the other party was sesfi¢ or otherwise). (Lutz, Venter, and
Dean 2007, 101) If the negotiator understands theraide, it will be much easier for both

of them to cooperate and to reach a satisfactaseagent.

Ross (2007, 43) points out that “Trump-style negjain includes being very organized
about gathering information about the people onother side. In your first meeting make
it a goal to learn the names and roles of thosglpawmith whom you will be negotiating.
Later on when you have more information, make nates$ observations on the personal
and professional life of the people you have tol dath. You can make some guesses
about how they will function in the negotiation. Asie goes on, you should refer to your
notes and update them to reflect any changes ansdrr your assumptions. In each session,
you will learn more. Use the information you gatherdetermine the next steps in your
negotiation strategy.” According to these findintpg negotiator can learn some more facts
about his counterpart and he can start buildingagelationship which contributes to the

establishment of a long-term cooperation.

If a negotiator has gathered all the possible mfdron about the other party, he should
also provide the information about his own intesdstthe other party. This step signalizes
a negotiator’s will to share information. It hasheroved that the negotiators who provide
the information about their priorities and inteseti the other party have a greater chance
to reach an integrative agreement than those wlamar willing to share information.
Some people think that any information should retdveal in the negotiation process. But
it is true that if one side shares information, d¢kiger side will often share it as well. On the
other hand, there is a problem with the teflasion of transparencylt means that
negotiators believe that they are revealing moaa tihey actually want, and that everyone
has access to the information about them, buttthissparency is highly overestimated.
(Thompson 2001, 69)
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3.3 Questioning

Questioning is a strategy which is closely linkedhwgathering information. By asking
questions a negotiator can learn much more absutdunterpart. He can find out what is
really important to him or to his company on behdtich he is negotiating. Questions are
the only possible way how a negotiator can disclebat his counterpart feels, needs or
wants. Questions are the means how to expressigtarest in the other party’s goals,
needs, objectives and aspirations. (Oliver 2006, @ldestions can also serve as a good
strategy if a negotiator is uncertain about theeothde. Through asking questions, he can
determine who his counterpart is, what is his bemlgd and his experiences. By this way,
both parties begin to get to know each other. (ckivand Hiam 2006, 96) It can be very
beneficial in integrative negotiation in order teach the results profitable for both
participants of negotiation. In today’'s businessldjcone of the popular trends is to visit a

negotitor’s counterpart on his own ground wheredmefeel more comfortable and relaxed.
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4 BUSINESS NEGOTIATION TACTICS

In almost every negotiation, negotiators meet iditaah to strategies also with negotiation
tactics. All negotiators should be aware of thenms Important to use them effectively but
also to confront them when these tactics are ugaihst a negotiator. The tactics are
mostly applied to gain advantage over the othetypdhey can be very misleading and
manipulative in many cases. They are mostly usetisinibutive type of negotiation when

the negotiator intends to reachwan-lose agreement. Although the tactics are quite
widespread and used among business negotiators,ish&till a principle to appeal to some

ethic standards. The following negotiation tactask among the most common.

4.1 Nibbling

The nibble or also calleddd-onis one of the most popular tactics among salesoper
The nibble is used after a deal was made. Thectasticalledadd-on because of an
additional cost item which is added to the deat; dgample the price is agreed upon
$1,000 but suddenly, the information occurs tha &5 delivery and $70 for installation
needs to be added. The nibbling presupposes that af deal has been made, the
counterpart is relaxed and satisfied with the agerd; so he will be sensitive to add-ons.
(Lutz, Venter, and Dean 2007, 211) This tactic dgseptable in distributive negotiation
when a strong relationship or some mutual gainos axpected but the nibbling is not
recommended in integrative type of negotiation. r€hés an assumption that all
information is shared and everything is dealt wipenly, which means that secret

information is not accepted.

Other negotiation experts state that the nibblingetting something extra to an agreement.
They consider the tactic from the other side amy fhoint out that it can be also used by
the clients and customers in business negotigiimrexample when the client says “Thank
you! | will take it, seeing this price includes althe delivery and installation.” The sales
person is also susceptible after the deal has beme, so the client can apply this
countermove. The seller will often answer that he probably arrange these services for
some lower add-on to the price. (Lutz, Venter, Brean 2007, 212) If a client comes with
the nibbling tactic as the first, he will have &ager chance that his counterpart — the sales

person will charge a reasonable price. Accordindgrtss (2007, 158-159), to ask some
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extra add-ons is not unethical. It causes no héitris asked in a nice way. This tactic is

accepted in many cultures and it ranks among thet owonmon tactics in negotiations.

4.2 The use of higher authority

During negotiation, a negotiator can only negotiatecertain issues and his negotiation
power is limited by some higher authority. He can reveal some information because it
is beyond the limit of his competency. He must appe the authority that can take final
decisions. He can do so by phrases like “Sorrg hdt have the authority to spend...” - I
have to discuss the issue with our general marfagére negotiator should be also aware
of the competences of his counterpart. It is velyaatageous to know what the other side
is able to decide and what it is not. If a seriowster is under discussion, the negotiator
should insist on the interview with the counterigaguperior. (Oliver 2006, 74; Lutz,
Venter, and Dean 2007, 215)

“Although a negotiation may not start out with tieal decision-maker present, it is not
wasted time to first interact with a lower authytid build a relationship, as such persons
often are able to exert considerable influence viiipher level authorities. What is,
however, essential is that the lower level authi@gpreciates that at some point there will
be the need to interact with those authorities tlaat conclude a final agreement.” (Lutz,
Venter, and Dean 2007, 215) According to these sjotite use of the higher authority
tactic is the most suitable one in the integratjye of negotiation which is based on some
moral principles and on the building of businedatienships. This tactic also deals with a

certain level of fairness and morals.

4.3 Walk away power

Walk away power is also one of the most widesprisamtics in business negotiation.
However, the negotiators must be very careful iphyapg this tactic because it can also
immediately break down the whole negotiation prec@&se biggest mistake in negotiation
Is when a negotiator turns out to be attached goti@ion and he has nothing to work with
in bargaining. He becomes emotionally trapped andgstiorced to stay in negotiation. His
counterpart feels that the negotiator is forcedstiyy and he is in an advantage. (Lutz,
Venter, and Dean 2007, 222)
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The best thing that a negotiator can do is to sedlla away point in the preparation phase.
It is the point at which the negotiator walks awaym the negotiation table because the
agreement is no longer feasible for him. (Hazeld@@6, 54) At this point, the negotiator
should walk away, do not truckle to his counterpapersuasion to stay and continue in

negotiating. When he does not do so, he can geddtirat a disadvantage.

The advantages of the tactic are also describetlubny (2010, 171) who explains that

“staying in a bad situation is not good for anyoBkit the situation, if it makes sense. If it

is for the short term, then leaving may give al farties time to cool of and reflect. Go to
lunch. Request to adjourn for the day. Often, tgkime time to sleep on it and develop a
different perspective is crucial to problem solving negotiation. If you are going to leave
the negotiation for good, then make sure you haakdd hard at your no-agreement
alternatives and have a good BATNA. In either cgee, may be best served by clearly

explaining your intent — walking away does not hiawvenean burning your bridges.”

4.4 The power of legitimacy

People have always believed more the written waddpolicies than the spoken word. The
written word is a sign of weight and credibilityh@ same is true for the negotiation
process. Strategic negotiators are advised to oretitie company’s prices, conditions etc.
in writing rather than in a verbal way. Written wer have always been seen as an
indication of legitimacy. The power of negotiatorcieases when he uses standards of
legitimacy in order to persuade others. It is alsvégneficial to prepare the documents
which define what goes in and what stays out. Toeegp of legitimacy is set when a
negotiator presents something for signature. (IFidbey, and Patton 2004, 183; Ross 2007,
256)

The power of the written word can be used in negjot to strenghten the counterpart’s
belief in an agreement. Most of negotiators relyttmn fact that what is written is credible,
and the credibility is an essence of any agreemathtousiness cooperation. “The existence
of contract, application, agreement, or other dagnincarries the aura of legitimacy merely

because it exists and people have a tendencyigvbehe written word.” (Ross 2007, 256)
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4.5 Effective body language

Words and body language are closely linked. Allgteaise their body to communicate.
But most of them cannot read the signals whichraresmitted by body language. It is very
effective to learn these signals, mainly for thgot@ators who can correlate their body
language with the countepart to create a positiresphere during business negotiation.
Another reason why negotiators should be awaresiigubody language in the process of
negotiating is to recognize if the other side idlimg to reach an agreement or if he is
preparing some counter-tactic to mislead the natgoti (BureS and Lopuchovska 2007,
47; Termann 2002, 138)

According to Thompson (2001, 316), the nonverbdtaveour which symbolizes that
negotiators should not trust their counterpartsxisgressed by more movements, excessive
smiling, serious tone, lack of emotion, lack of epmtact, being too quiet. The nonverbal
gestures which express trustworthiness are dipssch, open gestures, smiling, pointing.
Lying and an effort to betray the negotiator carals® signalized by closed body postures

and nervousness.

This tactic which is based on knowledge and thétaho use effective body language is
very important in business negotiation. Strategegatiators should observe everything
during the process of negotiating from the way hio&ir counterparts are sitting to the way
they are talking. However, the negotiator shoukbatontrol his body language not to
reveal his intentions. In the business world, itviedl known that body language does not

lie.
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5 RESEARCH

Managers have to negotiate every day. It is a piatheir job. Some of them consider
negotiation as an integral part of dealing withrtikestomers and business partners. But on
the contrary, some people regard the negotiatidhn thie opinion that it is something what
can help in reaching of their goals but that ihdd a neccessary part of dealing with their
counterparts. The opinion about the importance effectiveness of negotiation and its
strategies and tactics differs executive to exgeutiWhile the first part of the thesis is
concentrated on the theoretical aspect of thiseisgarked out of literary sources, the
second part is focused on a research among exesuflihe aim was to find out if the
guestioned executives consider negotiation as tagrial part of business and which type
of negotiation predominates among them. The segamgose of the research was to
analyse how they actually evaluate the importanod affectiveness of the most

widespread negotiation strategies and tactics uskbdsiness.

The research of the thesis was made in six compawié diverse areas of activities and
among all levels of management i.e. top-level, nadevel and first-level management.
All companies which took part in the research a@atled in the South Moravian Region
around Brno. The participants who responded torésearch’s questions were thirty top

managers, middle managers and first-level managex$ these mentioned companies.

5.1 The research methodology

The research was carried out through the quanttanalysis in the form of questionnaire
(see appendix P I). The questionnaire was constiuah the basis of the first part of the
thesis. The aim was to support its theoreticalifigs. The main purpose of the questions
was to evaluate the attitudes of involved execstieethe strategies and tactics of effective
business negotiation. The questionnaire was answyethirty respondents from the

mentioned companies. Then the acquired data wearlysad and integrated into graphs.
The practical part is completed with a recommemdafor executives to improve their

negotiation.
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6 RESEARCH - STRATEGIES AND TACTICS OF EFFECTIVE
NEGOTIATION AMONG EXECUTIVES

The research took place in six companies. Eacthafitis doing business in different

business branch. The companies which were partedpa the research are:

1) Metra Blansko a.s. — the company is involved in tiugsiness activities: the
development, production and sale of the traditioma&lasuring instruments and
custom-made production, including mechanical ereging, electrical production

and surface finishes. (Metra Blansko a.s.)

2) Synthon s.r.0. — the main business branch of tingpeay is the development and

manufacture of medicines. (Synthon)

3) Alweco s.r.o. — the company is focused on weldmgtalwork and production of
equipment for agricultural buildings as are capiéns, fences, racks etc. (Alweco

s.r.o.)

4) Sewik — vodohospodaka z#izeni s.r.o. — the company Sév is engaged in

assembly and mending of equipment for water bugislifSevik)

5) AT Weldsteel s.r.o. — the main business activitiethe company are locksmithery,

tool engineering and machining. (HBeska republika s.r.o0.)

6) Auto BALVIN spol. s.r.o. — the company is involvedthe sale, lease and repairs

of Hyundai motor vehicles (Hyundai Motor Czechas)r.

The research was conducted in these hamed comparadisievels of management: top-
level management (chief executive, managing directorporate head etc.), middle-level
management (general manager, divisional managej ataw first-level management
(supervisors, office managers, crew leader ettixtyf managers of all these management

levels took part in the research.

The reason for choosing these companies and selestithe addressed managers was to
achieve the result which would reflect the opiniohslifferent level of managers in several

business branches about the importance and etee®s of negotiation strategies and
tactics in doing business. The aim of asking défierespondents was to collect as many

various opinions as possible to get a remarkalsigltre
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The respondents were asked to answer the questioich are discussed in detail in the
following subchapters. The questions are relatedth® managers’ consideration of
negotiation as an integral part of business anthéotype of negotiation which prevails
among them. Then there is described and analyseduwlluation of the most widespread

negotiation strategies and tactics made by theteeglesample of managers.

6.1 Do you consider negotiation as an integral part dbusiness?

The aim of the first question was to find out ifetlguestioned executives consider
negotiation as an integral part of business argbjfat which level of management of a
company. The results were expected. The most dicjmated respondents consider
negotiation as an integral part of business. 97% @i have answered yes to the question
which means that business depends on negotiatihah negotiation plays an important
role in doing business. But a difference appeanegissessing the level of management of
the company. The respondents could choose fromoptions. It is a quite pleasant fact
that 70% of all involved executives agree with stetement that negotiation is an integral
part of business at the level of top managementsulof the whole business department.
This finding is consistent with an approach of mosgotiation experts who regard the
negotiation process as an integral part of mostnbas transactions among all people

interested in an enteprise.

On the other hand, 27% of respondents chose tteofitwo offered options. They are of
the opinion that negotiation is an integral partbofiness but only at the level of top
management which means that negotiation plays aportent role only among
representatives of the company as are Chief Exexifficer (CEO), President, Vice
President and other top managers. This opinionghiglresults from the old deep rooted
belief that negotiation is only a matter of intere$ heads and top management of a
company. But the truth is that negotiation showdabmain concern of all executives not

only in the head of company but also in the whalsitiess department.

The last question was responded only by 3% ofedicted executives which means that
only this small amount underestimates negotiat®araintegral part of business. It is quite
satisfying fact that the insignificant per centuamsss that doing business is possible

without negotiation. All results of the researcmoerning this question are shown in
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Graph 1. The question has confirmed the statenfahiedaheoretical part which points out

to the importance of negotiation in business.
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whole business department.

Graph 1 Executives’ consideration of negotiation as an igrl part of businesgown

findings)

6.2 Which type of negotiation predominates in your busiess
negotiation?

The second question was included in order to aedlys negotiation type which prevails
among questioned executives. Considering the comepavhich took part in the research,
the result is not surprising. An overwhelming mayoof respondents have answered that
they preferred the integrative type of negotiati®n% of them incline towards the type of
negotiation where the executives try to listenhirt counterpart and where they use open
guestions instead of arguments. They aspire tardetation of the other side’s needs and
to finding a mutually satisfactory solution. Thene anterested not only in the result but
also in the relationship with their counterparteTiesult was expected in consideration of
selected companies and character of relationshighmmey try to maintain with their
business partners or customers. All these companase effort to create a permanent

network of satisfied customers and to get andmetliable business partners.

On the contrary, the distributive type of negotiatis preferred only by 3% of respondents
which means that the quick profit ideas and lackntdérest in the other side are not very

popular among questioned executives. They get aldtigtheir counterparts rather than
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confront with them. The percentage representatioachieved results can be seen in the

following Graph 2.
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Graph 2Predominating negotiation type among executiesvn findings)

6.3 Mark the importance of preparation steps in busines negotiation

Preparation is an essential phase which every mmgoshould go through. Nobody should

underestimate the role of preparation in the nagoti process. It is the best advantage
which a negotiator can gain over his counterpdne Pphase of preparation compromises
three general steps: self-assessment, assessmiret other party and assessment of the
situation. Each one of them is a necessary pdheopreparation but every negotiator has a
different opinion of their importance. Purpose loé third question in the research was to
assess the importance of these preparation stepsgaselect executives. They were asked
to mark the importance of these three preparatiess For the evaluation, they should use
a scale with points from 1 to 5. In the markingstands for insignificance and 5 for the

utmost importance.

The utmost importance was attached to the firstthedthird preparation step which are
self-assessment and assessment of the situati@seTiwvo steps of the most important
phase of the negotiation process were evaluatetl dpoints which is a quite high value
from the maximum offered - 5 points. The selectgdcatives emphasize the ability of
self-assessment as one of the most important. metation of the target or aspiration and
identification of BATNA and other alternatives suah MLATNA and WATNA are the
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most significant assumptions for effective pregarabf negotiation along with the ability

of the assesment of the situation.

The third preparation step (i.e. assessment ofsifuation) was evaluated by the same
value — 4,3 points. It means that the questionestw#ives put the same emphasis on
assessment of the situation as on the self-assessietermination of the situation
(whether long term cooperation or short term quiakfit will be realized), the location, the
character of negotiation etc. are regarded by dikesu as very important in the

preparation.

The lowest value was assigned to the second sieggsessment of the other party. This
ability of assessment was marked by 3,6 points kvlsaot so low number but it could be
higher with regard to other assessment abilitidse Executives do not consider the
determination of other’s interests, alternatived aneferences to be so important as the
situation assessment and the self-assessmentndt igery satisfactory result because the
judgment of the other party is not supposed tormerestimated. Optimally, the appraisal
of the importance of these preparation steps shbaldvell-balanced. All these results

evaluated from the research are graphically dematestin Graph 3.
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Graph 3 Importance of preparation steps in business negtitia (own findings)
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6.4 Mark the importance and effectiveness of the most mely used

negotiation strategies

In the theoretical part of the thesis, there werenfl out the most widely used negotiation
strategies in both types of negotiation, in disttie as well as in integrative type. They
were described in detail and analysed. In the agbart, these strategies were evaluated
by points according to their importance and effesiess which was determined by the
executives participated in the research. Each eintinas a different opinion about the
importance and effectiveness of these strategid¢iseirprocess of negotiation. Differences
were significant but on the basis of arthmetic mdaa final results were calculated. Thirty
respondents of different companies were asked t& peticular strategies using a scale 1
to 10 when 1 point means that an executive corsither strategy as ineffective and thus
unimportant in his business negotiation. On thetreoy, 10 points stand for the

importance and effectiveness in the negotiatiorcgss.

The strategy of building of a relationship basedrast and mutual gain was chosen as the
most important and effective strategy. It was eatdd by 8,8 points from 10 which is quite
a high number. This strategy is mainly used in graéve type of negotiation that
anticipates building of a long term relationshifeTintegrative type was assessed as the
type which prevails among questioned executivess tthe result that this strategy is
considered as the most important is not surprisiing. second strategy which was marked
by the highest value is the questioning. It is atsee of the effective strategies in
integrative type of negotiation. These two achiekeglllts were expected according to the
fact that the integrative bargaining considerabledpminates in select sample of

respondents.

Three negotiation strategies which are more widsspin distributive negotiation were
also highly rated. These are: appealing to normfaiohess, making the first offer and
setting high aspiration base. The power of fairneas evaluated by 7,9 points which can
be interpreted as an effort to establish a longrtepoperation, thus it complies with
predominant type of negotiation. It is the trutlatthhe strategy to appeal to norms of
fairness and morals is very effective in both typésegotiation. Slightly less importance
was assigned to the strategy of making the firgerofThis strategy is typical for

distributive negotiation but also the executivegaimting mostly in integrative way
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consider it as effective one. It is generally tthat who makes the first offer immediately
gains a strategic advantage in business negotiafibe following strategy, to set high
aspiration base, was marked by 7,3 points as santhea strategy of gathering and
providing information. The high aspiration basesisiilar case as making the first offer.
These are strategies of distributive way of negjotiabut they have become a general truth
so the executives prefering the integrative negotiaalso believe in their effectiveness.
On the other hand, gathering and providing inforomatis the strategy typical for

integrative negotiators, thus the evaluation bypai®its is not very surprising.

The lowest appraisal was achieved by the strategiasected with term BATNA (Best
Alternative to a Negotiated Agreement). The reackades are not too low but they occur
significantly below the previous evaluations. It esident again that the respondents
underestimate the importance of assessment otliee party. The appraisal of the strategy
which emphasizes on the research of the countess@@TNA is the lowest one from all
mentioned negotiation strategies. All achieved Itesare graphically symbolized in

following Graph 4.
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6.5 Mark the importance and effectiveness of the most acnmon

negotiation tactics

The aim of the last question of the research wdsmdoout which one of the most common
negotiation tactics is considered to be the mogtomant and the most effective. In the
theoretical part of the thesis, there were ascexthifive widespread negotiation tactics
which are rather used in distributive type of baroe but they can be also applied in
integrative way of negotiation. The task of theesebxecutives of different companies was
to mark these tactics by points 1 to 10 as sane the previous research question. On that
scale, 1 stands for ineffectiveness, thus not itapbrto include in the negotiation process,
and 10 stands for the utmost importance and maxiratfectiveness. The opinions of
executives considerably varied again. The resuéiewalculated through arthmetic mean

and graphically illustrated in Graph 5.

According to the performed research, the poweregitimacy was evaluated as the most
important and the most effective tactic. As saidhia theoretical part, people have always
believed more the written word than the spoken wdrdese written documents and
policies are generally considered as a sign ofiloiigg and weight. This statement was
supported by the research. The power of legitimmag marked by 8,9 points from 10
which is quite a significant number and it provemsthing. The respondents are aware of

the fact that all price lists and business condgishould be presented in the written form.

The tactic of walk away power was appreciated lHydints which is the second highest
number in the research. The executives come tzeeilat to set a walk away point at the
beginning of negotiation can turn to be advantagdoua negotiator. They know that they
have to walk away from the negotiation table whesdgreement is not feasible for them.
Some of them also adverted to the tactic of walkyapower within the meaning of taking

the time to think again about a negotiating meadtet to develop a different perspective on

a discussed issue.

Lower value was assigned to the effective body uage tactic. It was evaluated by 6,1
points which is not the lowest mark. It seems thatquestioned executives are aware of
the importance of communication by using their baldhye body language can be applied to
create a positive atmosphere with their countetpatrialso to signalize that a negotiator is

not willing to reach an agreement. This tactic $ttiauot be underestimated because a
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strategic negotiator has to observe everythingndunegotiation as mentioned in the

theoretical part of the thesis.

Another tactic evaluated by the research is thélmg. This tactic was marked by 5,6
points from 10 which is the second lowest apprdisah all considered negotiation tactics.
The low number can be also result of the fact that executives participated in the
research chose the integrative negotiation as tbdominant type of negotiation. The
integrative type is based on a relationship anduaiigain. On the contrary, this tactic does
not contribute to creation of the relationship hegait does not appeal to morals so much.
The nibble is used after a deal was made, it isebample an adding of shipping or
installation costs to the final price. The tac8cnnore appropriate for distributive type of

negotiation.

While the power of legitimacy was evaluated by tivost importance and effectiveness,
the lowest points were assigned to the use of highthority. This negotiation tactic was
marked only by 5,4 points which is quite a surpigsresult of the research. The use of
higher authority is one of the most suitable tactior integrative type of negotiation.
Considering the result which showed that this nagioh type is predominant among

questioned respondents, the final evaluation ofigeeof higher authority could be higher.

8,9
91 8,1

7 6,1
6 - 5,6 5,4

0 \

Nibbling Higher Walk away  The power of Body
authority power legitimacy language

Graph 5 Importance and effectiveness of the most common ategion tactics (own

findings)
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7 RECOMMENDATION

In this part of the thesis, | would like to sumnzarmy opinions about the findings of the
research and their connection with the theorepeat. | will also recommend something to
managers to improve their negotiation which coudtbhthem to be more successful in

business.

Firstly, | wanted to find out if the executives b&a mind that negotiation is an integral
aspect of business. The result was satisfactorgusecclear majority of the respondents
consider negotiation important in doing businedss Tact has supported the statement of
the theoretical part that practically every businesoperation should be managed via
negotiation and that effective negotiation is ammeoncern of all executives. The only
thing concerning this point that | would like tacoenmend is that more executives should
realize the importance of negotiation at the lef¢he whole business department not only
of top management. My suggestion would be to malkeexecutives in the companies
acquainted with the significance of negotiatiorathievels of management through some

negotiation trainings provided by the company.

Secondly when it comes to the predominant typeegbtiation and to the selected sample
of companies, there is nothing to recommend theme. iitegrative type of negotiation is
definetely more beneficial for them which has bgeaven by the research. As to the
preparation phase and its individual steps, my adwvould be not to underestimate
assessment of the other party. To get to know thenterpart and his interests is an

essential assumption for every strategic negotiator

In respect of the effective negotiation strateglespuld like to point out that the results
were quite satisfactory. The values which have kagmeved do not go down under the
mark 5 which can be evaluated very positively. ©hé thing that | would like to suggest
to executives is to put more emphasis on the giegeonnected with BATNA. According
to my theoretical findings, BATNA is very importattt know because it says them what to

do if the agreement is not reached.

Finally, 1 would like to provide them a recommendat concerning the effective
negotiation tactics. The participated executivesladtao better in respect of the nibbling
tactic and the use of higher authority. Both thiasgics are quite beneficial when they are

applied properly. A negotiator can gain somethirgyerby using these tactics, either some
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extra add-ons or some time to negotiate also witloveer authority and to build a

relationship.
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CONCLUSION

The aim of the thesis was to prove the importarfceegotiation as an integral part of
business and to confirm and analyse the importahis effective strategies and tactics in
business in order to reach executives’ goals. pnef was done through information
gathered in the theoretical part of the thesistanough the research made in six different

companies among thirty executives.

The theoretical part was focused on gathering foiimation needed for proof of the thesis
statement. All possible evidence about this issas Wwrought together in this section.
Firstly, the information about the existing stykasd types of negotiation as well as the
information concerning the negotiation phases waralysed. Secondly, the most
widespread negotiation strategies were found odtthay were described in detail. The
same was made with the most common negotiatiorcsadthave tried to do my best to
gather as much information as possible to providaders with basis to realize the

importance of negotiation in business and to oldata for performing of the research.

The practical part was dealing with the researcbrayrall levels of executives in selected
companies. The aim of that part was to prove thgomance of these strategies and tactics
and also of the negotiation itself in doing busmdsrstly, | compiled a questionnaire on
the basis of my theoretical findings and spreaambng thirty executives from different
management levels in six companies. The differantpde of respondents was chosen to
get the most interesting result. Secondly, | havecgssed the acquired data and
demonstrated them graphically. Then the resultevesralysed in detail. Finally, | have
suggested some recommendations to the executiveshiey could improve themselves in

the process of negotiation.

According to my own findings, the main goal of ttiesis to prove the importance of
negotiation and its effective strategies and tacic business was achieved. Due to the

achievement, | consider this thesis as success@ubecause it has fulfilled its purpose.
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APPENDIX P [I: STRATEGIES AND TACTICS OF EFFECTIVE
NEGOTIATION AMONG EXECUTIVES

VaZena pani, VaZeny pane,

Jjmenuji se Martina Kolmackova a jsem studentkou 3. roéniku bakalafského studia oboru Anglicky
Jjazyk pro manaZerskou praxi na Univerzit® Tomage Bati ve Zliné. V tomto roce zpracovavam
bakalafskou préci na téma Strategie a taktiky efektivniho obchodniho vyjednavani. Rada bych Vias
touto cestou poZadala o spolupraci na mém prizkumu. V nasledujicich otdzkach zaZkrtnéte vidy
jednu, ktera je Vam z uvedenych moZnosti nejblizsi.

Viechny Gdaje jsou samoziejmé anonymni a slouZi vyhradng pro Géely mé bakalafské prace.
Velice Vam dékuji za Vas &as a ochotu.

Strategie a taktiky efektivniho vyjednavani mezi obchodnimi manazery

1) PovaZujete vyjednivani za nedilnou soucdist obchodovani?
a. Ano, ale pouze na trovni vedeni firmy (vy$§i management, vlastnici podniku).
b. Ano, na drovni vedeni firmy i celého obchodniho Gseku (niZSi a stfedni management).
¢. Ne, obchodovat Ize bez vyjednavani.

2) Jaky typ vyjednavani u Vis pFeviada?

a. Distributivei vyjedndvani tzn. mate vytvofenou konkrétni piedstavu vysledku a
mnoZstvi argumentt, pro je pravé Vas poZadavek/fedeni nejlepsi. Dochdzi ke
konfrontaci s protistranou. Jde Vém spiSe o rychly zisk a nezile#f Vim na vztahu
s druhou stranou.

b. Imtegrativai vyjednzavani tzn. snaZite se protisirané naslouchat a misto argumentd
pouZivite oteviené otdzky. Zamé&tujete se spife neZ na hijent vlastnich zajmi na
zjifovani potfeb druhé strany. SnaZite se vyhledavat vzijemné uspokojivé feSeni. Ide
Vam nejen o vysledek, ale také o vztah s drehou stranou.

3) Piiprava na vyjedndvini je nejdaleZitsj§i fazi jednani. Obodujte body 1 — 5 dbleZitost,
kterou padle Vis pfidé€lujete jednotlivym krokim pfipravné fize. 1 bod znamena nedGleZitost
a 5 maximélni dileZitost.

Vlastni posouzeni (stanoveni
Vaseho cile, moZnych alternativ
atd.)

Posuzovani protistrany
(prozkoumadni alternativ druhé
strany, jeii zajmy a preference)
Zhodnoceni situace (zda jde
pouze o rychly zisk &i
dlouhodobou spoluprici)

wavr

4) NiZe jsou uvedeny nejroziifenéjii strategie u obou typi vyjednavéni. Gbodajte body
1 — 10 nasledujici strategie podle toho, zda jsou pro Vas béhem samotného procesu
vyjednavani dileZit€ a zda se domnivate, Ze jsou tyhle strategie efektivni & nikoliv. 1 bod
znamend nedéleZitost (neefektivita) a 10 absolutni ditleZitost (efektivita).

1 2 3 4 S 6 7 8 9 110

Stanoveni alternativy tzv.
BATNA (Best Alternative To a
Negotiated Agreement) - ziloZni
varianta pro p¥ipad nedohody




Priizkum zAloZni alternativy
(BATNA) protistrany

Stanovit si vysoké cile (vy33i cile
jsou predpokladem

r

k usp&&néj§imu obchodu)

Udinit nabidku jako prvai
(utinite-1i nabidku jako prvni,
ziskavate vyhodu vii¢i Vasi
protistrané)

Zachovat Cestrost a férovost
(odkazovat se na regulérnost a
moralku)

Budovani vztahu zaloZeném na
ditvéFe a oboustranném pFinosu

Ziskavani informaci o
protistrané a poskytovani
informaci o Vis

Dotazovini (otazkami
projevujete zdjem druhou stranu
pochopit)

5) Obodujte diileZitost a efektivitu nasledujicich nejroziiFenéjSich taktik vyjednavani body

1 — 10. 1 bod — nediileZitost (neefektivita), 10 bodii — diileZitost (efektivita).
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Piidavek tzv. nibble (po uzavieni
dohody se zminite o piipodteni
ceny napf. za dopravu a instalaci)

Omezensd autorita (nemate
opravnéni rozhodovat, odvolavate
se na odpovédnou osobu,
ziskavate tak &as k dalfimu
jednani)

Uméni odejit ve spravay ¢as od
vyijednavaciho stola tzv. walk
away power (méli byste umét
odhadnout, kdy pro Vas vysledek
jednéni jiZ neni realizovatelny)

Psané dokumenty ~ obchodni
podminky, ceniky atd. (lidé vidy
vE&Fi vice psanému nez
mluvenému slovu, psané slovo =
vérohodnost, kredibilita)

Efektivai Fec tela (podle pohybi
miiZete odhadnout, kdy Vam
nékdo 1Ze nebo naopak, zda je
Véam naklonén)




