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Changing market dynamics makes it imperative for negotiators to rewire their 
approach to the market.

 Stephen KozicKi, AUthoR oF The CreaTive NegoTiaTor

Not just conflict

Their secret of change is to 
focus all of your energy not 
on fighting the old, but on 
building the new—Socrates

There are a few relentless 
market trends impacting how 
B2B companies do business. 

These are long term, and impact the top and 
bottom lines of B2B companies around the 
world.

Customer consolidation
The big are getting bigger through 
mergers and acquisitions and geographic 

expansion. For you, this means more revenue 
from fewer customers and greater risk.

Centralisation of decision-making
Big customers leverage their buying power 
and tightly control supplier selection, 

which means you are now negotiating with head 
office; existing relationships are less influential.

Different decision-makers
In a post-GFC environment, every 
decision is scrutinised. Procurement is 

involved in buying decisions where they were 
not before. Senior executives are reviewing 
even small details. If you cannot get your value 
message across to procurement and senior 

decision-makers, you will compete on price and 
be forced to discount to win and keep business.

Increasing competition
Competition does not stand still. Large, 
traditional competitors want more market 

share. New, nimble competitors are chipping 
away at parts of your business. New business 
models mean cheaper prices that your customers 
cannot ignore.

All of these market trends are making it harder 
to keep, win, and grow customers profitably. 
Many companies are reacting, not responding: 
by discounting to keep and win business. Gross 
margins are shrinking creating extreme pressure 
to cut costs, making it even harder to compete 
and grow.

The trends are common across industries, 
sectors, and countries, and are of critical 
importance to negotiators because there are 
two key themes of them that will require you to 
rethink your approach to the market.

Trends translate into themes
Account managers will negotiate more often now 
with procurement in critical accounts, in many 
parts of the world. Their negotiating ability is a 
critical lever for B2B customer value in a rapidly 
changing environment.
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price reduction is only one of many possible ways 
to achieve this objective. What companies really 
need (and part of your role through negotiations 
is to help them understand this) is suppliers who 
can help reduce costs but through more than 
[just] price reductions.

This requires a fundamental shift in the way 
you negotiate with procurement: shifting from 
a selling (discounting) mindset to a problem-
solving, value-creating mindset. With a selling 
mindset, you only focus on selling products 
and services at the best possible price from a 
negotiation; with a problem-solving mindset, you 
focus on how you can help procurement improve 
the company’s results.

Why is this important? As products look 
increasingly identical, procurement is left with 
price as the only differentiator in negotiations. 
So, if you do not want only to negotiate on price 
or due to your cost structure, you cannot win 
business in price-based negotiations, you must 
have a different strategy. 

When a company does not understand the 
value-added ability to move new products that 
suppliers bring to the table, it will not only fall 
behind the rest, but will be trampled. 

In global negotiations, do you understand 
culture?
The secret of great global negotiators is not one 
thing, but many: communication, planning, risk-
taking and cultural differences. But, one key item 
or secret of success can be gleaned from Aristotle 
in his book Rhetoric. The secret is: balance your 
negotiation argument with logic and emotion.

(A skilled global negotiator will always connect at an 
emotional and rational level in the negotiation and will 
always be on the lookout for the unexpected to occur—
Stephen Kozicki)

Aristotle’s basic premise was, using both logic 
and emotion stopped people trying to manipulate 
others. They could manipulate people with logic 
by omitting important information. or by using 

The emerging themes are:
Procurement—undervaluing suppliers
Global negotiations—understanding culture
Consider: can you explain your value to a 

major customer and then prove it?

Is procurement undervaluing suppliers?
The way organisations buy has become 
more sophisticated, so more companies have 
introduced professional procurement managers 
into their negotiations with suppliers. In today’s 
business environment, companies must pull 
every possible lever to improve profits, so 
getting a price reduction on a product or service 
is the easiest way to reduce costs. This is why 
procurement has become a bigger influence in 
most industries in the past decade. On face value, 
getting cheaper prices seems an appropriate 
approach. However, we challenge that paradigm, 

and identify some alternative 
negotiation strategies to reduce 
the focus on price in business 
negotiations.

In today’s complex business 
environment, smart companies 
are looking for more than ‘blunt 
instrument’ price reductions. Yes, 
they want reduced costs, yet a 

As products look 
increasingly identical, 
procurement is left 
with price as the 
only differentiator                                 
in negotiations. 
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guilt or fear to get someone to do something 
that is not in their best interest. He saw the 
three elements, not two were very persuasive 
because you, the negotiator, had to prepare with 
logic (logos), emotion (pathos), and connection 
(ethos), to connect and persuade another person 
to reach an agreement. The preparation takes 
longer because you have to understand who you 
are going to negotiate with and what you are 
trying to achieve.

Cultural differences in negotiations
In a rapidly globalising world, cultural 
considerations must be at the forefront of 
negotiators’ minds. Cultural differences, whether 
they arise from growing up in a different 
part of the country or the globe, cannot be 
underestimated.

Language hurdles are only a small part of the 
battle. People come with deeply embedded 
cultural experiences that influence the way they 
communicate and negotiate. Culture influences: 
where people hold negotiations, who is present 
at the negotiation, and whether the companies 
send male or female representatives. In short, the 
influence of culture is so pervasive that the skilled 
negotiator will devote a considerable amount of 
time to considering the likely impact of culture 
on the negotiation dynamics.

Issues to consider when dealing with cultural 
differences:
 Respecting the culture
 Language barriers
 Credibility
 Interpreters

Barriers to connection
There is no easy solution for forging mutual 
respect, cooperation, and connection. It is born 
from a desire to go beyond the stereotypes, 
suspend all judgement, accept the differences, 
and connect with the ‘other’ at a level beyond 
strategy or planning. 

Stephen Kozicki 
is an author, 
business educator, 
and Australia’s 
leading specialist 
in ‘breakthrough 
business 
strategies.’

ABOUT THE AUTHOR

There are several common barriers to 
connection in cross-cultural interaction and 
communication. These are ignorance of cultural 
values, stereotyping, frustration, lack of trust, 
selfish communication, placing blame, and lack 
of adaptability. Realising these barriers exist 
and working to eliminate them is an important 
step in reaching connection. To break down or 
remove these barriers, you must understand your 
and their motivation—another important skill                     
in negotiation.

Motivation
Preparing for cultural negotiations is not about 
changing them to your way of thinking because 
it is better, it is about understanding the best way 
forward in the negotiation. 

Once you can separate the people behaviour 
component of the negotiation from the actual 
negotiation, you will find that problems tend to 
disappear. When you accept that the other side 
has the same needs and insecurities to satisfy that 
you have, you understand and rationalise their 
behaviour.

What are these needs and insecurities?
 The need to achieve
 The need for challenge and responsibility
 The need to satisfy personal and company goals
 The need to be rewarded 
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