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Learning objectives (1)

Discuss why intercultural selling through 

negotiation is one of the greatest 

challenges in global marketing

Explain the major phases in a cross-

cultural negotiation process

Discuss how BATNA can be used in 

international negotiation



Slide 18.5

Hollensen: Global Marketing, 5th Edition, © Pearson Education Limited 2011

Learning objectives (2)

Discuss how learning and knowledge 

transfer across borders can increase 

international competitiveness

Discuss the implications of Hofstede’s 

research for the firm’s cross-cultural 

negotiation
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Learning objectives (3)

Explain some important aspects of 

intercultural preparation

Discuss opportunities and pitfalls with 

global multicultural project groups

Explain the complexity and dangers of 

transnational bribery
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Negotiation

A negotiation process can be defined as 

a process in which two or more entities 

come together to discuss common and 

conflicting interests in order to reach an 

agreement of mutual benefit
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1 Status distinction

2 Impression formation accuracy

3 Interpersonal attraction

Non-task related interaction

4 Exchange of information

6 Concession making and agreement

5 Persuasion and bargaining strategy

7 Negotiation outcome

Task related interaction

Seller’s cultural

background

Buyer’s cultural

background

Cultural distance 

between

seller and buyer

Figure 18.1 The cross-cultural negotiation process is influenced by the cultural 

distance between buyer and seller
Source: adapted from Simintiras, A.C. and Thomas, A.H. (1998) and Simintiras, A.C. and Reynolds, N. (2001)
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What is this?

The best alternative to a negotiated 

agreement is known as ______.

BATNA
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Hofstede’s 

cultural dimensions

Masculinity/femininity

Uncertainty avoidance

Power distance

Individualism/collectivism
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Figure 18.2 Gap analysis in a cross-cultural negotiation
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Approach to general 

intercultural preparation (1)

Build awareness about how cultural 
differences impact upon them in the sales 
organization

Motivate salespeople and managers to 
‘rethink’ behaviour and attitude towards 
customers

Allow salespeople to examine their own 
biases in a psychologically safe 
environment
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Approach to general 

intercultural preparation (2)

Examine how stereotypes develop and 

how they can create misunderstandings 

between buyers and sellers

Identify diversity issues that need to be 

addressed in the international sales 

organization
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Steps for improving cross-

cultural negotiation competences

Assess communication competences of 

salespersons

Assess communication competences of 

negotiators in the buying firm

Match communication and negotiation 

competences of buying and selling firm



Slide 18.16

Hollensen: Global Marketing, 5th Edition, © Pearson Education Limited 2011

What is this?

What term refers to employees who are 

sent out from the headquarters to work 

for the company in the foreign markets, 

often in its subsidiaries? 

Expatriates
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Attributes to consider 

when selecting expatriates

Foreign-language skills

General relational abilities

Emotional stability

Educational background

Past cultural experience

Ability to deal with stress
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Risk of culture shock is 

lower when expatriate exhibits 

Open-mindedness

Empathy

Cultural sensitivity

Resilience 

Low ego identity
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Expatriate training methods

Area/country 

descriptions

Cultural assimilation 

training

Role playing

Handling critical 

incidents

Case studies

Stress reduction 

training

Field experience

Extensive language 

training
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Figure 18.3 ‘Bottom-up’ 

learning in global marketing

Figure 18.3 Bottom-up learning in global marketing
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Questions to guide 

global project groups

 Is the objective clearly defined?

Do we have the right group members?

Who will play the leadership roles of project 

leader, external coach and internal sponsor?
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What is this?

Offering an illicit payment to a public 

official with perceived or real influence 

over contract awards is known as 

______.

Bribery
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Questions for discussion (1)

Explain why the negotiation process 

abroad may differ from country to country

You are a European preparing to negotiate 

with a Japanese firm for the first time. How 

would you prepare for the assignment if it 

is taking place: (a) in the Japanese 

headquarters; (b) in one of its European 

subsidiaries? 
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Questions for discussion (2)

Should expatriate personnel be used? 

What are some of the difficulties they may 

encounter overseas? What can be done to 

minimize these problems?

Compare and contrast the negotiating 

styles of Europeans and Asians. What are 

the similarities? What are the differences?
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Questions for discussion (3)

What are your views on lobbying efforts by 

foreign firms?

Why is it so difficult for an international 

marketer to deal with bribery? 


