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PROGRAM: MMS

Semester ;

I - Elective

Title of the Subject / course

Negoliation & Selling Skills

Course Code :

Credits + | 4

| Durationin Hrs [: [ 40

Learning Objectives

'T'he module will sensitize the students to the concepts and importance of Negotiations &

I Selling for all functions of Management.

% The module is designed to introduce the students to the basic elements of the selling

3 The module will give the students a broad understanding regarding different models used
for effective selling and negotiations.

4 It also creates awareness among the students about the basic qualities, traits and skills that

they need to imbibe to be an effective management professional.

Prerequisites if any

Connections
Subjects in the current or
Fulure courses

with

Module
Sr. ’ ;s :
No. Content Activity . Learning outcomes
Mcam-ng., Dejﬁnmon & Impo?'tfmce ot Developing basic understanding
1 | Negotiation in Management, Types of S
o - of students related to Negotiation.
Negotiation
Understanding Negotiation
2 Framework including Legal Aspects, Providing deeper insight
Negotiation Procecss, Skills of a relatedto Negotiation framework
Negotiator
Negotiation Models (BATNA, Dyvad, Familiarizing students
3 |ZOPA, 9 Grid) & Strategies, with basics of models in
Understanding Barriers (0 Agreement negotiation and strategies
Introducing  students to
Introduction to Marketing & Selling Role Play on understand the difference
4 | Concepts & Traits of a Successful o 8 between Marketing and
Negotiation ; s
Salesperson Selling and giving them
useflul {ips for succeeding in Sales
Introducingstudents to
Understanding  Successful  Selling Hadersiand tie diﬁ‘e.;rence
5 between Marketing and
Process & Models (7 Steps Model) : :
Selling and giving them useful
tips for succeeding in Salcs
Customer Focussed Selling, Art of F’Jreatmg aW'mness ‘clbOLEt »
6 importance of customer in selling

Persuasion

rocess




E{E Content Activity Learning outcomes
Selling to Various Stakeholders such Guest R .
: : : Familiarizing students with
- | as Dealers, Suppliers, Vendors, | Session with | °.: ;
B § : dillerent approaches required
Channel Partners, Superiors, industry For selline different stakeholders
Subordinates, Team- Mates & Pcers experts g
Familiarizing students with
Selling to Customers — B2C, B2B, different approaches required
8 | C2C, Products, Services, Intangibles for selling to diffcrent segments
& Projects of customers.
Sesggﬁsxi'irh Creating awareness about
9 | Strategic Selling for Start-ups : " | challenges and opportunitics
industry 8 ’ y
available in Start-ups domains
experts
To enhance effectiveness of a
10 Body Language for Negotiation & Rolc Plays on | Salesperson by understanding
Selling Selling Clues provided by body
language. '
11 | Case Studies and Presentations

Activity: In addition to classroom teaching, the Teaching-Learning process may combine the use of
role plays, andio-visual films/aids, and management exercises with individual student, and or in
team considering appropriate cases or case-lets in the field of business domain wherever applicable.

Text hooks

1 The Esscntials of Negotiation — Harvard Business School Press
Negotiations Selling by Sameer Kulkarni — Excel Books

3 Negotiation & Selling by R. K. Srivastava — Excel Books

Reference books

1 Organizational Behavior by Fred Luthans (9th edition)

2 Managing Conflict & Negotiation by B. D. Singh — Excel Books
3 Getting to Yes by Roger Fisher & William Ury —Random Housc
4 Negotiation ITandbook by P. J. Cleary — Printice Hall of India

5 ABC’s of Selling Skills by Charles M. Futrell — McGraw Hill

6 Sales Management Analysis and Decision Making by Thomas Ingram & Raymond
LaFarge — Published by DRYDEN

7 How to Handle Conflict & Confrontation by Peg Pickering — Natl Seminars
Publications

Asscssment

a) | Internal 40% 40 Marks continuous asscssment

b) | Semester End Examination 60% 60 Marks theory paper of 3 hours duration




Academic Year 2017-19

Program MMS

Specialization [F'MHO

Semester 1

Course Negotiation and Selling Skills

Faculty Yesha Mehta

L. Apply knowledge of management theories, practices & technological
skills to solve business problems

2. Ability to understand, analyze critically and communicate global,
economic, legal and ethical aspects of business for decision making.

3. Foster development & team spiril, analytical & critical thinking

4. To develop value based leadership.

Program Qutcomes

Course Qutcome L. To identify the different styles of negotiating and selling

2. To eftectively close and confirm the negotiation and sales call

3. T'o deal with most commonly used strategies and tricks used in
negotiation and sclling

4. To eftectively use clues provided by bady language of opposite party

while selling and negotialing

Table - 1 (CO-PO Mapping)

PO 1 PO 2 PO 3 PO 4 PO 5
CO1 S L
CO2 S M M M
CO3 S M M M
CO4 S M S M
COS5S
L8




Value added courses imparting transferable and lile skills

Academic Year: 2017-18

Program: MMS

Semester: [

Course: Negotiation and Selling Skills
Faculty: Prof. Yesha Mchta

Course: Negotiations & Selling Skills

wxills are abilities to do something right from simple to complex task. With little support and
trectice these skills can be imbibed. Negotiations and selling is one such skill which is crucial

223 can be ransterred with the help of little practice and inputs.

“%ith the help of course on negotiators and selling skills we want equip our students with theses
=x5ls. The course starts with basics such as concept and importance of negotiations and moves to

cover models, dayvads and body language.

- =2 course [ocuses upon the practical aspects and covers strategies & tactics coupled with some

Traetee (role-play) sessions.
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Mapping of Course Outcomes with Contimious Concurrent Evaluation

Academic Year 2017-18

Batch 2017-19

Program MMS

Specialization  FMIHO

Semester I

Conrse Negoatiation and Selling Skills
Faculty Prof. Yesha Mehta

Course Qutcomes:

1. To identify the differcnt styles of negotiating and selling

2. To effectively close and confirm the negotiation and sales call

3. To deal with most commonly used strategies and tricks used in negotiation and selling

+. To cffectively use clues provided by body language of opposite party while selling and

negotiating

Component | Topic Description Course
for CCE Qutcome
MCQ Multiple Choice | Quiz was taken for students Lo test their | CO1, CQO2,
Question test conceplual clarity CO3,C04
Class Test Covered 50% of | Question paper based written exam COI1,C03
Syllabus
Assignment | Negotiation & | Role play foreffective negotiation and | CO1, CO2,
Selling Exercise | selling C03,C04
Mapping CCEs with CO
Course Outcome (CO)
CCEs CO1 CcO2 CO3 C0O4
Class Test * *
Assignment * * * *
Attendance & Participation *
Semester End Exam * * * *
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TIMSR/IRM/1P-02-02 TIMSR REVISION: D
S5EMESTER PLAN
Program: MMS Semester: T Dyiv: A Evaluation Criteria Males
Attendance (4] & Class 0
_ _ Participation (6}
Course: Negotiation and Selling Skills Credit: ¢ Pre Mid Term (10} + Mid Term (20) 10
- MCQ 20) 10
Component 1 10
Name of the faculty: Prof. Yesha Mchta Negoliation & Sclling Excrcise
Torm End Exams 60
Semester Duration: From: 7/8/2017 to 10/11/2017 Tafal 100
. Topics to be Covered : Session Details f "‘['ypfa 0{._ Planned Actual . . 5 Signature of Signature o
Scssion No. : ; ; . Session Date T'eaching Pedagogy .
( session wise details to be menifoned) Date Faculty HOD
; (L/T/I/R) R o
Introduction to Negotiation - |
1 Meaning, Definition & Importance L 7/8/17 '-’:T) 5} EY Tecture | E,QU.U‘ ]
_ of Negohation in Management ‘5 ' o s
2 Skills of a negoliator I 8/8/17 Interactive [ecture \J ubq—w/ /
3 Negotiation exercises - '1“\ T 12/8/17 D.} 8 Ik '1 Ij’.olc piavs | | %{Lﬁ f SL\C,QF‘
4 Negotiation excreises - 2 o T 11/8/17 %, 3] =2 Role plays gk, kS}/ /’?'7
Types of Negotialion - Dislributive \3 (
5 : ’ L 19/48/17 Tecture
7 & Integrative Negotiation 817 H"] } AeRITE ._,Lgﬁzy <
) i 1 i T r o ~
6 Exerase’ on D15tr1bu?we & T 21/3/17 |2 hs Interactive Lecture (_Ji 00 /
Integrative Negotiation B ngn/ e
Types of Negotialion - Principled ' . w
7 . T L 22/8/17 Lecture 2 %
Negotiation i O’-’?Jg}‘:} i reme Q,%C-’“g// j
Role play on negotiation using ! - (jj K
8 . e T 4/9/17 z Role play ¢
Principled Negotiation /91 ‘C’J q) 1> Ol plays \
9 Pre-midterm & 5/9/17 1 & I q' 13> Evaluation ~| 4
Understanding Negotiation oy ? o
1 . : I. 9/9/17 . el 'S
v Framework including Legal aspects /91 5 19 ) L ] I Lectuse ] C{)
! - .  — L
Process of Negotiation L 11/9/17 . ;g]ﬂ '9;} Tnteractive T.ecture . 7 f
[ [}

Pugie 1 0f3
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LY

12 Remedial 179717 | 9 a;] 9 ]} 3 Class Discussion
R Rale play on provess of negotiation T/ 17 2 g‘]ﬂl 1 Ruole plays
(R MNegroliation blralepics & Taclics 18/9/17 | K& ]q ] 1 [nteractive Lecture
_ Ixercise on Nugmiatia{gtfal;égies & : )
I T | 2609 ) ole playe
Negotiation Models (BATNA & - : )
16 ZOPA) 23/9/17 . B 71 b ] 1 Lecture
17 Mid term 12/9/17 |12 ] 9 ]qq‘ Evaluation
18 Negotiation Models {Dvad, 9 GGrid) 25/9/17 -3“0] 1= Lecture
19 Rolc play on ncgotiation medels 26/9/17 | q o2 Role plays
Introduction to Marketing & Sciling s
20 Concepts & Trails of a Successful 3/10/17 1o ] 10 ] 13 Interactive Lecture
Salesperson _ o
Understanding Successful Selling . ;
. ' 771 7 Int tive Lectur
21 Process & Models (7 Steps Model) /1071 Hj] i0 ’T‘}‘ feractive Lectire
22 Remedial session 9/10/17 " ] \ D] 13 Class Discussion
23 Activilies on Sales Process 10/10/17 “\\01 LY ! Role plays
L Customer Focassed Selling, Art ol 1 - B ,
2 i Pk 7 ~uest Sessi)
24 Persuasion 23710417 | ¢ g)'\ 1 0} 12 ] C‘uesftj_e?ssmn
Selling to Various Stakeholders such
as Dealers, Suppliers, Vendors, L .
» Channel Partners, Superiors, 24/10/17 “%\ 10) s Gucst Session
L subordinates, leam- Mates & Peers )
Selling to Customers - B2C, B2E,
26 C2C, Products, Services, Intangibles 24/10/17 o 9’ 'O, 9 Guest Session
& Projects —
27 Strategic selling for start — ups 2410017 | B0 ]]D] 17 Guest Session
28 Post Mid term 28/10/17 | =y |15]1; Evaluation
B Rale plays on selling to slakeholders, | 1 . "o |
’ 30/ 7 b i ¢ nlays
— 29 A 30/10/17 f}] 1) ) ]t}“ Role plays
20 Body language for negoliation and 31/10/17 q—l M ] 1+ Interactive Leclure

Pagel2of 3



| sel-l_ing |
] . .].'\i.CITIO(Iiﬂi.,"Rl_ﬂt’ plays - Sales & N i N .
i 1 17 o3
Negolialion R ’” ] G/ 1/ _[ 171 49 l ! ‘\'l |
a2 Kol plays - Hdlos & Neynt[a tmn T 7/11/2007 | &, )] | lr}

Role plays i!Q‘/C‘ﬁ,
Rele plays (,_ E_Q,ﬂ?

A, Tachio jg., NQCJUL\_L\,LL&()E; Qe ‘:,'Et}}j L T 3]}?\20!7 Al l\if—

Refercuce Bouoks:

* ‘The lissentials of Negotialion - Harvard Business School Press
= Nepgotiations Selting by Sameer Kulkarni -+ Excel Books

*+  Negotiation & Selling by R. K. Srivastava - Excel Books

» Organizational Behaviar by Fred Luthans (9th edition)

+  Managing Cenflict & Negotiation by B. 1. Singh - Txcel Books
+ (etfing to Yes by Roger Fisher & William Ury -Random House
» Negotiation Handbook by P.T. Cleary - P'rintice 1 lall of India

+  ABC's of Selling Skills by Charles M. Futrell - McGraw Hill

Fole FQ"“J‘

Sales Management Analysis and Docision Making by ‘Ihomas Ingram & Raymond LaFarge - Published by DRYDLN

+ llow to Handle Conflicl & Confrontation by Peg Pickering -~ Natl Seminars Publications

Signz'iture of HOD | 510'111tu1e of IIO],

‘\f\g}.\,\x

Petiod of Revicw Date ) Signature of Faculty
cUnlmEnCEment -f Semester g
“:r~)&fm : o okAg i-l?-ﬂicﬂ;ﬁ
I End of Semester A '
| o] 1]y

Pop—
e T k{ﬁp&

Qc}zs/@kiﬂc%&ﬁ&’{,

[ Remarks by 11OD

Remarks by | 10

* L=Lecture T=Tulorial, E=Evaluation R=Remedial Session

Page30f3
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TIMSRATR MZLL-02-02

TTMSIR
S5EMESTER PILAN

REVISTON: I

l
Program: MMS Semester : 1 v I3 E\a'faluahon Criteria Marks
Attendance (1) & Class 10
Participalion (&) _ |
Course: Negotiation and Selling Skills Credit: 4 Pre Mid Term (10) + Mid Term (20) 10
MCQ (20) 10
Compenent 1 . 10
Name of the faculty: Prof. Yesha Mehta Negotiation & Selling Exercise
Term End Exams &0
Semester Duration: From: 7/8/2017 to 10/11/2017 Total 100 .
i |
o Topics to be Covered : Session Details l ype of Planmned l Actual ; Signature of Signature o
Session No. : ; . i Session® Date Teaching Pedagogy
{ session wise deiuils Lo be mentioned) o Date Faculty HOCD
_ (/1Y)
Introduction to Negolialion -
1 Meaning, Delinition & Importance L 8/8/17 A?Q ] YoF T.ecture
o of Negeliation in Mansgement s _
2 Skills of a negotiator L 9/8/17 4 ] g] = Interactive Lecture
3 Negotiation exercises - 1 T 12/8/17 8‘ 2 ] 15 Role plays
4 Negotiation excrcises - 2 T 16/8/17 1e I % l -t Rale plays
. ) Tyfaes of Negotiation - Distributive N '
: .- . L 19/8/17 . Lecture
? & Integrative Negotiation o 217 R Q’ 8} \? - cere
I'xerci istribulive & .
6 reise on Distribul T 22/8/17 |23 )gg » Interactive Lecturc
Integrative Negolialion |
Types of Negotiation - Principled : -
7 : .. I, 23/8/17 ‘ture
Negotiation ) /8717 %) ' 7 Lectur
Role play on negolialion using,
8 gl T b | 5/9/17 | ole play
) Frincipled Negolialion B 79/ ) l"ﬂﬁ 9 Role plays
9 Pre-midterm I 6/9/17 | 919 \\; Evaluation
Understanding Negolialion '
10 . . ‘917 : ure
} | Tramework including Legal aspects L 3’ _ T|RE ]‘] ] e becture
11 Process of Negotialion I. 16/9/17 ﬁ:}—} C7 ) Vo | Interactive T.echire




L

12 Remedial R 9/9/17 _:_'_p)) qh_ﬁ_ (lass Discussion
1K I IRole play on process of negoliation T 14/9/17 ﬁg]ﬂ ].1 3 Role plays
i4 Negotiation Strategies & Taclics L 20/9/17 2) I'D] ¥t Interactive Lecture
L | Tixercise on ﬁlegotiation Strategies & . ‘g e ol , '
15 Tactics r 23/ 9/ 7 L?)i 0‘ 7 lxole—p._la) 5
. Negolialion Models (BATINA & ot
16 7OPA) L 26/9/17 ‘o I \0] > Lecture
17 Mid term i 12/9/17 | 13 ]f] 1 Evaluation
18 Negoliation Models (Dyad, 9 Grid) T, 2779417 \0\ 10’]1 5 Lecture
19 Role play on negotiation maodels T 3/10/17 v ]\ 0] 123 Role plays
Infroduction to Marketing & Selling N - '
20 Concepts & Traits of a Successful L 4/10/17 “1\0 l‘ > Interactive Lecture
Salesperson R
_ Understanding Successtul Selling - . ,
7 7 1= ] Interactiv ctLLTe
- Process & Models (7 Steps Model) - 07 | ro] ! nleractive Lecture
22 Remedial session R 10/10/17 15, 10} 13 Class Discussion
23 Aclivitics on Sales Process v T 11/10/17 | @ ?’ 10 ) 2 Role plays
' Customer Focussed Selling, Axt of e 0 o
24 Persuasion k,/Qd | L 24/10/17 -_9,(:,) m] j-; Guest Session
Selling to Various Stakeholders such ‘
25 as Dealers, Suppliers, \’elndors, P T. 25/10/17 B ) 'IO' 17 Guest Session
Channel artners, Superiors, (.
B Subordinates, Team- Mates & Peers o _
Selling Lo Customers - B2C, B2B,
26 C2C, Products, Services, Int@iblé's L 28/710/17 i] f ) 13 Guest Session
& Projects _ _
27 Strategic selling far slarl - ups L 31710717 q\ ”] 13 Guest Session
_ l T
28 Posl Mid term E 1/11/17 ;_,) 1 ] 13 Livaluation
* Role plays on selling to stakeholders, L
2 : s ¥ 4/ F17 Sle elar
9_ Ccustomers T 4/11/1 b]“ \.,9 Role plays
a0 Body language for negotiatigarand 1 71717 I ' 11 I'LJ Interactive Lecture

Page 2 0f 3




'S v

i

F

selling
Role plays - Sales & Negotiation T /11717 Pt ) Vi ]" A~ Role plays
Role plays - Sales & Negollalion T 11/11/17 5}) ) |l1 3 Rele plays

Reference Books:

! Remarks by HO

»  The Lssentials of hegotiation - 1 larvard Business Schoal Press

» Negofiations Selling by Sameer Kulkarni ~ Excel Books

» Negofliation & Sclling by R. K. Srivaslava - Excel Books

e (rganizational Behavior by Fred Luthans (9th edition)

+  Managing Conflicl & Negotiaiion by B. 1D, Singh - Excel Books

+  (Cetting to Yes by Roger Tisher & William Ury -Random [louse

¢ Negoliation Handbook by P. J. Cleary - Printice Hall of India

s ABCs of Selling Skills by Charles M. lutrell - MeCGraw 11ill

*  Sales Managenuent Analysis and Decision Making by Thomas Imgram & Raymond Talfarge - Published by DEYDEN

s How to Handle Conflict ér Controntation by Peg i’fckering - Natl Seminars Publications

Teriod of Review Date ¢ Bignature of Faculty Signatuce of HOD

Commencement of Semester ! ) ;
“lodia . ,. o e fald 9>O§‘),,..‘-‘-‘
Hahd o 0 qesbe HES \ -

G —

. f

End of SE.[‘-I‘I-EStBI _,8! " ! B ‘ %.Qﬁ%_ﬁkwj

| Remarks by 1101

* L=Lecture 'P'=Tutorial, E=Evaluaton R=Remedial Sossion

g 3 of 3



Name of the E\;ent : | Guest Session — Strategic Selling for Startu.ps'
—Resource Person / Mr. Harshit Kashiv
Kev Nate Speaker
Chief Guest - D] NA
Date of the event : 113" Qctober 2017
Time & Duration . 1.00 pm t0 3.00 pm
_ Objective as Per NBA Iniriatives related to industry interaction 7.1.3 (New}
: Team Respuj nsible . | Prof. Yesha Mchta, Assistant Professor, Mackoting Depariment
(Name, Designation & Dr. Sushil Kumar Pare, ITOD, Marketing Dcpartment
Department)

Details showing compliance of objective.

: Session started with the discussion on difference between marketing and selling, lead

generation. He further discussed the sales cycle and importance of cold calling — good or bad.

. Mr. Kashiv spoke about how Indian Start Ups are using technology innovatively and why are
: VCs funding them. He discussed some live cases like Toppr — HT JEE tutor, Teewe —
(chromecast) — USE device to make your TV smart, SmartMedics — Selling a product to doctors
and Zee TV — BARC data/Advertising agencies/Direct consumer. He recommended students to
word on their selling skills and use techuology efficiently for the same. As Mr. Kashiv works
- with marketing of a startup company; the session builds strong connect between industry and

~academia.

Learning outcome:
« Lcad generation
e Salescycle
e Strategic selling for startups

Lanclosure [k - : | * List of Participants —NA
A * Details of Team — Mentioned above

- data i electronic mod eeds (o be
(any dafa in an romie & M * Attendance Sheet - Enclosed

verified by IT & Head of Institutc with their

Name and Signature) ;’ q !a; YL
{ = 1,._"&
e
9 " pls
Y~ Ezgw He
Dr. Su;élil Kumar Pare, Prof, Ye"";il;:; Mehta,
HOD Marketing Department Asst. Professor, Marketing Department

------------------------------------------------------------------------------------------------------------------------

e w

-----------------------------------------------------------

Receiver of Report Head of Institute

i
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October 03, 2017

Approval

Approval for the guest session in Negotiation and Selling Skills to be held on 13™ October 2017

We propose 1o organize a guest session in negotiation and Selling Skills for MMS (A and
B) Semester I students, where the guest would be discussing on importance of Sclling for
Startups. The session is scheduled on October 13, 2017 1n SSC from 1:00 pm to 3:00 pm.
The estimated expenditure for conductng the session is mentioned below:

_ l’.irtuulars _
Honmanum (1300=— per. hour)
| Tea & Coffec
 Total

The profile of the guest is attached for your ready reference.

Kindly approve the same.

Propased by Approvesz
Pf'/u\' Ye .eiMehta Dr. Sushil I{umalj\k%
Asst. Professor, 110D

TIMSR TIMSR




TIMSR/ANX/16 TIMSR

Resource Person Feedback Form

Date
Session :

Name & Designation of the Resource Person :

.LT%H T KASY i PROBULT MANAEE R_)

REVISION: A

Please raic the sessions on a scale of 1 to 5, 5 heing the ]’Iigi‘lﬁ.‘it , an the following parameters

by putting a fick ( \__~) mark

|C01'1te1_'_1t_s__ J |Prmr ‘ | | l ‘ r i ‘ IExceIIent___;
rStudent’s Participation ' _ | ‘1 ‘ |2 | |3 ‘ ‘4 v \ |5 :
@ﬁze_t-structure & other facilities I fl ‘ E } |3 ‘ iq | \5 e J
[c) | [Hospitality | 1 2 |3 N | E

| Programme Relevance B RE | i3 4 1[5 o ]
(2] [Tome Adeguacy | o E— | — |
Suggestions for refinement & other inputs

Nane of the Qreanization : DRERM T eVt L

Contact no: 7 eq % /<0 £t

Emal ID: (s ol (95 & ﬁm [ iwmin

-
Signature W




Harshit Kashiv

Fntreprencur Startups | Machine Leaming | Product Management | Predictive Analytics | Product

\1;1:“,:253: =t Dreaml |

Date cuv tarned into 2 pm with an experience of over 2 1/2 vears in personas, visualization, data acccss tools

and az experience of over S vears in analytics/ data sciences.

Ibegan v career as an analyst in the finance sector wherein I identificd relevant metrics, impact of prediction
poteniz.. ¢ic. this led my career 1o a higher level view of data sciences, 1.e. product managoment wherein 1

locked 27 ez impact of new features on my product and how my product will be successtul.

Spediaizes: - General Management , Product Management , Product Marketing |, Data Science and Business
AnzaTics

- e-Commearce, Online Consumer and Credit Card business.

- Start Up and Large Company Experience

- Building und Munaging products in Digital , Mobile Consumer Internet , E-commerce

- Bui

o amd leading high profile teams

Interested in Leading companics in Digital /Mobile Space and [ast growing new areas , Venture Capital

Industy , Payments and 1.ogistics.

Product dManager at Dreaml1
I Octobzr 2016 - Present
Flriznn rrod Provestion
« Reanuoured the strategy lor fraud management m referral marketme
voanzien dote of AA0K prers 1o tdenitfv Faudulont referrals, to define o {fraud score for detecting frands in

T Lo lisinaiiins,

Cost e dereased the relontion rate Tronn 20%0 w0 399 and deorcased the fruudnlent rotorrals from 5,29

s o Retention & Dafe Ovele Analvsis {Aha Moment

¢ o n esample oF Tal M oasers from past P months,

e Ponesd W i estigaic g sut of feiures, inch

> eash deposits, withdrawal, paid leagues

saary chassifiosnion of

=Dy st pndeTioed the tarest for convesion as depositing INE T o more i 10 days or loss,

Fage 1




t
Product Manager at Tickled Media

June 2015 - March 2016+ v sh

« By, o 1;}.42;&2 andd fard down o product vision for ParentTows o now paronting O8A plarform fue
Singapore based it

conient slanup, and :succecssé‘uii}-’ fnunched iwith - 2

ROAMAL and SO00 App install
oredp, stardied ST stitors 10 oredie proion

» Anubyred the wrpe o typey angd madl"i'i::i.;';-s Tor the content and

soring foams respoenvely

+ Defined daty points (bag of words, gser meia tag, ste), svaiem ni

seture {goache solr prongodD, ool for

fuglures Hke persenalized scarch. recommendation. ele. which was bnplemanted by data selenes toum.
Contigured a MVP with features based on A/D hypothesis testing generated via T intersetions & mock up

SISV,

-

Product Manager al FabFurnish.com
January 2015 - June 2015 ;-

Spearheaded the mobie ?12’3?@ stealegy, baunched new mobile webshe, Aodroid and 835 Apps,
« Achieved a highest rank of 18th for the Amdroid app in Shopeing catogory,
» Bveduaiod CRM tools tike Responsys, Bxpertan COMP, Exact target as allermutives {or ChoetahMail &

T

Lt

« Intttated the integration of personsiised recommendaiion via Rich-Relevance in emeit canpaigns.

« Optunized ase of webengage to reduce cart sbandonement and exit from product page in websine.

+« Leamed the basios of writing o specs due and create and mensge Umelines in JIRAL

Business Analyst at American Express
October 2013 - December 2014 15 vour 5

Wiy responsibilities nelade

- Credit Seore development for Avgiralian, Heng Kong, Germany and India MarkeUs underwriting in credit

cards, chwrge cords amd ymall business cards
- initiad Credut Line Assignment for Canade Porttolio

- Perttmming Health check for vartous seguisfion channels . personal sales, internat, co-brand vic,
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Course : Negotiation & Selling Skills Marks: 60

" Instructions:
» Q. No 1 1s compulsory.
e Attempt Any Four from the Remaining Six Questions.

a. | Ishita needs to make a final sale today to take her over her sales quota for the quarter 10
and earn her the much needed bonus for her upcoming heliday. There is a “hot
prospect’ customer in the shop looking at buying a digicam, and has indicated if
Seller’s position there is a deal to be done,
nitial he might buy it today.
asking price Target Resistance Unfortunately, the model
1 | which the customer, Mr.
Manav, 18 looking at has a
very light margin and
| | Ishita can’t afford to
Resistance  Target mitiay knock too much off the
Offering price yoking  pricc  without !
Buyer's position dttracting the rage of her |
Storc  Manager.  The
camera price is 25,000/-, and she can go as low as 22,000/-, but no more lor this
| model. Mr. Manav has made an offer of only 20,000/-. It is close to her exit, but
Ishita just cannot sell the camera for that pricc. Describe the above negotiating
problem with reference to Distributive Bargaining, and cxplain how Ishita might
improve her negotiation performance.
s Step I: Assess your BATNA.
o Step 2: Calculate your reservalion value.
e Step 3: Assess the other party’s BATNA
o Step 4: Calculate the other party’s reservation value
o Step 5: Evaluate the ZOPA )
| b i. Assume you arc a sales rep for an inferactive advertising company. Your 10
prospect is learning about how social networking works and has respended to
your presentation with the following comument: “T'm not sure this is really for
us.” What type of objection is this? How would you respond? (5 marks)
a. Noneed
ii. Assumec you college is going to have an ammual fest — “Evoke” and are |
responsible for selling sponsorships of campus events to local companies .
siich as restaurants, gyms, and retail stores. If your prospects say the price is
too high, how would you overcome this objection? (5 marks) '
a. DPrice objection - APAC, FEF

i.

Q.2 Answer Any two from the following. | _
a. | Discuss the steps of sales process by taking an example of your choice.
Pagelof6
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Prospecting, Approach, Need Assessment, Presentation, Handling Objection,
Closing, Referral.

..,uuumml;liﬁn“m

b. { What are havdball tactics and discuss and 5 tactics of your choice,
* They are designed fo pressure targeted parties to do things they would not
other wise do.
* They are tactics which result in a change out come of Distributive Bargaining
Process.
= They are tactics which work on poorly prepared negotiators.
* Good Cop/Bad Cop
»  Highball/Lowball
*  Bogey
= Nibble
= Chicken
» Intimidation
= Snow Job
»  Agoessive Behavior
¢. | Sangsom S-360 has introduced a cuoking system. Their ads say:
Sangsom S-360 is a fan forced cooking system. You can now covk upto 3 levels. -
Rather than just circulating kot air with a fan, $-360 uses a mini turbine fogether =
with a ring heater element to force hot aiv evenly through the inierior. Reducing
cooking time and energy consumption and....above all providing even cooking
results EVERYTIME.
Discuss FAD in context of the above ad.
Features: Fan forced cooking system, mind turbine, and ring heater element.
Advantages: Cooking on up to three level§, Tot ait forced evenly through the interior.
Benefits: Reduced cookm time, reduced encr gy ~consumption, perfectly even
cooking results. ] T
Q.3 Answer Any two from the [ollowing. Sx2=10
a. | Selling and negotiation skills are lcarnt and not inborn. Comment and discuss.
b. | Why do salespeoplc qualify their leads before (hey call on them?
¢. | What is negotiation? Discuss situations when to negotiate and when not to negotiate.
m Negotiation — a process in which two or more parties attempt to rcach
acceplable agreement in a situation charactericed by some level of
disagreement, Lo
® Negotiation — a process which takes place when two  or wmore - :
interdependent parties who have differcnt needs and goals, work together E
to find a mutually acceptahle & beneficial outcome.
®  When u shouldn’t negotiate?
¢  When you would loosc the farm
¢  When the demands are unethical
s  When vou don’t care
o e  When vou don’t have lime
»  When they act in bad faith
. o  When waiting would improve your pesition
" » ‘When you are not prepared
Answer Any two from the following. | 5x2 =10

Name the type of close that is used in each of the following examples and juostily
your point.

Page 2 of 6 |
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REVISION: 3

i. “Would vou like the pay-as-you-go or the family plan?”
a. TDirect close / Assumptive closc
ii. “With the extra capacily, you’ll be able to expand your service as you need it,
vet it won’t cost you any additional monthly fees. You can sign right here,
and we can start your service on Monday.”
a. _Scll by date close

! b. | State the steps of negotiation process by taking an example of your cheice.
: 1. Pre-Negouation Stagc
: a. Prioritize & rank the goals
b. Louk into priority of other party
¢. TFind out real motivation
d. Plan factual inquires
e. Quantification of the objectives
2. Conceptualization stage
3. Setting the Normms
4. Discussion/Talks
5. 5. Aprcement
¢. | Discuss different methods of prospecting.
¥ E-prospecting on the Web
» Individuals
* QOrganizations
®  Family Tree - Prospects from your family
m  Natural Market - Prospects from pcople you know
®  Endless chain customer referral / Relerral Prospecting - Prospects through
clients or vther prospects
»  Cold Canvassing / Calling - Prospects from a databasc/directory, etc.
B QOrphancd customers
= Puyblic Exhibitions and Demonstrations
= Direct Mail
Q.5 Answer Any two from the following. | 5x2
a. | List the seven steps of the sclling process. 2,00 | AU e B
Prospecting, Approach, Need Assessment, Presentation, Iandling Objection,
Closing, Referral,
b. | What is nced analysis? Explain in detail why need analysis is impurtant in the
wholc selling cycle.
w The sales porson generally opens with probing questions to gain a better
undcrstanding of the cliend.
m  Three primary Phases:
= Need-Development — devoted to a discussion of the buyer’s needs
= Need-Awarcness — clarify the client needs by restating the buyer’s
necds ;
»  Nced-Fulfillment — sales person knows how the product will satisfy |
mutual needs and demonstrates these needs to the customer
m  Uscd to develop a detailed analysis of a prospect’s needs.
After the analysis the sales person will develop a solution(s) and preser:
written and orally.
m The sales person is considered more of a partner or partnering, helpicz
creatively resolve a problem

Page3ofb
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¢. | Explain integrative negotiation,
" A negotiating process in which the parties involved strive to integrate their -
interests, as effectively as possible in the final agreement” ;
= Also called: "
*  “Win-Win” (Getting to Yes by Fisher and Ury)
*  “Mutual-gains” approach
»  “Collaborative negotiation”
«  “Expandable pie” approach
* All have in common the integrative approach:
*  Creale as nmch value ag possiblc for both sides
__ * Claim as much value as pussible to meet your intercsts
-r(;(i Angwer Any two from the [ollowing, 5x2=10
| a. | Discuss Sequential request model.
= Toot in the door (FITD)
= Make small offer then increase
s Door in the Face (DITT)
» Cause rejection then make small offer
m  Bait and Switch =
»  Great offer that never happens =
= That’s not all (TNA)
= Add 2 string of benefits
®»  Disrupt then reframe (DTR)
= Brcuk the pattern then rebuild differently
®  Fear the rehef (FTR)
»  Scare them then rescue thom
®  Selling the fop of the line (TOTL.)
= First promote an expensive product than cheaper product
®  Dump and chase (DAC)
»  Provoke ubjections then negotiate on them 1
b. | What is BATNA? Explain the importance of BATNA during ncgotiation, |
¢ The ability to identify a negotiator’s best alternative to a negotiated
agreement, is among one of the many picces of information negotiators seek
when formulating deal making and negotiation strategies. :
»  When a proposal is better than your BATNA: ACCEPT IT s
» When a proposal 1s worse than your BATNA: REJECT IT |
s Stronger Negotiation Power |
¢. | What presentation strategy vou would adopt if you have to scll personal computers
door-to- door?
AMMemorized Furrrels Megd-Setinfueion Frobeu-Satutien
Selling Sé-I.Ii_ikuJ. Selling
]E Sirnorured ]
Q.7 Write short notcs on any 2 5x2=10 !
a. | Soft negotiation v/s Hard negotiation -
i
L1
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Soft Hard

® Participants are friends B Parlicipants are adversaries

The gaal is agreemant Thegoal is viewory

fdake concessionsto cultivate the Demand concessions as 2 condition of the

relationship relatianskip

a2 safron the peaple and the preblem Be ?;ard on the problers zrd the people

Trustcthers Distrust others

Change ‘fa-ﬁr pos:t:on ;.:-asiiy Big in ta your position

Miake offess \.*I;k;h’lﬁe;i's

”L‘ri.sclosc vour boktont ling Mislead as ta vour bottom line

Accapt ohe-sidad insses 1o reach agreemeant :g:;ea:iz?e-sldedgzins @5 the price of

i Segrch for the single answer: the one they Search for the singl2 answar: the ane you will

“will accept accept

I fngist on agreeraan ins'stor yaur nasition .
: Ty to avoid a contest of will Try te win a contest of will

Yigld to pressure . Appiy pressure

Objections arc concerns, hesitations, doubts, or other honest reasons a customer has
for not making a purchasc. Objections give you an opportunity to-present more
information to the customer.
APAC
» Be Curious: Last resort. Ask why you didn’t get 1l

Lx: “I really thought this product was a fit for your needs. Can you let me know

(L L)

why you decided not to buy

e Boomerang: Use their objection to weaken their point and reinforce your point.
BEx: Customer: “This widget is way too light” Salesperson: “It is remarkably
light, isn’t it? We've started using a lighter, more durable metal. We’ve found

that it’s much safer.”

» Can You Clarifv? Ask the customer for more information before responding to
the objection. Ex: Customer: “T would never buy this product. It's not built to
fast.”* Salesperson: “I'm intercsted in why you think that. Would you mind
explaining that further?”

e Certain Closure: Offer to resolve their objection if they make the purchase.

Ex: “If I get the author to autograph this book, do we have a deal?”

» TDeflection: Avoid the objection. Use this one sparingly, and make sure you're

doing it politely. Ex: “That’s an interesting point. Now, let me show you the

colors this model comes 1n.”
i Disagrec: Politely and assertively disagree with the customer, But make sure you
have facts to back you up. D[x: Cuslomer: “Acme Widgets doesn’t require
‘ anything like this.” Salesperson: “In fact, Acme ’Widgcts does also require a
@ service plan, although their's is quite a bit more expensive.”
|+ FFF (Feel, Felt, Found): Empathize with the customer, tell them how others
’ have felt, and tell thom what they have lound. Ex: “T understand that you fecl
that this plan is 2 big investment. Others (including mysclf) have felt the same
way. However, they have found it really gives them peace of mind.” '
 Reframe: Intcrpret their objection as something other than an objection. Ex: “I
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7

can sec that I’'m'not making sonse. Sori‘j; — let me put it another way,

o Tip the bucket: What you do is to ask for more objections. In fact you ask for all -
the objections you can get, thus "tipping (he bucket' of objections that thcy have .
been thinking about. '

» The advantage of this is that you now know all the reasons they have for not
buying and can decide what to do about them.

* Substitution method: Recommending a different product that would still satisfy
the customer’s needs.

* Superior-point method: A tcchnique of overcoming objections by permitting
the salesperson to acknowledge objections as valid, yet still offset them with
other features and benefits.

» Third-party method: A technique that mmvolves using another customer or
nculral person wha can give a testimonial about the product.

¢. | Sclling to a boss v/s sclling to a peer

a) Boss

o “Sell the Sizzle and not the Steak”

¢ Includes — logistics buyers, i.e. bulk buying agents, material managers, office
managers, clc.

s  Well equipped with subslantial amount of influencing, a buying decision in
terms of both its quality and quantity matters.

b) Peers

» Maintain integrity

¢ Focns on shared, rather than personal goals

e Team cohesion is the key

e Use lot of activitics

» Do what is right, regardless of pcrsonal risk

¢ Spend time with pecrs

»  Frank & open communication is the keyv

L

d. | Principled negotiation

a) Separate the PEOPLE from the Problecm
b) Focus on INTERESTS, Not Positions

¢} Invent OPTIONS for Mutual Gain

| d) Insist on Using Objective CRITERIA

™,
i

P
o
t
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Mapping of Course Outcomes with Question Papers

Academic Year 2017-18

Batch 2017-19

Program MMS

Specialization = FMHO

Semester I

Course Negotiation and Selling Skills
Faculty Prof. Yesha Mehta

Course Outcomes:

. To identify the different styles of negotiating and selling

2. To effectively close and confirm the negotiation and sales call

3. To deal with most commenly used strategies and tricks used in negotiation and selling
4. To cffectively use clues provided by body language of opposite party while selling

and negotiating

 Question Number | COI | coz | €03 | cos |

g

-

*
%
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TIMSR

Program: MMS Semester 1, Batch 2017-19
Course: Negotiation and Selling Skills

WEAK STUDENTS IDENTIFIED AND COUNSELLING

Roll No Name Cla&sﬂ"{est Topic Discussed {Remedial)
GUNJAL ASIIWIN PRABHAKAR 4
Mi1719013 |VIDYA Concepts dicussed
PAT QR 0 A negotiation and sirategies
VALSE SUMIT PRAKASH 4

M1719114 [SUNITA




Sr.no | Course Title Case studies Research | Management | Others
national / Papers Videos
_ International
A scene from mov1§: Video - Soft
1 Don an example of o —
Integrative negotiation py
Analysis of Negotiation . .
2 Scenes Irom Movie joldfio - Soft —
“Jobs (2013) Py
3 August (2008) - Scene Video - Soft
- The Negotiation copy "'
Brilliant negotiation . B
4 lessons in this short V}Ideo - Soft —
. video copy
Negotiation and S Tosis of N —
Selline Skills nalysis of Negotiation .
5 ¢ Scenes From Movie joldeo Soft —
“Jobs (2013) Py
6 Wolf of Wall Strect - Video - Soft
Sales Pitch copy -
7 Wolf of Wall Street - Video - Soft
Negotiation copy o
8 Boiler Room Scene 1 Movie -
9 Boiler Room Scene 2 Movie -
10 The Negotiator Movie -
12 Angry Men - P -
I Negotiation Movie




Academic Year

2017-19

Program MMS
Specialization FMHO
Semester I
Course Negotiation and Selling Skills
Faculty Yesha Mehta
Table - 1 (CO-PO Mapping)
PO1 PO 2 PO 3 PO 4 POS
CO 1 S L
CO2 S M M M
CO3 S M M M
CO 4 S M S M
CO 5
Table - 2 (Auto Generated)
PO 1 PO 2 PO 3 PO 4 PO 5
CO 1 3.00 1.00
CO?2 3.00 2.00 2.00 2.00
CO3 3.00 2.00 2.00 2.00
CO4 3.00 2.00 3.00 2.00
CO 5
Average 3.00 1.75 2.33 2.00 H#DIV/D!
Table - A (Mapping CCEs with Cos)
Course Qutcome (CO)
CCEs CO1 CO2 CO3 CO4 CO5
Class Test * *
MCQ * % % %
Assignment * * * *
Attendance & Participation * ¥
Semester End Exam * * * *
Table -B
Course Qutcome (CO)
CCEs CO1 CcO2 CO3 CO4 CO5
Class Test 3.00 3.00
MCQ 3.00 3.00 3.00 3.00
Assignment 3.00 3.00 3.00 3.00
Attendance & Participation 2,00 2.00
Semester End Exam 3.00 3.00 3.00 3.00
Average 2.80 2.75 3.00 3.00 #DIV/(!
Table - 3 (Product of CO & PO)
CO's PO 1 PO 2 PO3 PO 4 POS
CO1 8.40 4.90 6.53 5.60 #DIV/0!
CO2 8.25 4.81 6.42 5.50 #DIV/0!
CO3 9.00 5.25 7.00 6.00 #DIV/0!
CO 4 9.00 5.25 7.00 6.00 #DIV/0!
CO5
Average 8.66 5.05 6.74 5.78 #DIV/0!
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Movic Review — Negotiation & Selling Skills

Objective:

e To develop basic understanding of students related to negotiation

o To provide deeper insights related to negotiation framework

L
Activity:
The concept of effective negotiation is brilliantly brought out in an old classic English Movie,
Twelve Angry Men. The story revolves around one person slowly winning over other eleven
jurors solely on the basis of his negotiation skills. 12 Angry Men illustrates how successtul
negotiations necessitates careful obscrvation and analysis of different, conflicting arguments
prescnted by the various parties involved, such that emotions and positions are effectively
separated from the more deeply-entrenched and often concealed interests. These actions wer
performed by Juror 8, who proceeded to question the other jurors’ motivations behind thei
asserlion of a “guilty” verdict (position). This movie illustrates how specific positions were o

litile significance in determining the negotiation’s outcome; the parties who focused on ...

superficial claims to “substantiate” their positions (Juror 3 and 10) and failed to evaluate theirs
and the other jurors’ intrinsic beliefs and motivations for choosing the “guilty” option (like Juror
8 did), lost their credibility and influence in the negotiation process. Eventually, the audience and
jurors do not know if the boy truly committed the murder or not (only ‘reasonable doubt’ was
established, based on the testimonial evidence presented); the boy’s true innocence or guilt had
no bearing on the jury’s final agreement; the agreement was derived by systemically questioning
and addressing the assumptions and motivations (intercsts) backing the jurors’ decisions.
Students were made to sec the movie and answer the below questions:

1. Can you cxplain the negotiation strategics and tactics that was later evident to you in this
movie?

2. What instructions does the judge give to the jurors? Discuss in context with principled
negotiation.

Lecarning Outcome:

o Effective Negotiation - Nuggets
o Separate facts and fiction
o Human prejudices color decision making process
o Patience is a virtue
o Do not get carried away by majority opinion

o Teadership Skills

» Interpersonal Skills

e Decision making skills

plo -

sy




Negotiation and Selling Skills Test 1:

1. Explain negotiation. {4 marks)
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Name and Roll No.

2. Differentiate between Distributive Negotiation and integrative Negotiation. {6 marks)
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Negotiation and Selling Skills Test 1: Name and Roll No.

1. lust recall the situation, where you could have negotiated for a better deal. Analyze and think — what stopped you
from doing better? Were you afraid of anything? {6 marks)

2. Explain Distributive Negotiation, {4 marks})
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Negotiation and Selling Skills Test 1:

1. Just recall the situation, where you could have negotiate r a better deal. Analyze and think — what stopped you

from doing better? Were you afraid of anything? (3 marks}
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""‘u-/,;/r Explain Distributive Negtiation. (3 marks)
U:«auo.lh_{ Copied out on C\I(Lx_,{ o c‘l(‘z,y asis.. PJLU-fe_r %Se_' ey ma,,jf,w J-
koo eaeha etiver: There s pe. AmpeTtance. giver., O
b\,U\C\ivﬁ , maoainkeu wl/ﬁ rel ahm«ebuim The m’bh“) okijcdw s
Jo win, as bcﬂ’h e PCUI'TQ—S oneenbade O u,nmyﬁ
No fc/u,xﬂc, on \Audw:d GHn.. Cb}e,c)r]\/ﬁ, o e ecche of P’[/}L
pwjmw wol- e clecr . One, Mi%ﬁfﬁhtfowcmcl

(mi R e \.' .............................................................................................
i S R
-. State four basic points and their sub points in principled negotiation. {4 marks)
................ sparate. e peopic bem The peeblem: Ty be pol yours-
...... e«”iv%“ﬂcﬂf%mﬁ«@

..........................................................................................................................................................................................................

..............................................................................................................................................................................................................

(-E}zf ol Loiia Wiwe o ov

_ \{}/ e e S



Negotiation and Selling Skills Test 1: Roll No. ’

1. Explain negotiation, (3 marks)
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Negotiation and Selling Skills Test 1: \ Roll No. i

1. Explain negotiation. {3 marks)
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2. Differentiate between Distributive Negotiation and Integrative Negotiation. (3 marks)
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TIMSR/FRM/IP-03-08 REVISION: B

TIMSR (mid ferm)
Program: MMS Semester : [ Seat No:
Course: Negotiation & Selling Skills Duration : 60 mins
Month & Year : September 2017 Marks: 20

Instructions: Attempt Any T'wo from the following.

Q.1 Explain ncgotiation. Discuss your own negotiation experience. Anatyze and think — what
stopped you from doing better?

Q.2 “By far, the most common and cosily mistakes in negotiation take place before talks even
begin. Interestingly, the problem is usually not faulty preparation, but a lack of
"preparation altogether!” Comment.

Q.3 a. Explain the Distributive negotiation with an example.

b. Explain the Steps in Integrative Negotiation Process.
TIMSR/ FRM/ 1P-013-08 : REVISION: B
\ TIMSR (mid term)
Program: MMS Semester : | Seat No:
Course: Negotiation & Selling Skills Duration : 60 mins
Month & Year : September 2017 Marks: 20
Instructions: Attempt Any Two from the following.

Q.1 Explain negotiation. Discuss your own negotiation experience. Analyze and think — what
stopped you from doing better?

Q.2 “By far, the most common and costly mistakes in negotiation take place before talks even
begin. Interestingly, the problem is usually not faulty preparation, but a lack of
"preparation altogether!™ Comment.

Q.3 a. Explain the Distributive ncgotiation with an example.

b. Explain the Steps in Integrative Negotiation Process.
TIMSR/FRM/IP-03-08 REVISION: B
TIMSR (mid term)
Program: MMS Semester : 1 Seat No:
Course: Negotiation & Sclling Skills Duration : 60 mins
Month & Year : September 2017 Marks: 20
Instructions: Atiempt Any Two from the following.

Q.1 Explain negotiation. Discuss your own negotiation cxperience. Analyze and think — what
stopped you from doing better?

Q.2 “By far, the most common and costly mistakes in negotiation take place before talks even
begin. Interestingly, the problem is usually not faulty preparation, but a lack of
"preparation altogether!” Comment.

Q.3 a. Explain the Distributive negotiation with an example.

b. Explain the Steps in Integrative Negotiation Process.
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Answer3

swerd

Answerd

CorrectOption

. |A situation in which solutiong exist so that
‘both parties are trying to find a mutually
acceptable solution to a complex conflict is

known as which of the following? A) mutual gaing B) win-lose C) zero-sum 1)) win-win E) None of the above. |Answerd
I£) None of the above
Which is not a characteristic of a negotiation [A) conflict between  |B) two or more parties |C) an established set is a characteristic ofa
or bargaining situation? pariies involved of Tules D) a voluntary process|negotiation. Answer3
A zero-sum situation is also known by another
name. Which of the following is tha? A) integrative B) distributive C) win-lose D} negotiative E) None of the above. |Answer2
B) best assignment to
A) best alternative to ala negotiated C) best alternative to a[{)) best alternative to a|E) BATNA stands for
BATNA stands for negotiated apresment. agrecment. negative agreement.  [negative assighment. [nonc of the above, Answerl
The resistance point is the point at which a
negotiator would like to conclude negotiations. TRUE FALSE Answer2
Flardball tactics work most effectively against
powerful, well-prepared negotiators. TRUL CALSE Answer?
An integrative negotiation problem should be
defincd as a solution process rather than as a
specific goal 1o be attained. TRUE FALSE Answer
"Expanding the pie” as a method of generating
alternative sofutions is a complex proccess, as it
requires much more detailed information about
the other party than do other methods. TRUE FALSE Answer2
Single-issue negotiations and the absence of a
long-term relationship with the other party are
the strongest drivers of claiming value
stratcgies. TRUE FALSLE Answerl
Gathering information about the other party is
a critical step in preparing for negotiation. TRUE FALSE Answerl
Competing,
Competing, Competing, Competing, accommodating,
accommodating, accommodating, accontmodating, avoiding,
The five conflict management style avoiding, collusion, javoiding, competition, (avoiding, cooperation, |collaborating, and
orientations are: and conflict. and compromising.  [and compromising.  |compromising, Answerd

S oams s )
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The area between resistance points where
there exists point where two parties can meet
their aspirations is known as:

Agreement

Settlement range

Negotiation

Bargaining

Answer2

Which term refers to someone who is assertive
and uncooperative is using the conflict-
handling intention?

accommodalting

competing

compromising

collaborating

Answer?2

Selling and marketing are synonymous.

TRUE

FALSE

Answer2

Aditi goes door-to-door in her neighborhood
taking orders for Classic beauty products,
Aditi is most likely involved with:

detail selling.

wholesale selling.

direct selling.

account
representation,

sales enginecring.

Answer3

Rajeev is a salesperson for a wholesale cheese
company. It would NOT be part of his job to
sell cheese to:

a hotel cafeteria.

the government,

a restaurant like
Mecdonalds.

a final customer.

None

Answerd

Amisha’s job is to ask prospects their opinions
during and after sales presentations. She is:

prospecting.

providing follow-up
and scrvice.

performing a trial
close.

handling customer
objections.

developing a
preapproach.

Answer2

The acronym L-O-C-A-T-E is uscful for
remembering how to uncover important
customer needs.

TRULE

FALSE

Answerl

Sumeet loves his new lawn mower because it
has a six-foot wide cutting deck that allows
him 1o mow his lawn in half the time it used to
take him. The six-foot wide cutting deck is an
example of a product:

benefit.

feature,

advantage.

variable.

advancement.

Answer2

The "A" in 1.-O-C-A-T-E indicates that the
salesperson should:

analyze the buying
situation.

assess the prospect's
personality.

ask the prospect
questions.

allow time for
socialization.

assume the prospect
will buy.

Answerd

The involves showing a product
feature, explaining the advantage, leading into
a benefit, and then letting the customer ask
questions,

generic selling process

1.-O-C-A-T-E method

FAB selling technique

SELL Sequence

trial close

Answer3

Which of the following is a social influence on
consumers' buying behavior?

Average income

Friends' opinions

Buying experience

Employment status

Personal beliefs

Answer2

All of the following are examples of the major
nonverbal communication channels EXCEPT:

the physical space
between buyer and

seller.

general appearance.

body movement.

ethical similarity.

Answers

a handshake.




Suhana is a sales representative at a uniform
rental company. She continually looks for
workers in uniforms and assesses the uniform's
fit, quality, and style to form conclusions
about the workers' employers. What

prospecting method is Suhana using? Networking Cold canvassing Obscrvation Center of influence  |Endless chain Answer3
You need to call a prospect and ask for a sales Preparing a brief sales Briefly outlining how
appointment. Which of the following would be message o stimulate  [Using spontaneity the prospect may Clearly identifying
LEAST effective when making a telephone  {Always staling the interest in vour when dealing with the |[bencfit from your yourself and your
purpose of vour call.  [product. nrospect. sales call. company. Answer3

appointment?

Govinda is going on his first sales call, and he
1s very nervous. A professional salesperson
would most likely tell him that the key to
selling success is the willingness 1o;

ignore customer
objections.

plan and rchearse the
sales call.

continually monilor
the competition for
new products.

motivate the customer
to buy cven if the
product is
Unnecessary,

schedule the length of
each sales call to be
ne more than 30
minutes.

Answer?

Which of the following is LEAST relevant
when developing a customer benelit plan?

Writing a busincss
proposition

Suggesting a purchase
order

Rehearsing the sales
presentation

Developing a
markcting plan

Utilizing the FAB
formula

Answer3

‘The primary difference between the four sales
presentation methods is the frequency and
timing of trial closes.

TRUE

FALSE

Answer?

The formula sales presentation method is the
only method which can be applied without any
prior knowledge of the prospective customer.

TRUL

FALSE

Answer?

The formula presentation is based on tested
and proven procedures of developing and
giving the sales presentation.

TRUE

FALSE

Answerl

During negotiations, it is reccommended that a
salesperson look for items other than price that
can be negotiated, such as financing terms and
delivery schedules.

TRUF

FALSE

Answerl

According to Futrcll, the most customized of
the sales presentation methods is the
method.

formula

problem solving

memaorized

problem-solution

none of the above

Answerd

il

(i
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The characteristics of your voice, such as
inflection, pitch, and when you pause between
words are all a part ol comminication.

imagery

written

nonverbal

decoding

vocal

Answerd

Which of the following is primarily a trade
sales promotion?

Frce samples

Rehates

Demonstrations

Sales contesis

Coupons

Answerd

Prospecting is the first step in the selling
process.

TRUE

FALSE

Answerl

The latest advancement in prospecting is the
use of the Internet to find potential buyers.

TRUE

FALSE

Answeri

A relerral is a person recommended to you by
someone who fecls that this person could
benefit from your product.

TRUE

FALSE

Answer]

Marty firms use telemarketing centers to gather
marketing information, such as demographic
data and consumer orders,

TRUE

FALSE

Answer]

Which of the foliowing stalements about
rospecting is false?

Prospecting is the first
siep in the selling
process.

Prospecting identifies
poteniial customers.

A prospect is different
from a lead.

A suspect is the same
as a prospect.

Qualified prospects
have money to buy

Answerd

Karsanbhai Patel began seiling his handmade
detergent packets, Nirma from door to door
asking households to buy detergent for their
uses, Before selling to these households,
Karsanbhai did not try to learn anything about
them. He believed that if he could get any kind
ol houschold to use his detergent, he had made
a good sale. Which of the following
prospecting techniques best describes the
method Karsanbhai Pate! used?

Center of influence
method

MAD

Cold canvassing
method

LEndless chain referral
method

Networking method

Answer3

Namish Malhotara sells designer wedding
dresses. He has a close relationship with
several wedding planners who provide him
with the names of'engaged couples. Which
method of prospecting does Namish use?

Cold canvassing

(Observalion

Endless chain

Networking

Center of infivence

Answerd




Withthe  sales technique, the
salespersen monopolizes the conversation and
often much of the talk is about benefits of no
usc to the prospect. This sales presentation
method is often perceived as a high-pressure

sales presentation method. memorized necd-satisfaction barrier problem-solution professional Answer]
ensures that
company's salespeople is Nexible and adapts
provide the same readily to long or keeps prospect is effective when the
An advantage of the need-satisfaciion sales information to all is a problem solving  |short presentation participation at a product is non
resentation is the fact that it: custormers. oricntation. limes, minimum. technical. Answer3
The prospect says, "Il think it over." This is
an example ol source objection. TRUE FALSE Answer?
The first step in rephrasing an objection as a
question technique is to acknowledge the
rospecl's viewpoinl. TRUE FALSE Answer]
After successfully dealing with an abjection,
the salesperson should use a trial close. TRUE FALSE Answerl
Scmetimes prospects
Consider objections as|A skillful salesperson |Use positive body appear fo be making
Objections can occur  |opportunities to learn [can handle every language as part of  jobjections when they
Which of the following statements about at any time during a  |about a prospect's objection and make a |[how you respond to an|are actually asking for
handling objections is INCORRECT? sales presentation. needs. sale. objection. information. Answer3
After showing a property to a couple, the
husband says, "We will buy the house if you
give us a 20 percent discount.” This is an
example of Money objection Stalling objection Condition Stalling objection Source Objection Answerl
H. K. Dental Solution, are a leading
Manufacturer, Trader and Supplier sells dental
supplies to dental practices throughout the
nation. When its salesperson calls on the office
of Dr. Goyal, the oflice manager informs the
HK sales rep, "We know you sell a great
product, but we really don't have room for
more supplies " The office manager is using a
objection. source rio-need money product hidden Answer2




Which of the following actions is NOT an

The prospect asks,

The prospect inquires,
"Do you carry 8 and

The buyer begins to

The husband asks his
wife, "What do you

The prospect says, "1
have to discuss this

example of a buying signal? "How much is it?" 12 foot lengths?" look more relaxed. think about it?" with my boss." Answer5

The dentist is taiking to the dental supplies

salesperson about buying a new drill and

attachments. Near the end of his presentation,

the salesperson asks, "Would you prefer the

spring latch type head or the classic latch type

head?" What type of close is the salesperson  [Alternative-choice Summary-of-benefits |Standing-room-only

using? close Assumptive close T-account close close close Answerl

Third step in personal selling process after presentation and

completion of prospecting step is to closing handling objections  Japproach demonstration need assessment Answerd

In an organizational context, negotialion may

take place between two people  [within a group between groups over the Interney All of the above Answers
When you would When the demands When you don’t have

When you shouldn’t negotiate? loose the negotiation  [are unethical When you don’t care flime All of the above Answers

Focus on

Which one is not the factor for principled Separate the PEOPLE [INTERESTS, and Invent OPTIONS for |Insist on Using

negotiation? from the Problem Positions Mutuai Gain Objective CRITERIA |None of the above Answer2

Harish tries to solve problems by denying their

existence. He is non confrontational and may

ignore or pass over the issue. Which Accommodative

negotiation strategy it is? Avoidance strateg Competitive strategy | Collaborative strategy [strategy Compromise strategy  [Answerl

Jigisha gives up something and plays down her

differences with Jenish. They have surface

harmony. Jigisha is agreeable and

nonassertive. She is cooperative even at the

cxpense of her personal goals and is at times Accommodative

resentful. Which negotiation strategy it is? Avoidance strategy  [Competitive strategy |Collaborative strategy [strategy Compromise strategy |Answerd

Mitali is confrontational and aggressive. She

must win at all costs. She often uses her

position of authority to get what she wants. Accommodative

Which ncgotiation strategy it is? Avoidance stratcgy  [Competitive strategy [Collaborative strategy [strategy Compromisc sirategy |Answer?

l




needs of the other. They respcet each other’s
abilities, values, and expertisé. When
(managing their conflict, each allows the other
person to openly state his/her position and
listens altentively, Which negotiation strategy

Accommodative

method of anchoring?

in the negotiation

it is? Avoidance strategy  {Competitive strategy |Collaborative strategy [strategy Compromise strategy |Answer3
Radhika is willing to give up something in
order o meet Sarita midway. She is both
assertive and cooperative. Which negotiation Accommodative
strategy it is? Avoidance strategy  |Competitive stralegy  [Collaborative strategy [strategy Compromise strategy {Answers
Pre-Negotiation Stage comprises of which of |Prioritize & rank the |§Look into priority of |§Find out recal
the following: goals other party motivation Plan factual inquires  |All of the above Answer)
FAB means TRUE FALSE Answerl
Attention, Attention,Need, Visual | Attention, Need,
what would be the correct sequence for Satisfaction,Need, Vis lization,Action, Satistaction, Visualizat
MONROE model? ualization,Action Satisfcation ion, Action None of the above All of the above Answer3
I'm not going to give you this cockie cutter.
No. That's not all I'm going to give you. For
the same price, I'm going to throw in a finc
steel spatula. A bargain I hear you say? But
I'm going to make it even better, with this
splendid temperature probe, absolutely frec.
Now, whe wants this wonderful offer now?  {Foot in the door Door in the facz Disrupt then reframe  [That's not all none of the above Answer4
The boss came around when you were out and ]
asked where vou were. Don't worry, I gave a
zood excuse. Could you cover for me? [ want
10 go home early. Fear - then-relief Foot in the door Door in the face Disrupt then reframe  |Selling top of the line [Answer]
Integrative problem solving is about
compromise. TRUE FALSE Answer2
the limit beyond the best price you can |the most realistic price
The best description of a reservation price is  |which you will not go. |imagine, in the circumstances. |Nene of the above Answerl
below the seller's below the seller's
reservation point and |target point and above
The bargaining zone, or zone of possible above the buyer's the buyer's reservation |between negotiators'  (between negotiators'
agreements (ZOPA), is the range target point point reservation points target points Answer3
determining the exact
setting an assertive immediately rejecting {midpoint between the
Which of the following is a strategically wise |aspiration point carly [the counterparty's first |last two offers on the |refusing to make any
offer table COncessions Answerl




In preparing for ncgotiation, a negotiator
needs to determine what would constitute an
ideal outcome, or [avorable set of terms, also

known as a . winner’s result target point BATNA reservation point Answer2
Distributive Negotiation is also commonly cooperative NON-7ZEro sum
known as Positional negotiation [negotiation win-win negotiation  |ncgotiation Answerl
Invent options for Insist on using Separate people from |Focus on interests, not
Fourth Point of Principled Negotiation is mutual gain objective criteria problem positions Answer2
be open to exploring
all the facts and
have our minds made |not let the others talk understanding how
up and hold firm to  |us into seeing things  |convince the others  [the sitvation looks to
In our negotiations, we should our beliefs. their way. that we are right. the other party. Answerd
to get others to agree  |to meet the needs of  [to find the right
The primary objcctive in every negotiation is: [to win. with us. all parties, solution. Answer3




MME-Cem I .
Baicns K0T 9
Negobiation » Selling Gills ( Yeska Mebls)
Negotiation — Role Plays

Learning Objective:
e To develop effective negotiation strategies in any situation
» To dovelop the skills and knowledge to use persuasive language and get essential
information from the other party

Method of Role Play:

The class is divided into teams of two: a Buyer and a Seller. The two parties are given a grid to
help them keep track of the offers and demands. At the end of the exercise, they must report who
made the first offer, the amount of the first offer, the initial response, and the final price. For the
sake of the cxercise, leams arc required to keep negotiating until they reach an agrecment. They
are not allowed to “just walk away.”

At the end of the cxercise, we do a debriefing to determine what the two-party teams - '
how they got their results. We compare all the teams’ results and discuss why results
Finally, we attempt to quantify the “take away” lessons.

Learning OQutcome:

e Difference between distributive and integrative negotiation

s Ncgotiation process

s Negotiation tactics

e Negotiation strategies

e Handling objections while negotiations -
s Body language while negotiation
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‘Rubric for Role Play . . . .

Criteria

3

1_..

Preparedness

Student is extremely familiar with their
role and uses specific evidence to
support their arguments.

Student is extremely familiar with their
role, and uses some evidence to
support their arguments.

Student is somewhat familiar with
their role, but provides little or no
evidence to support their arguments.

Participation

Student actively participates in
simulated meeting, speaking multiple
times, adding new
information/evidence each time.

Student actively participates in
simulated meeting, speaking more than
once, adding new
information/evidence each time.

Student actively participates in
simulated meeting, speaking more than
once, but repeats information each
time.

Active
Listening/Response

Student demonstrates active listening
skills by providing thoughtful
responses addressing specific aspects
of other students’ statements,
including asking questions.

Student demonstrates active listening
skills by providing thoughtful
responses to other students’
statements, but asks few or no
questions.

Student demonstrates active listening
skills by listening attentively while
other students speak, but provides little
Or no response to any statements.

Etiquette

Student acts as a model meeting
participant, speaking only at
appropriate times, and showing respect
to all other participants.

Student acts appropriately during the
meeting, typically speaking at
appropriate times, and showing respect

to other participants.

Student occasionally speaks out of turn
or interrupts another student, but
shows respect to other participants.




CUSTOMER-SUPPLIER NEGOTIATION

A micro processor manufacturer is negotiating a sale with a computer
manufacturer. Various issues will be negotiated. You will earn points depending
on the outcome. Remember, think of your priorities. You have done very well if

you get 13 points.

You play the role of the COMPUTER MANUFAC TURER
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CUSTOMER-SUPPLIER NEGOTIATION

A micro processor manufacturer is negotiating a sale with a computer
manulacturer. Various issues will be negotiated. You will earn points depending
on the outcome. Remember, think of your prierities. You have done very well if
you get 13 points.

You play the role of the MICRO PR OCESSOR MANUFACTURER
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"EMPLOYER/EMPLOYEE NEGOTIATION

A candidate for the position of Sales Manager was recently told that
he has been successful. The candidate is now meeting with the
Personnel Manager to negotiate the terms of his contract. Several
issucs will be negotiated and each person will earn points according to
the agreement settled. You may consider that you have done well if
you get 10 points. Remember, think about your priorities.

You play the role of the EMPLOYEE

ITEMS TONEGOTIATE POINTS

—

SALARY 250K /year

300k/year

350k/year

COMMISSION 5%

10%

20%

HOLIDAYS 30 days a year

32 days a year

Wi po) = n| Wt W b

34 days a year

[
h

PERKS LARGE COMPANY
CAR

SMALL COMPANY 1
CAR

SHARE OPTION 1
SCHEME

PRIVATE MEDICAL 0.5
INSURANCE

EXPENSE 1
ACCOUNT AND
CREDIT CARD

Chris’' TEFL teacher resource site at http://perso.wanadoo.fr/tefl.teacher




EMPLOYER/ EMPLOYEE NEGOTIATION

A candidate for the position of Sales Manager was recently told that
he has been successful. The candidate is now meeting with the
Personnel Manager to negotiate the terms of his contract. Several
issues will be negotiated and each person will earn points according to
the agreement settled. You may consider that you have done well if
you get 10 points. Remember, think about your priorities.

You play the role of the EMPLOYER

ITEMS TO NEGOTIATE POINTS

SALARY 250K /year

300k/year
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EMPLOYER/EMPLOYEE NEGOTIATION

A candidate for the position of Sales Manager was recently told that
he has been successful. The candidate is now meeting with the
Personnel Manager to negotiate the terms of his contract. Several
issues will be negotiated and each person will earn points according to
the agreement settled. You may consider that you have done well if
you get 10 points. Remember, think about your priorities.

You play the role of the EMPLOYEE

ITEMS TO NEGOTIATE POINTS

SALARY 250K/year 4
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350k/year .
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EMPLOYER/ EMPLOYEE NEGOTIATION

. A candidate for the position of Sales Manager was recently told that

he has been successful. The candidate is now meeting with the

Personncl Manager to negotiate the terms of his contract. Several
issues will be negotiated and each person will earn points according to
the agreement scttled. You may consider that you have done well if

you get 10 points. Remember, think about your priorities.

You play the role of the EMPLOYER

ITEMS TO NEGOTIATE POINTS
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EMPLOYER/EMPLOYEE NEGOTIATION

A candidate for the position of Salcs Manager was recently told that
he has been successful. The candidate is now meeting with the
Personnel Manager to negotiate the terms of his contract. Several
1ssues will be negotiated and each person will earn points according to
the agreement settled. You may consider that you have done well if
you get 10 points. Remember, think about your prioritics.

““C Vou play the role of the EMPLOYER k] opersg
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EMPLOYER/ EMPLOYEE NEGOTIATION

A candidate for the position of Sales Manager was recently told that
he has been suceessful. The candidate is now meeting with the
Personnel Manager to negotiate the terms of his contract. Several
1ssues will be negotiated and cach person will earn points according to
the agreement settled. You may consider that you have done well if
you get 10 points. Remember, think about your priorities.

You play the role of the EMPLOYEE

ITEMS TO NEGOTIATE POINTS
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IROIC 1

ROIC &

1 Buyer:

You are trying to buy a leather jacket from a street trader
in a foreign country. You really like the jacket, which is a
good fit, well made and stylish. But you think the trader
is asking too much. Can you negotiate an acceptable
price for both of you? You have a maximum of 80€. You
also have your credit cards. You also know that generally
goods are half as costly in this country compared to your
country. Decide what you want to pay and the tactics you
will employ making concessions. A similar jacket in your
country will cost about 130€.

1 Trader:

You have sold seven of these jackets to foreigners
in the last few days. The lowest price you received
was 40€, the best prices 100€. Most foreigners did
not even haggle with you. The jacket cost you 30€.
You are determined to make a good profit on this
deal.

2 Buyer:

You want to buy a new washing machine. Visit the
clectrical appliance shop and see if the sales assistant will
offer you a discount. You are budget-conscious, but
respond positively if interest-free credit terms are offered.
*Vou can afford up to €50,- per month on credit payments.

2 Sales-assistant

You are a sales assistant selling electrical
appliances. You can offer the customer
interest/free credit terms. The Miele Turbowash is
on special offer at the moment, an includes a range
of special features including special cold wash
cycle and is only € 319,-. (€ 26,60 per month for
12 months).

3 Tenant:

You are meeting the landlord of a flat you are interested
in renting. It is tiny and on a top floor without a lift but
the situation is perfect for you and you are very keen. The
asking price is € 600,- per month; try to negotiate €450,-.
You can eventually agree to €500, - if the electricity 1s
included.

3 Landlord:

You are a landlord meeting a prospective tenant
for your studio apartment in Paris. The flat is very
small and at the top of 4 flights od stairs (there is
no lift). It has a living room/kitchen and one
bedroom, plus a tiny shower room and toilet. You
have been trying to get €600,- for this flat of 20
m2, but now you are prepared to reduce that to
€500,- if a reliable tenant presents themselves. The
electricity boil is very low as the flat is well-
insulated, so be prepared to include the costs of
electricity in the rent if required in the negotiation.

4 Seller:
You are selling your old bicycle at a car-boot sale.
Although it cost €200,- it is now 8 years old and well
used. The minimum price you would like to accept is €50

4 Bayer:

You have seen an interesting bicycle at a car boot
sale. Negotiate a price with the seller; it looks like
it would be worth at least €100,-, but obviously
you would be happier to get it for cheaper than
that.

5 Seller:
You are a small market stallholder selling fruit and
vegetables and it is 11.45 am. Thc market closes in 15
minutes. You have 20 melons left that are ripe and will
not be good form sale by next market day, so you are
keen to sell them. You paid 20 euro’s for these melons
| and you don’t want to accept less than that.

S Buyer:

You visit the market just before it closes as you
need to buy 20 melons to provide a starter at a
party you are hosting. Negotiate the price with the
stallholder, bearing in mind that normally 20
melons of this quality costs at least €40

&




many problems. You have invited him/her to your oTTice€. YOU plan to fire nim/ner. 14ik to
him/her nicely, and let him/her know that s/he must leave at the end of the day.

| Student B | Your boss has asked you to come into his/her office. You are not sure why. Recently, you
have been very stressed out. You have a new baby at home, so you can’t sleep. Also,
your other workmates are bad at their jobs, which makes it hard for you to do your job.

#2 The Company

Student A | You are the owner of a toy company. You have been on vacation for 6 months, and now
you are back. You have arranged a meeting with the company CEO. Talk with him/her.
Ask him/her how the company is doing.

Student B | You are the CEO of a toy company. The company has been doing very poorly recently.
The company is going to go bankrupt very soon. Now, the owner of the company wants
- to talk with you. Go to his/her office and talk with him/her.

#3 The Interview

Student A | You interviewed a candidate for a job at your IT company last week. She didn’t get the
job. Now, you are at your office, and she has come in to talk with you.

Student B | You had an interview last week at an IT company. Although you were the perfect person
for the job, you didn’t get the job. You are very angry. You think that you didn’t get the
job because of discrimination. You have decided to go to the company today. Talk with
the hiring manager (the interviewer), and find out why you weren't hired!

#4 At School

[student A | You are the academic director of a school. A student has just knocked on your door. ]
Invite him/her in, and talk with him/her.

Student B | You are a student. You are at school. You have had many problems with your school. You
have decided to go to the academic director’s office to complain. Knock on his door and
ask to speak with him/her.

#5 The Hotel

Student A | You had a horrible stay at your hotel last night. Go downstairs and complain to the front
desk clerk. You want a refund!

Student B | You are the front desk clerk at a 5 star hotel. Your hotel is amazing. Everyone loves it. You
at the front desk now and a guest has come down to talk with you.




Tenant:

You are meeting the landlord of a flat you are interested in renting. It is tiny and on a top floor
without a lift but the situation is perfect for you and you are very keen. The asking price is
22,000/- per month; try to negotiate 16,500/-. You can eventually agree to 18,000/-, if the
electricity is included.

Landlord:

You are a landlord meeting a prospective tenant for your studio apartment in Thakur village.
The flat is very small and at the top of 4 flights of stairs (there is no lift). It has a living
room/kitchen and one bedroom, plus a tiny washroom. You have been trying to get 22,000/-
for this flat of 400 sq m, but now you are prepared to reduce that to 18,000/-, if a reliable
tenant presents themselves. The electricity bill is very low as the flat is well-insulated, so be
prepared to include the costs of electricity in the rent if required in the negotiation.

Seller:

You are selling your old bicycle at a car-boot sale. Although it cost 10,000/- it is now 8 years old
and well-used. The minimum price you would like to accept is 3000/-

Buyer:

You have seen an interesting bicycle at a car boot sale. Negotiate a price with the seller; it looks
like it would be worth at least 5000/-, but obviously you would be happier to get it for cheaper
than that.



U, the seller represents an art warehouse that carries a wide range of products. The buyer represents a hotel
undergoing a major renovation. Then by asking questions, the seller must discover the buyer’s priorities. Make
a written list of the buyer’s priorities in order.

U, the buyer represents a hotel undergoing a major renovation. The buyer must prioritize several attributes:
price, quality, delivery dates, product originality, and payment terms. Write the priorities for the hotel on a sheet
of paper. Also determine the particulars of the hotel. For example, the hotel may be a high-end property, or it
may be a budget location. During the conversation with the seller, u can reveal information when asked. Allow
between five to ten minutes for dialogue.

2. Ask or Tell?

Purpose: To illustrate the importance of discovering needs before launching into a sales speech.

Gioal: To remind salespeople that selling is not about the product or service. It is about how products and
“ervices can solve problems for customers.

Directions: Ask the participants to find a partner and then decide who will play the role of the buyer and who
will play the role of the seller. Once the decision is made, instruct the sellers to sell an item in the room to the
buyers. Next, while the activity is in progress, take two to three minutes to walk around the room and listen in
on the conversations. Take note of which sellers are discovering needs versus those who are pushing the
features of the objects they’ve selected. End the activity after four or five minutes.

Debricf: Ask the buyers if they were asked questions to determine needs or if their sellers immediately
launched into pushing the features of their items. If buyers report that they were sold features without
discovering or confirming need, make the point that even seasoncd salespeople can fall into this trap. If nobody
failed to discover needs, congratulate the group for their good work.

The pacing of this activity should be fast. Most salespcople have little interest in games for the sake of games.
It is critical that you tie activities back to actions that they can take for improvement and better results back in
the field.

3. Your Order, Please

Purpose: To teach participants how to uncover a buyer’s priorities.
Goal: To emphasize identifying priorities as part of the sales process.

Directions: This activity can be run by choosing two people to interact in front of the larger group or in groups
of two run concurrently. Where you insert this activity in your training and the activities and exercises that
surround this one should determine the format you choose. After deciding on a format, tell the group that the
role of the seller is to determine the buyer’s priorities.

Next, share the fact that the seller represents an art warehouse that carries a wide range of products. The buyer
represents a hotel undergoing a major renovation. The buyer must prioritize several attributes: price, quality,
delivery dates, product originality, and payment terms. Then by asking questions, the seller must discover the
buyer’s priorities.

The buyer should write the priorities for the hotel on a sheet of paper. The buyer should also determine the
particulars of the hotel. For example, the hotel may be a high-end property, or it may be a budget location.
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Allow between five to ten minutes for dialogue.

Debrief: When the questioning is complete, ask the buyer and seller to compare lists. If they match,
congratulate the seller. If they don’t, ask what happened. With either outcome, ask the group to talk about the
value of discovering priorities. Next, ask them how much time they typically devote to this part of the process.
Do they feel they invest enough effort?



Hamilton Real Estate: Confidential Role Information for the CEO of Estate One
(BUYER)

You are the CEO of Estate One, a mid-sized real estate developing company that invests primarily

in residential properties. You are the premier real estate developer in the region and virtually all of

your properties are developed for the construction of luxury condominiums. You have been with

Estate One since its founding twenty years ago and you have a reputation for finding and

maximizing value in the deals that you negotiate. You hope that you live up to this reputation in
your upcoming negotiation with the Executive Vice President of Pearl Investments.

Pearl Investments recently announced its decision to sell a large piece of property in the town of
Hamilton. Hamilton is a mid-sized town at the outskirts of a large metropolitan area. Estate One is
interested in purchasing this property and you have contacted the Executive VP at Pearl
Investments to make your intentions known. Pearl Investments seems genuinely interested in
speaking with you, but they have made it clear that the negotiation needs to take place
immediately. If no agreement is reached in your negotiations this week, they will take their
business elsewhere. You can only presume that this means they have another offer with a strict
deauline, but then again, they might .im»ly be posturing.

Even if Pearl Investments does have other offers, you have no way of knowing what those offers
might be. How much a potential buyer will pay for the Hamilton property depends on a number of
factors, including the buyer’s ability to pay, their degree of desperation, and the planned use for the
property. Each of these factors is critical: For example, your experts have estimated that if the land
were developed for commercial use (e.g, a set of office builaings), the land might be worth 1.5 to 2
times as much as if it were developed for residential use (e.g.,, apartment buildings).

While property value would be maximized if the land were developed for commercial use, there
is probably no interest for the property: among commercial developers. The reason is that the
zoning laws in Hamilton do not allow fo commercial development of the property. While there
has been some talk among local politiciar's of allowing commercial development in Hamilton over
the last few years, no action has been taken. As a result, Hamilton has fallen off the radar for
commercial developers. You expect that if Pearl Investments has any offer at all, it will be from
someone interested in developing the land for residential use.

While Estate One deals almost exclusively with residential properties, your plans for the Hamilton
property are not for residential construction. Instead, you see this purchase as an ideal
opportunity to make inroads into the commercial real estate industry. There are a number of
reasons for this. First, and most importantly, you have strong and extensive political ties in the
local government of Hamilton and you have been carefully monitoring the public discourse related
to proposed changes in zoning laws. As a result you are probably among the first to know that
rezoning to allow commercial development in Hamilton is only months away from becoming a
reality. Second, you believe that the upporturity to enter the commercial real estate industry
cheaply (no other commercial builder is likely to be bidding for the Hamilton property) is too good
to pass up. Finally, while you have dabbled in commercial real estate before, your prior
investments in this industry have been smaller and have had more conservative risk profiles.
Hamilton will allow you to make a grand entrance in the market. In short, you are seeking to
purchase the Hamilton property for commercial develonment, and you are absolutely certain that
zoning laws will change to allow this to happen.

S
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Over the last few weeks your team has worked to assess exactly how much the property is worth
to you if you put it to commercial use. Your analysts have calculated that the value of the property
for commercial use can vary widely. Estate One may find itself on the lower end of this range due to
lack of expertise in commercial development. On the other hand, Estate One is the premier developer
in the region and has long-standing relationships with local contractors. This translates into
significant cost savings. Taking into account the various factors particular to Estate One, your
analysts have calculated that the property is worth $66 million in the hands of Estate One if you put
the land to commercial use. In other words, if you are able to purchase the land for less than $66
million, you will make a profit on the purchase. If you pay $66 million, you will break even.

If you are unable to negotiate the purchase of the Hamilton property, you will take the funds set
aside for this project a~d invest them in a residential real estate venture where you expect to make
$6 millionin profit.

Pearl Investments wants tc try and negotiate an agreement as soon as possible. Fortunately, you
are fully prepared to begin discussions immediately. Indeed, you were probably late in approaching
Pearl Investments because you were waiting to get a firm answer regarding rezoning to allow
commercial development, and because your analysts needed the extra time to work through the
intricacies of appr~ising the property for commercial use. Fortunately, the property was still
available. In your discussion with Pearl Investments, you were careful to sound confident and
enthusiastic about your interest in the real estate, but you did not talk specifics regarding your
analysis, your appraisal, or your plans.

Here is what you know about Pearl Investments: Pear] Investments is a he!ding company that
specializes in real estate investments. The, Lave recently started to divest land and property in a
number of regions. The property in Hamilton may be among the largest pieces of property they are
in the process of selling. The Executive Vice President of Pearl Investments will be negotiating the

sale of the property. Pearl Investments is not a competitor of yours.

You will be meeting with the Executive VP shortly. If you are ever going to purchase the
Hamilton property, it will have to be now. To prepare for the negotiation, you have collected as
much information and data as possible. The following information is public knowledge, and you are
sure that the Executive VP of Pearl Investments also has this information.

Pearl Investments purchased the Hamilton property seven years ago at a price of $27 million.

Since the purchase, land value in the town of Hamilton has increased substantially. An evaluation
of the sale prices of 4 somewhat comparable properties that have been recently sold in the
area suggests that the Hamilton property could be worth between $36 million and $44 million.
This assumes that the land is developed for residential use.

If the land is used for the construction of luxury condominiums instead of apartment buildings, it
is probably worth an additional 20%.

Your goal in this negotiation is to get the best price possible for Estate One. The only issue that
you are to negotiate is price. '
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Pearl Investments (SELLER)

You are Executive Vice President of Pearl Investments, a holding company that specializes in real
estate investments. Earlier in the year, key executives of Pearl Investments held a meeting in which
a number of strategic initiatives were adopted. Among these was an initiative aimed at divesting
land and property in certain geographical regions. Among your many real estate holdings is a large
piece of property located in hamilton, a mid-sized town at the outskirts of a large metropolitan
area. The Hamilton property is ainong those that are to be sold. Because the Hamilton property is
by far the largest piece of real estate earmarked for divestment, you are personally responsible for

negotiating its sale.

One of the first decisions that yov made with regards to the Hamilton property was to sell it in its
entirety rather than piecemeal - youé will not break it apart and sell separate parcels of land. Virtually
every expert adpraisal and valuation suggests that the real estate will fetch a higher selling price
if the property is sold in its entirety to one buyer. While this is likely to maximize sale price, it
also limits the number of pot :ntial buyers for the land. '

How much a potential buyer will pay for the Hamilton property depends on a number of factors,
including the buyer’s ability to pay, their degree of desperation, and the planned use for the property.
Each of these factors is critical. For example, your experts have estimated that if the land were
developed for commercial use (e.g, a set of officc Luiidings), the land might be worth 1.5 to 2 times
as much ac if it wgr?devﬂ%d_fqr residential use (e.g., apartment buildings). ' T

While property value would be maximized if the land were developed for commercial use, there
is probably no interest for the property among commercial developers. The reason is that the
zoning laws in Hamilton do :10t allow for commercial development of the property. While there
has been some talk among local politicians of allowing commercial development in Hamilton over
the last few years, no action has been taken. As a result, Hamilton has fallen off the radar for

commercial developers.

Over the last few weeks you have entertained offers from a few potential buyers. Every one of the
offers has come from someone planning to put the land to residential use. This was expected.
However, all but one of these offers has fallen substantially short of your expectations. The one
offer that is of interest to you is from Quincy Developments, a developer who is planning to
construct a set of high-end apartment buildings on the Hamilton property. The offer is for $38
million.

Apart from being the highest offer you have received, this deal is of interest to you because
Quincy Developments has a reputation for high quality development. You were the one who
championed the purchase of the Hamilton property seven years ago and you would now like to see it
divested in a way that ensures it will be put to good use. Furthermore, the developer has been in
business for a long time and has a reputation for bargaining in good faith. This gives you some
confidence in the reasonableness of the offer. This is not to say that you are ready to accept it as is.

You expect that you could negotiate the price up an additional 10 - 15% if you chose to pursue
S Page1of2 -



this ‘offer from Quincy. (You are virtually certain that Quincy Developments would not g0 any
higher than that.)

For now, however, you are not going to negotiate with Quincy Developments. The reason is that
Estate One, a premier real estate company in the region, has just sent word that they are also
interested in the Hamilton property. While you had anticipated an offer from Estate One earlier
(they usually move pretty quickly), even their delayed interest in the property is good news.
This is because your best estimate is that Estate One will develop the property tor the construction
of luxury condominiums (that is what they do with virtually all of their properties). You should
be able to negotiate a higher selling price for the property if the land is to be used for luxury
condominiums rather than for apartment buildings. While the call from Estate One came
surprisingl - late, their CEO sounded extremely enthusiastic about the prospect of purchasing the
Hamilton property. This is good news. '

You have decided that you will meet with the CEO of Estate One and try to negotiate a deal for
the sale of the Hamilton property. However, you have made it clear that time is of the essence. If
you do not reach an agreement by the end of the week, you will take your business c!sewhere. You
have nc* given Estate One any specific information regarding your other offers, but if the upcoming —
negotiation with Estate One is not successful, you plan to go back and finalize the deal with Quincy
Developments. You will not wait for other offers. The deadline is real: Quincy Developments has
said that their offer expires at the end of the week.

Here is what you know ahout Estate One: They are a mid-sized real estate company and they
invest primarily in residential properties. Indeed, Estate One is one of the biggest names in
residential rea: estate. The CEO of Estate One has been with the company since its founding twenty
years ago and is known to have an eye for opportunity and for maximizing value potential in every
deal. The CHO is also known to be extremely well connected politically, and is linked to knowledge
brokers at a'l levels of state and local government. Estate Ane is not a competitor of yours.

You will be meeting with the CEO of Estate One shortly. If you are ever going to sell the
Hamiltor property to Estate One, it will have to be now. To prepare for the negotiation, you have
collected as much information and data as possible. The following information is public knowledge,
and you are sure that the CEO of Estate One also has this information.

e Pearl Investments purchased the Hamilton property seven years ago at a price of $27

R s T e,
. e

million.
» “Since the purchase, land value in the town of Hamilton has increased substantially. An

evaluation of the sale prices of 4 somewhat comparable properties that have been recently
sold in the area suggests that the Hamilton property could be worth between $36 million and
$44 million. This assumes that the land is developed for residential use. '

o If the land is used for the construction of luxury condominiums instead of apartment
buildings, it is probably worth an additional 20%.

Your goal in this negotiation is to get the best price possible for Pearl Investments. The only issue

that you are to negotiate is price.
Page2o0f2 -
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Negotiation Strategies

Session 3

Avoiding - The Turtle

I leave = Positives
+ Gets your away from
dangerous situation
+ Allows you to cool
down if emotions are
high
= Negatives
« Don't give your opinion
when it is something
that matters to you

- If you don't deal with
any conflict

“i*d rather not deal with
it now.”

NEGOTIATION STRATEGIES

= AVOIDANCE STRATEGY

= COMPETITIVE STRATEGY

= COLLABORATIVE STRATEGY
= ACCOMMODATIVE STRATEGY

Accommodating - The Teddy Bear
I give in
= Positives “I don’t care that much;
. You care more Have it yourway.”
about the other
person than the
issue
= Negatives
« If it happens too
much you may
resent not being

able to give your
opinion,

Contd...

Cooperativeness

-
Assertiveness High

Compromising - The Fox

We meet halfway " POSIVes
« A decision needs to be

“Lets’sph't the decided in a timely
differences.” :;a;::;;;;d LAl BlVR R
« Negatives

« Can still be time
consuming to find a
solution that pleases
everyone




Competing - The Shark

! take charge = Positives
* When something
needs to be
decided quickly (an
emergency)
= Negatives
» Using it too often
will cause
disruption in a
relationship

“Might makes right.”

Wayne tries to solve problems by
denying their existence.
He is non confrontational and may
ignore or pass over the issue.

Avoidance

Collaborating - The Owl

= Positives We both win.
* Want something that
satisties all sides

(13
+ Get thoughts and feelings Two heads are better

out and deal with them than one.”
so they don't cause
problems later
= Negatives
+ Time consuming
« Not worth it if it is not a
big issue to you

Cooperativeness

Low

y

L
Assertiveness High

Jane gives up something and plays
down her differences with Steve.
‘They have surface harmony. Jan is
agreeable and nonassertive. She is
cooperative even at the expense of
her personal goals and is at times
resentful.

Accommodating

Julie is confrontational and
aggressive. She must win at all
costs. She often uses her
position of authority to get what
she wants.

Competing




Beth & Mark recognize the legitimate
needs of the other. They respect each
other’s abilities, values, and expertise.
When managing their conflict, each
allows the other person to openly state
his/her position and listens attentively.

Collaborating

What are Hardball Tactics?

« They are designed to pressure targeted parties
to do things they would not other wise do.

« They are tactics which result in a change out
come of Distributive Bargaining Process.

« They are tactics which work on poorly prepared
negotiators,

Mary is willing to give up

something in order to meet Sara

midway. She is both assertive
and cooperative.

Compromise

Typical Hardball Tactics

« Good Guy/Bad Guy
« Highball/Lowball
= Bogey

= Nibble

= Chicken

= Intimidation

» SnowJob

» Aggressive Behavior

Advanced Negotiation
Strategies

B

Good Guy/Bad Guy ?

» Named after police interrogation technique.

« It is relatively transparent, especially with
repeated use.

» Negotiators using this tactic can become S0

involve with their game and act they fail to

concentrate on obtaining their goals.
ﬁ%




Highball/Lowball

= Starts with a ridiculously high/low opening offer
that know they will never achieve.

* The tactics goal is have the other party
reevaluate their opening offer and move closer
to the resistance point.

= The risk is the other party will think negotiating
is a waste of time, p

= Negotiators who use this tactic combine a
large bluff and threaten actions.

= A high stakes gamble.

Bogey

= When a negotiator pretends an issue important
anditisnot.

= It only works well IF they pick a issue that is
important to the other side.

» The book says this can be a difficult tactic to
enact.

Nibble

« Is a tactic used to get small concession without
negotiating.

» The concession is too small to lose the deal over,
but large enough to upset the other side.

= It is felt that nibble tactic is not in good faith and
may seek revenge in future negotiations.

Intimidation / Aggressive Behavior

= It is guilt, anger, legitimacy, fear, what ever gives
you power over the other party.

» If you are making a concession, because you
assume the other party is more powerful, or
simply accepts the legitimacy of the other
negotiato, as the books says you are
INTIMIDATED.

= Aggressive behavior is similar accept it is the
relentless pushing. ;

Snow Job

« Is the Governments favorite tactic when
releasing information to the public.

= It is the overwhelming of information that you
have trouble determining which facts are real or
important.




Dealing with Typical Hardball
Tactics

« Good Guy/Bad Guy .5 i
- Especially if you call them out on it at th beginning.
= Highball/Lowball
« The best way to deal is not to counter the offer.
» Be prepared to leave to demonstrate dissatisfaction of
using this tactic.

Dealing with Typical Hardball
Tactics Cont....

= Snow]Job

« Listen for consistent and inconsistent information. Do
not be afraid to ask questions until you understand the
answer.

« If the matter is highly technical suggest for a technical
expert to look over the technical issues.

- Again, preparation is the key to dealing with a snow
job tactic.

Dealing with Typical Hardball
Tactics Cont....

= Bogey
« |5 difficult tactic to defend against; however, being will
prepared for negotiation will make you less
susceptible to it.
« Also watch out for sudden reversals in positions.
= Nibble
«+ Before closing a deal ask “What else do you want?”
giving both parties a chance to negotiate in good faith,
« Always have a your own list of nibble prepared to offer
exchange.

Negotiation Tactics

it SE— I

Dealing with Typical Hardball
Tactics Cont....

= Chicken

s s very difficult to defend against.

« Preparation and a through understanding of the
situation.

« Use external experts to help weigh your options.

=« Intimidation

« If the other negotiator is acting aggressively, then
discussion the negotiation process.

« Another effective strategy is the use of a team,
usually not everyone is intimidated by the same
thing and they offer support if the intimidation is
uncomfortable,

#1 Silence

- Used with other tactics
. Very powerful communication tool
- People tend to avoid silence

When to Use

. When the other person keeps on talking without
thinking

- If you can get someone to do that - there's
nothing like it




Silence

Sl ¥OU TEACH ME = I T OFRER YOU
TOO LITTLE? HOW

ABOUT $1007

HOW TO USE SILENCE
AS A NESOTIATION
TACTIC? DL PAY YOU

WO ORE RS S MIT

#2 Seed of doubt

seeds of dojl;ty\

Planting a seed of doubt in the mind of others
It might be about the finalization of deal

Or about price calculation

Let him be suspicious about his offerings

#4 The False Concession

- Putting an agenda which will be taken off
- Just to give a space for negotiation on main issue

- Be careful, opponent may take the false
concession seriously

#5 Give to Get

- Apply if you are powerful

- You can be aggressive, put the condition

- Butif deal is as per your expectation, don't use
- Useitinthe lastlap

- E.g. Price X for early delivery and Y for normal
delivery

i

#3 The Bluff

Isnot lying

Asking for more, when everyone
is sure, you will take less

First benefit, increases the |
morale of group

Opponent become serious abou
your demand

- Key is to determine the limit o
opponent and ask little bit more

- Inpublic dealing, it is expected

#6 Item Stacking

- Forthe lastlap

- Add lots of conditions viz. Delivery time, Min
order size, cycle etc

- Ifthe person is tired, you may get what you want

- If opponent is using the same, take time to
respond




#7 The Squeeze Play

- Pressure tactics
- Takeit orleaveit
- Used when opponent is dragging
- The key words are

- Right here, right now

THE SHALARYIS
MESSTIABLE ... TARE 1T 0F
LEAVE 1T

#8 The Exit

- Another pressure tactics

- Apply, if the opponent is inflexible

- Do not execute with anger

- Do not forget to give the signal of re-entry
- Be positive in your approach

- You can also use Call-me-back-when-you-have-
better-offer

#10 Just Ask

- Simplest strategy of all

- Just ask for better deal over given proposal
- They might be willing to do that

- Think like a negotiator

#11 The Silent Onlooker

- Just silently examine the object.
- Let them come to give you a offer
- Take as starting point of negotiation

#9 The What-If

- Again a pressure tactic to squeeze out

- Used only in the last minute

- While drafting...pose a condition

- Applicable when the basic terms are agreed
upon

- Useit aslast minute surprise

#12 Devaluing the Item

- Please keep it real

- Pick a flaw & point it out

- Say clear you are not very much interested but
the right price




#13 The Big buck

- The opponentis new in the field

- Not prepared or well-informed

- Should not be used

- Will give the momentary benefit only

#14 No authority

= "[ can't make this decision; I'm going to have to
talk it over with the home office” Is your
negotiating partner telling you the truth?

“I'll agree to a fiftyfifty spiit, but ! get the hyphen.”
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= [ntelligence/ Information gathering stage = Goals - more result oriented

= Planning - the main focus area at this stage = [nterests to be taken. Eg . Monetary, long
= Prioritize & rank the goals term relationship.
» Look into priority of other party = Prioritize
= Find out real motivation = Discussion - hard areas 15 then soft areas or
* Plan factual inquires vice - versa
= Quantification of the objectives




= [t is always beneficial to know the priority
of the other party.(values , needs, issues)

= Your strategy will depend on the priority of
the other party

» You strength on the negotiation table will
be enhanced

= [t is important to tactfully find out the
motivation/ position of the negotiating
party before the negotiation process starts

= Every negotiator's way to determine this
may be different




2. Conc P TL L-“'-‘»l [ION Stage

!

= Foundation of the agreement

= Points to be considered here are -
competitive analysis and legal§
aspects

= Exchange of information - views ,
aims , possible estimations , basic
calculations .

s Proper conceptualization results
in systematic and effective bypass
of “negotiation traps”

= Negotiation is a process of dialogue

= The discussion should be carried out in a
decent/dignified manner

= No personal defend / attack should be encouraged

Clubbing of issues should be avoided

L |

3. Setting the Norms

= Norms based on monetary aspects
= Setting the norms in itself often becomes a
point of negotiation

Formal drafting of agreed terms

and conditions

= Agreed in the conceptualization
stage under the legal aspects

= Include the guideline for resolution
of any disputes arising in future

= Some negotiations end with the

issuance of a purchase order -

include all the monetary aspect as

well as the timelines , non-per

performance clause etc.




= Selecting the team members

= [dentify the key objectives & issues of
negotiation

= Identify the negotiators’ possible approach to
the negotiation

= Assessment of strengths and weaknesses

= Establishing the negotiation priorities and
potential trade-offs or concessions

= Determine an overall negotiation strategy

= Prepare a negotiation plan

= Brief your management about the plan

= Prepare a negotiation agenda

= Selecting the team members

= Small size of the negotiation team - more
manageable, easy to communicate, and less
costly

* Leader along with experts in the relevant
areas(Technical, prices analysis).

= Lead negotiator - complex issues

» Identify the Kkey objectives & issues of
negotiation
= Disagreements
= different information sources used by the parties regardin
functional areas such as Audit reports |, technical analysis , MIE
reports etc.
= Enough technical support in terms of facts and market
knowledge
= Competitive negotiation
= Evaluation on the best
= e.g. the best price must be based upon wvarious criteria and
conditions, like level of production, demand expected etc.
= Non-competitive negotiation
= Set government norms in all aspects

= Identify the negotiators’ possible
approach to the negotiation

* To understand the rigid framework of the
constraints - broad way for proceeding the
negotiations.

(§ ]



= Foundation of the agreement

= Points to be considered here are -
competitive analysis and legal i
aspects

= Exchange of information - views ,
aims , possible estimations , basic
calculations .

= Proper conceptualization results -
in systematic and effective bypass -
of “negotiation traps”

3. Setting the Norms

= Norms based on monetary aspects
= Setting the norms in itself often becomes a
point of negotiation

= Negotiation is a process of dialogue

= The discussion should be carried out in a
decent/dignified manner

= No personal defend / attack should be encouraged

s Clubbing of issues should be avoided

Formal drafting of agreed terms
and conditions

s Agreed in the conceptualization
stage under the legal aspects

= Include the guideline for resolution
of any disputes arising in future

= Some negotiations end with the
issuance of a purchase order -
include all the monetary aspect as
well as the timelines , non-per
performance clause etc.
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= Assessment of strengths and weaknesses
= win-win conclusion
» Some resources which are common for all the
involved parties to it
= time available to negotiate
 importance of the contract
= risk involved in it

= Establishing the negotiation priorities and
potential trade-offs or concessions
= Important points can be categorized into groups
= avoidable points
* bargaining points
= give points
= must points
= Competitive negotiations
= Trade-offs
= Non-competitive negotiation
= Counter offers

» Determine an overall negotiation strategy
= The tactics and its sequences should be pre-decided.

= Building blocks approach

= Less important and move towards most important issues
or vise versa

» Prepare a negotiation plan

* Detailed plan to be discussed with all the team
members

» The plan will bring in clarity of the role expected
out of every team member

* The team can even plan who steps in when
during the negotiation process




= Brief your management about the plan
= Presentation or through informal discussion and
inputs taken

= The strategy must be executed with prior
approval of the management

= Prepare a negotiation agenda

* Topics with the order in which they will be
discussed

* Time schedule
= Location

= Names and titles of the team members, with
their cell numbers and e-mail ids

» Selecting the team members

= Identify the key objectives & issues of
negotiation

= Identify the negotiators’ possible approach to
the negotiation

= Assessment of strengths and weaknesses

= Establishing the negotiation priorities and
potential trade-offs or concessions

= Determine an overall negotiation strategy

= Prepare a negotiation plan

= Brief your management about the plan

= Prepare a negotiation agenda

= Relationship

= Interests

= BATNA

= Creativity

® Fairness

= Commitment

= Communication
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Strategic selling for ales

StartUps

+ Difference between sales and marketing
+ Lead generation

+ Personal meets vs telephonic v/s Online

Ideas for today and tomorrow

Goal and Objective

+ Understand “Sales cycle”

All about confidence building

+ Psychology of confidence

* To build a successful business, you must develop a program that
combines sales and marketing and reaches out to prospects in all three
stages-cold, warm or hot-on an ongoing basis

+ Cold calling — Good or bad?

+ How do you approach a girl you like?
+ You got to believe
+ Your passion, confidence and commitment has all the power

+ Never think of it as a negotiation




Current state of aoffairs

+ Indian Start Ups are just businesses using technology innovatively
+ Why are VCs funding them?

+ Qriginal assumptions in Business that are no longer valid

R

Case Studies

+ Toppr - IIT JEE tutor
+ Teewe — (chromecast) - USB device to make your TV smart
+ SmartMedics - Selling a product to doctors

+ Zee TV - BARC data/Advertising agencies/Direct consumer

Recommendation

+ Selling is a hard skill

+ Rational vs irrational purchasing
+ Start basic

+ Work your way up

- Use technology efficiently




Selling to variou

Sales Promotion:
-a type of marketing technigue.

-A product which is new in the market or which is not receiving attention, can be
promoted via Sales Promotions.

-Examples : Discounts on the product, Offering 1 + 1 free schemes, etc etc.

Two Types of Sales Promotion:
Consumer Sales Promotion

Trade Sales Promotion

-Promotional activities that are focused on Dealers, distributors or agents

- There is a lot of competition in any field. And in channel sales, to get the products moving
and to motivate the dealer to perform better, trade discounts are given.

Similarly, there are other types of trade sales promotions which can be used to motivate the
dealer and distributor More such techniques of sales promotions are discussed below

As the noise of competitors rises, you will find more and more companies using sales
promotions techniques. The advantage of sales promotion is that they are not too expensive

for the company when compared with ATL (Above The Line} advertsing mediums like
Television or newspaper or Radio. Hence, even small businesses use it guite effectively.

- Motivate buying and reslling of products {Push Strategy)

Promotion

Any sales promotion activity that is done keeping the end consumer in mind:

Example : An E-commerce website giving 10% discount on its products; This is a
consumer focused promotional activity.

At the end, the result should be an action from the consumer Either the
consumer should purchase the product right away, or he should come to know
about the product so that further awareness is created for the brand.

-Motivate end users to purchase or try a product or brand.

-Persuade retailers to stock that brand

-Pull Strategy

What is trade marketing?

Trade marketing is a form of B2B marketing.

Its the art of warketi¥g produbts spebifieally to businesses [as opposed to
consumers].

Normally, the objective of a trade marketing campaign is to sell products to
companies who can then go on to sell those items to their customers.

Targets in Trade Marketing

a) Distributor / Dealer
b) Sales Outlet (Retailer}

Methods in in Trade Marketing :

Basic method of trade marketing is focusing on sales fundamentals, such as
Distribution, Display, Promotion and Price.




Who uses trade marketing and how?

Manufacturers use trade marketing. A manufacturer is a person or company that makes goods
forsale.

How does it work?

For a product to be sold in a shop, the retailer first needs to purchase the item from
somewhere. Retailers will buy products either directly from a manufacturer, or via a wholesaler
or distributor The retailer will then sell those products to the public.

i e L T T T

Why must a product be marketed before it reaches the consumer?

Regardless of whether a retailer is buying a product from a manufacturer, wholesaler or
distributor, it still gets to choose [ hith itews they | a%t to sell. Assufh, therds a¥ ofgoifg battle
between manufacturers to get in front of retailers and sell their stuff. The retailer is in the
position of powet They know it. As do wholesalers and distributors.

BIG challenges for Manufacturers.

1. competition.
Competition between manufacturers is rife in every niche and the rivalry Is fierce, Retailers need

to believe in a product.
2. Space,

Therés a limit to the amount of shelf space in every shop. Trade marketing strategies have to
communicate why one product is better than another Retailers, wholesalers and distributors

ALL need to be convinced...
A clever trade marketing strategy can be the difference between a product being a success or

Collectively, retailers, wholesalers and distributors are known as sales chain partners.

[Asales Ehaif partfer is a perso¥ or dusifess thats if] ol] ed i the Wo ewe¥t of produbts 1#
fovinerDe] . Sowetiwes, Trade Werketi¥g is defiffed as a Warketi?g strategy that targets sales Bhai?
partfers,

‘What are wholesalers and distrit
Wholesalers and distributors act as middlemen; they essentially connect manufacturers to
retallers. They buy products from manufacturers in bulk and sell them on to retailers.

What's the differenbe detween a wholesaler and a distridutor?

The scle alm for both wholesalers and distributors Is to sell produers, but distributors can offer
additional services. They tend to offer more of an end-to-end service for manufacturers, by managing
client relationships and orders. Distributors will generally be much more proactive with a product. Far
instznce, part af thelr role might be to seek cut potential sales opportunities in a market,

»,

Supplier

Superior

One wha is greater in quality aspects, higher rank, position and status and in Psychological Set-Up. Its Yot
onlyabout Hierarchial Level, but it has to be handled as a delicate transaction.




P S lben st o Ehia the following Steps

1LEnparience Stage | Salesperson apare substantial time and conduct @ study to understand
the buyers, needs. o case, it is a stealght te buy situation, try 10 euplore the need of superiols
invilvement.

2.Assessment Stage: Assess  the requirements in terms of quality cost, stocking, and lead
timings and find out the exact reasons behind the demand.

3, Value Creation : Suggest actions, process, provide references and add a substantial value
which will include the buyer in all terms.

4, Role Extension : Extend your role constructivelytill the result is ensured.

Tools used when selling to superiors:

1. Select a Good Team : (Team comprising of good and sound technical as well as
commercial skills — a team can always find the best solution rather than a single
person).

Communication Skills: Good communication is the key for effective developing a

good business relationship.; find out new ways to establish  effective

communication. '

3. Honesty in Claims : claims based on true facts; Doft over commit. Integrity is
another important parameter

4, Visionary Approach : not only price aspects, visualise future requirements and
match the product qualities.

5. Action speaks louder than words: Responsive mannerism suggesting influencing
by solving problems through deliberately conducted actions.

6. Consistency : Every negotiation should be with an approach that is unigue to
the situation. Keep things simple and consistent. Never complicate the
product offering and make it complex.

7. Customize: Try deliberately to accomplish the superiofs personal identity; Great
Superiors are good leaders who are loved by everyone.
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Valiie Croatlon while selling to Superiors;

Value Creation in a buyer / seller relationshiphas two functions ¢
Direct Function :

1. The Profit Function : Profitable customer — Seller relationship

2. The Volume Function : Sellers are interested in a certain quantity / volume of product they
sell ; not only the profits they make.

3. The Safeguard Function : To improve the cost-efficiency of the transactions.

Indirect Function:

1. Sellers often discount short term financial gain for the long term benefits of networking.
2. The first customer in a particular market may have a market function as a reference

3, Tobe a successful seller, one must obtain meaningful information of the others outside.
4. Custovets experience is of considerable help, to reduce time and money consumed.

You actually have to do the Stuff

=Avoid OPEN warfare

*Do your researbh, do?t diuff
«Ego or Numbers ®&
Neverinflate results

*How are you treated?

*No surprises

*Do¥t avercommit

«If you screw up, just admit it. Fix it.

=Just be yourself. @




A peer group is an association of members having same
interests, similar age, same social status and governed by a
homogenequs system of values.

Another way of designing Segmentation

Customers are comfortable doing what they are currently
doing.
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