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International Marketing, Culture& Negotiations
International Marketing & Culture Basics
Build a credible international corporate image 

· Even if you’re small appear big- Use ”we” not I 

· Job titles are important overseas, does yours send right message?

· Credibility is everything globally, always appear solid, reliable, professional 

· Bear in mind every message or non-message reflects the identity of your company.

· Even if you are not interested in quoting, respond with brief professional message

· Keep messages simple-be sure to convey unique selling proposition to global leads

· Be accessible, responsive, empathetic, competent and reliable, innovative 

· Be a problem solver and be committed to long-term partnerships, reliable, 

Build On-line Presence Is your web ready for global business?

· Have a web presence and e-mail and be sure web is secure

· Have an on-line product catalog

· Have online “contacts” for international requests

· Be sure to funnel web leads through distributor network

· Be sure your distributors image “matches” yours and create consistent global message

International Communications

· Know the time difference when making calls or faxing

· Limit the number of pages you fax and always use a cover page

·  Never blind fax as this is illegal in many places

· Pay attention to differences in how dates are written globally

· Be sure your spelling is always correct

· Avoid sending attachments via e-mail due to viruses

· Request a response date or indicate date & time you’ll follow up

· Have a patience and develop long-term relationships

· Have some basic knowledge of the culture the holidays, current events etc  
Be knowledgeable and considerate of culture 

· Translate materials (on-line and print) for key foreign markets

· Add International dialing code, country and include full contact details on all web, e-mail and marketing and communications

· Internationalize your website by adding full info for global leads

· Share global testimonials on related international sales material

· Use one page flyer/letter that can be easily faxed and translated

Rest of the world are high context environments: How something is said is more important than what is said “ Avoid being blunt forward aggressive or you’ll give the appearance you only want to sell. Most foreigners want to get to know you, your company and your product. 

Rest of the world is not as FAST as we are: International sales leads take much longer to cultivate and close. Follow up in 2 -3 weeks  whether or not they reply to your initial quote. 10% is a good response rate overall internationally. Remember you are competing on a global scale and there are many more barriers.  

Culture Tool: select home & target country www.kwintessential.co.uk/intercultural-business-communication/tool.php
Examples of Translations Gone Awry:

· KFC’s Finger Lickin Good    
 = Eat your Fingers Off in Chinese

· Schweppes Tonic Water   
= Schweppes Toilet Water in Italian

· Chevy’s NOVA


= No Go in Spanish

· Got Milk? 


= Are you lactating in Spanish

· Come Alive with Pepsi

= Pepsi brings ancestors back from grave in Chinese 

· American Airlines Fly in Leather
= Fly Naked in Spanish

· Clairol Mist Stick

= Munure Stick in German

Note: Seek help from professional translation firms then test market, check & double check
Cultural & Etiquette Guides  www.executiveplanet.com    www.culturecoach.biz/  www.tnblanguage.com
Tips on Culture and International Negotiating  

http://globaledge.msu.edu/academy/HpgdtmLH/11/cultural%20orientations/ie5/p13.html#p13.h55p13
The four Cs to remember when negotiating are common interest, conflicting interests, compromise, and criteria.
· Common interests means that each negotiating party shares, has, or wants something that the other party has. For example, a pilot's union and an airline will negotiate a deal because the airline wants the experience and skills that the pilots possess and the pilots want the money, job security, or other benefits that the airline has. Without a common goal, in this case signing the pilots to a mutually agreeable and beneficial contract, there would be no need to negotiate. 
· Conflict occurs when parties have separate but conflicting interests.  In the case of our pilots, they may want a 10 percent raise while the airline feels that, due to a decline in air travel, it can only afford a six percent pay increase. Other areas of conflict could be distribution, profits, contractual responsibilities, and quality. 
· Compromise involves settling any areas of disagreement. In the example above, the airlines and pilots may agree to compromise on an eight percent increase.
· Finally, the criteria include the conditions under which negotiations occur.
It is important to remember that over time the four Cs change, as well as the information, know-how, and alternatives available to the negotiating parties. This results in an entirely new interpretation of the Cs, as well as a fresh perspective. For example, five years from now the pilots may need to re-negotiate their contract with the airlines. At that time, their top priority may not be a pay increase, but that the airlines hire additional pilots to reduce the hours that each one must fly. 
Executives involved in international business are likely to spend more than 20 percent of any given day negotiating. Part of the reason that international negotiations are so time-consuming is the obstacles that exist. Many executives and companies fear conceding too much and/or losing face, and operate under the belief that their side is more reasonable than the other side. 
This belief is largely based on the egotistical desire to believe that "our" position is correct while "they" have taken a certain position because they a) are irrational or b) simply want to gain a bargaining advantage. Perceiving the other side as irrational also feeds into the desire to perceive their concessions as just cutting the fat while ours were real.   

An example of high-level negotiations gone awry is when President George Bush went to Japan with Lee Iacocca and other American business magnates, and directly made explicit and direct demands to Japanese leaders, thus violating Japanese etiquette. The Japanese consider it remarkably rude and a sign of ignorance or desperation to lower oneself to make direct demands. Some analysts believe it severely damaged the negotiations and confirmed to the Japanese that Americans are "barbarians."

The Basics of International Negotiations Unlike domestic business negotiations, international negotiations are influenced by a wide variety of environmental factors, thus requiring negotiators to change their perspectives when selecting negotiating tactics and strategies. For example, an international negotiator will need to adjust her perspective when determining concepts of what is right, reasonable, or appropriate, as well as expectations, mood of negotiations, and reference to cultural values.

Negotiators must develop a broad perspective that includes the larger context within which negotiations occur.  This larger context will need to include issues such as similar reactions of political - economic interest groups.  

Another point to keep in mind is that issues such as the negotiating environment, cultural and sub-cultural difference, ideological differences, foreign bureaucracies, laws, and governments, financial insecurity dues to international monetary factors, political instability, and sudden political and economic changes, none of which is likely to be a factor in domestic negotiations, become very important in international ones.  

One of the biggest mistakes a business or negotiator can make is to ignore cultural differences between the parties. Each culture values a different negotiating style. A brusque, all-business style may work well in the United States, where managers value product knowledge and verbal skills above all else, but not in Japan. 
Japanese managers describe effective negotiators as dedicated, able to both perceive and exploit power, possessing the ability to win respect and confidence, and as having integrity, good listening skills, and verbal expressiveness. To the Chinese, an effective negotiator must be an interesting person who has good judgment, is able to demonstrate product knowledge, and is intelligent. As you can see, these values will create a radically different approach when negotiating across cultures and countries. 

In cross-cultural negotiations, not only may many of the rules for domestic negotiations not apply - they may not be culturally acceptable to the other party! For example, the stereotypical American ideal of a good negotiator is a persuasive communicator, who is highly skilled in debate, and is able to overcome objections using verbal flair. This person, or so the stereotype goes, should also be energetic and extroverted. However, members of other cultures may perceive this type of negotiator as unnecessarily aggressive, insincere, vulgar, and/or oppressive

Further, while an American may consider the term aggressive to be a compliment, many other cultures do not. In Britain, for example, to call someone aggressive is to make a derogatory remark about that person. In short, while other Americans may appreciate a frank and direct style, it is unlikely that many foreigners will. Asian cultures, in particular, are more likely to positively perceive a negotiator whom they consider thoughtful, cooperative, considerate, and respectful than one who embodies the American ideal described above. 

Negotiation styles, in terms of the actual meetings, vary from country to country as well. Some cultures, such as Arab ones, prefer face-to-face contact and tend not to bring open disagreements into the formal session. They may, in fact, even say they agree but then take actions that indicate otherwise. In this case, the negotiator needs to know how to read not only the words but the actions of all parties involved. 

On the other hand, while the Japanese are willing to meet face-to-face, they are also much more accustomed to using third party negotiators than Americans are. A Japanese negotiator will rarely express his disagreement directly, but may prefer to give indirect hints or actually agree and then expect you to infer the answer is a "no" from the way the agreement was phrased! The Brazilian style of negotiating is unlike either of the other two we have mentioned. Brazilians tend to value the negotiating process more than the end result. Therefore they spend much time ensuring that the proper tone is being set; compatibility and mutual trust are their primary negotiation concerns.
Important factors to consider are each party's objectives, whether the current market is a buyer's market or a seller's market, and the power and perceived relationship factors in the negotiation process Intercultural negotiations are often considered to consist of several distinct processes.  Some of these processes serve to build rapport. Then there is a task-related exchange of information, followed by persuasion and compromise, which leads to concessions and finally an agreement. While these processes will always comprise the negotiation process, you should be aware that the emphasis and importance (and thus time spent) on each phase of the process will differ from culture-to-culture.  

We mentioned in the paragraph above that the first stage is non-task related, but rather sets the stage for parties to build rapport and relationships with one another. The information exchanged during this time is not related to the task-at-hand; it is intended to help the participants get to know one another. 

During the second phase, parties exchange information about the issue under negotiation, and explain their needs and preferences. The process of persuasion involves, as you probably expect, each party attempting to make the other(s) see things their way. Concessions often begin during this phase and continue until an agreement has been reached. The agreement, of course, is the culmination of the negotiating process. Remember, both parties will usually need to make concessions in order to reach an agreement that is acceptable to all parties.
Negotiations can easily break down at any stage due to a lack of cultural understanding by the parties involved. For this reason, negotiators who take the time to investigate the approach the other parties will mostly likely use are likely to be more effective than negotiators who do not take the time to investigate cultural differences prior to the negotiation process. Successful negotiators will also adapt their own styles to the style of the culture with which they are negotiating
Different Cultures Require Different Negotiating Strategies

Despite the advantages of understanding cultures and how to work within them, many managers prefer to adhere to the theory of uniformity - that some single best way of conducting business exists and can be used everywhere - when conducting and managing international negotiations. But, no single approach will work universally. The identical strategy will likely have different effects in different countries. For this reason, it is important to understand techniques that work best in various cultures.  

Identical negotiation strategies and tactics may have different effects in different countries. Because of this, it is useful to look briefly at some of the strategies and techniques which work best in various cultures. At the risk of oversimplification, this section offers some tips for negotiating in four types of cultures. 

In achievement-oriented cultures
· When negotiating with a company from an achievement-oriented culture (such as Japan), make sure you or someone in  your negotiation team has enough technical knowledge and experience to convince the other party that your proposal   will work
In status-oriented cultures
· Make sure that your negotiation team has enough older or senior members with extensive experience and titles. Sending a young representative to negotiate with Chinese government officials will doom the process from the start, no matter how intelligent and informed the representative is. 
· Respect the line of hierarchy in the other negotiation team. Bypassing a superior is unacceptable in many cultures. 
· Use titles and symbols to indicate your status in society. For this reason, the Japanese always exchange business cards before the conversation begin. In situations where business cards are exchanged, the card should be studied respectfully, not stuffed in a pocket, written on, or otherwise disregarded. (See anecdote at the end of this section.)
· Be formal. This includes dressing conservatively, using titles instead of first names, refraining from joking or social chatting, and, whenever possible, negotiating in person.
In future-oriented cultures
· Avoid appearing impatient. Future-oriented cultures such as Japan, Hong Kong, Taiwan, and South Korea, have a long- term outlooks that value perseverance. Playing the role of the hurried American will not win points - or deals - when negotiating with individuals from future-oriented cultures.
 · Spend more time on interpersonal relationships during your negotiation. As we mentioned previously, for Brazilians the process itself, as opposed to the end result, is the most import aspect of negotiations. Rapport-building and trust are extremely important; it is important not to be perceived as cold or unfriendly. Equally important is the fact that future-oriented societies tend to emphasize the relationship, not the actual written agreement. As a result, you need to consider the impact of your proposals on your long-term relationship with the other parties.  
· Future-oriented societies place the maintenance of personal relationships before costs, winning, and saving face. To that end, reciprocation of greetings, gifts, and personal favors are extremely important in future-oriented cultures.  
In uncertainty-avoidance (UA) cultures
· Examples of uncertainty avoidance cultures are Israel, Austria, and Columbia.  Individuals from cultures with strong uncertainty-avoidance tendencies often feel threatened by unknown or ambiguous situations. It is important to be fully prepared and have all details at hand when negotiating with businesses from uncertainty-avoidance cultures.
· Uncertainty-avoidance cultures place a strong emphasis on rules, regulations, and punctuality. Tardiness is a sign of rudeness; appointments must be kept strictly and interruptions and delays avoided.  
· As with status-oriented cultures, formality is also important in high uncertainty-avoidance countries. 
· Individuals from high uncertainty-avoidance cultures have a reputation for being hard bargainers. They like to open with extreme demands and make few and small concessions. Haggling is common, expected, and essential.  
Cross-Cultural Negotiations: Success and Failure (Do's and Don'ts)
Do
· Use simple language, not confusing jargon.
· Be well prepared and have details ready; you should also know your company's bottom line.
· Specify clear objectives. 
· Develop personal relationships. 
· Listen more than you speak and be reasonable.
· Seek opportunities for informal get-togethers-it is at these gatherings that you’ll make the most of initial contacts.
· Follow protocol: remember, most cultures are more status-oriented than American culture. 
· Understand national sensitivities and cross-cultural issues, such as the need to save face. 
· Assess the flexibility of your opponent. 

· Pin down details from the other side.
· Be patient and use deadlines sparingly. (Eg, American tourists in Arabic countries have tried to expedite repairs on various items by setting deadlines. Typically, Arabs dislike deadlines and may feel threatened and cornered, with the result of never getting around to the work.)
· Understand the decision making process; this will allow you to build your position by taking advantage of each step.
· Take notes so as not to forget what has been said.
· Periodically summarize the negotiations. 
· Remember that trust is often the key to a successful negotiation.
· Use media pressure carefully; it could backfire.

Don't
· Allow yourself to be manipulated. At the same time, you should not negotiate with yourself.
· Become emotional or differ with members of your own team publicly.
· Violate national sensitivities. This includes not asking for concessions that are politically or culturally sensitive.
· Insist on sticking to your agenda if the other party has other priorities.
· Stake out extreme positions or press points that the other side is not prepared to accept.
· Skip authority levels. In many cultures, a project needs the senior manager's approval to proceed, but the manager usually will not approve without the consent of the junior managers.
· Look at the issues in a narrow way, or from your own definition of what is a logical viewpoint.  
· Demand a decision that you know the other party cannot make or is not yet prepared to make.
· Look at things from a narrow, self-interested perspective.
To be an effective international negotiator, the first thing you must do is rid yourself of the notion that negotiations are first and foremost about numbers, terms of agreement, and dates. In international negotiations, the negotiations are about developing personal relationships in terms of trust and mutual respect.

Negotiators who have formed solid, trusting relationships with their counterparts will be able to disagree on the terms of a deal without having that disagreement negatively impact their relationship. One problem with international negotiations is that the difficulty of creating and enforcing a legal agreement across legal and government jurisdictions can be insurmountable. This is another reason why personal relationships in which both parties trust one another to hold up their ends of the bargain are important.

In this way, if you are not able to shift your mindset from a deal orientation to a relationship orientation, you will most likely find yourself an ineffective negotiator when dealing with individuals from other cultures.  
Two styles of negotiators are win-win and win-lose. Win-win negotiators see the negotiation process as a problem solving one, whereas negotiators with a win-lose mindset often view it as a confrontational process. 

As you might expect, win-win negotiators tend to have a patient nature, an appreciation for humor, and the ability to provide quick responses to unforeseen surprises. Negotiators need have a complete understanding of the purpose of the negotiations before going abroad. This includes knowing the intent and parameter of their company's wishes. Once abroad, negotiators are well advised to remember the old adage, "when in Rome, do as the Romans do."
Sample Proposal Format for Responding to RFP's                                                                                                 Copyright 1999 by Dheeraj (Raj) Khera. All rights reserved. http://www.morebusiness.com
When you receive a request for proposals (RFP), what is your response supposed to look like? Here is a proposal template format that you can use to respond to RFPs. The content changes each time based on what the RFP requires so you can fill in that part after figuring out how you will solve the client's requirements: 

1. Background: Briefly go over their general requirements. Example: XYZ Company would like a local area network installed to connect all of the computers in their office to share disk space and printers and automatically do tape backups. 
2. Scope: Discuss in detail each item in the RFP and how you intend to tackle it. Use diagrams to illustrate your configuration. This will be the longest section of your proposal and will probably have several subsections. 

3. Schedule: When do you anticipate starting? How long will each task take? Make a table of your expected schedule for completing the project. 

4. Staff: This is an optional section. Some firms like to see who will be working on the project. This is more 
important for government projects. Put the resumes here. 

5. Cost: Breakdown the cost by equipment and personnel time to come up with your expected budget. Include payment terms, discounts for early payment, and other cost or payment information. 

6. Supporting Information:  Add any supporting info here (for example, if you're trying to convince them to use a specific type of networking technology, back up your reasoning here with third-party quotes, research, test results, etc.). You can also add information about similar projects you have completed for other firms and what the results were of those. Include testimonials from clients, clippings from news papers, etc.   

Communicating with Prospective Clients
Before you go into a meeting with a prospective client, you should make sure that you have answers to some of their questions, concerns, and objections. Use this checklist to gain insight into business owners' minds. 

Business Owners 

· Seek challenges, initiate activity. 

· Risk takers, nothing ventured; nothing gained. 

· Goal oriented, driven by results. 

· High ego  and high energy. 

· Want to win; inherent dislike for losing or failure. 

· Work hard and long to be successful. 

· Seek own solutions to problems; in this way their independent nature comes into play. 

· Creative and active minds; at times, visionary. 

· Challenge people who volunteer their opinions. 

Communication "Dos" 

· Provide questions, alternatives and choices for making their own decisions. 

· Be specific and leave nothing to chance. 

· Give strokes for their involvement. 

· Provide suggested systems for them to follow. 

· Be isolated from interruptions. 

· Ask specific (preferable "what?") questions. 

· Come prepared with all requirements, objectives and support material in a well organized package. 

· Most comfortable in environments where constraints can be loosened. 

Why They Might Say "No" 

· Don't perceive cost/benefit. 

· Don't believe the hype; they've been burned before. 

· The perceived pain outweighs the expected benefit. 

· Perceived lack of time. 

· They think they already have the answers. 

· They think that they've already tapped their co-workers knowledgebase. 

· View this as another "reengineering" program. 

· Don't trust the individual selling it; lack of relationship and credibility. 

· Think their CPA, CFO, etc., is already doing it. 

· Don't want to risk the "time" even if they have a satisfaction guarantee. 

· Don't want someone to take them back to "ground zero." 

· Don't want to risk embarrassment. 
What Might Make Them Say "Yes" 

· Affordable - Time and money. Time may be more important than money. 

· Easy - Easy to understand, easy to implement. Differentiate easy from simple...they know there are no simple answers, it just can't seem too complex or unfocused. 

· Belief - Believe that the individual firm and product can get 
Therefore, the business owners probably want to work with individuals who can help them take steps to measure change, rather than allowing change to measure them.  Individuals who can help make the process of change more predictable, who will help transfer knowledge and capabilities to their people, who will share in the risks and successes based on results. i.e.; profit improvement.  
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