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Abstract: 

Research it self, is an argument of applying negotiations within companies positioned about 
client’s individuality and providing a product/service as such. It is a theoretical and practical 
research to find a method for negotiating with the beneficiaries, based on the sequence, 
documenting and responsibilities within the company, which was subsequently implemented in the 
pilot companies from Moldova and the Russian Federation. The research consisted of identifying 
customer satisfaction as a result of the implementation of negotiation method, based on customer 
individuality and identifying prerogatives to improve it.  
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I. INTRODUCTION: 

In a constantly increasing competitive economy, are discussed possibilities of obtaining 
competitive advantages that may arise in the process of concluding financial transactions through 
negotiation. We noticed that in Moldova, as a result of development of in-country businesses, the 
concept of negotiations got its own value. Perhaps more were obtained as a result of negotiations 
with foreign partners, some agreeable conditions for the economy as a whole, than for businesses in 
particular, but this experience is quite useful for application in microeconomic area. In the current 
conditions, each component of the negotiation process has set priorities, that often put us, in a 
position to refuse a certain level of bargaining, but even JF Kennedy said in 1961: "Never negotiate 
without fear. But do not be afraid to negotiate", so each parties are stimulated to negotiate. 

The theoretical aspects of the negotiation process has been researched and illustrated in the 
works of the most known foreign researchers as: Herb Cohen, Roy J. Lewicki, Richard D. Irwin, 
John Wiley, Roger Fisher, William Ury, Bruce Patton who laid the theoretical foundations of the 
matter. Obviously, mentioning that negotiation issue was studied and analyzed in the works of 
scientists from Moldova as well: V. Cojocaru, Nicolaescu M. Burlacu N., I. Sarbu, Graur E., etc.,  
but under different aspects of research, such as elements of negotiation staff, business analysis 
negotiation styles, precepts and theories of persuasive managerial communication, etc. 
Traditionally, the problem is presented more as a consumed fact, but not describes the negotiation 
process itself in terms of steps, methods and management functions. We believe that the efficient 
organization of a negotiating process at the micro level is one of the best activities to be developed 
in order to increase business competitiveness on national and international markets. Starting from 
Herb Cohen's idea that "Negotiation is a field of knowledge and efforts that focus on winning the 
favor of people ..." [2, p. 9] so we use this assumption to increase the credibility of enterprises 
operating in the negotiation processes. 
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II. OBJECTIVE OF RESEARCH: 

The purpose of research, negotiation analysis as a part of management system and promote the 
ways to improve the management of business negotiations for trade companies. Obviously To 
achieve the tasks those have been set: 
 design, implementation and testing of the method of negotiation  
 determining ways to improve the management of business negotiations at microeconomic 

level 
 application of practical experience of negotiations in trade companies outside the country. 
Documented scientific innovation and development of the negotiation process is a way of 

improving the method of negotiating trade within companies. 
The pertinent research character is expressed by the results presented in this article, represents 

applied studies, to refine the method of negotiations in companies from Moldova, and was later 
proposed for implementation in some companies in the Russian Federation. 

III. RESEARCH METHODOLOGY:  

The methods used in the development of scientific research have been used most diverse, 
starting with the interview data collection, surveys to evaluate the satisfaction of the client with 
using statistical methods, mathematical processing of results In general, in developing the scientific 
works were applied in such methods, such as observation, analysis, comparison, synthesis, 
induction, deduction, etc.  

The term negotiation now become usual, and it is commonly used at different decision levels, 
thus creating the sensation that the actions involved are known. Studies and Planning in the several 
bibliographic sources, we found, in general, describe negotiating as a method of understanding, 
friendly, peaceful, benevolent, humanistic [1] by which two or more participants analyze a variety 
of solutions, arguments, objectives, tasks etc., aiming to establish a treaty agreement (verbal or 
written), accepted by all parties. The definition is based on the "Harvard Method" [translated and 
adapted by the author after 4, p. 351] we note that in the literature we often encounter the concept of 
negotiation, but less management negotiations. So from our point of view, the precept management 
negotiation as part of the organization's management is characterized by all the management 
functions oriented negotiation process, setting targets and corresponding loads, allocate and 
mobilize organizational resources to achieve the goals set for negotiating the which determine the 
competitiveness of the organization. By Herb Cohen, in every negotiation in which we are involved 
- are always present three crucial elements [2, p.14-15] information, time and power. As a result of 
applying the method developed by the authors took into account elements from these three. 

In particular the management of business negotiations led to the implementation of negotiation 
methods developed for trading companies in Moldova. The method is based on procedural and 
systemic approach to negotiation that is necessary to develop a culture within the organization 
negotiated. Management of business negotiations is part of the business planning companies, the 
negotiation process is organized, employees are motivated to participate in negotiations, and 
ultimately controlled results of negotiations.  

One aspect of raising the efficiency of the method of negotiation imposed under the trade 
company is planning procedure, which provided concrete goals, stimulated operative thinking in 
identifying preferences partner / customer appreciation, directions shift and demand of partner / 
customer and originality by specific negotiations through the proposed offer. 

The second defining element that revealed the effect of efficient developed negotiation methods 
was the delineation of responsibilities groups involved in the complex process of individual 
negotiations with partner / client in bridging, eliminating barriers, decreasing the time of 
negotiations and avoid conflicting information on offer. 

Another aspect of the business to increase management efficiency negotiation is for negotiator 
to identify a sales manager whose skills are tested, improved, specified for diverse categories of 
consumers and exploited for the negotiation process. 
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Applying the method of negotiation in companies in the trade at first seems irrational in a 
competitive market, only that specific method allows each process to become unrepeatable because 
of the nature of the application possibilities of covering the supply and character modeling 
individual behavior of negotiator; sales managers, represented in confront with partner / customer.  

The character of universality negotiation is a method that allows the process to their own 
advantage be applied both in the purchase of goods and in service acquisition results registered. 
Thus the process of negotiation firms may provide services / develop bargaining power [3, 19].  

Negotiation method based on the sequencing, documents and responsibilities is the presence of 
the structure in Figure 1. 

 

 
Source: Copyright 
Legend: FD- Finance Department, LD-Legal Department,  GM- General Manager, TD- Technical 

Director, SD - Suplay Department. 
Figure 1. The method of negotiation with the beneficiaries based on the sequencing 

 
Negotiation is conducted by Sales Manager and is under the control of company management. 

To improve the procedure of negotiation with customers, were established, authority and 
management of pilot companies, technical and managerial responsibilities throughout the 
development process of customer service, from initial negotiation to the Acceptance of products. 

 The negotiation process is difficult to probe during the development of it, but the outcome is 
reflected in the negotiation process with customers by the beneficiary. For this reason, and also to 
continue to improve, authors used survey methods to identify customer satisfaction.  

In order to verify the effectiveness of the negotiating process management implemented under 
negotiation in pilot companies from Moldova and the Russian Federation investigative method was 
used. Advantages of studying and obtaining feedback are obvious both for testing, developing and 
improving negotiation and management strategies of the company. Respondents were selected from 
customers that companies have negotiated contracts after the implementation of the model of 
negotiation. Two hundred clients were questioned after they have negotiated contracts for articles 
on various segments with customer character. Respondents were confidential and were asked to be 
as objective and honest as possible. 

Analyzing the survey results, we noted that companies in which customers satisfaction are 
studied, have at least of 46% of loyal customers, that represent customers with a collaboration of 
more than three years, and so, their opinion counts and is counted. Also new customers, those who 
use the services business unit of less than one year are important for creating a new segment of 

Stages of negotiation with beneficiaries 

start 

1. Sales Manager communicates 
with the client (job description, 
work instructions, price-list, 
questionnaire product, etc.) 

2. Technical 
Director for the task 
elaborate calculation 
of merchantability 

3. A.) Accounting Department analyzes ordered  product 
price  
3. B.) Supply Department analyzes the supply capability, 
time, stocks. (Suppliers national, international, warehouse 
stocks) 
3. C.) Financial Department analyzes the capability of paying 
by the company to suppliers of goods ordered by the customer 
3. D.) Legal Department examines whether the conditions are 
legal 
3. E.) General Manger approves the contract with the 
customer. The client sign the contract to comply with 

4. Sales Manager organizes working session with the client. 

6. Supply Department oreder to manufacturer (plant products) 
new product, according to technical task. 

7. Supply 
Department, in 
collaboration 
with the AD, LD, 
GM, negotiating 
with supplier 

8. Supply 
Department in 
collaboration 
with TD, checks 
purchased 
product 

9. Supply Department 
provide the storage, 
labeling, handling of 
purchased product 

10. Sales Manager in collaboration with FD supervise 
delivery of the ordered products to the customer  

11. Sales Manager determines customer satisfaction  

Continuous Improvement 

5. Technical Director develop technical task for negotiated 
product  
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customers and their exposures on new negotiation mode is also very important. This identification 
shall be considered a positive factor because customers do not choose a competitor and not lose 
confidence in the company's possibilities. After the survey results we found that companies have 
about half of customers which also are near loyal customers and provides management negotiations 
based on trust and safety. Customers qualify as loyal with larger share, 60%, that we increase the 
credibility even from the initiation of collaboration with business unit. We find this a positive factor 
negotiation method implemented. Focusing on the present study, where customers are quite clear 
shown as an entity, that the application of the method described in article is implemented in mass. 

Asked if whether they have identified any changes in the negotiation process performing last 
acquisition, we found that 97% answered affirmatively. It noticeable that improvements concern the 
following elements of the negotiation structure: at negotiating manager level, at the technical 
support of the product, the prices formation, to ensure supplying. This is confirmed by the check 
questions to which respondents say there are things we would change in the negotiation of the 
proposed structure established in the negotiation process. 

However, some of the respondents have established some moments of discomfort as: 
compliance to contract, availability of samples of the product, catalogs etc., element that was not 
defined in the first place but can seriously affect negotiation process and decrease the number of 
customers or potential customers in the future.  

During the implementation of the negotiation process in Figure 1 under Russian domestic 
companies have been studied non-compliances recorded in the book of suggestions and complaints. 
After dynamic analysis of the previous period we can say that the percentage of non-conformity is 
insignificant - 1%, which also shows that on application of the method of negotiation with 
beneficiaries, we got more satisfied customers, and have not experienced any problems. This 
confirms once again professional level of employees from large companies in the negotiation 
process and proves also the functionality embodied with the requested details about the product so 
the customers can get 100% satisfaction.  

Have to say that companies credibility increased based on customer satisfaction and its applied 
to those engaged in the experiment, as demonstrated by assessing the quality of services in the 
negotiation process for the respondent companies with the highest grades offered for assessment. 
Thus, we mention that the services rendered were estimated only by grades 8, 9 and 10 or 20%, 
45% and 35% respectively. Customer satisfaction for the company's services in general, the poll 
result to set a ratio of 98% percent of those questioned said they were totally satisfied. 

IV. RESEARCH OUTCOME:  

As a result of the study we found that the number of surveyed customers confirmed that their 
companies provided personalized and individualized service on product that makes them more loyal 
and to be served by these companies again. It shows also that the improvement of some aspects of 
the negotiation process is necessary as: technical activities in ethical activities.  

As a result of customer satisfaction research on the method of negotiation with customers 
mentioned before the main areas to improve both the negotiation process in particular, and its 
management in general. 

At the preparatory stage of the negotiation process it’s recommended to hold in depth 
information about the product on the marketed and possibilities of improving training and building 
competencies required for participants in the negotiations; 

Improving communication in the negotiation process for situations in which sharing 
responsibilities from one person to another is necessary. 

 Raising the client's peace of mind in knowing that there more languages the Sales Manager will 
speak will direct also the negotiation process with the customer / beneficiary in right mood. 

Advising the client / beneficiary at any stage of development, inspection, delivery of the product 
to ensure the confidence of the client was not abandoned matter for all customers.  
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Ensure accurate financial calculations in the negotiations will coincide with the final price 
formation that will not put the customer to extra expenses. Custom Formulation of individual prices 
for each client that will create a friendly atmosphere between the customer and the merchant. 

The application of international documents relevant for compliance with international law will 
eliminate any doubts arising in the negotiation of new products. 

Providing services related to transportation, installation, assistance, etc. New product-specific 
negotiated. 

V. CONCLUSION 

The existence of a large number of methods and techniques of negotiation does not guarantee 
success in negotiating sales contracts as such in the end, but they contribute directly to increased 
company performance. In this situation by specifying that the method of negotiation with the 
beneficiaries is an efficient and increase customer confidence in the company, which later turns into 
effect performance as: increased sales, ensuring healthy competition, reducing customer service 
time, streamlining employee and labor productivity growth, etc. 
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