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Chapter Fourteen
Bargaining and Negotiations

Learning Objectives

1. Understand the difference between
bargaining and negotiations.

2. ldentify the differences between distributive
and integrative bargaining.

3. Identify the differences between the
psychological and the economic aspects of
bargaining.

4. Learn the six psychological factors that affect
bargaining.

5. Learn the factors related to the payoff system.
6. Implement bargaining strategies.

7. ldentify the elements of negotiation.

INTRODUCTION

This chapter examines the important human
interactions called bargaining and negotiation.
Economics and psychology provide important
concepts and variables that, when combined,
produce favorable insights into bargaining and
negotia- tions. Whenever the terms of a sales
transaction are determined, or a business deal is
settled, bargaining is likely to have occurred. In a
sense, everyone becomes a bargainer at one time
or another. Bargaining occurs between all forms
of human groupings including individuals, groups,
organizations, and countries. The condi- tion
under which “bargaining” takes place is that two
or more parties have diver- gent interests or
goals and communication between the parties is
possible. Three additional conditions also must
exist in order for bargaining to occur (Chertkoff
and Esser, 1976): (1) Mutual compromise must
be possible. If one of the parties must choose
between total victory and complete loss, no
bargaining occurs. Bargaining situations require

Boliim On Dort
Pazarlik ve Miizakere

Ogrenme Amaglari

1. Pazarlik ve miizakere arasindaki farki
anlamak

2. Dagitimsal ve butinlestirici pazarhk
arasindaki farki tanimlamak

3. Pazarhgin psikolojik ve ekonomik yonleri
arasindaki farki tanimlamak.

4. Pazarhg etkileyen psikolojik etkenleri
0grenmek

5. Odeme sistemine iliskin etkenleri
o6grenmek

6. Pazarlik stratejilerini uygulamak

7. Pazarhk unsurlarini tanimlamak

GIRIS

Bu bolim pazarlik ve mizakere olarak
adlandirilan 6nemli insan etkilesimlerini
inceler. Ekonomi ve psikoloji, birlestiginde
pazarlk ve miizakerenin anlasiimasina
yardimci olan 6nemli konsept ve degiskenler
sunar. Bir satis isleminin sartlari
belirlendiginde veya bir is anlasmasi
saglandiginda, muhtemelen ortada bir pazarlik
vardir. Bir bakima herkes zaman zaman
pazarhk eder. Pazarlik bireyler, gruplar,
kuruluslar ve Ulkeler gibi her tiirlG insan
gruplari arasinda gerceklestirilir. "Pazarlik, iki
veya daha fazla tarafin farkl ¢ikar veya
hedeflerinin oldugu ve bu taraflar arasinda
iletisimin mimkin oldugu durumlarda
gerceklesir. Ayrica pazarligin gerceklesmesi
icin Ug ilave kosulun da var olmasi gerekir
(Chertkoff and Esser, 1976): (1) Karsilikh
anlasmanin midmkin olmasi gerekir.
Taraflardan biri tamamen kazanmak veya her
seyi kaybetmek arasinda se¢cim yapmak




intermediate solutions for the parties
involved. (2) The possibility must exist for
provisional offers to be made by those involved
in the situation. (3) The provisional offers must
not determine the outcome of the situation until
the terms are accepted by all parties. A
bargaining situation can then be defined as an
interaction where parties with certain
disagreements confer and exchange ideas about
a possible solution until a compromise is reached
or the bargaining is terminated. This definition
of bargaining is referred to as explicit
bargaining.

In this chapter, we will only consider the kind
of bargaining that occurs be- tween two parties
who possess resources the other desires. While
bargaining often occurs in what has been
referred to as multi-opponent bargaining
situations— where a consumer visits several
dealerships when shopping for a new automobile
or where an industrial buyer negotiates a new
purchase with several alternative suppliers—this
will not be the main focus of this chapter.
Instead, the emphasis will be on bargaining in a
“bilateral monopoly” system. This does not rule
out the influence of others on the two bargainers
such as their constituencies, but it does limit the
bargaining to only two parties.

Two-party bargaining can be divided into two
types: distributive and integrative. The parties in
distributive bargaining are in basic conflict and
competition because of a clash of goals: The
more one party gets, the less the other gets. That
is, the total gains from the situation must be
“distributed” between the two parties involved,
and each party usually wants as much as it can
get. However, if either party is too greedy, an
agreement will not be reached. In dealing with
distributive bargaining, the influence of both
parties must be considered. Discussion,
understanding, and agreements are vital to
distributive bargaining. By the very nature of the
situation, cooperation is important. Without

zorunda kaliyorsa, ortada bir pazarlik yoktur.
Pazarlik durumlari, dahil taraflar igin acil
¢Ozlimler gerektirir. (2) Duruma dahil olan
taraflar tarafindan hazirlik niteliginde teklif
verme imkani bulunmalidir. (3) Hazirhk
niteligindeki teklifler, sartlar tim taraflar
tarafindan kabul edilene kadar durum
sonucunu belirlemek zorunda degildir. O halde
bir pazarlk durumu, bir anlagsma saglanana
veya pazarlik sona erene kadar taraflarin
belirli anlagsmazliklarinin miizakere edildigi ve
muimkan bir ¢cdziime iliskin fikirlerin
paylasildigi bir etkilesim olarak tanimlanabilir.
Bu pazarlik tanimi, agik pazarlik olarak ifade
edilir.

Bu bélimde, yalnizca diger tarafin sahip olmak
istedigi kaynaklara sahip olan iki taraf arasinda
gerceklesen pazarlik tiriinden bahsedecegiz.
Pazarlik genelde, bir tliketicinin yeni bir
otomobil icin bir kag bayiyi ziyaret etmesi veya
bir sektor alicisinin yeni bir Griind bir kag
alternatif tedarikgiyle mizakere ettigi birden
cok rakibin oldugu pazarlik durumlarinda
gerceklesse de, bu durum bu boélimin temel
odagi degildir. Bunun yerine, "cift tarafh tekel"
sistemindeki pazarliga odaklanacagiz. Bu odak,
iki pazarhk tarafinin muisterileri gibi diger
faktorlerin etkisini gbz ardi etmez, ancak
pazarhg sadece iki tarafla sinirlar.

iki tarafli pazarlik iki tiire ayrilabilir: dagrtimsal
ve bitlnlestirici pazarlk. Dagitimsal pazarlikta
taraflar, hedef cakismasindan kaynaklanan
temel bir anlasmazl ve rekabeti icerisindedir.
Bir taraf daha cok aldikca digeri daha az alir.
Bu durumda, elde edilen toplam kazancin,
pazarhiga dahil olan iki taraf arasinda
"dagitilmasi" gerekir ve her bir taraf
alabilecegi kadar ¢cok almak ister. Yine de, her
iki taraf da ¢ok a¢g6zIU oldugu zaman, bir
anlasma saglanamaz. Dagitimsal pazarlik
yaratalurken, her iki tarafin etkisi de dikkate
alinmahdir. Tartisma, anlayis ve uzlasma,
dagitimsal pazarlik icin son derece 6nemlidir.




some degree of cooperation, either party can
block trading and reduce individual gain to zero.
Distributive bargaining can therefore be modeled
and examined by using “game theory.” A two-
party, varying-sum, or zero- sum schedule is
suitable depending upon the payoff schedule
involved. In a varying- sum schedule bargaining
situation, the profits (and/or losses) of the
respective bargainers, when added together,
need not always equal the same fixed amount,
thus the term varying sum. While the payoff
schedules are usually inversely related— if one
gains, the other must lose—there can be some
situations where both parties re- alize a gain (or
loss) not in direct proportion to what happens to
the other bargainer.

In the zero-sum bargaining situation, the profits
(and/or losses) of the respec- tive bargainers
always sum to the same fixed amount. The term
zero sum stands for the fact that what one
bargainer gains, the other loses and the gains
(and/or losses) net out to be zero. Both of
these situations readily exist in the business
environment. The varying-sum schedule is often
found in customer service situa- tions where the
supplier is at or above the 90-percent service
level. To go from the

90-percent level to the 95-percent level, a gain of
only 5-percent improvement for the customer
often can mean a doubling of the costs to the
supplier to attain that increased level. The zero-
sum schedule is usually found in retail situations
where the merchant’s costs are relatively fixed.
The less the consumer pays for a product, the
less profit there is for the retailer almost on a
dollar-for-dollar basis.

Integrative bargaining exists where there are
areas of mutual concern and com- plementary
interests. The situation is a varying-sum schedule
such that, by working together, both parties can
increase the total profits available to be divided
between them. This is often the case between
manufacturers and distributors because of the

Durumun dogasi geregi, ishirligi gereklidir. Bir
miktar isbirligi olmadan, her iki taraf da alig
verisi bloke edip bireysel kazanci sifira
indirebilir. Bu nedenle, dagitimsal pazarlik
"oyun teorisi" kullanilarak modellenip
incelenebilir. Kullanilan 6deme planina bagli
olarak cift tarafli, degisken toplam veya sifir
toplam plani uygundur. Degisken toplamli
pazarhk durumumda, ilgili pazarlik taraflarinin
kari (ve/veya kaybi) toplandiginda, her zaman
ayni sabit miktara denk gelmek zorunda
degildir, bu sebeple bu duruma degisken
toplam denir. Odeme planlari genellikle ters
iliskili oldugu halde (biri kazanirken, digerinin
kaybetmek zorunda oldugu), her iki tarafin da
diger pazarlik tarafinin deneyimledigi miktarin
ayni oraninda bir kazang (veya kayip) elde
etmedigi bazi durumlar olabilir.

Sifir toplamli pazarhk durumda, ilgili pazarhk
taraflarinin kari (ve/veya) toplamda her zaman
ayni sabit miktari verir. Sifir toplam terimi, bir
pazarlk tarafinin kazandigini, diger tarafin
kaybettigi ve toplam kazancin (ve/veya
kaybin) sifir kar sagladigi durumlar igin
kullanilir. Bu durumlarin her ikisi de is
cevrelerinde mevcuttur. Degisken toplam
plani, tedarikginin ylizde 90 veya daha
Uzerinde bir hizmet seviyesinde oldugu
misteri hizmetleri durumlarinda kullanilir.
Yiizde 90 seviyesinden ylizde 95 seviyesine
ylkselmek icin, musterinin yalnizca ylzde 5
oraninda ilerlemesi, genellikle yilkselen
seviyeye ulasmak icin tedarik¢inin maliyeti
ikiye katlamasi anlamina gelir. Sifir toplam
plani, genellikle satici maliyetlerinin nispeten
sabit oldugu perakendecilikte gorulir. Tiiketici
bir Grlin icin daha az 6dediginde, perakendeci
"bu fiyata en iyisi bu" temelinden bakildiginda
daha az kar eder.

Bltunlestirici pazarhk , karsilikh ilgi ve
tamamlayici gikar olan durumlarda gerceklesir.
Birlikte calistiklarinda, her iki tarafin da
aralarinda paylastiracaklari kari artirabildigi




existence of an ultimate consumer. If the
ultimate consumer can be persuaded to pay
more for a product, there is more to be divided
between the manufacturer and the distributor.
At this point, we are tempted to generalize that
integrative bargaining is more common to
industrial markets and interactions while
distributive bargaining is more common to
consumer markets and interactions.

In most bargaining situations, there is usually a
preliminary discussion, called negotiation. The
word negotiation is derived from Latin and in
civil law means “trading on deliberations leading
to an agreement.” The modeling approach to
bargaining is to determine what contract, that is,
agreed joint strategy, might or should be
reached.

The bargaining model offers an agreement
(solution). Others (Rubin & Brown, 1975),
however, have felt the similarities of
definition are so strong that the terms
bargaining and negotiation can be used
interchangeably, even though occasional
distinction is made between the terms.

A model of a bargaining problem calls for an
asymmetric form of analysis and both a
normative focus on one’s own behavior and a
predictive view of one’s oppo- nent. The
bargainer needs to determine how he or she as a
decision maker ought to behave in light of his or
her analysis of how his or her opponent might
behave. And, of course, as the decision maker
analyzes the problem, he or she should bear in
mind that the opponent is also thinking how the
decision maker is thinking, and so on. The
minimum necessary variables for a model of the
overall bargaining process include both the
decision maker’s and the opponent’s initial
offers, desired out- comes, maximum level of
concession (zero profit level), and rate of
concession.

durumlarda degisken toplam plani uygulanir.
Bu, genellikle son bir tiketicinin mevcut
olmasindan dolay Ureticiler ve dagiticilar
arasindaki durumdur. Son tuiketici bir triine
daha ¢ok para 6demeye ikna edilebilirse,
Uretici ve dagitici arasinda paylastirilacak daha
¢ok miktar elde edilir. Bu noktada
bitlnlestirici pazarligin daha ¢ok enddstriyel
pazarlar ve etkilesimlerinde kullanildigl,
dagitima pazarhiginsa tiketici pazarlari ve
etkilesimlerinde kullanildigi seklinde bir
genelleme yapabiliriz.

Cogu pazarlik durumunda, miizakere denilen
bir 6n tartisma yapilir. Miizakere kelimesi
Latince'den tiretilmis olup, medeni hukukta "
bir anlasmaya varmak igin miizakere ile ticaret
yapmak" anlamina gelir. Pazarlamaya iliskin
ornek yaklasim, hangi s6zlesmenin, yani kabul
edilmis ortak stratejinin, yapilacagini
belirlemektir.

Pazarlama modeli bir anlasma (¢6zlim) sunar.
Digerleri (Rubin & Brown, 1975), yine de
tanimlarin benzerliginin ¢ok glicli oldugunu ve
duruma gore aralarinda ayrim yapilmasina
ragmen, pazarlama ve mizakere terimlerinin
birbirlerinin alternatifi olarak kullanilabildigini
gormislerdir.

Pazarlama modeli problemi, asimetrik analiz
formu ve hem birinin kendi davranisina hem
de rakibinin bakis acgisinin 6nceden
kestirilmesine yonelik kuralci bir odaklanmayi
gerektirir. Pazarlk yapan tarafin bir karar
mercii olarak, rakibinin nasil davranacaginin
analizinin 15181 altinda kendisinin nasil
davranmasi gerektigini belirlemesi gerekir. Ve,
tabi ki, karar mercii problemi analiz ederken,
karsi tarafin da ayni sekilde karar merciinin
nasil davranacagini distindtgini aklinda
tutmalidir. Hem karar merciinin hem de karsi
tarafin ilk teklifleri, bekledikleri sonuglar,
maksimum taviz seviyesi (sifir kar seviyesi) ve




Two parties can bargain over price; the seller
usually wants the price to be high, while the
buyer wants the price to be low. The seller is
often working under a profit-maximization
strategy and the buyer is more interested in
minimizing cost. Sometimes the resource in
contention may be time. The building contractor
wants more time; the future owner wants the
building completed in less time.

The distributive bargaining situation has been
most fully explored by psychol- ogists. The results
of this research are a myriad of small laboratory
studies that have not generated a general theory
of bargaining or a comprehensive model to in-
corporate the many isolated findings.
Economists, on the other hand, have seen
distributive bargaining as a problem that only
involves two parties dividing fixed resources with
no opportunity for any outside influence of third
parties. Econo- mists, therefore, have seen the
solution to distributive bargaining as indeter-
minable and left its exploration to others.
Economists have spent most of their efforts in
examining bargaining in integrative bargaining
situations.

PSYCHOLOGICAL BARGAINING
FRAMEWORK

The findings by psychologists can be categorized
under six areas, each represent- ing a major
factor assumed to affect bargaining. These six
factors are explained below and examples of
each are provided:

1. General bargaining predispositions. Individual
differences in bargaining predispo- sitions may
affect bargaining behavior. For example,
bargainers may have a cooperative or a
competitive general orientation.

2. Payoff system. Payoffs result from various
aspects of the negotiated agreement. For
example, certain terms may yield a specific
amount of profit, or there may be a bonus for
attaining a specified agreement, or the time
spent in bargaining may involve certain costs.

taviz orani, genel bir pazarlama siireci
modeline yonelik minimum gerekli degiskenler
arasindadir.

iki taraf da, fiyat hakkinda pazarlik edebilir;
satici genellikle fiyatin yliksek olmasini, alici da
fiyatin duslik olmasini ister. Satici genellikle,
kar maksimizasyonu stratejisi kullanirken, alici
maliyetin en aza indirilmesiyle ilgilenir. Bazen,
tartisma konusu olan kaynak zaman olabilir.
insaat miteahhidi daha fazla zaman ister;
gelecekteki bina sahibi de binanin daha kisa
siirede tamamlanmasini talep eder.

Dagitimci pazarlik durumu, simdiye kadar en
kapsaml sekilde psikologlar tarafindan
arastirilmistir. Bu arastirmanin sonuglari genel
bir pazarlk teorisi veya izole edilen pek ¢ok
bulguyu birlestirmek icin kapsaml bir model
olusturmamis olan binlerce kigik laboratuvar
deneyinden alinmistir. Diger taraftan
ekonomistler, dagitimci pazarhg, Gglincl bir
tarafin disaridan herhangi bir etkide bulunma
firsatinin olmadig, iki tarafin sabit kaynaklari
bollstigi bir problem olarak gérmektedir.
Ekonomistler, bu sebeple dagitimci pazarliga
iliskin ¢6zimin belirlenmesinin pek mimkdin
olmadigini distinmusler ve ¢ozimii
digerlerine birakmislardir. Ekonomistler, daha
cok batinlestirici pazarlik durumlarindaki
pazarhg incelemek icin ¢caba sarf etmislerdir.

PSIKOLOJIK PAZARLIK CERCEVESI

Psikologlarin bulgulari, her biri pazarhgi
etkileyen temel bir faktori temsil eden alt
b6lim altinda siniflandirilabilir. Bu alti faktor
asagida aciklanmis ve her biri icin 6rnekler
verilmistir:

1. Genel pazarlik egilimleri. Pazarlik
egilimlerindeki bireysel farklar pazarlk
davranisini etkileyebilir. Ornegin, pazarlik
taraflari isbirlikci veya rekabetci bir genel
yonelime girebilirler.

2. Odeme sistemi. Odemeler, uzlasilan
anlasmanin gesitli 6zelliklerinden kaynaklanir.




3. Social relationship with the opponent. This
factor refers to the social relationship existing
between the bargainers. Examples are degree of
friendship or differ- ences in status or power.

4. Social relationship with significant others. This
factor refers to the relationships of the
bargainers to significant others not participating
directly in the bargaining. Examples of significant
others are the bargaining constituents or a
mediator.

5. Situational factors. The physical and social
setting of the bargaining may have an effect. Is
the bargaining being conducted in the home
territory of one of the bar- gainers or on neutral
ground? What, if any, is the seating
arrangement?

6. Bargaining strategy. This factor includes the
specific actions of the bargainer during
bargaining. How extreme is his or her opening?
Does he or she concede frequently or
infrequently?

Payoff system and bargaining strategy are highly
relevant at this point in the chap- ter and worth
exploring further at this time. Later, using a
conceptual model, the other four areas will be
brought together and applied to buyer—seller
negotiations and bargaining. (See Bonoma and
Johnson (1978).)

Payoff System

The actual payoff system that bargainers face in
an interaction must certainly be a major
determinant of bargaining behavior. Several
different factors related to the payoff system
have been studied. They include:

1. The amount that has to be exceeded if the
bargainer is to realize a profit.

2. The cost of time spent in bargaining.

3. The cost of failure to reach agreement.

4. Added benefits achieved by obtaining a
specific threshold value.

5. Qualitative or quantitative variations in the
general level of payoff values.

6. Whether payoffs are based solely on one’s
own profit schedule or are based, in whole or in

Ornegin, bazi sartlar, belirli bir miktar kazang
saglayabilir veya belirlenmis bir anlagmaya
varilmasi igin bir prim olabilir, veya pazarlik
icin harcanan siirenin belirli maliyetleri
olabilir.

3. Karsi tarafla sosyal iliski. Bu faktor, pazarlik
taraflari arasindaki sosyal iliskiden bahseder.
Ornek olarak arkadaslik dereceleri veya statii
veya gli¢ arasindaki farklar gosterilebilir.

4. Onemli bagkalariyla sosyal iliski. Bu faktér,
pazarlk taraflarinin pazarliga dahil olmayan
onemli baskalariyla iliskilerinden bahseder.
Pazarlik bilesenleri veya bir arabulucu 6nemli
baskalarina 6rnek olarak gosterilebilir.

5. Durumsal faktorler. Pazarhigin fiziksel ve
sosyal ortaminin etkisi olabilir. Pazarlk
taraflardan birinin 6zerk alaninda mi yoksa
tarafsiz bir bolgede mi gergeklestiriliyor?
Varsa, oturma diizeni nedir?

6. Pazarlik stratejisi. Bu faktor, pazarlikginin
pazarlk esnasindaki belirli hareketlerini
kapsar. Acllisi ne kadar asir? Teslimiyeti
dizenli mi diizensiz mi?

Bo6limiin bu noktasinda netice sistemi ve
pazarlik stratejisi yliksek oranda baglantilidir
ve bu asamada daha detayli inceleme
gerektirir. Daha sonra, kavramsal bir model
kullanilarak, diger dort alan bir araya
getirilecek ve alici-satici mizakeresi ve
pazarligina uygulanacaktir. (Bonoma ve
Johnson'a (1978) basvurun.)

Odeme Sistemi

Bir etkilesimde pazarlik taraflarinin yizlestigi
gercek ddeme sistemi, pazarlik davranisinin
kesinlikle temel belirleyicilerinden biri olmak
zorundadir. Odeme sistemiyle baglantil farkli
bir kag faktor Gzerinde calisiimistir. Bu
faktorler sunlardir:

1. Pazarlikginin bir kar gerceklestirme
durumunda asilmasi gereken miktar.
2. Pazarlikta gecirilen zaman maliyeti.
3. Anlasma saglanmasi icin goze alinan
basarisizlik maliyeti.




part, on the degree to which one’s profits exceed
those of others.

7. Whether conflict is constant-sum or varying-
sum.

8. Penalties the bargaining opponent (or perhaps
a third party) is likely to impose for failure to
yield.

A discussion of these factors and the research
findings follows. Only directly pertinent findings
will be presented. There is a voluminous amount
of research on bargaining, a great deal of which is
only tangential to this discussion.

Breakeven Point

Various names have been used to describe the
amount that must be exceeded in the bargaining
interaction in order to obtain a profit:
maximum concession point, breakeven point,
zero-profit point, minimum necessary share,
resistance point, or minimum disposition
(Chertkoff and Esser, 1976). However, it has been
argued that the value in natural settings,
including business, is frequently uncertain. The
bar- gaining that takes place is often an attempt
to convince the other person that he or she can
profitably accept a lower value than the one he
or she maintains is neces- sary. This is true in
most business situations where future profits are
being negoti- ated. Without knowledge of future
costs and revenues, the breakeven point would
remain uncertain.

A bargainer’s resistance to making concessions is
positively correlated to both the time required to
make a further concession and the probability of
withdrawing from the negotiations. The level of
resistance also is assumed to be related to the
mini- mum necessary share. As a bargainer
concedes toward his or her minimum neces- sary
share, the bargainer’s resistance should increase.
It also can be predicted that for a given offer, the
higher the minimum necessary share, the greater
the resistance.

4. Ozel bir esik degeri elde edilerek saglanan
ek avantajlar.

5. Genel 6deme degeri seviyesindeki niteliksel
ve niceliksel degiskenler.

6. Odemelerin, tek bir tarafin kendi kar
planina mi dayandirilacagi yoksa, tamaminin
veya bir kisminin, ilgili tarafin diger tarafin
karini asacagl orana mi dayandirilacagi.

7. Catismanin sabit toplam veya degisken
toplam olmasi.

8. Pazarlik rakibinin (veya lglnci bir tarafin)
basarisizlik icin dayatabilecegi ceza.

Bu faktorlerin tartisiimasi ve arastirma
bulgulari asagida verilmistir. Sadece dogrudan
gecerli bulgular sunulacaktir. Pazarlik hakkinda
yapilmis ve ¢ogu bu tartismayla tegetsel bir
baglantida olan ciltlerce arastirma mevcuttur.

Basabas Noktasi

Bir kar elde etmeye yonelik olarak pazarlik
esnasinda asiimasi gereken miktari
tanimlamak igin gesitli isimler kullanilmistir:
Maksimum taviz noktasi, basabas noktasi, sifir
kar noktasl, gerekli minimum pay, direng
noktasi veya minimum egilim (Chertkoff ve
Esser, 1976). Yine de, is yerini de kapsayan
dogal ortamlarda degerin genellikle belirsiz
oldugu one surdlmastir. Yiratalen pazarhk
genellikle, diger insani kar saglamak icin
gerekli gordigiinden daha az bir miktara ikna
etme girisimidir. Bu durum, gelecek karin
miizakere edildigi cogu is durumu igin
dogrudur. Gelecek maliyet ve gelir bilgisi
olmadan, basabas noktasi belirsiz kalir.

Bir pazarlik¢inin 6diin verme konusundaki
direnci, bir sonraki 6din icin gereken zaman
ve muizakereden ¢ekilme ihtimaliyle dogru
orantilidir. Direng seviyesi ayrica gerekli
minimum payla da iliskilendirilir. Bir pazarlik
tarafi gerekli minimum paya dogru taviz
verdikce, pazarlik¢inin direnci de artmalidir.
Ayrica, verilen bir tekli icin, gerekli minimum




Time Pressure

The amount of time left before bargaining must
be concluded also is believed to have a significant
impact on bargaining behavior. Consider the
situation in many labor-management
negotiations. If the contract is not successfully
renegotiated prior to the expiration of the
existing contract, a labor walkout may occur.

In cases of buyer—seller negotiating, time
pressure may be created by the buyer’s imminent
need for the product or service, the length of
delivery time possibly being extended by long
negotiations. Sellers may realize time pressure by
quotas for sales that must be accom- plished in
set time periods. The greater the time pressure,
the faster the concession making. Time pressure
in psychological experiments has been exerted in
various ways:

1. High or low probability that the present round
of offers would be the last.

2. Warning that time was almost up.

3. Number of offers remaining before penalties
for additional offers.

4. Cost of each of the trial offers.

More rapid yielding under greater time pressure
may reflect the desire of bar- gainers to avoid
either the undesirable costs associated with
making offers or zero profit (which results from
no agreement).

Cost of No Agreement

In most of the psychological research, the
majority of experiments have been struc- tured
so that the alternatives of reaching an agreement
and its possible terms are usually preferable to
no agreement. Warning the subjects that the end
of negotia- tions is imminent often produces
extremely rapid concession making, so uniformly
rapid, in fact, that any differences in levels of

pay ne kadar yiksek olursa, direncin de o
kadar yuksek olacagi distinulebilir.

Zaman Baskisi

Pazarlik sonlandiriimadan 6nce sahip olunan
zaman miktarinin pazarhk davranisi lizerinde
onemli bir etkisi olduguna inanilir. Pek ¢ok isgi-
isveren mizakerelerindeki durumu distnin.
Mevcut so6zlesmenin yururlik tarihi sona
ermeden Once bir s6zlesmenin yeniden
miizakere edilmesi basarilamazsa, bir isci grevi
meydana gelebilir.

Alci-satici mizakeresi durumlarinda, alicinin
bir Girlin veya hizmete acil ihtiya¢ duymasi
halinde, teslim siresi uzun siiren miizakereler
ylziinden uzayacagindan, zaman baskisi
olusabilir. Saticilar, belirlenen siire zarflarinda
ulasilmasi gereken satis kotalariyla zaman
baskisi olusturabilir. Zaman baskisi ne kadar
bilyik olursa, taviz verme de hizlanir.
Psikolojik deneylerde zaman baskisi ¢esitli
sekillerde kullanilmistir:

1. Mevcut teklif turunun son tur olacagina
iliskin yliksek veya dusik olasilik.

2. Siirenin neredeyse doldugu uyarisinda
bulunmak.

3. Ek teklifler icin uygulanacak cezalardan
once kalan teklif sayisi.

4. Her bir deneme teklifinin maliyeti.

Daha buiyik zaman baskisi altinda daha sik
teslim olunmasi, pazarlik taraflarinin teklifte
bulunma veya sifir karla (anlasma
saglanmamasindan kaynaklanan) iliskili
istenmeyen maliyetlerden kaginma istegini
yansitabilir.

Anlasma Olmamasinin Maliyeti

Psikolojik arastirmalarin cogunda, deneylerin
¢ogu bir anlasmaya varilmasinin ve bu
anlasmanin olasi sartlarinin hi¢ anlasmaya




toughness prior to the warning may be
obliterated (Benton, Kelley, and Liebling, 1972).
This is not necessarily true in buyer—seller
negotiations as they can usually be resumed
in some future time period and other buyers or
sellers exist for future interactions.

Multiple Bargaining Interactions

In most psychological research, participants are
given the goal of maximizing their own gain;
however, they also may be interested in
outperforming the other bar- gainers. In personal
selling situations where the same salesperson
often negotiates with the same buyer, this may
be an important issue. The question is, “What is
the effect of being bested on a previous
bargaining encounter?” How will this trans- late
into bargaining strategy on subsequent
interactions with the same opponent? It appears
that in the second encounter, those who had
failed on the first encounter bargain in a tougher
manner than those who had succeeded.

In conclusion, any theoretical mode of bargaining
must include assumptions about the payoff

system under which the bargainers are operating.

The breakeven point, the cost of time spentin
bargaining, the cost of failure to reach an agree-
ment, time pressure, the effect of previous
bargaining outcomes, and other factors all have
an effect on bargaining behavior and need to be
incorporated into the bar- gaining process. A
large amount of psychological research has
examined the effect of the payoff system on
bargaining. Some of this research has direct
implications for buyer—seller interactions. When
buyers and sellers are negotiating over future
profits, outcomes may have a wider variance
than when the payoff is known with certainty.
Resistance to making concessions is related to
time pressure, breakeven point, the cost of no
agreement, and perhaps previous bargaining
outcomes.

varilmamasi durumuna tercih edilecek sekilde
yaptlandiriimistir. Taraflara mizakerelerin
yakinda sona erecegi uyarisinda bulunmak
genelde tavizlerin hizli gergeklesmesine neden
olur, tavizler o kadar diizenli bir hizda verilir ki,
uyaridan onceki katilik seviyesi kirilabilir
(Benton, Kelley ve Liebling, 1972). Alici-satici
miizakereleri daha ileri bir zaman zarfinda
kaldigi yerden devam edebilecegi ve ilerideki
etkilesimler icin baska alici ve saticilar
olmasindan dolayi, bu durum bu tarz
muzakereler icin her zaman gecerli degildir.

Coklu Pazarlik Etkilegsimleri

Cogu psikolojik arastirmada, kazanglarini
maksimize etme hedefi verilen katilimcilar
yine de diger pazarlikgilara Ustiin ¢ikma
gayreti icine girebilirler. Ayni satis gorevlisinin
genellikle ayni aliciyla miizakere ettigi kisisel
satis durumlarinda, bu 6nemli bir sorun
olabilir. Burada sorulmasi gereken soru sudur:
Bir onceki pazarlik karsilasmasinda yenilgiye
ugramis olmanin etkisi nedir? Bu durum ayni
rakiple gerceklesen daha sonraki
etkilesimlerdeki pazarlik stratejisinde
kendisini nasil gdsterecektir? ilk karsilasmada
basarisizliga ugramis olanlarin, basarili olmus
olanlara kiyasla ikinci karsilasmada daha siki
olduklari gozlemlenmistir.

Sonug olarak, biitiin teorik pazarlik modlari,
pazarlikgilarin hangi payoff sistemine gore
hareket ettiklerine iliskin varsayimlari
kapsamalidir. Basabas noktasi, pazarlikta
gecirilen zaman maliyeti, bir anlasmaya
varmak icin goze alinan basarisizlik maliyeti,
zaman baskisi, dnceki pazarhk sonuglarinin
etkisi ve diger etkenlerin timinin pazarlik
davranisi Gzerinde bir etkisi vardir ve pazarlik
surecine dahil edilmesi gerekir. Blyik
miktarda psikolojik arastirma, payoff
sisteminin pazarlik tizerindeki etkisini
incelemistir. Bu arastirmalarin bazilarinin alici-
satici etkilesimlerine yoénelik dogrudan
cikarimlari mevcuttur. Alici ve saticilar




Bargaining Strategy

Usually a tougher bargaining strategy—one using
a more extreme opening position, fewer
concessions, and/or smaller concessions—wiill
result in failure to reach an agreement (Bartos,
1966, 1970).

There appear to be exceptions to such a conclu-
sion, however. Never making a concession may
be responded to by the other side in a similar
fashion, leading to little or no convergence in the
bargaining interac- tion. When time allotted to
bargaining (or that which is left) is very short
and when not reaching an agreement is clearly
disadvantageous, toughness may be a poor
strategy because it could result in no agreement
(Benton et al., 1970, 1972). Also, when
bargaining is deadlocked, toughness is
counterproductive. Excessive toughness in
bargaining could be a particularly bad strategy in
buyer—seller inter- actions where future
interactions are expected. If one party always
chooses a very tough stance, the other party will
develop a similar approach to the bargaining
interaction. This could result in high transaction
costs, lack of future agreements, and, where
possible, replacement of the bargaining
opponent.

The best strategy is to give the other side the
impression that one is tough but fair. A strategy
of always reciprocating both the frequency and
the magnitude of the other bargainer’s
concessions was found to be more effective in
obtaining concessions from the other bargainer
than strategies involving less reciproca- tion.
Conceding only in response to a concession by
the other side gives the im- pression that one is
strong, while always reciprocating a
concession gives the impression that one is fair.
Dispositions attributed to the other party in a
bar- gaining situation are crucial in mediating
yielding. If you give a little, | will give a little and
vice versa. Concession begets concession and
reciprocal concessions can lead to reaching

gelecekteki karlari icin miizakere ederken,
sonug, payoffun kesin olarak bilindigi
durumlardan daha genis bir degiskenlige
sahiptir. Taviz vermeye karsi direng, zaman
baskisi, basabas noktasi, anlasmaya olmamasi
maliyet ve belki dnceki pazarlik sonuglariyla
iliskilidir.

Pazarlik Stratejisi

Genellikle taraflardan birinin daha asiri bir
acilis pozisyonu kullandigi, daha az taviz
verdigi ve/veya kuglk tavizler verdigi daha siki
bir pazarhk stratejisi, bir anlasmaya varma
konusunda basarisizlikla sonuglanir (Bartos,
1996, 1970).

Yine de buna istisna olusturan durumlar
oldugu gorulmektedir. Hig 6diin vermemek,
diger tarafin da ayni seyi yapmasi seklinde bir
karsilik bulabilir, bu durum da pazarlik
etkilesiminde ¢ok az veya hig uzlasma
saglanmamasina sebep olabilir. Pazarliga
ayrilan (veya kalan) vakit ¢ok kisa ve bir
anlasmaya varilmamasi durumunun agik bir
sekilde dezavantajli oldugu durumlarda,
inatcihik zayif bir strateji olabilir ¢linki bu
durumda bir anlasma saglanamayabilir
(Benton et al., 1970, 1972). Ayrica, pazarlik
kilitlendiginde, kati davranmak ters etkide
bulunabilir. Pazarlikta gereginden fazla kati
davranmak, gelecek etkilesimlerin
gerceklesme beklentisinin oldugu alici-satici
etkilesimlerinde 6zellikle koti bir strateji
olabilir. Taraflardan biri son derece kati bir
tutumda bulunmayi tercih ederse, diger taraf
da pazarhk etkilesimine karsi benzer bir
yaklasim gelistirecektir. Bu da ylksek islem
maliyetleriyle, gelecekte anlasma
saglanamamasiyla ve mimkin oldugu
yerlerde pazarlik rakibinin degistirilmesiyle
sonugclanabilir.




agreement. This leads to the general conclusion
that every agreement ought to lie somewhere
between the two starting points of the bar-
gainers. Obviously, some agreements are closer
to one bargainer’s starting posi- tion than the
other’s because of tough or skillful bargaining
tactics. A problem, however, is what the other
party thinks of his or her opponent’s reasons
for tough negotiation, particularly if there are to
be other instances of bargaining between the
two parties.

In conclusion, giving a bargaining opponent the
impression that tough bargain- ing is because of
one’s payoff system and that one is firm but fair
is the best strat- egy. This will lead to greater
yielding on the part of the other party in the
bargaining interaction. Another important
aspect of the perceived bargaining strategy
deals with whether the opponent attributes
the need for the level of toughnessin
bargaining to the opponent or to the opponent’s
constituency. If the level of toughness is because
of the opponent’s constituency, it may be
beneficial for the bargainer to directly contact
members of the constituency and deal with their
expectations before returning to the
negotiations. An example of this in an in- dustrial
setting occurs when a salesperson must
contact other members of the “buying center”
before continuing negotiations with a purchasing
manager who is under pressure from his or her
constituency to obtain a “very low price.”

ECONOMIC BARGAINING
FRAMEWORK

While most of the empirical research to date has
been in distributive bargaining and done by
psychologists, most of the work done on
integrative bargaining has been of the theoretical
nature and accomplished by economists.

En iyi strateji, karsi tarafa kati fakat adil bir
izlenim vermektir. Diger tarafin verdigi 6diin
sikhgina ve buyukligiine karsilik vermek, karsi
taraftan 6din ederken daha az karsilik verme
stratejisinden daha etkili bulunmustur. Sadece
diger tarafin verdigi bir diine cevaben 6din
vermek, diger tarafa giiclii olundugu izlenimi
verirken, bir 6diine her zaman karsilik vermek
adil olundugu izlenimi verir. Bir pazarlk
durumunda karsi tarafa atfedilen egilimler
arabulucu kazang icin cok 6nemlidir. Sen az
verirsen, ben de az veririm veya tam tersi.
Odiin, ddiine sebep olur ve karsilikh édiinler
anlagmaya varilmasini saglayabilir. Bu
durumdan, her anlasmanin pazarlik
taraflarinin baslama noktasinin ortalarinda bir
yerlerde gerceklesmesi gerektigi seklinde
genel bir sonug ¢ikarilabilir. Agik¢a goriltyor
ki, bazi anlasmalar kati tutum veya becerikli
pazarlk taktikleri sayesinde bir pazarlik
tarafinin baslama pozisyonuna digerininkinden
daha yakindir. Ancak bir tarafin, rakibinin siki
miizakeresinin sebepleri hakkinda ne
disindigi, 6zellikle bu iki taraf arasinda
baska pazarliklarin olmasinin beklendigi
durumlarda bir problemdir.

Sonug olarak, bir pazarlik rakibine kati
pazarligin sebebinin tarafin payoff
sisteminden kaynaklandigi ve siki fakat adil
olundugu izlenimini vermek en iyi stratejidir.
Bu strateji, pazarlik etkilesimindeki diger
tarafin daha ¢ok 6diin vermesini saglayabilir.
Algilanan pazarlik stratejisinin bir baska
onemli yoni de, rakibin pazarlik esnasindaki
katilik seviyesinin, rakipten mi yoksa rakibin
misterisinden mi kaynaklandigiyla ilgilidir.
Katilik seviyesinin rakibin misterisinden
kaynaklanmasi durumunda, pazarlikginin,
miizakerelere baslamadan 6nce, dogrudan bu
misterilerle iletisime ge¢mesi daha yararli
olur. Bir satis gorevlisinin "¢ok dislk fiyat"
elde etmek icin misterilerinin baskisi altinda
olan satin alma muduriyle miizakereye devam
etmeden 6nce dogrudan "alim merkezinin"




In the Nash solution, the bargaining problem is
conceived in the usual game theoretic terms
(Nash, 1950). He considers as relevant data only
the utilities that each alternative point of
agreement provides to the players.

FIGURE 14.1 Pareto Optimal
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Nash originally took the position that his model
constituted a positive theory and that it would
describe actual bargaining outcomes, but it is
now much more common to give a normative
interpretation to the analysis and to treat the
Nash solution as a “desirable” outcome of the
bargaining process.

The actual result of any bilateral bargain will only
be a single imputation, but the economic
assumptions made are usually not strong enough
to enable the economist to forecast the specific
imputation that will be chosen. Often all that he
or she can dois to indicate a range in which the
outcome must fall (the contract curve). In that
case, the specification of this range constitutes
the solution in the sense that it fully utilizes the
available economic information. In order to single
out an imputation within this range, dynamic
sociological and psychological information may
be needed.

The Nash solution assumes individual utilities are
not comparable. It is of a nor- mative nature and
assumes away such features as bargaining ability.
The Nash so- lution to the bargaining problem
suggests a method of fair division. It suggests a
way of dividing joint profits that is “fair” in
the sense that a referee or judge “should”
follow it, if called upon to settle a division
between two corporations.

The contract should be Pareto optimal (see
Figure 14.1). However, some points on the Pareto

diger misterileriyle iletisime gegmesi gerektigi
endustriyel ortamlarda bunun bir 6rnegini
gorebiliriz.

EKONOMIK PAZARLIK CERGEVESi

GUnldmiuze kadar yapilan deneysel
arastirmalarin cogu dagitimsal pazarhk
alanindadir ve psikologlar tarafindan
yapilmistir, butlinlestirici pazarliga iliskin
yapilan galismalarin ¢ogu kuramsal 6zellikte
olup ekonomistler tarafindan yirGtilmustir.

Nash ¢6zlimiinde, pazarlik problemi,genel
oyun teorisi sartlariyla diistiniilmistir (Nash,
1950). Nash, yalnizca alternatif anlasma
noktalarinin oyunculara sagladigi menfaatlerin
konuyla ilgili oldugunu disutnr.

Sekil 14.1 Pareto Optimal
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Nash, esasen modelinin pozitif bir teori
olusturdugu ve gercek pazarlik sonuglarini
acikladigi gértsind savunur, ancak su anda bu
model, analize iliskin normatif bir yorumda
bulunmak ve Nash ¢oziimiine pazarlik
slrecinin "istenilen" sonucu seklinde
yaklasmak daha yaygindir.

Herhangi bir iki yonli pazarligin gercek sonucu
sadece tek bir itham olacaktir, ancak yapilan
ekonomik varsayimlar genellikle
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optimal joint strategy curve leave a player worse
off than if he or she had not made an agreement.
The subset of Pareto optimal joint strategies
offering each player at least his or her security

level is called the negotiation set (contract curve).

A Pareto optimal solution requires a contract
with a specific quantity of goods, calculable from
the economic model. This quantity maximizes
joint profit. Assum- ing both players agree on the
Pareto optimal quantity of goods, there remains
the division of the joint profit between the
players. This is determined by the price the
distributor agrees to pay the manufacturer and
the manufacturer accepts. The unit pricein a
Pareto optimal contract can vary anywhere
between the two limiting prices, the higher of
which would give all the joint profit to the
manufacturer and the lower of which would give
all the joint profit to the distributor.

The actual subset of contract quantities varies
around the Pareto optimum; the more complete
the information each had about the other, the
less the variability of different pairs of bargainers
around the Pareto optimum.

The tendency in this situation is to split the
joint profit evenly between the buyer and the
seller. This seems to agree with all proposed
theories yielding a spe- cific Pareto optimal
strategy (when utility is linear with money). For
example, the only reasonable status quo point
seems to be no-deal, in which case the Nash
solution requires a 50-50 split of the profits.
Neither player can enforce a relative advantage
over the other; this also leads to an even split.

One problem here is that the subjects are not in
direct contact with each other;

therefore, psychological aspects are not a part of
the process.

Experimentation with the Nash model has proven
to be useful in predicting the

actual outcomes of buyer—seller negotiations
(Neslin and Greenhalgh, 1983). The

experimental results suggest that an
understanding of any conflict present prior to
the actual bargaining is key for predicting the
actual outcome. It also was found

that management must accurately communicate
its preferences to the negotiators

because the negotiators’ preferences strongly
affect the outcome. Weakness in bar-

ekonomistlerin secilecek olan belirli ithami
ongormesini saglayacak kadar giiclt degildir.
Genellikle, yapabilecekleri tek sey, sonucun
denk gelecegi araligi gbstermektir (s6zlesme
egrisi). Bu durumda, bu araligin belirlenmesi
mevcut ekonomik bilginin tamamen
kullanilmasi bakimindan ¢6ziimi olusturur. Bu
aralik igerisindeki bir ithami belirlemek igin,
dinamik sosyolojik ve psikolojik bilgi
gerekebilir.

Nash ¢ozlim kisisel menfaatlerin
kiyaslanabilir olmadigini varsayar. Normatif bir
yapisi vardir ve bu tarz 6zelliklerin pazarhk
becerisi oldugunu farzeder. Nash ¢6zimii
pazarlk problemine adil paylasim metodu
Onerir. Ortak karin, iki kurulus arasinda bir
paylastirma yapilmasi igin ihtiyag olmasi
halinde bir hakem veya bilirkisinin takip
edebilecegi ve "adil" bir sekilde
bolustlrilecegi bir yol sunar.

Sozlesme Pareto optimal olmalidir (Sema
14.1'e bakin). Yine de Pareto optimal ortak
stratejisi egrisindeki bazi noktalar, bir tarafi,
herhangi bir anlasma yapmamasi durumundan
daha koti bir pozisyona sokabilir. Pareto
optimal ortak stratejilerinin alt kiimesi, iki
tarafa da kendi glivenlik seviyesinin mizakere
degismezi (s6zlesme egrisi) olarak
adlandiriimasini teklif eder.

Pareto optimal ¢6zimd{i, belirli miktar Grinle
birlikte ekonomik modelden hesaplanabilir bir
sozlesme gerektirir. Bu miktar ortak kari
maksimize eder. Her iki tarafin da Pareto
optimal miktarda Urin Gzerinde anlastigini
varsayarsak, geriye ortak karin taraflar
arasinda paylastirilmasi kalir. Bu da dagiticinin
Ureticiye 6demeyi kabul ettigi ve lreticinin de
kabul ettigi fiyatla belirlenir. Bir Pareto
optimal so6zlesmesindeki birim fiyat, iki
sinirlayici fiyat arasinda degisebilir ve bu
sinirlayici fiyatlardan yiiksek olani ortak karin
tamamini Ureticiye verirken, dislik olaniysa
ortak karin tamamini dagiticiya verir.
S6zlesme miktarlarinin gercek altkiimesi,
Pareto optimum etrafinda degiskenlik
gosterir; her iki taraf da diger taraf hakkinda
daha dogru bilgi sahibi oldukca, farkl gift
pazarlikgilarin Pareto optimum etrasindaki
degiskenligi de azalir.

Bu durumdaki egilim, ortak kari alici ve satici
arasinda esit olarak bolmektir. Bu belirli bir
Pareto optimal stratejisi saglayan onerilen




gaining skills also has an effect on the outcome of
bargaining situations according

to their findings. While the outcomes of the
bargaining situations were distributed

around the Nash solution, other psychological
variables or individual differences

affected the actual outcome.

In general, economic theory can help predict the
approximate outcome of bar-

gaining situations, but psychological conditions
will cause the true solution to

vary around the predicted outcome point. A
combined economic/psychological

approach will help provide the truest solution
and best approach to understand-

ing bargaining and negotiation situations and
their outcomes.

AN EXPERIMENT IN DISTRIBUTIVE
BARGAINING

To better illustrate the effects of both economic
and psychological aspects on the outcome of
bargaining situations, it is necessary to turn to a
field experiment in distributive bargaining. The
experiment examines the effect of contingency
com- pensation on both buyers and sellers. It also
allows speculation about the differ- ence in the
power systems of buyers and sellers and how
they affect the outcome of bargaining situations.
Consider the following sales situation where an
agreement has to be reached on the
specifications of the product to be bought and
the money to be paid. Both the seller and the
buyer can make concessions. To simplify matters,
also assume the following bargaining conditions:

1. Only one deal is being negotiated.

2. The bargainers are honorable people.

3. The decisions made are binding.

4. No arbitration or third party is available to
assist bargainers.

5. Any party can break off the negotiation and
continue as before.

6. The setting and language are not important.

Sellers and buyers tend to have conflicting
bargaining goals. The aim of a sell- ing
organization is to instill in its salespeople the
objective of influencing the buyer’s actions to
the advantage of the seller. This goal is effectively

tlim teorilere uyar (fayda parayla ayni
dogrultuda oldugu zaman). Ornegin, tek
mantikli statiiko noktasi, Nash ¢ézimiiniin
karin yari yariya paylastirilmasini gerektirdigi
hic anlasma olmamasi durumudur. Hig bir
taraf, diger taraf (izerinde relatif bir avantaj
saglayamaz; bu da esit bir paylasim saglar.

Buradaki problem, taraflarin birbirleriyle
dogrudan iletisimde olmamasidir.

Bu sebeple, psikolojik boyutlar siirecin bir
parcasi degildir.

Nash modeli deneyiminin, alici-satici
miizakerelerinin gergek sonuglarini

tahmin etmede yararli oldugu kanitlanmistir
(Neslin ve Greenhalgl, 1983). Deneysel
sonuglar, gercek pazarlik 6ncesinde olusan
herhangi bir catismanin

anlasilmasi, gergek sonucun tahmin edilmesi
icin kilit onemdedir. Ayrica

mizakerecilerin tercihleri sonucu 6nemli
olglde etkiledigi icin

yonetimin mizakerecilere tercihlerini dogru
bir sekilde iletmesi gerekir. Bulgulara gére
ayrica,

Pazarlik becerilerindeki zayifigin da pazarlik
durumlarinin sonuglari izerinde

etkisi oldugu anlasiimistir. Pazarlik
durumlarinin sonuglari Nash ¢6zimu
etrafinda dagitilirken, diger psikolojik
degiskenler veya bireysel farkliliklar

gercek sonucu etkiler.

Genel olarak, ekonomik teori pazarlik
durumlarinin yaklasik sonucunu

tahmin etmeye yardimci olurken, psikolojik
durumlar gercek ¢6ziimiin

tahmin edilen sonug noktasi etrafinda
degismesine neden olur. Birlestirilmis bir
ekonomik/psikolojik

yaklasim en dogru ¢6ziimii sunmaya ve
pazarlk ve mizakere durumlarini

ve sonuclarini anlamaya yardimci olacaktir.

DAGITIMSAL PAZARLIK HAKKINDA
BiR DENEY

Pazarlik durumlarinin sonuglari tizerindeki
hem ekonomik hem de psikolojik faktorlerin
etkilerini daha iyi anlatmak icin, dagitimsal
pazarlik hakkindaki bir alan deneyine g6z




communi- cated and reinforced by the seller’s
compensation system. Salespeople are often
compensated on the basis of salary plus
commission, making their earnings di- rectly
contingent upon some measure of selling
effectiveness. Logic dictates a sim- ilar objective
for the buying organization. Since purchases
represent costs to the buyers, professional
buyers are encouraged to reduce costs. The
seller’s reserva- tion price (Rs) is usually his or her
minimum selling price for any final deal, d*. This
price includes the total costs plus an
expected profit margin. The buyer’s
reservation price (Rb) represents the maximum
amount that he or she is willing to pay for any
final deal, d*.

FIGURE 14.2
Distributive
Bargaining Model

Seller initial offer

Rb

Buyer’s surplus

(The seller wants d* up)

d* (The buyer wants d*down)

Seller’s surplus

Rs

Buyer’s initial offer

Note: If Rb <Rs, there is no bargaining zone.

To pay more than the reservation price. Rb, the
buyer would be better off with no agreement
(see Figure 14.2).

If Rs < Rb, the bargaining zone is the interval
from Rs to Rb. Suppose that the final deal is some
value of d* where d* is between Rs and Rb. The
buyer’s marginal gain in value is Rb — d* and the
seller’s marginal dollar gain is d* — Rs. At first
glance, it appears that a final deal is easily
obtained if a bargaining zone exists. This is not
really the case simply because the buyer and
seller might not agree to settle for an even
division of the bargaining zone value. The
bargainers generally do not know the exact size
of the bargaining zone, Rb — Rs. Each party
usually knows his or her reservation price but has
only probabilistic information on the other
party’s reservation price. Each party must assess
the other party’s reserva- tion price. The
negotiation process is used to uncover the other

atmak yararli olur. Deney, hem alici hem de
satici Uzerinde sartl 6denegin etkilerini
inceler. Ayrica, alici ve saticilarin giig
sistemlerindeki farkiliklara ve pazarlik
durumlarinin sonuglarini nasil etkilediklerine
iliskin spekilasyona izin verir.

Satin alinacak Uriinin 6zelliklerine ve
o6denecek paraya gore anlasma saglandigi
siradaki satis durumlarini diisiniin. Hem alici
hem de satici 6diin verebilir. Konuyu
basitlestirmek igin, ayrica asagidaki pazarlik
kosullarini kabul edin.

1. Yalnizca bir konu miizakere ediliyor.

2. Pazarhk yapanlar insanlar onurlu insanlar.
3. Verilen karar baglayicidir.

4. Pazarlikgilara herhangi bir arabulucu veya
Uglincl bir taraf yardim etmez.

5. Taraflardan herhangi biri miizgkereyi kesip
onceki durumuna donebilir.

6. Ortam veldil onemli degildir.

Satici ve alicilar birbiriyle cakisan pazarlik
hedeflerine gahip olma egilimindedir. Bir satis
kurulusunun{amaci satis gorevlilerine alicinin
hareketlerini saticinin avantajl olacagi sekilde
etkilemektir,|Bu hedef etkili bir sekilde
belirtilmis ve saticinin 6denek sistemi
tarafindan desteklenmistir. Satis gorevlileri
maas arti komisyon lizerinden
Ucretlendirilirler, bu da kazanglarini dogrudan
satis yeterliliklerinin degerlendirilmesine
baglar. Mantik, alici kurulusa da benzer bir
hedef dekte eder. Satin alimlar alici igin
maliyet anlamina gelmesinden dolayi,
profesyonel alicilar maliyeti azaltmak igin
tesvik edilir. Saticinin ¢ekince fiyati (Rs),
genellikle, herhangi bir son anlasma, d*, icin
saticinin minimum satis fiyatidir. Bu fiyat,
toplam maliyet ve beklenen kar marjini
kapsar. Alicinin ¢ekince fiyati (Rb), alicinin
herhangi bir son anlasma, d*, icin 6demek
isteyecegi en yuksek miktari gosterir.

SEKiL14.2
Dagitimsal
Pazarlik Modeli

Satici ilk teklifi
Rb
Alici fazlasi




party’s (buyer’s) reservation price. At the same
time, the seller may often lead the buyer to think
that his or her reservation price is higher than it
really is.

A simple bargaining example will be presented to
illustrate concession behavior for distributive
bargaining. The instructions for the example
follow: A bargaining experiment run at The Ohio
State University informed the sellers that they
had been hired to represent an individual who
wished to sell an office building (McFillen et
al., 1983). Because of the owner’s financial
situation, the building could be sold for no less
than $100,000, Rs. The buyers were told that
they had been hired to represent a person who
wished to purchase an office building, but that
the poten- tial buyer could afford to pay no more
than $150,000, Rb. A bargaining zone exists
because Rs < Rb. The bargaining game was
designed such that no party had a rela- tive
advantage over the other due to either the
urgency of settlement or the posses- sion of
more complete information. The time limit for
the game was 25 minutes. Half of the sellers
were told that they would be contingently
compensated and they would be rewarded in
cash in proportion to the final negotiated price of
the build- ing. In their instructions, they were told
that they would receive one dollar for each
$5,000 by which the final price exceeded the
$100,000 minimum required by the owner, up to
a maximum of $10. The participants in this study
would actually be al- lowed to keep this money as
an incentive to make the bargaining more
extrinsically involving. If no agreement was
reached, the contingently compensated sellers
would receive no commission. The remaining half
of the sellers were told that they would be paid
$10 for having represented the owner during the
negotiations, regardless of whether or not a sale
was negotiated.

Similarly, half of the buyers were told that they
actually would be compensated according to the
final agreed-upon price. They were informed that
they would receive one dollar in cash for each
$5,000 by which the final price was lower than
the $150,000 maximum that the potential
purchasers could pay, up to a maximum of $10.
No agreement therefore meant no money for the

(Satici d*'yi yukseltmek ister)

d* (Alici d*'yi distirmek ister)

Satici fazlasi

Rs

Alicinin ilk teklifi

Not: Rb <Rs ise, pazarlik asamasi olmaz.

Cekince fiyatindan daha fazla 6demek icin. Rb,
alici anlagsma olmamasi durumunda daha iyi
pozisyonda olur (Sekil 14.2'ye bakin).

Rs < Rbise, pazarlik, Rs ile Rb araliginda
gerceklesir. Son anlasmanin, d*'nin Rs ile Rb
arasinda oldugu bir d* degerinde oldugunu
farzedin. Alicinin marjinal kazang degeri Rb —
d* ve saticinin marjinal kazang degeri d* — Rs.
ilk bakista, bir pazarlik alani olmasi
durumunda, son anlagsmanin kolayca
saglanacagi disindlebilir. Bu durum, alici ve
saticinin pazarlik alani degerinin paylasimi igin
bir karara varamama ihtimalinden dolayi tam
olarak distintldigu gibi degildir. Pazarlikgilar,
genellikle pazarlk alaninin tam boyutunu Rb
— Rs bilmezler. Her bir taraf, kendi ¢ekince
fiyatini bilir ve diger tarafin ¢ekince fiyatina
iliskin bilgisi sadece olasiliga dayanir. Her iki
taraf da diger tarafin ¢ekince fiyatini tahmin
etmek zorundadir. Diger tarafin (alict) ¢ekince
fiyatini 6grenmek icin miizakere sireci
kullanilir. Ayni zamanda satici, alicinin kendi
cekince fiyatinin oldugundan daha yiiksek
oldugunu diisiinmesi icin yonlendirebilir.
Dagitimsal pazarliga iliskin 6diin verme
davranisindan bahsetmek icin basit bir pazarlik
drnegi sunulacaktir. Ornege iliskin talimatlar
soyledir: Ohio State Universitesi'nde yiriitilen
pazarlk deneyinde, saticilara bir ofics binasi
satmak isteyen birini temsil etmek icin
cagirildiklari séylendi (McFillen et al., 1983).
Milk sahibinin finansal durumundan dolayi,
bina 100.000 dolardan, Rs, distk bir miktara
satilamaz. Alicilara bir ofis binasi satin almak
isteyen birini temsil etmek icin cagirildiklari ve
bu potansiyel alicinin 150.000 dolardan, Rb,
fazla 6deme giicti olmadigi séylendi. Rs < Rb
oldugu icin, bir pazarlik alani mevcut. Pazarlik
oyunu, bir tarafin diger tarafa anlasma aciliyeti
veya daha fazla bilgi sahibi olarak relatif
avantaj saglayamayacag sekilde tasarlandi.
Oyun igin sure siniri 25 dakika olarak
belirlendi. Saticilarin yarisina, binanin
miizakere edilen son fiyatiyla orantili olarak
sarth 6denek ve nakit 6dul alacaklar séylendi.




contingently compensated buyer. The remaining
half of the buyers were told that they would
receive $10 for having represented the potential
pur- chaser in the negotiations, regardless of
the outcome of the negotiations. These
instructions constituted the contingent and
noncontingent reward conditions. No buyer or
seller knew whether the opposing negotiator was
or was not being contin- gently rewarded.

The results yielded a number of interesting
findings. First, the initial offer from the buyer was
always consistently above the seller’s reservation
price. This case will result in an agreement
favorable to the seller in each situation.

Second, the results suggest that the way a
negotiator is paid will affect signifi- cantly the
process and outcome of the negotiations. As
shown in Figure 14.3a—d, the effects of
contingent rewards are to shift the seller’s
marginal surplus upward and the buyer’s
marginal value downward. When only one party
is contingently rewarded, the effect is to shift
the settlement in that party’s favor. When
both parties are contingently rewarded, the
result is a much longer and more difficult
negotiation process.

FIGURE 14.3
Distruptive
Bargaining Example

(a) Seller contingent/buyer contingent
Seller’s initial offer

Counteroffers = 5.74

Elapsed time

(min) = 20.07

Bargaining zone

114,150 buyer’s initial offer

(b) Seller contingent/buyer noncontingent
Seller’s initial offer

Counteroffers = 5.93

Elapsed time (min) = 16.57

117,944 buyer’s initial offer

(c) Seller noncontingent/buyer contingent
Seller’s initial offer

Counteroffers = 4.43

Elapsed time = 17.14 (min)

110,895 buyer’s initial offer

Talimatlarinda, miilk sahibinin minimum
ihtiyaci olan 100.000 dolarlik fiyatin
Uzerindeki her 5.000 dolar i¢in 1 dolar
alacaklari ve en fazla 10 dolar alabilecekleri
belirtildi. Pazarliga katilimi tesvik edici olmasi
icin, bu calismadaki katilimcilara, bu parayi
gercekten almalarina izin verildi. Higanlasma
saglanamazsa, sarth 6deme yapilan saticilarin
hi¢ komisyon almayacagi belirtildi. Saticilarin
diger yarisina, bir satis anlasmasi gerceklesip
gerceklesmemis olmasindan bagimsiz olarak,
miizakerelerde miilk sahibini temsil ettikleri
icin her haliikarda 10 dolarlik 6deme
yapilacagi séylendi.

Benzer sekilde, alicilarin yarisina son alis
fiyatina gore gercekten 6denek alacaklari
soylendi. Potansiyel alicinin 6deyebilecegi en
ylksek fiyat olan 150.000 dolarlik fiyattan
disulen her 5.000 dolar igin 1 dolar alacaklari
ve en fazla 10 dolar alabilecekleri belirtildi. Bu
durumda hig¢ anlasma saglanamamasi demek
sartli 6denek alacak olan alicii¢in hig para
almamasi anlamina geliyor. Alicilarin diger
yarisina, mizakerelerin sonucuna
bakilmaksizin, miizakerelerde potansiyel aliciyi
temsil ettigi icin 10 dolar alacaklari soylendi.
Bu talimatlar, sartli ve sartli olmayan odal
kosullarini olusturdu. Hig bir alici veya satici
karsi mizakerecinin sarth édillendirilip
odullendirilmedigi hakkinda bilgi sahibi
degildi.

Sonuglar, bir dizi ilging bulguya yol acti. ilk
olarak, alicinin ilk teklifi her zaman tutarli bir
sekilde saticinin g¢ekince fiyatindan yiksek
oldu. Bu durum, her durumda saticinin
cikarina bir anlasmayla sonuglanir.

ikinci olarak, sonuglar miizakereciye nasil
o6deme yapilacaginin, slireci ve miizakerenin
sonucunu 6nemli 6l¢lide etkileyecegini ortaya
koydu. Sekil 13.3a-d'de gosterildigi lizere,
sartli odillerin etkileri, saticinin marj fazlasini
ylkseltirken, alicinin marj degerini distrur.
Sadece tek bir taraf sartli 6dillendirildigi
durumlarda, anlasma bu tarafin yararina
olacak sekilde sonuglanma egilimine sahiptir.
Her iki taraf da sartli 6dillendirildigi durumda,
miizakere slreci cok daha uzun ve zor gecer.




(d) Seller noncontingent/buyer noncontingent
Seller’s initial offer

Counteroffers = 4.00

Elapsed time = 14.79 (min)

118,111 buyer’s initial offer

This study, like much of the bargaining research,
focused exclusively on price as the relevant
criterion. While this is not always true of
bargaining situations, the re- sults of this study
have three specific implications for
understanding bargaining and negotiations and
help to merge economic considerations with
psychological variables. First, contingent
rewards make a difference in negotiation
outcomes. The reward practices that exist today
in purchasing put the buying organization at a
distinct disadvantage. Although the sales activity
is essentially a mirror image of the buying
activity, sales organizations have developed
reward systems that moti- vate their personnel
through compensation; purchasing
organizations, for the most part, have not.
Second, purchasing organizations need to be
aware of the salesperson’s reward system. By
knowing about the contingencies created for
sellers, the buying organ- ization can develop
competing contingencies for its personnel where
the efforts would have the greatest benefit. A
purchasing representative also can take advan-
tage of the seller’s own motivation to maximize
some element of the negotiation by seeking
important concessions on other elements of the
negotiation.

The third implication is that management must
develop stronger contingencies to encourage
purchasing effectiveness. This can be done by
concentrating on the areas of purchasing that are
most critical, recognizing the most important
vari- ables involved in the negotiations for any
given purchase, and improving performance
appraisal processes to reflect purchasing
effectiveness in relation to the reward system.

PLANNING FOR A FORMAL
NEGOTIATION

SEKIL 14.3
Dagitimsal
Pazarlik Ornegi

(a) Satici sartli(alici sartsiz
Saticinin ilk teklifi

Karsi teklifler = 5.74
Gegen slire

(dk.) = 20.07

Pazarlik alani

114,150 alicinin ilk teklifi

(b) Satici sartli/alici sartsiz
Saticinin ilk teklifi

Karsi teklifler = 5,93
Gegen sire (dk.) = 16,57
117,944 alicinin ilk teklifi

(c) Satici sartsiz/alici sarth
Saticinin ilk teklifi

Karsi teklifler = 4.43
Gegen sire = 17,14 (dk.)
110,895 alicinin ilk teklifi

(d) Satici sartsiz/alici sartsiz
Saticinin ilk teklifi

Karsi teklifler = 4.00

Gegen sire = 14,79 (dk.)
118,111 alicinin ilk teklifi

Bu calisma, pazarlik arastirmalarinin ¢ogu gibi,
ilgili kriter olarak 6zellikle fiyata odaklanmustir.
Pazarlik durumlariyla ilgili olarak bu her zaman
dogru olmamasina ragmen, bu ¢alismanin
sonuglarinin, pazarlik ve miizakereleri anlamak
icin Ug belirli gbstergesi vardir ve bu calisma
ekonomik degerlendirmeleri psikolojik
degiskenlerle birlestirme yardimci olur. ilk
olarak, sarth 6duller mizakere sonuglarinda
farklilik yaratir. Buglin satin almada var olan
o6dul uygulamalari alici kurulusu igin belirgin
bir dezavantaj yaratir. Satis aktivitesi temelde
alim aktivitesinin ayna gorintisi olmasina
ragmen, satis kuruluslari, calisanlarini motive
eden ve ¢ogunlukla satin alma kuruluslarinda
olmayan 6denek sistemleri gelistirmislerdir.
ikinci olarak, satin alma kuruluslarinin satis
personelinin 6dil sisteminin farkinda olmalari




Planning (Seller’s Perspective)

The most important planning activity for a seller
is to submit the most responsive request for
proposal (RFP) or request for quote (RFQ). The
seller’s proposal should be based on a thorough
conceptual and economic analysis. If this
phase in the planning process is nonresponsive,
the negotiations will not be conducted. The seller
cannot alter the proposal after it is submitted. On
the other hand, until an agreement is signed,
the buyer can change his or her mind. There
is always a chance of rejection no matter how
strong the seller’s initial RFP. At the same time,
no matter how weak a competing proposal, it still
has a probability of acceptance no matter how
remote. As an example, Custer-Battle, a security
firm contracted by the U.S. government to
provide security for commercial aviation at the
Baghdad Airport, arrived in Iraq immediately
after the ground war looking for work.
According to published reports, Custer-Battle
scribbled a contract on a sheet of notebook
paper and was given $15 million as a down
payment on the same day.

There are standard procedures for processing
RFPs. After receipt of the initial proposals, the
proposals should be screened for responsiveness
in terms of technical quality, if requested;
managerial capability; financial stability;
experience on similar projects; and other
relevant criteria. If the buyer chooses to
negotiate with multiple bidders, the buyer should
not reveal a supplier’s prices to the competing
firms. It is, however, allowable for the buyer to
inform the supplier if the supplier’s prices are too
high. The buyer should maintain strict
confidentiality after the pro- posals are received.
No information regarding the identification of the
participating bidders or the number of proposals
should be disseminated to anyone not officially
involved in the selection process. In most
significant governmental RFPs, a manda- tory
prebid meeting is required. At this meeting, each
bidder has the opportunity to ask clarification
guestions and size up the competition. In cases
where a seller is the sole source, the seller is
assured, in most cases, that negotiations will
eventually occur. When there is more than one
bidder, the seller is not assured an opportunity to
negotiate. The seller should use creative ways to

gerekir. Saticilar igin olugturulan sartlari
bilerek, alim sirketi personeli igin ¢gabanin en
blyuk avantaji sagladigi rakip sartlar
gelistirebilir. Bir satin alma temisilcisi ayrica,
diger mizakere unsurlarina iliskin dnemli
odinler elde etme yoluna giderek, saticinin
bazi miizakere unsurlarini maksimize etme
motivasyonundan yararlanabilir.

Uclincii gbstergeyse, ydnetimin satin alma
etkinligini tesvik etmek icin daha gicli sartlar
gelistirmek zorunda olmasidir. Bu da en kritik
satin alma alanlarina odaklanarak, ilgili satin
almaya yonelik miizakerelere dahil olan en
onemli degiskenleri belirleyerek ve

RESMI BiR MUZAKERE PLANLAMASI

Planlama (Saticinin Bakis Agisi)

Bir satici icin en 6nemli planlama aktivitesi,
teklif icin en uygun talebi (RFP) sunmak veya
kota talebinde (RFQ) bulunmaktir. Satici teklifi,
kapsaml bir kavramsal ve ekonomik analize
dayanmalidir. Planlama sirecinin bu
asamasinda yanit alinamamasi durumunda,
miizakere yiuritilemeyecektir. Satici teklifi
sunduktan sonra degistiremez. Diger taraftan,
bir s6zlesme imzalanana kadar, alici fikrini
degistirebilir. Saticinin ilk RFP'si ne kadar
glcli olursa olsun, her zaman reddedilme riski
vardir. Ayni zamanda rakip teklif ne kadar zayif
ve uzak olursa olsun, teklifin kabul edilme
ihtimali vardir. Ornegin, ABD'nin Bagdat
Havaalanindaki ticari ucuslarin glivenligini
saglamasi icin anlastigi giivenlik sirketi Custer-
Battle, savas bolgesine varmir varmaz ise
koyuldu. Yayinlanan raporlara gore, Custer-
Battle bir defter sayfasi tGizerinde bir s6zlesme
hazirladi ve ayni giin igerisinde 15 milyon dolar
pesin 6deme ald.

RFPleri isleme sokmak icin standart
prosedrler vardir. ilk tekliflerin ainmasinin
ardindan, teklifler teknik agidan
cevaplanabilirlik ve talep edilirse; yénetim
kapasitesi; finansal istikrar; benzer projelere
iliskin deneyim; ve diger ilgili kriterler icin
taramadan gegcirilmelidir. Alici birden ¢ok teklif
verenle miizakere etmeyi tercih ederse, alici
bir tedarikginin fiyatlarini rakip firmalara
iletmemelidir. Yine de, alicinin, saticinin




determine if his or her proposal is being
considered. The manner in which the buyer
acknowledges the seller is a strong indication of
the seller’s chances for success.

If the seller believes that the proposal is not
being considered, immediate trou- bleshooting
steps should begin. If the problem is the technical
approach, there is very little he or she can do to
reverse the situation. But if the proposal is
technically sound, the differences may be the
cost proposal. Whether or not the seller should
reduce the cost should be based solely on the
selling firm’s cost structure. Finally, if both the
technical approach and the cost proposal are
acceptable, the problem is probably political.
The negotiation planning activities should be
driven by the proposal. The pro- posal is never
complete in terms of various cost components.
Questions on overhead rates should be
anticipated. The negotiating team should analyze
the competitor’s strengths and weaknesses. The
selling team should also analyze their proposal
from the buyer’s point of view.

The seller should then evaluate his or her own
strengths and weaknesses. The seller’s bargaining
strengths depend on the following:

1. The seller’s current capacity

2. The probability of being the successful bidder
3. The seller’s deadline

4. The status of the seller

The buyer’s bargaining strengths are the
following:

1. The number of bidders

2. The urgency of the buyer needs

3. The length of time before agreement

4. The status of the buyer

Price is not always the major selection criterion.
The quality of the technical pro- posal and the
seller’'s managerial team can easily become the
controlling criteria. The seller also should
determine the buyer’s pricing behavior in terms
of fixed price versus cost-plus contracts.

The first step in the seller’s plan is to determine
the objectives of the negotiations. Each of the
components of the negotiations should be
evaluated for the best-case scenario and
alternative courses of action. The seller should
make an opening state- ment using effective

fiyatlarinin ¢ok ylksek olmasi halinde, saticiyi
bu durumdan bilgilendirme hakki vardir. Alici,
teklifler alindiktan sonra siki gizlilik ilkesine
baglh kalmaldir. Katilimci teklif verenlerin
kimliklerine iliskin herhangi bir bilgi veya
verilen teklif sayisi, secim siirecine resmi
olarak dahil olmayan hig¢ kimseye
yayllmamalidir. En 6nemli devlete ait
RFPlerde, zorunlu bir teklif dncesi toplantisi
gereklidir. Bu toplantida, her teklif veren,
aciklayici sorular sorma firsatina ve rekabeti
artirma firsatina sahip olur. Saticinin tek
kaynak oldugu durumlarda, satici ¢ogu
durumda, miizakerelerin er ya da ge¢
gercekleseceginin garantisi verilir. Birden fazla
teklif verenin oldugu durumlarda, satici
saticlya mizakere garantisi verilmez. Satici,
kendi teklifinin dikkate alinip alinmadigini
saptamak igin, yaratici yollara bagsvurmalidir.
Alicinin saticlyl onaylama tavri, saticinin
kazanma sansinin giglu bir gostergesidir.
Satici, teklifinin dikkate alinmadigina
inaniyorsa, acil ¢6zim bulma adimlari
atilmalidir. Sorun, teknik yaklasimdaysa,
durumu tersine gevirmek igin saticinin
yapabilecegi pek bir sey yoktur. Ancak teklif
teknik olarak saglamsa, fiyat teklifinde
degisiklik yapilabilir. Saticinin fiyati indirip
indirmemesi gerektigi, esasen saticl firmanin
fiyatlandirma yapisina baghdir. Son olarak,
hem teknik yaklasim hem de fiyat teklifi kabul
edilebilise, sorun muhtemelen politiktir.
Miuzakere olanlama faaliyetlerinde tekliften
yola cikilmalidir. Teklif, fiyat bilesenleri
bakiminda hig bir zaman tam degildir. Kulak
misafiri olunan oranlara iliskin sorular,
onceden tahmin edilmelidir. Mizakere ekibi
rakibin glicli ve zayif yonlerini analiz
etmelidir. Satici ekip ayrica, tekliflerini alicinin
bakis agisiyla analiz etmelidir.

Ardindan satici, kendi glicli ve zayif yonlerini
degerlendirmelidir. Alicinin pazarhktaki glicli
yonleri sunlara baghdir:

1. Saticinin mevcut kapasitesi

2. Basaril bir teklifveren olma ihtimali

3. Saticinin sure sonu

4. Saticinin statlsu

Alicinin pazarliktaki gicli yonleri sunlardir:
1. Teklifveren sayisi




visual aids. PowerPoint presentations and
handouts should be used for formal negotiations.
The seller should conduct several mock
presentations for complex high-dollar proposals.
The author was involved in a mock presentation
involving a public relations coach that lasted
more than three weeks.

Planning (Buyer’s Perspective)

The planning process for the buyer is consistent
with the seller’s planning process. The buyer’s
strengths are driven by the number of sellers in
the market, the num- ber of buyers in the
market, knowledge of the item or service, the
cost breakdown (if applicable), and the level of
preparation. The buyer must carefully analyze all
of the information submitted by the seller. The
buyer also can select specific items from the
seller’s proposal to negotiate. The buyer also
must evaluate the seller’s strengths and
weaknesses. The buyer must be thoroughly
prepared for each and every negotiation. Data
collection is the first step in the preparation
process. The next step involves establishing the
negotiations’ objectives, strategies, and tactics.
Time is clearly the most important shortcoming in
the preparation process for the buyer. The seller
has prepared numerous proposals for a variety of
customers. On the other hand, buyers must
spend many hours studying numerous proposals.
Buyers usually have heavy workloads and
sometimes they are unprepared for
negotiation sessions.

Once the buyer has a complete understanding of
what he or she is buying, a thor- ough price/cost
analysis should be performed using the seller’s
cost data. The buyer cannot be an effective
negotiator without the price analysis. The only
reasonable way to reduce the price proposal is
convincing the seller through data analysis. It is
not reasonable to ask for price reductions
without a price/cost analysis. For detailed
information on pricing, price/cost analysis, and
learning curves, see Chapter 13.

Prior to the negotiations, the negotiations’
objectives should be established. The buyer
should establish specific direct cost dollar
amounts and profit limits. It is not enough to set
as an objective to negotiate a percentage
improvement from the seller’s original price
proposal.

2. Alci ihtiyaglarinin aciliyeti
3. Anlasma 6ncesindeki slire uzunlugu
4. Alicinin statisi

Fiyat her zaman ana segim kriteri degildir.
Teknik teklifin niteligi ve saticinin yonetici
ekibi kolayca kontrol eden kriter olabilir.
Satici, ayrica alicinin fiyatlandirma davranisini
sabit fiyat ve maliyet arti kar sozlesmesi
bakimindan belirlemelidir.

Saticinin planindaki ilk adim, miizakere
hedeflerini belirlemektir. Miizakere
bilesenlerinin her biri, en iyi senaryo ve
alternatif eylem plani icin degerlendirilmelidir.
Satici, etkili gorsel yardimlar kullanarak bir
acilis beyannamesinde bulunmalidir. Resmi
muzakereler icin PowerPoint sunumlari ve
brosurler kullanilmalidir. Satici karmasik
ylksek fiyat teklifleri icin bir kag sahte sunum
yapmalidir. Yazar, bir halka iliskiler kogunun
dahil oldugu ve (¢ haftadan fazla siiren sahte
bir deneye katiimistir.

Planlama (Alicinin Bakis Agisi)
Alicinin planlama siireci, saticinin planlama
slreciyle tutarhdir. Alicinin giigli yonleri
pazardaki satici sayisi, pazardaki alici sayisi,
Urln veya hizmet bildgisi, maliyet dagihmi
(miUmkiinse), ve hazirlik seviyesine gore
belirlenir. Alici satici tarafindan aktarilan tim
bilgiyi dikkatlice analiz etmelidir. Alici ayrica,
saticinin mizakere teklifinden belirli Grinleri
secebilir. Ayrica alici, saticinin giicll ve zayif
yonlerini analiz etmelidir. Alici her bir
miizakere icin kapsamli bir sekilde
hazirlanmalidir. Hazirlanma siirecindeki ilk
adim veri toplamadir. Siradaki adim, miizakere
hedeflerini, stratejilerini ve taktiklerini
olusturmayi kapsar.

Zaman, acikca alicinin planlama siirecindeki en
onemli yetersizliktir. Satici cok cesitli
misteriler icin cok sayida teklif hazirlamistir.
Diger taraftan, alicilar ¢ok sayida teklif
hazirlamak icin pek ¢ok saat harcamak
zorundadir. Alicilar genellikle agir is yikiine
sahiptir ve bazen miizakere oturumlariigin
hazirliksiz olurlar.

Alic bir kez ne aldigini tam olarak anladiginda,
saticinin maliyet verisi kullanilarak detayli bir
fiyat/maliyet analizi yapilmalidir. Alici fiyat
analizi yapmadan etkili bir mlizakereci olamaz.




TABLE 14.1 Minimum and maximum strategies

Fiyat teklifini distirmenin tek mantikli yolu,
saticlyl veri analizi yoluyla ikna etmektir.
Fiyat/maliyet analizi yapmadan fiyat
dustridlmesi talebinde bulunmak mantikli

Objective ddpiligiviRyatlandirma, fiyddaxistiven analizi ve
Direct labor hours 80 OBrenme egrileri hakkinda H¥tayli bilgi icin,
Labor rates $10.00 B&i9% 13'e bakin. $11.00

Direct material costs $40.00

[gB2a0@relerin dncesindd, gdiszoRere hedefleri

Material costs per unit | $4.00

aJBgtorulmalidir. Alici beljr4ligekt maliyet

The buyer should never reveal its objectives to
the seller. The ultimate objective of the buyer
should be to develop a reasonable con- tract
price. The buyer also must be flexible in selecting
the type of contract (fixed cost or cost-plus) that
will be appropriate for a specific spend. The
negotiations’ objectives also should use a
data-driven approach to determine minimum
and maximum pricing strategies. Of course,
the buyer’s minimum and maximum strategies
should be listed, as shown in Tables 14.1 and
14.2.

The buyer must determine the points of
difference between the seller’s proposal and the
buyer’s difference objective (base). For a
more detailed example, see Appendix C of
Chapter 13.

There are many surprises in the business world.
One way to minimize these surprises is to gain
more systematic knowledge through the
negotiations process. In today’s competitive
business environment, pricing is usually the
biggest factor in the negotiations process.
Industrial purchasing uses the negotiations
process extensively for capital equipment
purchases, annual blanket orders, system con-
tracts, change orders, penalties, price changes,
and many other situations. As stated earlier,
price is usually the major negotiating factor
simply because delivery, quality, and adequate
guantities should be the minimum expectation
from the supply source. The procedure for a
formal negotiation is given below.

Procedure
1. Team. Select team, if needed. You may need
the cost accountant and certain en- gineers.

Select the chief negotiator.

TABLE 14.2 List of Objectives

miktarlari ve kar limitleri olusturmalidir.
Saticinin orjinal fiyat teklifinde yizdelik
ilerleme miizakeresi hedefi koymak yeterli
degildir.

TABLO 14.1 Minimum ve maksimum stratejiler

giderleri

Hedef Minimum
Direk is saatleri 80 75
is oranlarn 10,00 dolar 8,95 dolar
Direkt malzeme 40,00 dolar 32,00 dolal
giderleri
Birim basina malzeme | 4,00 dolar 3,20 dolar

Alici hi¢ bir zaman saticiya hedeflerini
acitklamamahdir. Alicinin nihai hedefi, makul
bir s6zlesme fiyati edinmek olmalidir. Alicinin
ayrica, belirli bir harcama icin uygun olacak
sozlesme tlrind (sabit maliyet veya maliyet
arti kar) se¢me konusunda esnek olmasi
gerekir Muzakere hedefleri ayrica minimum
ve maksimum fiyatlandirma stratejileri
belirlemek icin veri glidiimlG yaklasim
kullanmahdir. Tabi ki, alicinin minimum ve
maksimum stratejileri Tablo 14.1 ve 14.2'de
gosterildigi gibi listelenmelidir.

Alici satici teklifi ile alicinin fark hedefi
arasindaki farklilik noktalarini belirlemelidir.
Daha detayl bir 6rnek icin, Bolim 13'teki Ek
C'ye bakin.

is diinyasinda pek ¢ok siirpriz mevcuttur. Bu
sUrprizleri en aza indirmenin bir yolu,
miizakere sirecleriyle daha fazla sistematik
bilgi elde etmektir. GUnlUmuziin rekabetci is
ortaminda, fiyatlandirma genellikle miizakere
slrecinde en biyuk etkendir. Sektorel satin
alim, mizakere siireglerini genis 6lctide
sermaye donatimi satin alimlari, yillik agik
siparisler, sistem sozlesmeleri, degisiklit
talimatlari, cezalandirmalar, fiyat degisiklikleri




ve pek ¢ok diger durumlar igin kullanir. Daha

Objective Minimum Maximcarde belelilelisi Ribptyat genebikiments
Direct labor cost [$2.88 $2.50 $4|ofpslimat, nigglikyve yeterli miktaflgeniGadik base
(DLC) kaynagindan en az beklenmesi gereken temel
Direct material  14.24 4.24 4.ggmuzakere falggriadur Resmi mugakeed than base
cost (DMC) prosediiriiasagida verilmistir.
Tooling cost (TC) [1.04 1.04 2.32 1.92 Higher than base
Manufacturing  [2.96 (103% of [2.57 (103% of [3.04R78%adsfr [5.16 (150% of DLC) [Higher than base
overhead (MO) |DLC) DLC) DLC)
General and .64 (6% of TC) [0.621 (6% of |.26 (R%EfF. G erdkdy/(¥aafkigkec. MEIghar than base
administration TC) muhasebecisi ve belirli mihendjslere ihtiyag
axnense duyabilirsiniz—Bas-mizakereeiyisec
Total cost 11.76 10.35 13144 15.75 Higher than base
Profit .56 (5% of TC) |.518 (5% of  |1.2049% 8f1 4 H11:9810% pfJC) Higher than base
Selling price 512.32 511.48 514.90 517.33 Higher than base
Hedef Minimum Maksimum i
Direkt is maliyeti [2,88 dolar 2,50 dolar 4,00 dolar
(DLC)
Direkt malzeme 4,24 4,24 4,08 !
2. Objectives. Determine objectives, such as | gideri (DMC)
a win—-win outcome for both parties. isleme gideri (TC)[1,04 1,04 2,32
3. Preparation. Prepare a price/cost analysis look | Genel imalat 2,96 (DLC'nin (2,57 (DLC'nin (3,04 (DLC'nin |
at comparative bids; perform a vendor visit; look | giderleri (MO) %103'(1) %103'i1) %76's1) c
at vendor rating-evaluation records; perform a Genel ve idari 0,64 (TC'nin 0,621 (TC'nin 0,26 (TC'nin |
value analy- sis; look at contract terms, masraflar %6's1) %6's1) %2'si)
industry price trends, new product ideas, -
survey data, and test reports. Prepare a Toplam malivet |11,76 10,35 13,44
proposal analysis: determine questions, get Kar 0,56 (TC'nin 0,518 (TC'nin |1,20 (TC'nin
input from ultimate users, establish criteria, and | Sat!$ fiyat 12,32 dolar  |11,48 dolar 14,90 dolar

get information on past pur- chase volume from
the supplier.

4. Bargaining strength. Determine bargaining
strength—be honest.

5. Plan. Develop the plan: the agenda, place,
time, min—max positions. Is this a re- order?
Establish your authority.

6. Strategy. Set your strategy based on a list of
obtainable objectives—goals.

7. Tactics on how to achieve the strategy. Start
with the easy issues. Set the tone; estab- lish
rapport; prepare questions and decide who asks;
determine when to recess or ask for a new
proposal; have several responses. Establish
rules such as “never reveal your maximum on
items such as price,” no games, no dishonesty, no
psychological tricks (this is business, not a
card game). Give when it is proper,
reasonable, and so forth. Determine roles for
each team member. Use a cost analysis to check
labor rate and time; have the facts at hand.

8. Follow-up. Conduct a postnegotiation review

and follow-up. Develop the action plan based on

2. Hedefler. Hedefleri, her iki taraf icin de
kazan-kazan olacak sekilde belirle.

3. Hazirlik. Fiyat/maliyet analizi hazirla;
karsilastirmali tekliflere bak; bir bayiyi ziyaret
et; bayi oran degerlendirme kayitlarina bak;
bir deger analizi gerceklestir; s6zlesme
sartlarina, sektordeki fiyat egilimlerine, yeni
Urun fikirlerine, anket verileri ve test
raporlarina bak. Bir teklif analizi hazirla:
Sorular belirle, nihai kullanicilardan bilgi al,
kriterler olustur ve tedarik¢iden gecmis satin
alma hacmi bilgisi al.

4. Pazarhk glicli. Pazarlik gliclerini belirle -
dirist ol.

5. Plan. Plani gelistir: ajanda, yer, zaman,
minimum-maksimum pozisyonlar. Bu tekrar
verilen bir siparis mi? Otoriteni kur.

6. Strateji. Elde edilebilir bir hedef listesine
dayanarak stratejinizi kurun.




your agreement. Critique team member
performance.

Hints

1. Read, study, and tear apart the supplier’s
proposal.

2. Be persuasive, not conceited.

3. Stress tact for all team members.

4. Stress listening.

5. Prepare questions in writing on 3 x 5 cards,
and so on.

6. Record—take notes.

7. Assign roles and practice.

8. Write down the plan.

9. Have reasonable objectives, positions.

10. Be firm but fair; give when you make a
mistake.

11. Have expert assistance on the team.

12. Admit when you make a mistake or “don’t
know.” Recess and find out.

13. Be honest. Do not give competitor prices. Do
not guess about volume requirements.

14. Develop patience.

15. Recess and review; change your position?
16. Don’t play psychologist or “big man” or “big
woman.”

17. Background data are the key to cost and
production methods. You must know how the
product is made to be a good negotiator. You
must know the terms. Visit the supplier’s plant,
other users.

18. Learn from your mistakes.

19. Learn the personalities of the supplier’s
team. Use the knowledge to establish rapport.
Capitalize on their weakness such as lack of cost
data.

20. Try to stay on the offensive yet get them to

talk—then listen!

21. Remember you are not negotiating with the
cold-war Russians. You want the supplier to win
also for a long-term, mutually rewarding
relationship.

A RICHER MODEL OF THE BUYER-
SELLER INTERACTION

What should be clear by now in the chapter is
that, while both economics and psy- chology
offer useful insight into bargaining and

7. Stratejiyi gerceklestirme taktikleri. Kolay
konulardan basla. Tonu ayarla; rapor olustur;
sorular hazirla ve kimin soracagina karar ver;
ne zaman ara verilecegini belirle veya yeni
teklif talebinde bulun; bazi cevaplar hazirla.
"Uriinler Gizerinde, fiyat gibi maksimumlarini
asla ifsa etme," veya "oyun yok, sahtekarlik
yok, psikolojik hile yok" gibi kurallar koyun (bu
bir is, kart oyunu degil). Uygun ve mantikh
oldugu zaman verin. Her takim (yesi icin goérev
belirle. is orani ve zamanini kontrol etmek igin
maliyet analizi kullan; bulgulari hazir bulundur.
8. Takip etme. Miizakere sonrasi inceleme ve
takip duzenle. Anlasmana dayanarak bir eylem
plani gelistir. Ekip Uyelerinin performansini
degerlendir.

ipuglari

1. Oku, galis ve tedarikginin teklifini pargalara
bol.

ikna edici ol, kibirli olma.

Tim ekip Gyelerine karsi stres nezaketi.
Stres dinlemesi.

3 x 5 kartlara sorular hazirla ve yaz, vb.
Kayit al - not al.

Gorevlendirmede bulun ve pratik yap.
Plani yaziya dok.

. Makul hedeflerin ve pozisyonlarin olsun.
10 Kati ama adil ol; hata yaptiginda ver.

11. Ekipte bir uzmandan yardim al.

12. Hata yaptiginda veya "bilmediginde"
kabul et. Ara ver ve hatani bul.

13. Dirist ol. Rakiplerin fiyatlarini agiklama.
Hacim gereklilikleri hakkinda tahminde
bulunma.

14. Sabirh ol.

15. Ara ver ve incele; pozisyonunu
degistirmeli misin?

16. Psikologu, "blylk adami" veya "buyik
kadini" oynama.

17. Arkaplan verisi maliyet ve lretim
metodlari icin kilit Snemdedir. lyi bir
miizakereci olmak icin Grtintn nasil yapildigini
bilmelisiniz. Terimlere hakim olmalisiniz.
Tedarikg¢inin ve diger kullanicilarin tesisini
ziyaret et.

18. Hatalarindan ders gikar.

19. Tedarikgi ekibinin kisiliklerini 6gren. Rapor
olusturmak icin bilgini kullan. Maliyet bilgisi
gibi zayifliklarindan yararlan.

© @ N o ;e WD




negotiation, a richer conceptual model of the
buyer—seller interaction is necessary. This model
needs to capture both the economic and
psychological aspects of the bargaining situation.
To this end, an exchange model of buyer—seller
interactions is proposed.

The buyer—seller interactions exchange model
given in Figure 14.4 captures both the
economic aspects and the surrounding
psychological variables of the bar- gaining
situation. It allows for the effects of constituents
for both the buyer and seller and permits
contingency compensation for either side of
the bargaining dyad. The model is built on the
relationships inherent in a bargaining situation
and illustrates at least five major types of
relations that can be affected by any bar- gaining
interaction:

1. The buyer—seller relationship might be an
exchange of information and help in problem
solving on the part of the seller for credit for the
specific “sale” given by the buyer. Cooperation,
trust, and mutual liking are variables that can
develop in a positive interaction between buyer
and seller.

FIGURE 14.4
Exchanges in Buyer —Seller Interactions
Source: Johnson and Benton (1988)

Seller

1

Information and help, problem solving
Friendship, trust, cooperation

Credit for the “sale”

Buyer

2

Sales Efforts
Loyalty
Comission/salary
Credit for the “sale”

4
Image

Information
Negotiation

3
Salary/Compensation

20. Saldirgan tarafta kalmaya calis ama
digerlerini konustur - sonra da dinle!

21. Soguk savastaki Ruslarla miizakere
etmedigi unutma. Ayni zamanda uzun vadede
tedarikcinin de kazanmasini, karsilikli
odullendirici bir iliski olmasini istiyorsun.

DAHA ZENGIN BiR ALICI-SATICI
ETKILESIMi MODELI

Bu bolimden anlasiimasi gereken, hem
ekonomi hem de psikolojinin pazarlik ve
mizakerenin anlasilmasina yardimci olmasi;
ancak, daha zengin bir kavramsal alici-satici
etkilesim modeli de gerekli. Bu modelin,
pazarhk durumunun hem ekonomik hem de
psikolojik yonlerini kapsamasi gerekir. Bu
sebeple, degis tokus bir alici-satic etkilesim
modeli onerilir.

Sekil 14.4'te verilen alici-satici etkilesimi degis
tokus modeli, hem pazarlik durumunun hem
ekonomik yonlerini hem de etraftaki psikolojik
degiskenleri ele alir. Bu model, hem alici hem
de satici musterilerine de yer verir ve pazarlik
ciftinin her iki tarafi icin de sartli 6denek
imkani tanir. Bu model, bir pazarlik
durumunun 6zlinde var olan iliski Gzerine
kurulmustur ve herhangi bir pazarlik
etkilesiminden etkilenebilecek en az bes
onemli iligki tirand anlatir:

1. Alici-satici iliskisi, alici tarafindan verilen
belirli "satis" kredisine iliskin olarak satici
tarafinda problem ¢6ziimi esnasinda bilgi ve
yardim degis tokusu olabilir. isbirligi, gliven ve
karsilikli begeni, alici ve satici arasinda olumlu
bir etkilesim olmasini saglayan degiskenlerdir.

SEKiL 14.4
Alici-Satici Etkilesimlerinde Degis Tokus
Kaynak: Johnson and Benton (1988)

Satici

1

Bilgi ve yardim, sorun giderme
Arkadaslik, gtiven, isbirligi
"Satis" kredisi

Alici




Loyalty
Purchasing and problem-solving efforts

Selling organization

5
Payment/credit
Reciprocity
Product/service

Buying Organization

The parties in the sales/purchasing relationship
usually share some values and have mutual
interests. Each may want something the other
has and can give or in some way be dependent.
This mutuality of interests can take the form of
strategic alliances, coalitions, contract purchasing
agreements, partnerships, or other relationships.

Conflict between the buyer and seller also may
be a common variable. Just how conflict or
disagreement over issues is resolved is a key
issue for continued inves- tigation. In situations
where a long-term relationship between parties
is desired, mutual problem solving may be the
appropriate conflict resolution mode. In other
situations of a deteriorated nature or where a
“one time only” sale is sought, fraud and
chicanery may be exchanged for future distrust.

The dyadic relationship will invariably exhibit
social influence attempts by the seller and the
buyer. These social influence attempts can
involve a number of strategies including the
use of promises, threats, warnings,
recommendations, and/or the control of
information or other cues.

2. The seller exchanges sales efforts with the
selling organization for money in the form of a
commission or salary. Often there are side
payments such as a trip to the Bahamas for
meeting a special sales quota. Recognition and
praise also often are exchanged for loyalty. This
dyadic relationship has received a

considerable amount of research effort. Sales

2

Satis eforu
Bagllik
Komisyon/maas
"Satis" kredisi

4
Resim

Bilgi
Mizakere

3
Maas/Odenek

Baghhk
Satin alma ve problem ¢dzme gabalari

Satis kurulusu

5
Odeme/kredi
Karsihikhlik

Urtin/hizmet

Alici Kurulus

Satis/satin alma iliskisi icerisindeki taraflar
genellikle bazi degerleri ve ortak ¢ikarlari
paylasirlar. Her biri digerinin sahip oldugu bi
seyi isteyebilir ve verebilir veya bazi
durumlarda bagimli olabilir. Bu ¢ikar ortakligi,
stratejik muttefiklik, koalisyon, s6zlesme satin
alma anlasmalari, ortakl veya diger iliskiler
sekillerini alabilir.

Alicl ve saticl arasindaki catisma yaygin bir
degisken olabilir. Sorunlara iliskin catismanin
veya anlasmazligin nasil ¢ézildag, strekli
yatirim icin kilit noktadir. Taraflar arasinda
uzun sureli iliskilerin olmasi istenen
durumlarda, karsilikl problem ¢6zme, uygun
catisma ¢6zimi modu olabilir. Diger bozuk
durumlarda veya "sadece tek" satisin arandigi
zamanlarda, dolandiricilik ve hilekarlik
gelecekte glivensizlik yaratir.

Cift tarafli iliski, her zaman alici ve saticl
tarafindan sosyal etki tesebbusleri icerir. Bu
sosyal etki tesebbdsleri, s6z verme, tehdit




territory allocation, compensation systems, sales
force motivation, and sales force selection and
management are all aspects of this particular
dyad in the model.

3. The buyer exchanges his or her talents and
abilities at buying and problem- solving within his
or her organization for money, usually a salary.
However, buyers are sometimes rewarded in the
form of a percentage of the volume of purchases,
or from a cost-savings perspective. The status
that an organization awards the buyer and that
buyer’s efforts and feelings of loyalty toward the
organization are further examples of exchanges
that take place between the buyer/buying
organization dyad. If the rewards that the buying
organization is willing to exchange with the buyer
seem insufficient to the buyer, he or she may
look elsewhere for more re- warding exchanges,
such as by moving to another organization, or
seek to increase the rewards that accrue by
accepting benefits from interested sellers.

4. Images of the buying organization are held by
the seller while the buyer har- bors feelings and
images about the selling organization. The images
held by the buyer and other members of the
buying organization have been examined fre-
qguently in the literature. However, the images
held by the seller have received lit- tle attention.
It would make sense to examine these
perceptions because they determine what type
of marketing approach or product characteristics
the seller will emphasize to the buyer. Dyadic
relations depend upon the individual actions and
purposive behavior of the parties involved. The
seller and the buyer both have plans, goals, set
ways of behaving, and intentions they hope to
satisfy. Sometimes these are the subject of
negotiation. Invariably, they set restrictions on
what is ac- ceptable or not in an exchange and
serve as the starting point for the interaction
process. Clearly each one’s image of the other
helps to establish these boundaries of the
purchasing interaction.

etme, uyari, tavsiye ve/veya bilgi veya diger
ipuglarinin kontroliini iceren ¢ok sayida
strateji igerebilir.

2. Satici, satici kurulusla komisyon veya maas
formundaki para icin satis cabasini degis dokus
eder. Genellikle belirli bir satis kotasini
doldurmak igin Bahamalar'a seyahat etmek
gibi yan 6demeler de bulunur. itibar ve évgii
genellikle baghlikla takas edilir. Bu cift tarafli
iliski hakkinda ¢ok sayida arastirma yapilmistir.
Modelde bu 6zel ¢iftin satis bolgesi paylasimi,
odenek sistemleri, satis glici motivasyonu ve
satis glicli segimi ve yonetimi konularina yer
verilmistir.

3. Alci, kendi kurulusuyla satin alma ve
problem ¢6zme beceri ve yeteneklerini,
genellikle maas seklinde 6denen parayla takas
eder. Yine de, alicilar bazen satin alma hacmi
ylzdesi formunda veya maliyet-tasarrufu
bakis agisiyla édillendirilirler. Bir kurulusun
ahciyr 6dillendirme statisi ve alicinin ¢abasi
ve kurulusa karsi hissettigi baglilik, alici/alici
kurulus cifti arasinda gerceklesen bir baska
degis tokus ornegidir. Alici kurulusun aliclya
sunmak istedigi 6dul aliclya yetersiz gelirse,
daha tatminkar degis tokuslar igin baska bir
sirkete gegmek veya ilgili saticilardan 6deme
kabul etme gibi baska yollara yonelebilir.

4. Alci kurulusun imaji, satici tarafindan
olusturulurken, alici satici kurulusa karsi cesitli
duygular besler ve bir imaj izlenimi edinir. Alici
ve alici kurulusun diger Gyeleri tarafindan
edinilen imajlar, literatirde siklikla incelenir.
Ancak, satici tarafindan edinilen imajla ilgili
pek az calisma yapilmistir. Bu algilari
incelemek faydalidir, ¢linki bunlar, saticinin
hangi pazarlama yaklasimini kullanacagi ve
aliciya hangi arin ozelliklerini vurgulayacagini
belirler. Cift iliskiler, bireysel eylemlere ve
dahil olan taraflarin amaca yonelik yaklasimina
baglidir. Hem saticinin hem de alicinin planlari,
hedefleri, kurulu davranis yontemleri ve
karsilamak istedikleri niyetleri vardir. Bazen




5. The primary economic exchange occurs
between the buying and selling organizations
where the product service is exchanged for
money or credit. Recip- rocal trade relations or
some form of agreement may develop between
the two organizations. The supply and demand
parameters of each individual bargaining
situation dictate what type of interaction
develops between buying and selling
organizations.

Under this conceptual approach, most purchases
are better viewed as negoti- ated settlements
between all those individuals involved internally
in the buying organization and those external to
it (i.e., intermediate marketers, competing sell-
ers, the government, and the general public).
These interactions lead to a purchase decision
that is truly some social result of those
interactive forces rather than any individual
response. The outcome of these interactions also
has economic and psy- chological consequences.

SUMMARY

This chapter examines the important human
interactions called bargaining and negotiation
in a setting. Bargaining occurs between
individuals, groups, organiza- tions, and
countries. In this chapter, we considered
bargaining between two par- ties, each
possessing resources the other side desires.
Distributed bargaining is a situation where the
two parties involved are in basic conflict and
competition be- cause of a clash of goals: The
more one party gets, the less the other gets.
Integra- tive bargaining is a situation where
some areas of mutual concern and
complementary interest exist. The situation is a
varying-sum schedule such that, by working
together, both parties can increase the total
profits available to be di- vided between them.
The distributive bargaining situation has been
fully explored by psychologists. Economists, on
the other hand, have spent most of their efforts
examining bargain- ing in integrative bargaining
situations.

bunlar mizakere konusudur. Ve her zaman,
bir degis tokusta neyin kabul edilebilir oldugu
veya olmadigl konusunda sinirlama getirirler
ve etkilesim siireci igin baglangi¢ noktasi
olustururlar. Acikca, her iki tarafin digeri
hakkindaki izlenimi, satin alma etkilesiminin
sinirlarini olusturmaya yardimci olur.

5. Temel ekonomik degis tokus, bir Griin veya
hizmetin para veya kredi karsiliginda degis
tokus edildigi alici ve satici kuruluglar arasinda
gerceklesir. iki kurulug arasinda karsilikli ticari
iliski veya bazi anlagma formlari gelisebilir. Her
bireysel pazarlik durumunun tedarik ve talep
parametreleri, alici ve satici kuruluglar
arasinda ne tir bir etkilesimin gelisecegini
dikte eder.

Bu kavramsal yaklasimla, cogu alim satimin,
ahci kurulusa icten dahil olan bireyler ile
disaridan dahil olanlar arasinda muizakere
edilmis anlagmalar olarak goriilmesi daha
dogrudur (6r, orta seviye pazarlamacilar,
rekabetgi saticilar, hiikimet ve genel kamu).
Bu etkilesimler, bireysel bir etkilenmeden
ziyade, aslinda bu etkilesimli giiglerin bir
sonucu verilen bir satin alma kararina sebep
olur. Bu etkilesimlerin ayrica ekonomik ve
psikolojik sonuglari vardir.

OZET

Bu bolim bir ortamda pazarlik ve miizakere
olarak adlandirilan 6nemli insan etkilesimlerini
inceler. Pazarlk bireyler, gruplar, kuruluslar ve
Ulkeler arasinda gerceklesir. Bu bolimde, her
ikisi de diger tarafin istedigi kaynaklara sahip
olan iki taraf arasindaki pazarhg ele aldik.
Dagitimsal pazarlik, dahil olan iki tarafin hedef
cakismasindan dolayi temel bir catismada
veya rekabette oldugu bir durumdur: Bir taraf
daha cok aldik¢a digeri daha az alir.
Bltunlestirici pazarlk, ortak sorun ve
tamamlayici ¢ikarlar alanlarinin bulundugu bir
durumdur. Birlikte cahstiklarinda, her iki
tarafin da aralarinda paylasacaklari kari




Next, an experiment in distributive bargaining
was presented to better illus- trate effects of
both economic and psychological aspects on the
outcome of bargaining situations. The
experiment examines the effect of contingency
com- pensation on both buyers and sellers. It also
allows speculation about the differ- ences in the
power system of buyers and sellers and how they
affect the outcome of bargaining situations.
Preparation guidelines for the negotiations
process were presented.

The chapter ended with the introduction of an
exchange model of buyer—seller interactions. The
exchange model of buyer—seller interactions
captured both the economic aspects and the
surrounding psychological variables of the
bargaining situation.

DISCUSSION QUESTIONS

1. Explain how learning curve analysis is used in
the negotiation process.

2. When and how is negotiation used, and what
can be negotiated?

3. How do you prepare for negotiation?

4. What is meant by distributive bargaining?
What is meant by integrative bargaining?

5. What is meant by psychological bargaining?
What are the psychological bargaining factors?
6. Discuss the various payoff systems.

7. Discuss the characteristics of economic
bargaining.

8. Discuss the rationale for the outcome of the
purchasing experiment given on page 334.

9. Discuss several negotiation tactics and
strategies.

SUGGESTED CASE

AMD Construction Company: Negotiating the
Old-Fashioned Way

Hoosier Pride Construction, Inc. Pendleton
Construction

The Capital State Arena

NEP: The Art and Science of Purchasing Coal
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artirabildigi durumlarda degisken toplam plani
uygulanir.

Dagitici pazarlk durumu, psikologlar
tarafindan kapsamli bir sekilde

arastirilmistir. Ekonomistler, diger taraftan,
daha c¢ok bitlnlestirici pazarlik
durumlarindaki pazarhgi incelemek igin ¢aba
sarf etmistir.

Ardindan, ekonomik ve psikolojik faktorlerin
pazarlik durumlarinin sonucu Uzerindeki
etkisini daha iyi anlatmak igin dagitimsal
pazarlk hakkinda bir deneye gz atilmistir.
Deney, sarth tazminatin hem alici hem de
satic Uizerindeki etkisini inceler. Ayrica, alici ve
saticilarin gli¢ sistemindeki farkiliklara ve
pazarlik durumlarinin sonuglarini nasil
etkilediklerine iliskin spekilasyona izin verir.
Mizakere siirecine iliskin hazirlik esaslari
sunulmustur.

Bolim, bir alici-satici etkilesimleri degis tokus
modelinin tanitilmasiyla sonlanmistir. Alici-
satici etkilesimi degis tokus modeli, hem
pazarlik durumunun hem ekonomik yonlerini
hem de etraftaki psikolojik degiskenleri ele
almaktadir.

TARTISMA SORULARI

1. Ogrenme egrisi analizinin miizakere
slrecinde nasil kullanildigini agiklayin.

2. Mizakere ne zaman ve nasil kullanilir ve ne
mizakere edilebilir?

3. Mizakere icin nasil hazirlanirsiniz?

4. Dagitimsal pazarlik ile anlatilmak istenen
nedir? Bltunlestirici pazarlk ile anlatiimak
istenen nedir?

5. Psikolojik pazarlk ile anlatilmak istenen
nedir? Psikolojik pazarlik faktérleri nelerdir?
6. Cesitli sonug sistemlerini tartisiniz.

7. Ekonomik pazarhgin 6zelliklerini tartisiniz.
8. Sayfa 334'te verilen satin alma deneyimi
sonucuna iliskin gerekceler sununuz.

9. Bir kag mizakere taktigini ve stratejisini
tartisiniz.

ONERILEN VAKA
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