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багатым гістарычным мінулым старажытнага горада, поўны адчування доў-
га ча ка ных змен і нацыянальнага ўздыму, якія рыхтуюцца і мусяць распачац-
ца ў Вільні (або нідзе!), Жылка і ў самыя складаныя часы знаходзіў сілы 
змагацца за ідэю Адраджэння. 
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Business negotiation is the process by which typically two or more parties 
come together to try to create a mutually agreeable contractual decision. Each 
party will have competing interests and, thus, negotiations can be quite intricate 
and lengthy. Negotiations end when all parties have come to a fi nal decision and 
have agreed to contractual guidelines [1].

Negotiation is a skill that can be learned and sharpened. Often, businesspeople 
rely on negotiation techniques they have developed during their everyday 
interactions. They can assure success by using tested business negotiation 
techniques [1].

Negotiation differs from argument. While arguments can occur during 
negotiations, arguments and negotiations differ on several points. Arguments 
usually involve emotion and devotion to a single point of view. During an argument, 
participants rarely listen to the other‘s points. At the end of an argument, each 
participant retains the belief that the other was wrong. By contrast, negotiation 
involves persuading others to see one’s point of view. Good negotiators encourage 
others to change their minds about issues. 

Negotiation also differs from discussion. Discussion involves reviewing points 
about topics, without need for reaching a conclusion. Discussions do not persuade 
people to change their points of view. Rather, discourse allows people to explore 
alternative points of view without coming to an agreement. Unlike discussion, 
negotiation has a purpose [2].

Compromise might be an end result of negotiation, but it is not a substitute 
for negotiation. Setting out on a negotiation with intentions to compromise is 
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poor practice. Good negotiators should seem fi rm in their convictions and not be 
prepared to compromise immediately.

At the same time, negotiators should not entirely focus on getting their own 
way. Successful negotiators consider the needs of their opponents. Without that 
consideration, the stage is set for confl ict [3].

Business negotiation involves persuading others, attempts to resolve differences 
and affects relationships. It follows certain rules, norms and conventions. There 
are many reasons to engage in negotiation. The motivating drivers can be logic, 
emotion, power or a desire to problem-solve. 

There are two key concepts that should be implemented by business 
negotiators: winning relationships and satisfying needs [4].

To start, those involved should view negotiations as a chance to win 
relationships. Almost every negotiation occurs with an opponent with whom 
negotiator will continue a relationship. Therefore, it is important to lay the 
groundwork for a lasting relationship during every negotiation. If representatives 
from other businesses believe they have lost negotiations, they will be tempted to 
get even or take revenge. Business negotiators should be careful to create a result 
in which both sides win something. Otherwise, the business relationship can sour, 
preventing future opportunities to interact [3].

Next, business negotiators have to think about satisfying needs. Every 
negotiation occurs because someone has a need to be met. In the planning stage, 
negotiators should fi gure out what their needs are. Recognizing their needs will 
drive the negotiation. In addition to their own needs, negotiators have to think 
about satisfying their opponents’ needs. Again, in the planning stage, negotiators 
should fi gure out what their opponents need and recognize what they can offer 
them. One way of fulfi lling the needs of both sides of the negotiation is to have 
two items on the table. One side can have its needs fulfi lled with one item, and the 
other side can fulfi ll its needs by winning the other item [1].

Good business negotiators ask questions. Often, people are afraid that questions 
betray their ignorance. In reality, asking pointed questions demonstrates control. If 
one person asks questions while the other answers, the questioner actually directs 
the negotiation. Questions can yield information and opinions, and they test our 
understanding of what our opponent has said. They can also give a negotiator time 
to think, by asking the opponent to repeat points. 

Another important business negotiation skill is listening. Negotiators often 
believe they are listening, while they are actually waiting for the other person to 
fi nish talking so they can have their say. Other times, they are formulating their 
own comments instead of listening well. In negotiation, it is particularly important 
to hear the other’s points. The other party’s words signal how he or she is thinking, 
and listening to those words can help you plan your own strategy [4].

To improve listening skills, business negotiators can try the following 
techniques:
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– Taking copious notes, and writing down exactly what the opponent has said;
– Repeating to yourself what the other has said, immediately after it has been 

said;
– Frequently summarizing aloud and testing your understanding of what has 

been said [1].
Business negotiations among people of different cultures are common. Those 

who do not take cultural differences into account risk losing negotiations and 
angering business associates. Cross-cultural negotiators should take the time 
to learn the cultural heritage of the other side, and pay adequate attention to 
details [5].
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There are tiny phrases we utter every day that tend to make us angry. 
We remain annoyed by clichés, cynical, self-centered or sarcastic remarks. 
Ungramatical items constitute another distinct class of annoying English words 
and phrases. Then, there are things that are just stupid to say simply because they 
are nonsensical or oxymoronic. 

For example, Jonathan Swift was annoyed by the word «mob» and in Jane 
Austen’s time, the word «nice» was considered annoying [1]. Every decade has 
its words that became worn out from overuse. In the sixties, it has to have been 
«groovy.» The 70’s introduced the tired term «bummer.» In the 80’s it «bitchin» 
turned everyone into a surfer dude. In the 90’s «bling» became the word that no 
one wanted to hear anymore. The is even a term logomisia (from the Greek for 
«word hatred») which refers to a strong dislike for a word or phrase based on its 
sound, meaning, usage, or associations. Here’s top words, that should be avoided 
by anyone over the age of 21.


