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Glossary 

 

BATNA: Best Alternative to a Negotiated Agreement is the best the negotiator can do 

without the other part accepting to negotiate, it means if negotiators fail to find an 

agreement or if the agreement is unsatisfactory for one part. Each part of the negotiation 

should have identified their BATNA before the beginning of the negotiation. 

 

Incoterms: International Commercial terms. The incoterms are normalized terms whose 

aim is to define rights and duties of buyers and sellers doing international and national 

exchange. The incoterms FOB, meaning Free On Board, is the most commonly used in 

purchasing.   

 

Lose-lose outcome: A lose-lose outcome is a negotiation result both parts are unsatisfied 

with.  

 

Walk-away: The walk-away position is the limit the negotiator does not want to pass. It 

can concern the price, the delay, the quality etc…  

 

Win-Lose or Lose-win outcome: A win-lose or lose-win outcome is a negotiation result 

only one part is satisfied with. 

 

Win-win outcome: A win-win outcome is the agreement found after a negotiation during 

which both parts took into account the other part interests. The final agreement cannot be 

improved as it is already satisfactory for both parts.  

 

ZOPA: Zone of Possible Agreement or “Contracting Zone” is the range in which an 

agreement is satisfactory for each part of the negotiation. Before the beginning of the 

negotiation, each part should have to identify their walk-away position as it will help to 

find the ZOPA during the negotiation.  
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Title 

“The impact of the existing relationship between the buyer and suppliers on the 

negotiation” 

 

 

Abstract 

 

This thesis is about the impact of the relationship between the buyer and the 

supplier on the way they are going to negotiate in the ready-to-wear context.  

The study begins with theoretical approach thanks to readings. Then, the analysis is 

based on the collection of qualitative data thanks to a sample composed of buyers issued 

from companies in the Lille metropolis. The links and connections established thanks to 

this analysis enable to confirm propositions made thanks to the literature review. Then, 

results allow the elaboration of an answer to the research question. Indeed, it appears that 

the relationship impacts the way the buyer and the supplier are going to negotiate in term 

of negotiation tactics, conflicts kind and management style and in term of bargaining 

power.  
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Introduction  

 

Problem definition 

The first use of negotiation people think about when you mention negotiation is the one 

between buyer and supplier, whatever could be the context and the products concerned.  

Analyzing different practices in negotiation between buyer and supplier is something 

quite common in the area of negotiation research.  

However, the more often those researches are mainly focused on the negotiation during 

the sourcing, when buyer and seller are not working together yet. Buyer has to find 

different potential supplier and then negotiate with them before to sign any kind of 

agreement.  

That is the reason why it would be interesting to focus on negotiation practices used 

once the buyer and the supplier already know each other and have already worked 

together. When both parts have established a kind of relation, the negotiation is not the 

same than before.  

 

What are the research questions? 

The main research question 

In which ways the existing relationship between the buyer and the supplier 

impacts the way they are going to negotiate? The research will be focused on the buyer 

point of view, in the ready-to-wear market.  

 

Underlying questions 

 Are negotiation practices different when a relationship already exists between the 

buyer and the supplier?  

 Is the bargaining power of the buyer or supplier different in negotiation when they 

have already worked together?   

 Is conflict managed differently when the buyer already knows the supplier thanks to 

former negotiation outcomes?  
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1. The literature review  

1.1. Conceptual background  

 

Figure 1.1: components of the conceptual background (Valentine RIBASSIN, 2013) 

1. Negotiation practices / Conflict Management: As explained by Weits & Bradford 

(1999) negotiation is a kind of conflict and needs to be managed. Reid, Pullins, 

Plank and Buerher (2004) say that conflicts make less likely the outcome so it 

directly impacts the negotiation practices.  

 

2. Negotiation practices / Buyer Supplier Relationship: Applied to the context of 

negotiation, Greenhalgh and Chapman (1998) define a relationship as “the set of 

cognitions that determine the focal negotiator’s posture toward the other party”. 

According to them, the relationship between negotiators will have impacts on the 

process they will use to negotiate and resolve conflict.  

 

3. Buyer Supplier Relationship / Conflict Management: Weitz and Bradford (1999) 

also say that conflict is inherent (volume, supply, prices, quality, delay…) in buyer 

seller relationship. As said just behind, the strength of the relationship between 

buyer and supplier will influence the way they are going to manage conflicts 

(Greenhalgh and Chapman, 1998).  

 

The research question: In which ways the existing relationship between the buyer 

and the supplier impacts the way they are going to negotiate? 

Buyer 

Supplier  

Relationship 

Conflict 

Management 

Negotiation 
Practices 

1 

2 

3 
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1.1.1. Definition of negotiation 

 

Cassie (1981) gives a more complex definition of negotiation which according to 

him is “a process in which at least one individual tries to persuade another individual to 

change his or her ideas or behavior and it often involves one person attempting to get 

another to sign a particular contract or make a particular decision. Thus negotiation is 

the process in which at least two partners with different needs and viewpoints need to 

reach an agreement on matters of mutual interest”. 

 

Applied to business, negotiation is defined by Belsey (2010) as the “crucial part 

of any commercial relationship, determining their ultimate profitability for each party” 

and according to Lapalme and Sokolova (2012) “Business negotiations represent a form 

of communication where the amount of provided information depends on context and 

situation.” 

 

 Sawyer and Guetzlow (1965) simply define negotiation as “a process by which 

parties attempt to reach an accord that specifies how they will act toward one another”. 

McCormack (1997) also defines negotiation as a process” of getting the best terms once 

the other side starts to act on their interest”.  

 

According to Cohen (1982), “Negotiation is a field of knowledge and endeavour 

that focuses on gaining the favour of people from whom we want things.” In the same 

idea, Fisher and Ury (2011) define the negotiation as “a basic means of getting what 

you want from others” while Nierenberg (1995) gives as definition of negotiation “a 

means of achieving one's goals in every relationship regardless of the circumstances”. 

 

 In the research the focus will be done on negotiation between buyer and seller 

after a first experience of working together, so it can be applied to the buyer seller 

relationships. According to these definitions from readings, the one which is going to be 

used in the research is:  “Negotiation is a process by which parts discuss to get what 
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they want by reaching an outcome satisfactory. As interests can be different, negotiation 

is also conflicts management”. (Valentine RIBASSIN, 2013). 

 

1.1.2. Conflict management in negotiation 

 

According to Leminen (2001) gaps also affect the dynamic of the relationship as 

the development of gaps between and within the buyer seller relationship indirectly 

leads to conflicts. Indeed, conflict is something inherent in the negotiation. That is the 

reason why a part dedicated to the conflict management in negotiation is included in the 

conceptual background. 

 

1.1.2.1. Definition of conflict  

 

Reid, Pullins, Plank and Buerher (2004) define conflict as “the way we believe is 

most useful for sales research and make an argument for why that perspective is 

important”. They emphasize the importance of studying interpersonal conflict as it is 

individuals who are negotiating. Interpersonal conflict is defined as “individual’s 

perception of incompabilities or differences in views and/or interpersonal 

compatibility”. According to readings, the definition of conflict which is going to be 

used in the research is “conflict is the way we do not take into account other part point 

of view by being focused on our interests, in this context it makes difficult to find an 

agreement and obviously both parts will have difficulties making compromises.” 

(Valentine RIBASSIN, 2013). 

 

1.1.2.2. Conflict management  

 

As Zhenzhong (2007) demonstrates, conflict management is closely linked to 

negotiation. Indeed, when buyer and seller are negotiating, they are managing conflicts 

because they both want to satisfy their own interest, which can be opposite to the other 
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part interests. In the same idea, Weits & Bradford (1999) say conflicts are inherent to 

negotiation and buyer seller relationship and need to be managed. 

 

Selling is more and more focused on relationship management and the building 

of long term relationship, conflict management has become critical. The nature of sales 

is a context where interpersonal conflicts are more likely to happen, as Weitz and 

Bradford (1999) say “conflict is inherent in buyer seller relationship”. The challenge is 

to first identify the conflict and then manage it.  

 

Garner (2007) explains why negotiators shouldn’t fight conflict but manage it. 

He reminds that conflicts are part of team work because of divergences of views, minds, 

interests, needs and personalities. Garner (2007) exposes the seven possible outcomes of 

a negotiation: no deal, win lose situation, lose win situation, win at all costs, 

compromise, arbitration and win-win situation. According to him, a no deal outcome is 

very often a failure because it means that the conflict between interlocutors wasn’t 

managed at all. A win lose approach is not about managing the conflict but more about 

encouraging it, because you may give the other the urge to take the same approach on 

the next negotiation with you. The principal conflict management model used by 

Zhenzhong (2007) is the dual-concern model assuming that “individuals chose different 

modes, strategies or styles for handling conflict based on some variations of two 

primary interests: concern for self and concern for others”.  

 

Wilmot and Hocker (2001) base conflict management on two dimensions: 

assertiveness and cooperativeness. According to them, assertiveness is required when 

concern for oneself is missing and cooperativeness when concern for others is missing  
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1.1.2.3. Types of conflict  

 

Reid, Pullins, Plank and Buerher (2004) distinguish two kinds of conflicts: 

relationship conflicts and task conflicts. Task conflicts concern the components of the 

negotiation which entail disagreements of views, opinions or idea contrary to the 

relationship conflict which concerns the incompatibilities which may exist between 

buyer and seller due to annoyance, tension or animosity (Boulding 1963; Jehn 1995). 

Relationship conflict is the most difficult to rectify because of affective part while task 

conflict can be managed. That is why they suggest that task conflict becomes 

relationship conflict depending of the buyer perception.  

 

Zhenzhong (2007) identify five conflict management styles: competing or 

dominating, collaborating or integrating, compromising, accommodating or obliging 

and avoiding. Tangpong and Ro (2009) study is based on the following five different 

negotiation strategies: avoidance, accommodation, collaboration, competition and 

compromise (Kilmann and Thomas 1975), as shown in figure 1.2. In these styles, only 

the collaborating one leads to a win-win outcomes.  Using these strategies, Tangpong 

and Ro (2009) explain a high assertiveness by the dyad competition and collaboration 

and a low assertiveness by the dyad accommodation and avoidance. In the same base, a 

high cooperativeness is explained by the dyad collaboration and accommodation and a 

low cooperativeness by the dyad competition and avoidance. According to Tangpong 

and Ro (2009) only four of the five negotiation strategies are concerned by both 

dimensions, as compromise is neutral it is in neither.  

 

Whatever the kind of conflict is, Reid, Pullins, Plank and Buerher (2004) say 

that conflicts make less likely the outcome. That is the reason why next part is on the 

impacts of conflict on the negotiation.   
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Figure 1.2: Thomas-Kilmann Conflict Mode Instrument (TKI) 

 

 

1.1.2.4. Impacts of conflict  

 

Reid, Pullins, Plank and Buerher (2004) study the perceived sales interactions 

conflict defined as “the perception of conflict generated during sales interactions 

between a salesperson and a buyer”. They add that they use the term interaction to 

speak about interpersonal interaction. 

 

 In their article, Reid, Pullins, Plank and Buerher (2004) emphasize the fact that 

conflicts between buyer and seller have obviously an impact on the outcome and on the 

relationship. Johson, Barksdale and Boles (2003) say that conflict with a seller has a 

negative impact on the buyer way to see the relationship and so the buyer is less likely 

to continue the relationship. Reid, Pullins, Plank and Buerher (2004) mention the 
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negative image associated to interpersonal conflict even if all conflict are not 

destructive.  

 

Conflict can be associated with the people involved or with the issue involved; 

here are the two dimensions of a conflict according to Reid, Pullins, Plank and Buerher 

(2004). Parties have to be able to identify the conflict dimension they face (Jehn 1997). 

When conflict is associated with the people involved, it is named an affective conflict 

whereas when it is with the issue involved it is a cognitive conflict. Affective conflict is 

likely to lead to fewer consequences (Amazon and Sapienza 1997) whereas cognitive 

conflict can sometimes lead to positive outcome (Jehn 1997). If the task is important for 

the buyer, he is likely to tolerate more cognitive conflict but also affective.  

 

Reid, Pullins, Plank and Buerher (2004) quote different antecedents of conflict 

such as risk, power, empathy, culture, trust, personality, communication behaviour...that 

are clearly the most important even if there are many others human interactions reasons. 

Zhenzhong (2007) searches if conflict management enables negotiators to predict 

behaviour in business negotation and takes the example of a comparison between two 

countries: Canada and China.  

 

Hopmann (1996) discusses both practice and theory conflict resolution by 

developing a framework to explain how negotiation process affects the outcome of 

negotiation. Hopmann (1996) emphasizes the complexity of the negotiation process; 

sometimes there are models where rationality is useless. This leads to the next part 

focusing on the negotiation practices.  
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1.1.3. Negotiation practices   

1.1.3.1. Integrative and distributive negotiation  

 

Fells (1996) make the clear distinction between two kinds of negotiation: 

distributive and integrative negotiation. He describes distributive or cooperative 

negotiation as a negotiation with win-lose outcomes, more focused on position. On the 

contrary, according to him, integrative negotiation is a problem solving one, with win-

win outcome and a negotiation focused on interests.  

 

Garner (2007) warns that a lose win strategy should never be used as one 

because it obviously won’t lead to an agreement. A win at all costs approach is not 

about resolving conflict, because it means you have to convince that you are not 

responsible for the conflict. Compromise leads to an agreement but is not suitable with 

the main principle of a negotiation which is to satisfy our need in the same time of 

others’. That’s why you don’t have to anticipate using this strategy. 

 

According to Garner (2007) arbitration shouldn’t be considered as a negotiation 

strategy but only as alternative if conflict remains after a first attempt to manage it. The 

last and most important approach that the author mentions is the win-win approach. 

According to him, it is the only strategy you can consider. Indeed it means that you 

keep in mind your interests during the whole negotiation and try to have your needs 

satisfied but in the same time you are attentive to your interlocutor’s interest. Your 

objective is to find an agreement that pleases both parts of the negotiation. Because both 

players want to meet their goals, conflicts may occur but if both follow a win-win 

approach; these conflicts would be positive and useful conflicts. 

 

Fells (1996) says that the negotiation preparation is used to prepare the issue 

rather the process. He emphasizes the importance of preparation, which is likely to lead 
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to a better negotiation and thus to a better outcome for both parts. In this case both parts 

are more likely to be willing to continue the relationship.  

Another part of principled negotiation is about inventing options for mutual 

gain. Invention of options can be prevented by four kinds of obstacles: premature 

judgment, searching for single answer, the assumption of a fixed pie and thinking that 

‘solving their problem is their problem’. (Fisher, Ury & Parton, 1999) 

Integrative bargaining consists in keeping the focus on interests and not on 

positions. Staying focused on position reduces the possibility to see an outcome for the 

negotiation and often reach an impasse. That is why the first step is to define the 

problem. Then, both pats have to identify interests by asking questions like ‘why’ or 

‘why not’. Once interests are identified, players are ready to focus on them instead of 

positions. Another important point is about putting the problem before the answer and 

being hard on the problem but soft on the people (Fisher, Ury & Parton, 1999). Another 

part of principled negotiation is about inventing options for mutual gain. Invention of 

options can be prevented by four kinds of obstacles: premature judgment, searching for 

single answer, the assumption of a fixed pie and thinking that ‘solving their problem is 

their problem’. (Fisher, Ury & Parton, 1999) 

 

 

 

Figure 1.3: Differences between distributive and integrative negotiation 
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1.1.3.2. BATNA and ZOPA  

 

Fisher and Ury (2011) define the BATNA, meaning Best Alternative to a 

Negotiated Agreement, as “the only standard which can protect both parts from 

accepting terms that are too unfavorable and from rejecting terms it would be in their 

interest to accept”. In others words, BATNA is not obviously the ideal outcome; it is the 

best the negotiator can do without the other part accepting to negotiate. Spangler (2003) 

simply defines BATNAs as each part’s bottom lines or walk-away positions and says it 

exists only if there is an overlap between buyer and supplier walk-away positions.  

Spangler (2003) describes BATNA as a critical tool in negotiation as it is 

positively linked to negotiating power of both parts. Fisher and Ury (2011) determines a 

process to determine BATNA and so allows negotiators to increase their negotiating 

power: “ develop a list of actions you might conceivably take if no agreement is 

reached;  improve some of the more promising ideas and convert them into practical 

options; and select, tentatively, the one option that seems best”. As Spangler (2003) 

says, not only negotiators have to determine their BATNAs for any situation, but they 

also have to consider their counterpart alternatives. Indeed the more a negotiator will 

have an idea of the other part BATNA the better he will be ready for the negotiation and 

will be able to have an idea of the more realistic and reasonable outcome. Fisher and 

Ury (2011) say it is not a problem for negotiators to reveal their BATNAs, whereas 

McCarthy (1991) advises negotiators not to reveal their BATNA unless they are sure it 

is better than the counterpart could think.  

 

Fragale and Kim (2005) demonstrate that a negotiator who owns more attractive 

BATNAs has more power and so obtains more outcomes that satisfy him. In the same 

idea, a negotiator who brings a greater contribution on the relationship owns more 

power and so will have more chances of obtaining greater outcomes. When negotiating, 

both parts should ask for benefits at least equal to their BATNAs. If they don’t, they are 

likely to fail to find an agreement. Fragale and Kim (2005) suggest that BATNAs and 

contribution have impacts on power and performance on different ways.  
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Once both parts know their BATNAs, they can identify the ZOPA, Zone of 

Possible Agreement, which exists only if “there is a potential agreement that would 

benefit both sides more than their alternative options do” (Spangler, 2003). As for 

BATNA, Spangler (2003) describes the ZOPA as critical in negotiation as it is linked to 

the success of the outcome, if the ZOPA is well identified the negotiation is likely to 

ended with an agreement.  

 

 

Figure 1.4: ZOPA 

 

Depending the kind of negotiation, the ZOPA’s nature can vary: Spangler (2003) 

reveals a difference between the ZOPA on distributive and integrative negotiation. 

Distributive negotiation, defined earlier as a negotiation during which both parts are 

trying to obtain as much they can, makes difficult to reach an agreement. In this case, to 

find a ZOPA is consequently difficult too as the outcome is a win-lose one. However, as 

integrative negotiation generally leads to win-win outcome, it means that a ZOPA is 

easily defined and reached. 

 

1.1.3.3. Negotiation practices and buyer seller relationship  

 

The effect of negotiation practices on buyer seller relationships has not been so 

much examined, and yet Atkins and Rinehart (2006) think it is important as it can 

impacts the level of satisfaction of both parts, the quality of the relationships and the 
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likelihood of building a long-term relationship. According to Atkins and Rinehart 

(2006) negotiation process and practices used can explain long term relationship. 

 

Atkins and Rinehart (2006) investigate the effect of practices such as coercion 

and contract formality on the relationship. Coercion is defined as “mechanisms for 

gaining target compliance that reference or mediate negative consequences for non-

compliance” (Gundlach and Cadotte 1994). Contract formality is defined as “the 

explicitness of the directives for action provided under the contract” (Morh, Fisher and 

Nevin 1996).  The result of Atkins and Rinehart (2006)’s study show that a low level of 

coercion lead to a high level of satisfaction, and that cooperativeness tend to lead to 

more formal contract and less to coercion. Atkins and Rinehart (2006) believe that 

satisfaction with the outcome of the negotiation can be an indicator of the likelihood to 

build a long term relationship.  

 

1.1.3.4. Negotiation outcomes 

 

Whereas for many people, bargaining is the whole negotiation, Atkins and 

Rinehart (2006) define it as only one step of the negotiation process. Indeed, as they 

say, before the bargaining part there are the preparations and then the outcomes. Let’s 

focus more on the outcome. Atkins and Rinehart (2006) define outcome as “the parties’ 

perceptions of the agreement that has been created: a positive perception of the 

agreement may lead to additional business between the parties, while a negative 

perception may lead to the dissolution of the relationship”.  

 

According to Cohen (2003), high expectations in negotiation are correlated with 

results obtained. Cohen (2003) also analyses others impacts of expectations on results. 

Its analyze shows that when both parts have close expectation levels, the one with the 

highest aspiration level will not be obviously the winner. However, it also proves that 

higher expectations have greater impacts on positive outcomes as for maximum 

aspirations. Taking for example a buyer who expects to buy at the cheapest price, he 
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will manage to have satisfactory agreement in the majority of outcomes due to his 

higher expectation which is to have the lower price.  

 

Belsey (2010) writes a guide helping to reach win-win outcomes. According to 

him, someone who is able to reach win-win outcomes will be also able to add value to 

its organization.  Belsey (2010) defines the key of success in negotiation as “knowing 

how to plan for a win-win outcome and how to recognize and handle someone who is 

playing win-lose”. It seems easy but Belsey (2010) insists on the complexity of this 

challenging key.  

 

Ehtamo, Hämäläinen, Heiskanen, Teich, Verkama and Zionts (1999) say that 

negotiation is slightly linked to mathematical programming. Indeed, it can be illustrated 

with Pareto’s law. Pareto’s law states “twenty percent of what you do produces eighty 

percent of the results and conversely eighty percent of what you do produces twenty 

percent of the results”. According to Stark (2011), applied to negotiation, this statement 

means that “eighty percent of your results are generally agreed upon in the last twenty 

percent of your time”.  

 

Figure 1.5: Pareto’s law 

 

Greenhalgh and Chapman (1998) explain that the relationship between buyer 

and supplier can directly influence the process of the negotiation. That is the reason why 

the next part focuses on the buyer seller relationship in the context of the negotiation. 
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1.1.4. The buyer-seller relationship in negotiation  

1.1.4.1. The buyer-seller relationship 

 

Buyer seller relationship is much more than a single construct. Paulraj and Chen 

(2005) make the distinction between supply chain management and supply 

management. The first one concerns all the steps that have to be completed to deliver 

the product to the customer. The second one, the supply management, is focused on the 

inter-organizational relationships, which means the buyer seller relationship. In the 

following literature review, when I speak about buyer seller relationship it is more 

related to supply management.  

 

As the research will focus on relationship and as Leminen (2001) explains, it is 

important to study gaps in buyer seller relationship: there is a need to understand buyer 

seller relationship and their gaps because gaps affect the development of the 

relationship. 

 

From a literature review, Balakrishnan and Eliashberg (1995) give issues that 

have been examined as playing a role in negotiation: aspiration level, reservation prices 

or limits of negotiation power, time pressure, reciprocation, expectations and various 

personality traits. They model involves “alternatives offers and counteroffers between 

seller and buyer having conflicting preferences over a single issue to be negotiated”. 

The seller desires a higher price while the buyer desires higher quantity for instance. 

And that is why the approach of the negotiation cannot be always the same. 

Balakrishnan and Eliashberg (1995) suggest a new analytical process model that 

captures both behavioral and economic aspects related to 2-party negotiations. Two 

approaches are distinguished: the focus on the outcome and the focus on the process 

(Chatterjee 1985).  
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According to Tangpong and Ro (2009), “how firms manage supplier relationship 

is increasingly critical to firms’ operational efficiency, product development, 

profitability and long term prosperity and is becoming a strategic issue in today’s 

business landscape.” Authors identify relational norms as the values shared among 

exchange partners regarding what is appropriate behavior in a relationship. Tangpong 

and Ro (2009) explain that a high level of relational norms in the buyer seller 

relationship is linked to a higher commitment of exchange parties and to a long term 

orientation.  

 

Tangpong and Ro (2009) define the relationship continuance as the intention of 

both parts to keep the relationship ongoing even if they are stressors in the relationship. 

The relationship continuance is strong when there are shared values and with the 

presence of relational normal such as flexibility, information sharing and solidarity, and 

facilitated with trust.  

 

Perterson and Shepherd (2010) focus on activities that negotiators conduct 

during their negotiation preparation. According to Perterson and Shepherd (2010), if 

negotiators succeed to understand these activities, they will be able to identify priorities, 

tendencies and behaviors. According to Perterson and Shepherd (2010), lots of 

researches have been conducted to explain why some negotiators are likely to make 

better deals than others, but most of these researches were more focused on what 

happens during the negotiation. However, Perterson and Shepherd (2010) suggest that 

the preparation has an impact on the outcome and even on the relationship after the 

outcome.  

 

1.1.4.2. Opportunism in buyer-seller relationship 

 

Tangpong and Ro (2009) define an opportunist as the one who behaves only for 

his own interests in the couple buyer seller. For the buyer, it is impossible to identify an 
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opportunistic supplier before the agreement is signed, hence the importance of relational 

norms.  

 

Tangpong and Ro (2009) make as hypothesis that agents with high degree of 

assertiveness are more likely to be opportunist as they are going to try to have what they 

want. In the contrary, agents with high degree of cooperativeness are more likely to lead 

to mutual gains. In spite of the relational norms, dimensions can have impacts on 

opportunistic behavior. With their study, Tangpong and Ro (2009) show that relational 

norms are related to the use of cooperativeness and opportunism. When relational norms 

are low, cooperativeness has a high influence on opportunism. It means that relational 

norms permit to contain agent behaviors and to avoid opportunism. 

 

Artz & Norman (2002) discuss about the renegotiation of contract. Their paper 

has two objectives: suggest a model of the determinants of contracts choice and study 

incomplete contracts. Artz & Norman (2002) begin with the assessment that developing 

long term relationship is closely linked to developing efficient contracts. According to 

them, formal contracts allow the coordination of the actions and in the same time a 

limitation of opportunistic behaviour. Establish a contract is costly, both before with the 

initial establishment, and after with the renegotiation and adjustment of an existing 

contract. The goal of Artz & Norman (2002) is to investigate on the contacting process 

and the cost contracting. Indeed, when a contract is revised, there are further negation 

costs. But in this research case, the focus will be on their study about the contact itself.  

 

Artz & Norman (2002) distinguish totally complete contracts from totally 

incomplete. In the first one, all duties of all parties are précised. But in practice, 

contracts are not totally complete or incomplete: there always are some terms that are 

not mentioned and left to future determination even if contracts contain at least terms 

which make trade feasible. For Artz & Norman (2002), a typical contract, complete but 

not totally, must contain responsibilities of each parts and performance expectations. 

Those terms are not renegotiable and reduce opportunistic behaviours. It also contains 
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specific terms which are less likely to be violated and guarantee a certain security.  Artz 

& Norman (2002) define an incomplete contract as “a general process for periodic 

mutual adjustments of contracts items such as prices and/or quantities” and precise that 

it is less costly but allow more flexibility. Artz & Norman (2002) say that renegotiation 

are used for incomplete contract and are often in favour of the contract as it improves it.  

 

Artz & Norman (2002) speak about the transaction cost economics (TCE); 

define as “conditions that determine the appropriate structure to govern exchange”.  In 

the case of a contract, it refers to factors influencing contract type. Artz & Norman 

(2002) identify three factors: environmental uncertainty, transaction-specific assets and 

potential for opportunism. According to Artz & Norman (2002), in a simple 

environment, complete contracts are feasible. But if both parts are not confident about 

the future, they tend to use incomplete contracts. For instance, if a supplier cannot 

forecast goods prices, he will be reluctant for a complete contact with fixed prices. That 

is why an uncertain environment makes more difficult complete contracts. Concerning 

the second factor, Artz & Norman (2002) explain that if one of the parts invests in 

transaction-specific assets, the other part become dependent of the first one. 

According to Artz & Norman (2002), the potential for opportunism depends of 

the likelihood success of the outcome. The success is defined as “the ease with which 

the opportunistic part can be replaced”. They take the example of alternative supplier: if 

it is hard to find, the buyer can not threaten to change and so the supplier can be more 

opportunistic. If the potential for opportunism is low, which means that the availability 

of alternative suppliers is high, contracts are likely to be more incomplete.  

 

1.1.4.3. Trust in buyer-seller relationship  

 

More and more collaborative relationships rely on trust, which enables buyer 

and seller to focus on long term benefits of the relationships (Ganesan 1994). Trust 

allows better receptiveness and attention of information (Moorman, Zattman and 

Dehpandé 1992).  
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Supply management is more and more perceived as a strategic action. The 

results of the study done by Paulraj and Chen (2005) show us that a high level of trust 

and cooperation are likely to continue the relationship.  

 

Doney and Cannon (1997) identify five cognitive processes through which a 

buyer can develop trust of a supplier. Calculative process is about analyzing if it is 

better to keep the relationship continue or not. Prediction process is to forecast the other 

part’s behavior. Capability process is to determine the other part’s ability to respect its 

promises and obligations. Intentionality process is to try to identify what the other part 

wants in exchange of what you offer. And transference process suggests that trust can 

be transferred from on ‘trusted’ person to another unknown and ‘not trusted yet’ person. 

In the same idea, Paulraj and Chen (2005) say that reduce communication errors, make 

easier knowledge sharing and encourage learning and intuition will allow a better 

communication and buyer and seller are likely to be more efficient together. It will have 

a direct impact on quality. Paulraj and Chen (2005) emphasize the importance of 

information sharing but also knowledge and/or know-how to encourage confidence and 

avoid negative behavior.  

 

1.1.4.4. Bargaining power in negotiation 

 

The diamond model, or the five forces analysis, is a model developed by 

Michael Porter which enables the analysis of the competiveness of industries through 

four others components: threat of substitute and new entrants, bargaining power of 

suppliers and of buyers.  

 

Apply to the research subject; it is interesting to focus on the bargaining power 

of the buyer and the supplier. Indeed, the research is focused on the perception of the 

buyer during the negotiation, and so the buyer can fear the bargaining power of the 
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supplier he is negotiating with. And in the same time, in the negotiation process, the 

buyer has a bargaining power that can be feared by the supplier.  

 

 

Figure 1.6: Porter’s five force analysis (Source: Strategic Management Course) 

 

To increase his bargaining power, the buyer can create new sources of supply 

instead of going further with existing supplier. This is the definition of Leenders (1965) 

for the concept of “supplier development”. However, Hines (1994) defines the supplier 

development as the act of the buyer helping the supplier to improve strategies and so his 

competitive advantage.  Krause and Ellram (1997) give a similar definition as they 

explain supplier development as “any effort of a buying firm with a supplier to increase 

its performance and/or capabilities and meet the buying firm’s short and/or long-term 

supply needs”. Whatever the accurate definition, the main goal is still the same: 

improve competitive position by reducing cost, increasing quality and ensuring long 

term satisfactory provision.  

 

Intensity of 
competitive rivalry 

Threat of substitute 
products  

Bargaining 
power of 
buyers 

Threat of new 
entrants 

Bargaining 
power of 
suppliers  
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Newlands identified three paradigms defining approaches to supplier 

relationship and impacting supplier development: traditional purchasing, partnership 

sourcing and lean supply model. 

 

The traditional or adversarial purchasing paradigm is a win-lose approach where 

buyers have the bargaining power and want to satisfy their own interests without taking 

into account interests of suppliers. This approach is based on unit price which is pushed 

down by buyers at the expense of suppliers’ profit.  

 

And yet, Bower (1970) states that the win-win approach has to be the unique 

desire outcome. This leads to the partnership sourcing paradigm. Indeed, this paradigm 

is characterized by a commitment from both buyer and supplier to reach the higher 

capability and competitiveness, whatever the duration of their relationship. This kind of 

sourcing has three steps: membership, measurement and benefits and is likely to lead to 

win-win outcomes.  

 

The third paradigm is the lean supply model. Major differences between 

partnership sourcing and this last are that both supplier and buyer know that they are 

interdependent, they work on equity but the level of trust is lower than in partnership 

sourcing. 

 

After identifying these three paradigms, Newlands pointed out four kinds of 

supplier development: adversarial, anti-monopoly, partnering and independent. These 

four types of supplier development are linked to the three kinds of paradigms explained 

just above. Both adversarial and anti-monopoly supplier development can be identify 

when it is not possible to create sufficient incentive to reduce prices as there are too few 

suppliers in the industry. The second, partnership sourcing supplier development is 

focused on the transfer of practices to suppliers in order to increase quality, reliability 

on delay and to reduce costs. The last kind, the independent supplier development is the 
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process of transferring tools and practices already acquired by a company across all 

customers.  

 

The supplier development is a process closely linked to bargaining power and 

impacts directly the negotiation. Depending of definition, supplier development is not 

always linked to the relationship.  

 

 

Summary 

 

It has been shown that negotiation means a relationship between buyer and 

seller.  This relationship begins before the negotiation itself, and continues after the 

outcome. As it is individuals who are negotiating, buyer seller relationship is not a 

simple relationship. Conflict is inherent to negotiation and to buyer supplier 

relationships. Depending of authors, conflict can be perceived as negative or positive 

for the outcomes. It depends of the kind of conflict and how it is managed by both parts. 

It has been explained in what way the bargaining power impact is one of the component 

of the negotiation.  

 

1.2. Limitations of the literature review  

 

The literature review focuses on the buyer seller relationship during the 

negotiation itself; it means the process when they are negotiating for the first time 

before reaching an outcome. And yet, the research will be focused on negotiation 

practices once buyer and seller already know each other, once they have already worked 

together: once a relationship exists. Even if negotiation practices would be similar, and 

conflict present, it is not the really same issue that the one investigated in the existing 

literature review.  
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1.3. Propositions  

 

Even if the literature review is not completely corresponding to our research, key 

similar results can be expected. According to that, some propositions have been made in 

this project:  

 

Proposition n°1: The existing relationship will impact the negotiation style. 

It is the main proposition of this research. It comes out from the to literature review that 

a difference will appear and that when both parts already know each other, the 

negotiation will be more integrative than distributive. Due to the literature review, long-

term relationship will lead to a negotiation based on trust and less on opportunism. 

According to readings, outcomes will be win-win because negotiators will be able to 

identify and use BATNA and ZOPA. 

 

Proposition n°2: Buyer does perceive conflict impacting the negotiation style.  

It results from the reading that conflict does exist in negotiation, whether negotiators 

already know each other or not. Readings show that buyer and supplier will encounter 

conflict even if they already know each other as conflict seems to be inherent in 

negotiation. Indirectly, it results that the conflict influences negotiation style used by 

negotiators. 

 

Proposition n°3: The degrees to which they perceive the conflict depend on the 

relationship and impact conflict management style. 

Readings show that the relationship has a positive impact on the way negotiators 

perceive conflict. In the same idea, it results from the literature review that the way 

buyer and seller will negotiate is impacted by the way they perceive conflict. Moreover, 

the conflict resolution process will be different due to the existing relationship as they 

both want to maintain this relationship and therefore manage the conflict with a long 

term vision.   
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Proposition n°4: The bargaining power in the negotiation is balanced when the 

relationship already exists. 

It ensues from the readings that when negotiators already know each other thanks to 

former experience the bargaining power will be balanced. As they both want to 

maintain the relationship in a long term vision, they will try to get what they want by 

taking into account the other part’s interests.   
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2. Methodology  

 

The objective of the methodology presented in this part is to explain each step of the 

methodology used in order to answer to the research question based on theoretical 

findings from the literature review. The following part explains in detail the key steps of 

the methodology which is strategic to reach the aim, that is to say, a coherent thesis, by 

using research tools linked to the problematic.  

 

2.1 Reminder of the research problem and its objectives  

 

The question of the research is to analyse to what extent the existing relationship 

between the buyer and the supplier impacts the way they are going to negotiate in future 

collaborations.  

The aim of the research is to compare theoretical findings based on readings and 

explained in the literature review to empirical facts gathered thanks to qualitative 

researches. The literature review allows to explain each components of the negotiation 

and to see in which ways each of these components can be impacted with the existing 

relationship. Now, let’s present tools which will be used to collect qualitative data to 

compare.  

 

2.2 Conceptual model 

 

As seen in the literature review, negotiation between buyer and supplier own 

several components: the relationship, the opportunistic behaviour, the trust, conflict 

management and different practices. Some suppositions have been made thanks to the 

theoretical findings to answer to the research question and to underlying questions.  

In order to conduct a qualitative data research, a precise and practical methodology 

composed of different steps has been determined. The first step was to collect data. For 

that, several buyers were contacted in order to compose a sample and to interview each 

buyer of this sample. The second step was to analyse data.  
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2.3 Data collection 

 

As explained previously, the first step of the methodology was to collect data. 

The study conducted was exclusively based on qualitative data and the type of research 

a qualitative explanatory one because the research is based on observation in a clearly 

defined environment thanks to a tool used to discover key aspects: the interview guide.   

 

The choice of the research was explained by two constraints. Firstly, it was 

impossible to collect quantitative data as the subject itself was not clearly measurable. 

Secondly, the subject was based on the particular human being interactions based 

environment.  

 

 

2.3.1 Determination of the sample 

 

At the beginning, the research of potential buyers to interview was made 

indifferently to company size and sector. As the data collection went along with 

interviews and buyers research, a focus on ready-to-wear sector (clothes and shoes) has 

been decided. Indeed, as several buyers in this sector and no one on another sector were 

found, there would not have enough buyers to compare, and moreover it was not the 

point of the research question to compare. There was no geographical criterion but as in 

the ready-to-wear maker, most of companies have their headquarters and buying offices 

in the region Nord Pas-de-Calais. The contact with buyer was at first by mail and/or by 

phone.  

 

 

2.3.2 Composition of the sample 

 

Qualitative data were obtained through ten interviews with buyer from five 

different companies and with different experiences in the negotiation field. The table 

below (table 2.1) shows the profile of the different buyers met during interviews.  
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 The method of the “snowball sampling” was used to compose the sample. 

Indeed, each time a buyer was met, at the end of the interview, the buyer was asked to 

refer other people of their professional or personal environment who fit the study 

requirements and then those persons were interviewed if they agreed.   

 

Date Interviewee Function Company 
Kind of 

ITV 
Duration 

05/10/2012 PIGEON Séverine 
Ladies shoes 

buyer 
Auchan 

Face to 

face 
40 minutes 

17/10/2012 PATRICE Hélène Trousers buyer 
Jules 

(HappyChic) 

Face to 

face 
35 minutes 

29/01/2013 
VANDEPOORTER 

Lorraine 

Import 

underwear 

buyer 

Auchan 
Face to 

face 
40 minutes 

12/02/2013 LESAFFRE Lucie 
Import trousers 

buyer 
Camaïeu 

By 

phone 
30 minutes 

25/02/2013 DITER Emilie 
Kids underwear 

buyer 
Auchan 

Face to 

face 
35 minutes 

13/03/2013 
VIGNOLLE 

Laétitia 

Import corsertry 

buyer 
Auchan 

Face to 

face 
25 minutes 

21/03/2013 CHARLET Camille 

Contemporary 

woman products 

buyer 

VeryWear 

(Devianne) 

Face to 

face 
35 minutes 

29/03/2013 

FLANDRIN-

DELBECQUES 

Emilie 

International 

baby clothes 

buyer  

Auchan 

(International 

Purchase 

Dpt) 

Face to 

face 
20 minutes 

05/04/2013 LAPERE Olivier 
Purchasing 

manager 
La Redoute 

Face to 

face 
20 minutes 

05/04/2013 POUZOT Nathalie 

Anne Weyburn 

collection 

manager 

La Redoute 
Face to 

face 
45 minutes 

Table 2.1: List of interviewee buyers 
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2.3.3 Qualitative data 

 

Once all collected data were linked, the research model was obtained and trends 

in the influence of the existing relationship on the negotiation were determined. The 

data analysis software Nvivo was used to analyse collected data.  The study was based 

on the qualitative study methodology from Miles and Huberman (2003) explained 

below:  

1. Coding interviews’ transcriptions. > Notes were taken during every interviews 

recorded.  

2. Comment these documents. > Thanks to notes, remarks were made to add value 

to the transcriptions. 

3. Select and analyse these documents to “identify similar sentences, relationship 

between variables, themes, distinct differences between the sub-groups and 

known sequences. > Each recorded interview is studied to identify how 

keywords are used, in which context or frequency and how they are linked 

thanks to the coding guideline.  

4. Analyse diagrams and processes, common points and differences. > Study of 

data generated by Nvivo and potential conclusion that can result.  

5. Develop generalizations which overlap “regularities” determined through data 

base. > Summary of Data Analysis (Part 3).  

6. Compare these facts to theoretical findings. > Discussion comparing theoretical 

findings from literature review with real facts issued from interviews and Nvivo 

analysis.  

 

 

2.3.4 The interview guide 

 

“The main feature of an interview is to facilitate the interviewees to share their 

perspectives, stories and experience regarding a particular social phenomena being 

observed by the interviewer. The participants, who are the practitioners in their field, 
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will pass on their knowledge to the researcher through the conversations held during the 

interview process.” (Boeije 2010)   

 

 

The interview guide (appendix 1) was established in advance and sent to buyers 

if they asked for before the interview (see an example on appendix 2). Open questions 

were asked in order to let buyers speak and not influence them in their answers. The 

guide was a common base of all interviews but all the questions on this guide were not 

asked each time as the interview were semi conducted. Indeed the choice of semi-

structured interviews allows buyers to develop in detail their experience or other 

particular points and even add information they thought important and relevant in my 

research. Questions were gathered according to themes they were about (table 2.2). 

Indeed thanks to the literature review, components of the negotiation were identified 

and questions were gathered according to this and all theme of research according to the 

conceptual background were taken into consideration.  

 

 

The job and the person 
Definition of the function 

Experience in this function 

Skills, qualities and knowledge 

Necessary knowledge 

Skills needed 

Qualities needed 

The structure 
Organization chart 

Working environment 

The relationship Components 

The negotiation 

Negotiation practices 

Components 

Position of power 

Conflict management 

Table 2.2: Themes approached during interviews 
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2.4 Limits 

 

Interviews allow me to have direct contact with buyers and to collect their 

opinion and experience without limits and constraints linked to an indirect contact. 

Information collected was from various buyerstherefore diversified. 

 

This method also has some weaknesses. Indeed as it is not number but personal 

opinion, it is not a statistical manner to measure the impact of existing relationship on 

the negotiation as interviewee buyers can react differently. Ten buyers were 

interviewed, it means that the sample is reduced and so empirical results with a hundred 

of answers cannot be obtained.  

Another limit in this research is that as interviews results are confidential, the 

analysis will be about global results with information gathering all interviews results. It 

means that for each proposition made in the part 1.4, the answer given by the research 

will be based on results issued from all buyers ‘answers gathered. Comparison between 

buyers will not be possible, but this is not really a limit as the research question is not to 

compare but to see if the impact does exist.  

 

Moreover, the interview guide was established before the coding analysis. It 

results that some themes approached during the interview were not relevant for the 

research whereas others themes appear as important as long as interviews were 

analysed.  

 

And finally, the interpretation depends a lot on the coding used; this point is 

explained in the next part. 
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2.5 Coding process  

 

“Similarly content that data coding constitutes a critical part of analysis, such that 

there is a ‘reciprocal relationship between the development of a coding system and the 

evolution of understanding a phenomenon” (Weston  et al, 2001) 

 

Some keywords were identified thanks to notes taken during interviews. Then, by 

using these notes, according to the way buyers used them and with the help of the 

literature review, keywords were gathered by themes approached during interviews, 

which are mostly themes of the interview guide. Tables from 2.3 to 2.7 show the 

distribution of keywords in different categories and sub-categories according to subject 

they refer to.Keywords do not appear on the analysis expect this table as they enable to 

identify the mention of each theme and the way they are approached by the buyer. For 

instance, the keyword “win-win” enables to state that the buyer was talking about 

integrative negotiation 

 

 

 

BUYER 

Qualities Skills  

Curiosity 

Pragmatism 

Interested 

Interpersonal 

Adaptability 

Open-minded 

Humbleness 

Dynamism 

Responsibility 

Patience 

Perseverance 

Assurance 

Stress management 

Analyse skills 

 

Table 2.3: Keywords referred to the buyer 
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RELATIONSHIP 

Components Kind 

Cultural aspect 

Trust 

Control 

Reliability 

Transparency 

Courtesy 

Be careful 

Human aspect 

Scoring 

Respect 

Commitment 

Common interests 

Face to face 

Collaboration 

Substitution 

Long Term Punctual 

Partnership 

Historical suppliers 

Closeness 

Subjective 

Exchange based 

One shot 

Independence 

Manipulation 

Opportunism 

Trial period 

Table 2.4: Keywords referred to the relationship 

 

 

 

NEGOTIATION 

Components Tactics Bargaining power 

Quantity 

Call for tender 

Compromise 

Long term vision 

Price 

Delivery time 

Optimization 

Joint effort 

Time 

Integrative / 

principled 
Distributive  

Balanced 

Buyer’s 

Supplier’s 

Win-win 

BATNA 

ZOPA  (Walk-away 

/ Break-even point / 

Ideal) 

 

 

Win-lose 

Go forward 

Pressure 

One shot 

Plan B / substitution 

 

20% - 80% 

Silence 

Game 

Table 2.5: Keywords referred to the negotiation 
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Kinds of conflict 

Task conflict Relationship conflict 

Delay 

Quality / inspection 

Volume 

Risk 

Margin 

Win-lose 

Subcontracting 

Feasibility 

Cultural 

Money focus 

Ethics dimension 

Disagreement 

Mentalities 

Lies 

Misunderstanding 

Unsaid 

Table 2.6: Keywords referred to the find of conflict 

 

 

Conflict Management 

Competing Collaborating 

Penalties 

Limits 

Silence 

Substitution / Plan B 

Long term vision 

Understanding 

Discussion 

Beneficial 

Compromising 

Compromises 

Concessions 

Split 

Understanding 

Avoiding Accommodating 

Time 

Break 
Sacrifices 

Table 2.7: Keywords referred to the conflict management style 
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This distribution enables the construction of the list of codes which will be used 

in the coding analysis. The coding phase rests upon sets of subjects that are compared 

and gathered according to the ideas they suggest.   

 

Table 2.8 shows categories and sub-categories, called nodes and sub-nodes in 

the software NVivo, identified thanks to interviews notes. Indeed, the list of codes was 

first established thanks to notes taken during interviews, and enhanced as long as 

interviews were coded with the software to result to the definitive codes list. In order to 

visually simplify the coding process and results, each category and sub-category was 

defined by only a few letters.  

 

The interviews’ coding is made on each sentence, part of sentence or set of 

sentences included in answers of interviewed buyers. It is important to notice that the 

coding can either be made on complete sentences, it means composed of subject, verb, 

complement, or part of sentences talking about important and relevant ideas.  Each 

selected part is attributed to one component from the list of codes, it means a node or a 

sub-nodes. For example, the node “relationship kind” includes 2 sub-nodes “long term 

relationships” and “punctual relationship”, a sentence (or a part of sentence) can be 

coded in one of both sub-nodes according to the meaning and keywords it has.  
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Buyer BUY 

Qualities BUY-QUA 

Skills BUY-SKIL 

Relationship Components  RELCOMP 

Relationship Kind RELKIND 

Long Term RELKIND-LT 

Punctual RELKIND-PUN 

Bargaining Power BARPWR 

Balanced BARPWR-BAL 

Buyer’s BARPWR-BUY 

Supplier’s BARPWR-SUP 

Negotiation Components  NEGCOMP 

Negotiation Tactics NEGTAC 

Integrative  NEGTAC-INT 

Distributive NEGTAC-DIS 

Conflict Kind CKIND 

Task Conflict  CKIND-TASK 

Relationship Conflict CKIND-RELA 

Conflict Management CMNGT 

Competing CMNGT-COMPE 

Collaborating CMNGT-COLL 

Compromising CMNGT-COMPR 

Avoiding CMNGT-AVOI 

Accommodating CMNGT-ACCO 

Table 2.8: Codes 

 

 

The “closed coding” process was used as an analysis grid of coding was defined 

before the study. The coding process was made thanks to the software NVivo 10 which 

enables to establish links and relationships between themes approached in interviews.  
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3. Results 

3.1 Qualitative data analysis 

 

The use of software like NVivo 10 allows the analysis of qualitative data. This 

analysis is more than a simple coding process as it enables an advanced analysis of 

categories and sub-categories through main components they contain.  

 

Figure 3.1 gives an overview of the coding process. Each node and sub-node has 

2 attributes: the number of sources they are coded in, and their total number of 

encoding.  

This figure shows that the sub-category “long term relationship” gathered the 

most references (29) in all sources (10 out of 10). Then come sub-categories 

“integrative negotiation”, “task conflict”, “buyer’s bargaining power” and the category 

“relation components”. The recurrence of these 4 categories means that they are 

important and relevant theme linked to the relationship.  

 

Categories and sub-categories that are coming next are “supplier’s bargaining 

power”, “balanced bargaining power”,  “compromising conflict management”, 

“negotiation components”, “punctual relationship”, “competing conflict management” 

and “distributive negotiation”. Even if it is lower than the 4 quoted above, the 

recurrence of these 7 categories means that they also are relevant to answer to the 

research question.  

 

However, sub-categories such as “buyer’s skills”, “buyer’s qualities”, 

“relationship conflicts”, “avoiding conflict management”, “collaborative conflict 

management” and “accommodating conflict management” were slightly coded, 

meaning either their impact on relationship is meaningful or they were not relevant in 

the study.  
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Figure 3.1: Nodes and sub-nodes (Source: NVivo 10) 

 

The analysis of connection between different categories and sub-categories is 

much more enriching is term of information as it is the subject of this research. Indeed, 

the analysis of raw data enables to establish the existence or absence of link, but it 

required then to know the nature of these connections.  

 

As data collected were audio sources, the statistical analysis can be done by 

searching similarities between categories and sub-categories in term of coding process. 

NVivo also enables to search similarities between categories and sub-categories in term 
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of words, but for this kind of analysis, written sources are needed, that is the reason why 

only similarities in term of coding process were done. 

 

 Figure 3.2 shows the nodes and sub-nodes cluster analysis by coding 

similarities, which means that according to the number of sources each node and sub-

node encoded and the total number of encoding.  

 

 

 

Figure 3.2: Nodes clustered by coding similarity (Source: NVivo 10) 
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3.2 Secondary data  

 

All companies in which work the buyers I interviewed have specifications and 

specific policies about purchasing process. These documents would have enabled to 

check the validity of buyers ‘answers. But specifications are confidential as purchasing 

process is strategic for these companies as it is their main activities. Thus, companies’ 

specifications cannot be used as secondary data in this research.  

 

Nevertheless, in order to check the validity of responses and to overcome the 

weaknesses of using a single method, a purchasing manual of another organization can 

be used. As a reference, the “Purchasing Manual and Procurement Procedures” of 

Loyola University Chicago can be used. Indeed this manual has been written in order to 

settle procedures and good practices applicable to the purchase in the university. The 

manual is composed of 7 sections to cover all topics linked to purchasing like ethics, 

conflicts, selection of suppliers, restrictions…  

 

 

As the goal of this part is to check the validity of answer of interviewed buyers, 

the focus will be done on the section that can be apply to the purchase in the textile and 

large retailers sector. 

 

Supplier contact and selection: The purchasing department has to identify and 

evaluate potential suppliers thanks to specific criteria. To be selected, the supplier must 

meet qualification standards to be in line with requirements concerning prices, quality, 

delivery… Once the supplier is selected, he has to accept terms and conditions of sales.  

 

The contract: A written contract is signed and is composed of all the details 

regarding the order, it has to be complete, more than the purchase order. Among others 

details, it includes the one related to conditions of payment and the terms of delivery 

with reference to the incoterm with shipping costs.  
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Conflicts: The purchasing department is in charge of managing conflicts which 

can appear. It has to check quality reports, delivery schedule, payment… If the problem 

appears to be a unique failure, the purchasing department has to work with the supplier 

to fix the problem. If the problem is more consistent and cannot be corrected, the 

purchasing department has to cancel the order and to eliminate the supplier from the list.  

 

 

3.3 Results of the research 

3.3.1 General results 

 

Before studying results according propositions, it is relevant to focus on some 

general results which give additional dimensions to the research question that have not 

or slightly studies. Indeed, as it was said previously, four recurrent themes emerged 

during interviews, some of them were already mentioned in the research question; 

others not. The interest of studying general results ensures from the fact that interviews 

gave numerous and relevant information, additional to results linked to different 

propositions.  

 

As shown in figure 3.2, when asking to NVivo a global cluster analysis by 

coding similarities, some connections appear.  

 

Firstly, a link between a punctual relationship and distributive negotiation 

emerge. Indeed, if one or both negotiators are in a punctual relationship vision, it means 

that they use an opportunist approach, trying to manipulate the other part in order to do 

a “one shot” outcome with no intention to build a long term relationship. It entails that 

they will use a distributive negotiation style as they are going to try to have as much as 

possible without taking into account the other part interest using pressure or substitution 

threat for instance. The outcome of this kind of negotiation will be a lose-win one and 

so the relationship will obviously be a punctual one.  
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 The second connection established by Nvivo is the one between the 

accommodating conflict management style and the relation components. Indeed, the use 

of the accommodating conflict management style is characterized by one part doing 

sacrifices and giving up its own interest to satisfy the other part. The conflict 

management style usage is consequently explained by cultural aspects and care existing 

in the relationship.  

 

The cluster analysis by coding similarities also highlights the link between task 

conflicts and long term relationship. Task conflicts are disagreements related to 

negotiation components such as volume, delay, quality, risk, subcontracting or 

margin… If negotiators are in a long term relationship vision, they have built a 

partnership and a list of historical orders thanks to exchange based negotiation. 

Consequently, conflicts will be more on negotiation components and not really about 

the relationship itself.  

 

Another relevant connection shown by the cluster analysis is the one between 

integrative negotiation and compromising conflict management. Principled negotiation 

is characterized by win-win outcomes as both parts take into account the other part 

interests using the definition of BATNA and ZOPA. Moreover, the compromising 

conflict management style means that both parts try to understand the other part interest 

and make concessions to meet to half-way. This kind of conflict management leads to 

win-win outcomes as the resolution process is similar the integrative negotiation one.  
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3.3.2 Results linked to proposition n°1 

 

Proposition n°1: The existing relationship will impact the negotiation style. 

 

 

Figure 3.3: Nodes and clusters by coding similarity referred to proposition 1 

(Source: NVivo 10) 

 

 As the first proposition made in this research is focused on the impact of the 

relationship on the negotiation style, a cluster analysis was made only with relevant 

nodes, including sub-nodes, “relationship components”, “negotiation tactics” and 

“relationship kind”.  

 

“Over time, suppliers trust me more, and I trust them more too. We learn to know each 

other. I work with some suppliers with my eyes closed as I know there won’t be any 

problems. The relationship is good. Compared to what I bring to them, they are 

responsive and bring us a lot. We are in a nice relationship, a win-win one. A buyer 

always has to be careful with the relationship with suppliers. Everything has a cost. The 

supplier does nothing freely.”(Buyer A) 
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“I played with transparency “with that price, I won’t be able to confirm the order; I’m 

below the acceptable margin. Help me, I know I can count on you and don’t worry I 

won’t forget”, we do not forget an effort done by a supplier. I have to have long term 

vision.” (Buyer A) 

 

“The supplier will always accept, but it is not a good thing. It is not sane as economic 

system. Relationships are based on exchange mainly. Trust too, but it does not disallow 

control. It is not because it’s a historical supplier; it is not because I have excellent 

commercial relationships with this supplier that he won’t have quality control or have 

delay penalties.” (Buyer D) 

 

“It is necessary to be in a win-win vision. If not, you can negotiate with a precise idea 

in mind “I’m going to win, and the other is going to lose”, but it won’t last and you 

won’t be able to build a partnership with this supplier, and yet it’s always interesting to 

build a partnership as, anyway, whatever you do, one day you will make a mistake, and 

you have tried to cheat your supplier or not to listen him, the day when you will need 

the understanding of your supplier and help you, you won’t find him.” (Buyer F) 

“We have to be in a win-win vision, to respect the supplier, if not, we only do one-shot. 

I have a sample of partner suppliers, it is strong; we are in a win-win vision. With them, 

the relationship is based on transparency, trust, commitment, respect to lead to a win-

win outcome.” (Buyer G) 

 

“The aim of the partnership is to build something with the supplier.” (Buyer H) 

 

A strong historic of order impacts the relationship. If the supplier does a good job, he is 

marked evaluated on his flexibility, reactivity, margin I can have with him, how he 

respects delay…then I determine if this supplier is a partner or not, he is if he has a 

good mark and does not bring worries. With partner supplier, the relationship is 
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different, based on trust. He will be privileged. It’s a long term work, with a vision on 

the future. (Buyer I) 

 

 A connection between relationship components and negotiation tactics appears 

from this analysis. It results that components of the relationship such as transparency, 

reliability, trust, competition or scoring influence the way both parts are going to 

negotiate. 

 

 This similarities analysis also enables to identify which negotiation style is used 

depending to the relationship kind. Indeed, if negotiators are in a long term relationship 

vision, meaning that they built partnership on exchange based collaboration, they 

consequently use principled negotiation to reach a win-win outcome. On the contrary, if 

negotiators are in a short term vision of the relationship, meaning that they want to work 

punctually together in an opportunism way, they will negotiate to have as much as they 

can by using pressure and threat. This kind of negotiation is a win-lose one, called 

distributive negotiation.  

 

 This first cluster analysis confirms the proposition n°1 “The existing relationship 

will impact the negotiation style”.  
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3.3.3 Results linked to proposition n°2 

 

Proposition n°2: Buyer does perceive conflict impacting the negotiation style. 

 

 

Figure 3.4: Nodes and clusters by coding similarity referred to proposition 2 

(Source: NVivo 10) 

 

The second proposition aims to show that the conflict perceived by the buyer 

does impact the negotiation style. That is the reason why a cluster analysis was done 

with the nodes, including sub-nodes, “conflict kind”, “negotiation components” and 

“negotiation tactics”.  

“Conflict is obvious. A negotiation does never happen without conflict.” (Buyer B) 

 

“There are conflicts. It is unavoidable. The aim of the conflict is to find a solution that 

is suitable to both. One part does not have to force the other. Anyway, if as a buyer I 

impose something to the supplier, I will pay for that in the next season.” (Buyer C) 

 

“With all my suppliers, partners or not, the negotiation brings conflicts, there are 

always tensions, but they are good and beneficial. There obviously are disagreement 

points, and we have to make appeared agreement points.” (Buyer I) 
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This analysis enables to identify a connection between “task conflicts” and 

“integrative negotiation”. It results that when conflicts are disagreements on negotiation 

components such as delay, volume or quality, negotiators will use principled negotiation 

as they will take into account interests for the other part by identify their BATNA and 

ZOPA in order to reach a win-win outcome. Reciprocally, if negotiators are negotiating 

in a integrative style, conflicts that will appear during the negotiation will be task 

conflicts instead of relationship conflicts.  

 

It appears that the connection “task conflicts” and “integrative negotiation” is 

also linked to the category “negotiation components”. This link is explained by the fact 

that task conflicts are disagreements on negotiation pure components and entail an 

integrative negotiation as explained above.  

 

 The proposition n°2 “Buyer does perceive conflict impacting the negotiation 

style” can be confirmed for task conflicts which do impact negotiation style.  

 

3.3.4 Results linked to proposition n°3 

 

Proposition n°3: The degrees to which they perceive the conflict depend on the 

relationship and impact the conflict management style. 

 

   

Figure 3.5: Nodes and clusters by coding similarity referred to proposition 3 

(Source: NVivo 10) 
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 The third proposition of this research aspires to show that the way buyers 

perceive conflict depends to the relationship kind and then impacts the negotiation 

tactics. In order to verify this proposition, a cluster analysis was done with nodes, 

including sub-nodes, “conflicts kind”, “conflict management style” and “relationship 

kind”.  

 

“Conflicts are regular in the production sector, because of bad quality, lies, 

commitment un-respected, subcontracting…But we are in a collaborative process. 

Normally, there are less conflict with partner suppliers even though it is possible, if it 

happens, we are in a understanding process. It is trust.” (Buyer G) 

 

 “When there are conflicts, if the supplier is a partner, there are more compromises 

from both parts as we need and have an incentive interest to agree, we are in a trust 

vision, compromises are balanced. If the supplier is not a partner, I have the bargaining 

power, I make less compromises, I play on quantities and ask for more criteria in order 

to try to build a partnership with this supplier in the future.” (Buyer I) 

 

“The strength of the buyer is volumes. I have to react in terms of money. I begin with a 

very low price to reach an acceptable price at the end. I have to do lots of concessions 

and even sacrifices to avoid conflicts.” (Buyer H) 

 

“There are always compromises as we always are in a win-win relationship, the aim is 

that we are both ding well, that we clearly know that we are in a balanced and equal 

relationship, that we both make profit.” (Buyer E) 

 

 This similarities analysis highlights a connection between task conflicts and long 

term relationship. This link has already been explained in the global results analysis 

(part 3.2.1). It results that the way they perceive conflicts depends to the relationship.  
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 The analysis also enables to identify a connection between “compromising 

conflict management” and the duo “task conflicts”/”long term relationship”. It results 

that when negotiators are in a long term relationship vision, a compromising conflict 

management will be used to resolve task conflict. Negotiators will understand the other 

part requirement related to negotiation components such as volume, delay or quality. In 

order to build a long term relationship with partnership, they will make concessions and 

compromises.  

 

 Another connection highlighted by the cluster analysis is the one between a 

punctual relationship and the accommodating conflict management. It can be explained 

by two opposite reason. Firstly, if the buyer wants to do a one-shot collaboration 

with a specific supplier without building a long term relationship, and if he knows that 

the supplier absolutely needs this order, the buyer will use opportunism and press the 

supplier to make sacrifices. In the opposite, if the buyer absolutely needs to work with a 

specific supplier for a punctual order, he is not in a long term relationship vision; he 

only wants to do a one-shot collaboration and so he is ready to do sacrifices to find an 

agreement even if this is a lose-win one.  

 

 Moreover, another link between “avoiding conflict management” and the duo 

“accommodating conflict management”/”punctual relationship” appears. Whatever the 

situation is between the two explained above, this connection is explained that the 

avoiding conflict management style is closed to the accommodating one. Indeed, while 

accommodating is about making sacrifices, avoiding is more about neglecting its own 

interests.  

 

 Eventually, the proposition n°3 “The degrees to which they perceive the conflict 

depend on the relationship and impact the conflict management style” can also be 

validated. 
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3.3.5 Results linked to proposition n°4 

 

Proposition n°4: The bargaining power in the negotiation is balanced when the 

relationship already exists. 

 

   

Figure 3.6: Nodes and clusters by coding similarity referred to proposition 4 

(Source: NVivo 10) 

  

 The proposition n°4 is focus on the bargaining power in the negotiation and it 

link with the relationship. That is why the cluster analysis was made with nodes, 

including sub-nodes, “bargaining power” and “relationship kind”.  

 

 

We have to be transparent. We have to trust. We have to take time too. When we are in 

the partnership vision, the bargaining power is balanced. This relationship is built 

gradually. It impacts the negotiation because the supplier knows you.” (Buyer B) 

 

“Today, when we are in an unbalanced bargaining power, it cannot have a trust 

relationship.” (Buyer B) 

 

“The negotiation is not a relationship where “I have the bargaining power, I want to 

cheat the supplier”, in my mind, we are partners and we have to find the best 

compromise for him, and for me.” (Buyer B) 
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“The buyer has the bargaining power, he has lots of suppliers and one can be 

substituted by another. There is no dependency whereas the buyer searches to create 

dependency for the supplier. I make an order with high quantities with this supplier, so I 

have the power.” (Buyer J) 

 

 This similarities analysis shows the connection between the long term 

relationship and the balanced bargaining power. Indeed, if negotiators are in a long term 

relationship vision, negotiation and discussion are based on the exchange of interest, 

limits, constraints etc…  

 

 

 The buyer wants to create a partnership with suppliers, especially if they are 

historical suppliers; it means that they have worked together for a long time. Both parts 

have a long term vision of their collaboration. And it results from this vision that the 

bargaining power will obviously be balanced as both have to be satisfied by the 

outcome in order to be ready to work again together. Moreover, the balanced bargaining 

power also means that if the buyer makes compromises and efforts for one specific 

offer, he knows that the supplier will do the same in the future, and reciprocally. Once 

again, it shows that balanced bargaining power and long term relationship are linked.  

 

 

 The cluster analysis brings additional information as it enables to see another 

connection that was not mentioned in the proposition. Indeed, it shows a link between 

“buyer’s bargaining power” and “punctual relationship”.  

 In the part analyzing results for the third proposition (part 3.2.4), two 

possibilities were explained when talking about punctual relationship. Here, it results 

that when the relationship is a punctual one, the bargaining power is possessed by the 

buyer. Thus, the possibility from part 3.2.4 focusing on the buyer’s intention to do a 

one-shot collaboration is the one that reflects reality. Indeed, if the buyer does not 

intend to build a long term partnership with a supplier, he holds the bargaining power 

during the negotiation.  
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 The proposition n°4 “the bargaining power in the negotiation is balanced when 

the relationship already exists” can consequently be confirmed, and the research even 

enables the statement “the bargaining power in the negotiation is held by the buyer 

when the relationship is punctual”.    
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4. Discussion and interpretation 

 

The aim of this part is to confront obtained results to the theoretical part and 

propositions made in order to have another vision of the subject and to discuss about the 

possible implication.  

 

4.1 Interpretation of results compared to the literature review 

 

The literature review revolved around three themes: the conflict management in 

negotiation, the negotiation practices and the buyer-seller relationship in negotiation. 

Obtained results allow us to established statements introduced in the literature review, 

but also additional statements highlighted by the analysis.  

 

The definition of negotiation established thanks to readings was “negotiation is a 

process by which parts discuss to get what they want by reaching a satisfactory 

outcome. As interests can be different, negotiation is also conflicts management”. 

(Valentine RIBASSIN, 2013). It results that this definition fitted as all interviewed 

buyers affirm that conflict is inherent to negotiation, and not obviously noxious.  

 

Focusing on conflicts that appear during the negotiation, results show that they 

are in most case task conflicts. Indeed, even if the relationship impacts the way 

negotiators are going to resolve conflict, the relationship is not directly linked to 

conflict as it is not a relationship conflict. Among the five conflict management kinds, 

“competing” and “compromising” were the two that buyer assure to use with their 

suppliers. The three others, “collaborating”, “avoiding” and “accommodating” were 

also quoted during some interviews, but not enough to be relevant in the analysis.   

 

The second part of the literature review was about negotiation practices. In 

constituency with what it was identified thanks to readings, the two negotiation styles 



53 

 

pointed out with interviews were “integrative negotiation” and “distributive 

negotiation”. Moreover, some specific tactics such as BATNA or ZOPA were 

mentioned by several buyers as important and even essential points to be prepared and 

used to reach an agreement.  

 

 

 The third and last and part of the literature review was focused on the 

relationship between buyer and supplier. This part discussed about two opposite 

behaviours in the relationship: trust and opportunism. Results show that more than 

different behaviours, the whole relationship can be defined as a long term one or 

punctual. Behaviours mentioned in the literature review proved to be only components 

of each relationship vision.  

 

4.2 Interpretation of results compared to propositions  

 

Results confirmed propositions and gave additional information for some of 

them. It is now important to interpret those results compared to the propositions.  

 

The proposition n°1 states that the existing relationship impacts the negotiation 

style. Given the results, it is clear that the existing relationship, which stands for the 

long term relationship in the coding process, has influence on the negotiation style used 

by negotiators. On the opposite, results also show that a punctual relationship entails the 

use of distributive negotiation. Thus, the proposition could be generalized with the 

statement “the vision of the relationship impacts the negotiation style”. Finally, two 

specified statements follow “long term relationships entail an integrative negotiation 

style” and “punctual relationships entail a distributive negotiation style”.  

 

The second proposition states that the buyer does perceive conflicts which 

impact the negotiation style. Results allow us to give a statement more accurate as it 

shows that when buyers perceive conflicts related to negotiation components, called 

task conflicts, the negotiation style that is going to be used is integrative negotiation. 
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Contrary to the proposition 1 results, regarding to the second results, it is not possible to 

state which kind of negotiation style will be used in of relationship conflicts, which are 

rare according to results. 

 

 The proposition n°3 states that the degree of conflicts perception by the buyer 

depends on the kind of relationship and then impacts the way negotiators are going to 

manage conflicts. It results from the analysis that if negotiators are in a long term 

relationship vision, buyer will perceive task conflicts related to negotiation components. 

In this situation, the uppermost conflict management style used is compromising and the 

second one is competing. It means that in the first time, buyer will be in an assertiveness 

and cooperativeness behaviour, making concessions to split differences to find an 

agreement. This is closely linked to the long term relationship vision. But if it is not 

sufficient to lead to an outcome, buyer will try to compete with the supplier to finally 

reach an outcome which might be less satisfactory for the supplier than if he had made 

compromises when the buyer did. Moreover, the analysis enables another statement 

related to the conflicts management styles used in case of punctual relationship. Indeed, 

even if results do not give exact information related to conflicts kind in case of punctual 

relationship context, it can be stated that in a first time, the supplier will accommodate 

to satisfy the buyer, and if is it not sufficient, supplier will avoid some of its concerns.  

 

The fourth and last proposition states that in case of long term relationship, the 

bargaining power during the negotiation will be balanced between the buyer and the 

seller. It results that in case of long term vision, when negotiators are willing to build a 

partnership, none of them have a better bargaining power. Indeed, it is balanced as both 

parts are making compromises and efforts. Even if one of both make compromises 

upper the other’s, as they are in long term collaboration vision, this imbalance will be 

counterbalanced in a next collaboration. The analysis of this proposition results also 

enables to state that in case of short term relationship vision, the buyer holds the 

bargaining power during the negotiation. This is explained as the buyer do not want to 

build a strong and long term partnership with the supplier but to obtain as much as he 

can for this particular order using pressure and threat to reach an agreement satisfactory 

according to his own interests.  
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5. Conclusion  

 

As propositions and results are only a step in the elaboration of this thesis, the 

conclusion needs to be approached now. To begin with, limits of this research will be 

explained. Next, a reminder of general and global results will be done. finally, an 

answer to the research question “In which ways the existing relationship between the 

buyer and the supplier impacts the way they are going to negotiate?” will be given as it 

is the heart of the research. 

 

5.1 Reminder of results  

 

Thanks to global results and analysis related to propositions, several statements 

can be done. Indeed, the negotiation style that buyer and seller are going to use directly 

impacted by the relationship they have and conflicts that appear during the negotiation 

process. These conflicts are also influenced by the kind of relationship. Moreover, the 

conflict management style negotiators are going to use is linked to the negotiation 

tactics and negotiation components and is directly impacted by the relationship kind. 

And finally, the relationship also influences the bargaining power.  

 

5.2 Answer to research question  

 

To the research question “In which ways the existing relationship between the 

buyer and the supplier impacts the way they are going to negotiate?” several answer can 

be done.  

 

Indeed, the relationship impacts the way the buyer and the supplier are going to 

negotiate in term of negotiation tactics, conflicts kind and management style and in term 

of bargaining power. Thus, it appears that in addition to the three components of the 

literature review, a fourth subject, the bargaining power is relevant in this study.  
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Figure 5.1: Virtuous circle answering to the research question 

 (Valentine RIBASSIN, 2013) 

 

As shown in the figure 5.2, the negotiation practices, conflict management styles 

and the bargaining power are influenced all together by others. Moreover, these three 

components are individually or together impacted by the relationship existing between 

the buyer and the seller.  

 

As a conclusion, it makes sense that the relationship is clearly linked to each 

element of the negotiation, and has an influence that has to be considered as relevant 

and important. It results that the relationship impacts negotiation practices. Moreover, 

conflict management, which also influences the negotiation style is itself impacted by 

the relationship. Finally, the relationship has impacts on the bargaining power.  
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As firstly explained in the theoretical findings with papers and then studying in 

the results findings thanks to interviews, the outcomes of the negotiation is directly 

linked to the negotiation style used by negotiators. Indeed, integrative negotiation leads 

to win-win outcomes whereas distributive negotiation entails win-lose outcomes.  

Thanks to theses influences, it can be stated that the relationship existing 

between the buyer and the seller indirectly impacts the outcome of the negotiation.  
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6. Managerial implications 

 

Results explained in the findings part have a managerial implication. Indeed, the 

four propositions have been confirmed, and so it is important to underline what it entails 

for managers in the daily professional life.  

 

6.1 Managerial implications of proposition n°1 

 

Reminder of proposition n°1: The existing relationship will impact the negotiation style. 

 

In the case if this first proposition, buyer and supplier are in a long term 

relationship based on trust which leads to an integrative negotiation style. It entails that 

the negotiation and the discussion are quicker. Indeed thanks to the kind of relationship 

that is established, the buyer knows that there is no trap or lies. Both negotiators benefit 

from the outcome which is reached in a shorter period of time than if the relationship 

had not been so clear and forthright. But even if the negotiation is clear and trustful, the 

buyer knows he can do the negotiation in several steps, it is not a reason to botch the 

negotiation. honesty is what really matters.  

 

6.2 Managerial implications of propositions n°2 and n°3 

 

As both propositions n°2 and n°3 talk about the conflict in negotiation, they can 

be gathered when talking about their implication.  

Reminder of proposition n°2: Buyer does perceive conflict impacting the negotiation 

style. 

Reminder of proposition n°3: The degrees to which they perceive the conflict depend on 

the relationship and impact the conflict management style. 
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In this case, either the buyer perceives conflicts, or conflict is latent for several 

reasons: a former negotiation whose outcome was unsatisfactory, former quality, delay 

or delivery problems…  

 

Whatever the reason, negotiators are in a situation where there are negative 

waves which negatively impact the negotiation from the beginning. In this case, the 

buyer has to foresee the problem which is likely to come. He has to be suspicious from 

the beginning, and this suspicion can even entail the failure of finding an agreement if 

needed. It is important for the buyer to identify problems that the supplier control (delay 

in production, quality default…) or not (water, gaze or electricity supply, economics 

problems, political problems like strikes…)  

 

Two different situations can be identified.  Firstly, the suspicion can be due to a 

unique former failure; in this case the buyer knows the supplier can be better. 

Consequently, the buyer can act and negotiate as if he was in the situation of the first 

proposition: with a long term relationship based on trust.  In the opposite, the suspicious 

can be entailed by the lack of reliability of this particular supplier. If the buyer knows 

that with this supplier, he cannot control the delay, the delivery, the quality or others 

economics and/or social components, he is aware that the problem can be recurrent. The 

buyer has to take more safety while negotiating, and be ready not to settle the 

negotiation if he thinks it is too risky.  

 

6.3 Managerial implications of proposition n°4 

 

Reminder of proposition n°4: The bargaining power in the negotiation is balanced when 

the relationship already exists. 

 

 In this case, it has been shown that the bargaining power depends on the kind of 

relationship.  
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If both buyer and supplier know each other for a long period of time and have 

already worked together, a long term relationship has been established and the buyer 

knows the level of price, quality, services etc…the supplier can offer. It enables a 

negation closely linked to what the buyer know he can expect from the supplier and 

moreover a quicker discussion to reach an outcome.  

 

If the buyer works with the supplier for the first time or for a new kind of 

product, the buyer has to graduate what he does with others suppliers “I buy this kind of 

product for this price with a particular supplier…” This kind of discussion can 

automatically release a situation of conflict. But if the supplier maintains his position, it 

can be explained by his disability to satisfy the buyer’s demands. The buyer has to 

recognize this kind of situation to become compatible with supplier constraints or to 

stop the negotiation.  
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7. Limitations of the research  

 

In order to provide a complete interpretation of this research, it is important to 

talk about the different limits.  

 

The sample was quite reduced as composed of only ten buyers from textile and 

ready-to-wear companies while the objective was fifteen. This limited number is 

explained by two reasons. Firstly, buyers are not always ready to explain how they 

negotiate and especially how they manage to have what they want during their 

negotiation. Indeed, some of them are likely not to want to reveal some efficient tactics 

they use. Moreover, the second reason explaining this narrow number is related to the 

organization of these interviews itself.  Indeed, some buyers interested in the subject 

were not available to answer to the interview.  

 

The second limit of this research is issued from the literature review which is 

diversify and large. The variety which composed the literature review matches with the 

one existing in the study context. Negotiation is a famous subject in research with a 

huge amount of papers existing on this subject. And yet, all this resources did not 

always really fit the theme of the research and underlying questions.  

 

Another limit of this research is the focus on the ready-to-war market. Indeed, 

every statements and conclusions which result from the analysis are particular to this 

sector as all interviewed buyers work within ready-to-wear companies. It leads that 

results cannot automatically applied to others sectors. Moreover, the comparison with 

others markets is not possible. And finally, the impact of the sector on the research 

question cannot be studied.  
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8. Future researches 

 

This part will give some directions for future researches that could improve and 

complete the current research.  

 

 For further researches, it could be relevant to extend the research to another or 

event several others sectors. Indeed, in this research, a focus was made on the textile 

sector in the large retailers. It means that the comparison with others sectors is not 

possible, and yet it could be interesting to see if there are differences or similarities 

within others sectors. It could provide more relevant results on the impact of the 

relationship on the negotiation.  

 

Another point is that only buyers were interviewed to conduct this research. 

Interviewing suppliers could improve this research as their point of view is not 

obviously the same as buyers’. Indeed, collecting answers from suppliers in addition to 

buyers could provide further information related to the impact of the relationship on the 

negotiation and would be a real added value.   
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Appendices 

Appendix 1: The interview guide 
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 P
er

so
n
n
e Définition de la fonction occupée 

Quelle fonction occupez-vous ?  

Depuis combien d'années travaillez-vous à ce poste  dans cette entreprise ? 

Combien d'années d'expérience avez-vous à ce poste ? 

Q
u
al

it
és

 /
  

C
o
m

p
ét

en
ce

s 

Connaissances nécessaires à l'exercice de cette fonction 

Quel parcours avez-vous eu pour arriver à ce poste ? 

Quel a été votre parcours personnel pour accéder à cette fonction ? 

Compétences 

Quelles sont les compétences attendues (générales et spécifiques) pour exercer 

votre métier ? 

Qualités 

Selon vous, quelles sont les qualités nécessaires à votre profession ? 

S
tr

u
ct

u
re

 Présentation de la structure 

Pouvez-vous me donner l'organigramme de votre structure ? 

Quelles sont les différents organes décisionnels dans le processus d'achat? Et 

quels sont leurs rôles ? 

R
el

at
io

n
 

Composantes de la relation acheteur/fournisseur 

Quels adjectifs caractérisent selon vous la relation entre vous et votre 

fournisseur ?  

Comment expliquez-vous ces caractéristiques ? 

La relation évolue-t-elle une fois que connaissez le fournisseur ?  

N
ég

o
ci

at
io

n
 

Stratégies de négociation post premier accord 

Quelles tactiques de négociation utilisez-vous une fois que vous connaissez déjà 

le fournisseur ?  

En quoi la stratégie de négociation en post-premier accord est différente de 

celle en pré-premier accord ?  

Quelles sont les raisons de cette différence ?  

Composantes de la négociation acheteur/fournisseur 

Sur quels points porte la négociation avec le fournisseur ?  

Ces points évoluent-ils à chaque négociation ?  

Position de force / de pouvoir 

quelles sont les positions de force et/ou de pouvoir qui peuvent apparaitre lors 

de la négociation ? 

A quoi sont dues ces positions de force et/ou de pouvoir ? 

Ces positions évoluent-elles dans le temps ?  

Gestion des conflits 

Quels sont les types de conflits qui apparaissent lors de la négociation? 

Comment gérez-vous ces conflits ?  

De quelle manière ces conflits sont dépassés afin de maintenir la relation ? 
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Appendix 2: Writen transcription of the interview of one of the ten interviewed 

buyer 

For confidentiality reasons, the names of the buyer and company are not mentioned. 

When the buyer gave information specific to the company and that would have enabled 

the identification, these parts are replaced by the symbol […]. 

---- 

Student : Mon mémoire s’intéresse à la relation entre l’acheteur et le fournisseur, et à 

son impact sur la négociation.  

 Buyer : Le textile, ça n’est pas de la négociation pure. Si on aime la négociation, c’est 

pas du textile, il faut aller en alimentaire, c’est différents profils. Maintenant si on veut 

faire et de la relation fournisseur, parce que moi je n’appelle plus ça de la négociation 

mais de la relation fournisseur, parce qu’on construit aussi un produit. On ne va pas 

forcément aller chercher un prix. On a des ‘targets’, de prix d’achat, de prix de vente, 

souvent plus de prix de vente, qui nous est donnée, après c’est toi qui construit ton prix 

d’achat par rapport à  ta marge que tu dois mener sur ton secteur. Et du coup tu vas 

chercher avec le fournisseur à travailler sur les matières, sur le nombre de coloris dans 

tes ‘prints’, sur toutes ces choses-là où tu vas pour construire ton prix.  

En fait tu as ta target de prix ; mais tu cherches à y aller, en te disant je suis prête à avoir 

quelle qualité de produit pour ce prix d’achat là mais surtout pour ce prix de vente 

consommateur là, parce que ton but c’est quand même de vendre ton produit. Après il y 

a des fois où tu te dis bon bah là je vais accepter de dégrader le produit parce que c’est 

justifié au prix de vente où je veux le faire et à d’autres moments je vais dire 

«  j’accepte de payer un peu plus cher pour le mettre plus cher », mais tout ça c’est de la 

construction. C’est pour ça qu’on n’est pas en négociation pure, on n’est pas sur la 

cannette de Coca 33cl présent chez Leclerc, chez Carrefour, non, ce sont bien des 

produits uniques que tu travailles. C’est pour ça je ne me considère pas que acheteur 

mais aussi chef de produit.  

 

Student : Selon toi quelles seraient les compétences et qualités qu’il faut avoir pour 

exercer le métier ? 
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Buyer : Déjà la première, c’est être curieux, parce qu’en textile il faut vraiment toujours 

rechercher, vraiment être en recherche de nouveauté, recherche de produit, recherche de 

matière, recherche de design, recherche d’effets, et quand je dis curieux, c’est 

vraiment…quand je travaille  un produit, ça peut partir d’une serviette de table, ça peut 

partir d’un meuble, d’un stylo, d’une carte postale... C’est avoir la curiosité de s’ouvrir à 

tous les champs du possible. Après c’est vrai qu’on est enrichi quotidiennement, ça peut 

être du shopping, des rendez-vous fournisseurs qui nous présentèrent aussi pas mal de 

produits, c’est la concurrence. […] maintenant, faut savoir aussi ne pas passer à  côté de 

produits, donc là pour moi, c’est ce qu’il faut vraiment développer pour ce métier là. 

C’est vraiment la principale, être curieux de tout, parce qu’après tout découle, trouver le 

fournisseur, savoir construire le prix. Là il faut être très tourné vers son client, c’est 

chercher le produit, être curieux. […]. C’est toujours se demander « est ce que produit 

là…est ce que j’ai un client dans la boutique […] qui va venir l’acheter ? » il faut 

toujours avoir cette curiosité tournée ver son client. 

Après, il faut être pragmatique. Là, on peut faire le produit le plus beau du monde, si 

c’est pas pratique pour tel magasin de l’implanter, si ce n’est pas pratique…quand je dis 

pragmatique, c’est tout, faut jamais perdre de vue de quelle manière tu vends ton 

produit, parce que si tu mets un motif en bas alors qu’il est plié, quel intérêt.  

 

Student : Au niveau de l’organisation de la structure au niveau de […]? Déjà avec qui 

tu travailles et comment s’est organisé ? 

Buyer : J’ai une assistante, qui s’occupe de beaucoup de choses, qui s’occupe des books 

collection, qui s’occupe de l’administratif en règle générale, elle me décharge de tout ça. 

Mon assistante fait aussi les packagings par exemple. On peut résumer à tout 

l’administratif.  

Après autour de nous, il y a un chef de groupe et j’ai encore dans mon équipe deux 

gestionnaires qui s’occupent de la gestion, comme l’intitulé du titre. Nous on est en 

étroite collaboration toutes les quatre, parce que, par exemple, quand je monte un fond 

de rayon, elles sont avec moi, elles ont fourni toute une analyse de ce qui est en cours, et 

puis moi je m’attache plus aux produits, mais elles sont là aussi au moment de la 

construction du produit et on échange en se disant « tiens ce produit là on va le mettre 
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dans les best », même si c’est elles qui mettent les quantités derrières, elles ne les 

mettent pas toutes seules, on travaillent vraiment ensemble.  

Student : Je vais plus passer à la relation avec les fournisseurs. Quels adjectifs 

pourraient caractériser les relations que tu as avec les fournisseurs ? 

Buyer : Partenariat. On travaille vraiment…enfin, j’ai quelques fournisseurs historiques 

de l’entreprise et de mon secteur, on ne dénature pas, enfin je pense que je discours est 

pareil dans tous les groupes j’imagine, on ne dénature pas, sauf si vraiment gros 

problème, les relations avec les fournisseurs et on leur garantie un maintien de chiffre 

d’affaire. On ne va pas lâcher un fournisseur du jour au lendemain. Bien sur, si il y a des 

problèmes de qualité, […] bien sûr demain je ne peux plus travailler avec eux, mais 

autrement c’est vraiment de la construction. […]  

Notre intérêt c’est pas qu’un fournisseur se sacrifie sur sa marge et dans un an ferme. 

Surtout si on est content de son travail. Après, c’est sûr, on peut placer ses produits chez 

un autre fournisseur qui est largement moins cher, et puis on aura peut-être des 

problèmes qualité, des problèmes de livraison... On est gagnant des deux coté, moi j’ai 

le coté fiabilité de mon fournisseur et puis bah lui il est content de continuer à bosser 

avec nous et de faire comme ça. 

Après voilà, ça c’est un travail sur du fond de rayon. Je travaille souvent tous mes fonds 

de rayon comme ça, où vraiment j’ai mes fournisseurs habituels, et tant que ça se passe 

bien, il n’y a aucun intérêt pour moi de changer. Si, si demain ils n’apportent plus de 

style, si demain j’ai un problème de matière, si demain j’ai un problème de qualité, ça se 

justifie. Maintenant quand la fiabilité est là, j’ai aucun intérêt à partir ailleurs ou à 

rechercher de nouveaux fournisseurs. 

 

Student : Du coup ce sont des relations basées sur ? 

Buyer : Sur de l’échange surtout. La confiance aussi, mais maintenant ça n’exclut pas le 

contrôle. C’est pas parce que c’est mon fournisseur historique, ce n’est pas parce que 

c’est mon fournisseur avec qui j’ai d’excellentes relations commerciales, qu’il ne va se 

prendre tous les contrôle qualités derrières ni des pénalités de retard ni… enfin tout ça 

c’est un package, ça lui arrive aussi d’être en retard, d’avoir des pénalités, ça lui arrive 



75 

 

d’avoir des problèmes de qualité et d’avoir des pénalités, des mises en demeure de 

corriger certains produits sinon la saison suivante, on ne travaille plus ensemble. 

Maintenant voilà, quand on peut le travailler, j’ai beaucoup de fournisseurs comme ça, 

avec qui on a installé ce partenariat. 

 

Student : Et du coup en quoi le travail est différent avec les autres fournisseurs avec 

qui il n’y a pas ce partenariat ?  

Buyer : C’est différent parce que avec les autres je travaille essentiellement la promo, 

donc là c’est un appel prix, je vais envoyer à plusieurs fournisseurs un appel d’offre. Et 

puis il a des promos où on cherche un prix, des promos où on cherche une image, donc 

là c’est différent. Mais dans les promos appel prix, là c’est de la négo pure, comme on 

l’entend, c’est « vous êtes trop cher, faut baisser un peu, j’ai quelqu’un de mieux placé 

que vous, vous êtes sur telle qualité alors que… voilà ». Là c’est quelques échanges, 

généralement j’envoie ça à X fournisseurs, et je reste avec les Y meilleurs, où je 

continue l’échange en disant « bah voilà où vous êtes placé, avec telle qualité de 

produit, moi j’ai la possibilité d’avoir ça, ça…» bah le fournisseur il a envie d’y aller ou 

il a pas envie. Là, sa marge il va la construire sur les volumes, il ne va pas la construire 

sur le produit. Mais bon, des fois je vais favoriser un fournisseur parce que niveau 

fiabilité il est meilleur que l’autre,  alors que l’autre il a un prix plus agressif mais je ne 

suis pas sure d’avoir la marchandise.  

 

Student : Au niveau des fournisseurs avec qui tu as un partenariat, y en a combien ? 

Buyer : C’est implicite, je dirai que j’ai X fournisseurs partenaires, c’est pas une 

majorité, j’ai quand même plus de construction de prix, ça représente peut être 60% de 

mon parc, à la louche, mais je pense pas être loin de ça.  […] On trouve toujours des 

solutions. Le fournisseur acceptera toujours mais bon, c’est pas bon, c’est pas viable, 

c’est pas sain comme système économique.  

 

Student : Du coup, au niveau des positions de force, quelles sont-elles ? 
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Buyer : Il y a une clairement pour nous. […] C’est plus une politique d’enseigne qui est 

de ne pas profiter forcément de sa position dominante sur les petits fournisseurs. On a 

des contrats spécifiques pour eux. Les chiffres d’affaires qu’on écrit sur les plans 

d’affaires chaque année pour l’année suivante sont quand même réalistes et à réaliser de 

notre part parce que c’est un engagement de chiffres qu’on s’engage à faire avec eux. Il 

faut le tenir.  

 

Student : Quels sont les conflits qui interviennent dans la négociation ? et comment 

sont-ils gérés ? 

Buyer : Des conflits, par vraiment. Après les seuls…ce qui peut arriver c’est des 

problèmes de qualité, tout ça engendre des pénalités, après un fournisseur qui n’est pas 

fiable en livraison, je vais lui baisser progressivement son CA, mais ça c’est toujours 

des plans à long terme, c’est jamais du jour au lendemain, légalement on n’a pas le 

droit, ou il faut vraiment se couvrir. Mais ça normalement c’est dans toutes les 

enseignes. Après il y a des abus des deux côtés. Ça peut arriver qu’un fournisseur me 

lâche complètement, mais avec pas les fournisseurs avec lesquels j’ai un partenariat, 

d’où aussi cette importante de la fiabilité, et généralement on retrouve de la 

marchandise à temps chez les fournisseurs partenaires, qui eux vont se débrouiller pour 

en trouver.  

De toute façon, dans l’entreprise, il y a cette notion de partenariat, de soutien de 

fournisseurs, moi je trouve que c’est sain, moi qui ne suis pas négo à mort, et ça me va 

bien. Après il ya des fois des négociations qui sont un peu plus dures, parce qu’on va 

aller chercher du prix. C’est plus au produit, c’est pas sain et c’est pas se garantir 

demain d’autres fournisseurs, parce qu’il ya des fournisseurs qui des fois qui refuse de 

travailler avec des enseignes parce que de toutes façons ils savent qu’on va les presser, 

moi en ce moment je n’ai plus de place pour rentrer de nouveaux fournisseurs. Après 

j’ai des fournisseurs qui écrasent leur marge très fortement mais qui vont la chercher sur 

le volume. Toute façon c’est qu’une histoire de marge, la négo c’est ça, où est placé 

mon curseur de marge, où est placé le tien. Mais pour certains produits, je peux dire au 

fournisseur «  je vous demande de faire vraiment un effort » et de jouer le jeu du 

partenariat, ça marche. Les relations commerciales sont pour beaucoup, parce qu’il  ya 

une bonne entente commerciale. 
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Appendix 3: Nodes compared by number of items coded (source: NVivo 10) 


