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Abstract: A negotiator develops personal negotiation style all his life. The successful implementation of that
process is mastered through various types of negotiations. The recognition of the personal negotiating style of the
other party is of the great importance as well as knowledge of the cultural perception of the other side. Due to
cultural and mentality diversity the representatives of the other culture most often look at things differently.
Outlining one’s own negotiating style is defined in the stage of preparation for negotiations. However, taking into
account the cross-cultural negotiation process it is useful to have knowledge of the basic communication styles.
Further on, a larger number of different communication styles in negotiations which are pointed out in this paper, is
been created. Negotiation styles are widely considered as an important component of tailoring negotiation and
marketing strategies in sales. They should be applied by managers in sales organizations where the negotiations
contain aspects of various tasks that may concern marketing strategies, business transactions or employment
negotiations, sales or service contracts, as well as complaints on sales service or company's quality of products. In
all mentioned cases, the aim of this paper is to underline the importance of recognizing different styles of
communication in negotiations as it can be crucial factor in distinguishing successful or unsuccessful outcome in the
process of sales, marketing and launching products to the customers. The subject of the paper will be exhibited by
the methodology based on the general social, scientific and personal practical experience of the authors and by the
usage of comparative method. The recommendation arising from this paper indicates necessity for applying efforts
into understanding of different communication styles in negotiations and marketing, as well as of different
psychological types of communicators participating in negotiations, or customers targeted by suitable marketing
strategy. Depending on communication styles basic psychological personality types that generate different emotional
responses, motivational aspects and cultural differences are taken into consideration. In order to operate more
efficiently in a turbulent market today, it is necessary for companies to focus on the philosophy of customers, in
terms of monitoring their needs and meeting them. However, the 21st century has produced educated and extremely
demanding customers, for whom the threshold of expectations is very high. In order to survive, a company needs to
be consumer-focused, and this is achieved through the design of marketing strategies to place the superior value of a
product or service on the market.
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1. INTRODUCTION

Any kind of negotiation process contains a certain level of objective power of the participants, but factors of the
subjective power of the negotiators themselves are not less important. Priority importance in the negotiation process
and accordingly the constant focus of the negotiator is directed towards the ultimate goal. It is therefore necessary in
the stage of preparation for the sales negotiations to define interest which would attract the other party to consider
our proposals as well as the approach for the preferred marketing strategy. In the field of sales where new
relationships are constantly being built, as author Monty (2015) indicates: "focusing on opportunity does not
correlate into driving relationships" (Monty, 2015, p.58). Accordingly, subjective power in negotiation has
significant degree while discipline, readiness and internal concentration give the negotiator possibility of success.

2. TAILORING NEGOTIATION STYLES
Bajalski (2019) states that in practice diversity of opponents in negotiations is introduced. In order to achieve greater
subjective power in this process, the negotiator takes into consideration the typology of four basic communicative
styles: passive, aggressive, passive-aggressive and self-confident. Based on the typology of these communicative
styles different approaches to communication can be determined: dominant — submissive; attentive —inattentive;
open — closed; friendly — unfriendly; relaxed — tense; quarrelsome — reconcilable; vibrant — inexpressive; dramatic
— reserved as well as extravagant — conservative. Kotler, Dingena and Pfoertsch (2016) state that "in order to clarify
and communicate the different approaches towards different customer types, it may be useful to elaborate the major
differences in the sales strategy and service level. In addition to the sales strategy and major focus, attention may be
paid to the type of interaction (for example the customer-supplier interface, the level, depth and frequency of
contacts and the interaction model), the account planning process and the differences in services included per
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customer type" (Kotler, Dingena and Pfoertsch, 2016, p.33). Bajalski (2019) points out that the dominant approach
to communication is often applied by aggressive communicators, which are characterized by uncritical perspective
imposition of one's attitude as well as lack of will to hear the other side. In the process of demonstration of their
dominance, they perform arrogance, attack and criticism. It can be observed that for example in international
business world this style is used by Bill Gates. On April 30, 2020, in the full swing of the Corona virus pandemic in
the world, he stated dominantly and irrevocably that there is nothing to save humanity but "if we're going to return
to normal, we need to make a safe, effective vaccine [...] We need to make billions of doses, we need to get them out
to every part of the world", making clear that his foundation is the largest investor in vaccines in the world
(Gatesnotes, 2020). It can be concluded that in this case a demonstration of aggressive-dominant marketing policy
and negotiations on the sale of vaccines to the whole world can be noticed. Opposite to the mentioned style,
submissive approach to communication is usually used by passive, quiet negotiators. Taking into consideration the
personal negotiation business practice, it can be observed that the submissive style is applied by non-self-confident
business people who have tendency not to express their own opinion, i.e. not to oppose the dominant interlocutors. It
can be stated that submissive type of communication style is never effective in retail business. An example can be
car sales business where ineffective negotiation process occurs if the seller do not express an opinion and do not
oppose a dominant communication style customer. In such case all the best characteristics of the vehicle that the
company offers which usually carry out large marketing campaigns would stay unnoticed and would reflect
negatively on sales results. The known car manufacturers such as Mercedes, in their large sales centers all over the
world do not include in their teams managers who could be characterized as a submissive type of communicators.
Accordingly, in their official sales policy system - the "Mission Statement" section is explicitly stated: "We have
employees who are friendly, knowledgeable, and professional and provide services that consistently meet our
clients." (Mbeugene, 2020) Bajalski (2019) states that in attentive — inattentive communication style, listening
carefully to others is often demonstrated by confident negotiators, while inattentive communication style could be
present in passive, aggressive or passive — aggressive negotiators' types. A common feature of inattentive style is
that opponent arguments are usually ignored. Attentive communication style can be observed in approach of known
Serbian businessman Miroslav Miskovi¢, who emphasizes in his book "I, a tycoon", that attentive communication
style should be nurtured in organizations. The rule in his companies is that managers should come twenty minutes
before the start of meeting in order to be concentrated and attentive in the forthcoming negotiations (Miskovic,
2018).Author Saarni (2015) indicates following conclusions: "In summary, taking a systemic approach to
negotiation means that one must be aware of how feedback within an unfolding episode of negotiation will include
myriad significant influences, not the least of which are the qualities of the negotiators themselves. Their emotional
competence skills, personal integrity, relational history, and cultural contexts are among the potent contributors to
how that feedback loops back and forth in time to influence the eventual outcomes" (Saarni, 2015, p.177). It can be
stated that inattentive communication style should never be applied in negotiations as soon as in such case it can be
the process without concrete perspective. However, it is good to know whether it is practiced by the opposite party
with the aim of either carefully adjusting one's own style or realizing early enough the need for negotiations'
suspension. Furthermore, in the practice of negotiation it is necessary for people with an open communication style
to adapt their performance to the other party with closed communication style. It can be stated from personal
practice that the Japanese posses a very distinguished closed communication style. Therefore it is advisable in
negotiations with them to consider demonstrating open communication style in a reasonable way without
exaggeration. It can be concluded that regarding intercultural differences as per Movius, Matsuura, Yan and Kim
(2006) "important adjustments must be made in implementing the approach. Specifically, negotiators should spend
extra time preparing for negotiations; should take care to 'match' their team to their counterparts" (Movius,
Matsuura, Yan and Kim, 2006, p.18). Bajalski (2019) determines that a friendly communication style would be
mostly used by self-confident negotiators, while unfriendly communication style is often present in aggressive or
passive-aggressive types of negotiators. A self-confident negotiator is as well marked by relaxed style of
communication which is usually characteristic of excellent negotiators. They demonstrate ability to openly express
and defend their opinions but at the same time they never jeopardize respect for the other party. In other words
relaxed style of communication implies on one side self-esteem and on the other side respect for others. As Roy and
Shaw (2016) stipulate: "Dialogue can take a range of forms and have a variety of goals in mind. It may involve any
level of participants from elites to the grassroots. Through discussion, groups and individuals may come to a better
understanding of other faith traditions and of the many points of agreement that likely exist between them" (Roy,
Shaw, 2016, p. 226). On the contrary, a tense communication style followed by quick loss of self-control is rather
often demonstrated by passive-aggressive negotiators who demonstrate their resentment through sarcasm and
countering for no reason. It can be noticed that the owner of the company "Virgin", billionaire Richard Branson
considers relaxed style of communication as one of the leading factors for the growth of sales and brands building.
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He is recognized by international negotiation community as an excellent negotiator. On his blog he calls
communication "an art" and himself "a student of communication”" for a lifetime. Branson emphasizes that in the
field of sales, if you can speak well, you can overshadow the competition in many ways. Among other qualities
along with the skill of relaxed communication, he built his world-famous brand "Virgin" (Forbes, 2015). Bajalski
(2019) points out the differences in the next two pairs of communication styles: quarrelsome — reconcilable and
vibrant — inexpressive, and indicates that a quarrelsome style of communication usually implies passive or passive-
aggressive negotiators, while a reconcilable style is used more by passive people. It can be concluded that it is
advisable to recognize these types of communication as soon as in case of potential buyer' quarrelsome style
practical experience indicates termination of negotiations as the most productive approach. Even in cases when sales
contracts are signed with mentioned type of negotiator, further cooperation in practice usually proves extremely
difficult and unproductive. On the other hand, long-term cooperation can be counted on with a reconcilable style of
communication business people as soon as they are naturally calm interlocutors with respect for cooperation
process. Reviewing the other stylistic communication pair: vibrant — inexpressive, the self-confidence of the vibrant
type most often can be noticed, while the inexpressive communication style often presupposes a passive negotiator.
Both styles allow the possibility of cooperation, which in both cases could lead to satisfaction in business relations.
Knowledge of these two styles differences opens the possibility to adjust one's own style. Often a passive person of
inexpressive style may feel uncomfortable in negotiations if nonverbal communication is emphasized by a confident
negotiator of vibrant communication style. In case of a dramatic style of communication passive-aggressive
characteristics can often be noticed. The opposite, reserved style of the negotiator is more modest. At the same time
although such negotiator has a certain degree of passivity, he can show self-confidence and provide positive results
in sales negotiations with opposite party which shows dramatic communicative style. The self-confident, vibrant
successful style of communication was demonstrated by the inventor of the Apple brand Steve Jobs. His style was
noticeable as well in his marketing strategy, known for the brief dramatic famous slogans: "Think Different",
"iThink, therefore iMac". "It's small. It talks. And it's in color." etc. As per Tabet, Loutfi and Najjar (2011) Steve
Jobs' dramatic vibrant communication style which fully present the idea of his brand is reflected in two words:
simplicity and clarity (STWOC, 2011). Eventually, Bajalski (2019) points to extravagant — conservative styles of
communication which are easily recognizable in the process of negotiation and marketing practice. Extravagant
communication style is nurtured by confident negotiators, who may be aggressive or passive-aggressive. It can be
noticed that such kind of striking extravagant communication style was demonstrated by Hitler. By the use of
extravagant aggressive style he managed to spread the Nazi ideology. It can be concluded that extravagant,
aggressive communication style can be very dangerous. However, there is another type of extravagant
communication style that is harmless, confident and creative and may be observed in the communication with
journalists performed by the famous French fashion designer Jean Paul Gauthier. Opposite to the extravagant,
another type — conservative style of communication is usually used by confident and sometimes by passive people.
It could be noted that negotiators of this type are not controversial, they have a plan of negotiations, arguments and a
specific goal from which they usually do not deviate. Adaptation to such negotiators' style is advisable in direction
to strive to conservatism including dress code, in order of finding common interests with more noticeable
advantages and successfully cutting trough sharp edges in negotiation process. After the harmonization of interests,
further cooperation may take quite fluid path due to certain rules for fulfillment of the agreement, which are
mutually respected. Author Saarni (2015) emphasizes: "For international negotiators to come together in productive
meetings, both are better served if they are knowledgeable about the emotion folk theories or ethno-psychologies of
their counterpart’s culture" (Saarni, 2015, p. 177). From personal practice the example of conducting negotiations
for the purchase of annual quantities of copper in Uzbekistan with the Minister of Trade of Uzbekistan at that time
can be cited. Negotiations were conducted at such high level because copper is a commodity and one of the basic
strategic raw materials. The Ministers' style of communication could be ranked under the category of conservative.
Adjustment to his communication style was necessary and it was important to emphasize the Uzbekistan state
strategic interest of selling copper to solid international companies with a brand name in order to establish and
develop long-term business relations which would as well serve the interest of their state.

3. IMPLEMENTATION OF MARKETING CONCEPT IN SALES
Sales, and consequently sales management, are going through very dramatic transformations in the 21st
century. These changes are caused by factors of the micro and macro environment of the market in which numerous
legal entities operate. Sales have long ceased to be seen as a simple relationship between buyer and seller. Instead,
complex conditions shape both sides, making the exchange factor a special value that subsequently creates new
relationships between the factors of the buying and selling process (Hartmann, Heiko & Stephen, 2018). The
challenges that modern sales and sales management go through are based on behavioral, technological, but also on
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managerial foundations that seek to improve work efficiency and the final result of all involved in the sales
process. Behavioral forces are primarily focused on the consumer, on all needs, wants, but also expectations that
arise in the buying process. Technological forces serve to support the automation of the sales process and are mainly
seen today through online sales and various forms of electronic sales. Finally, managerial forces are the basis of a
more successful synergistic action of marketing and sales.

The peculiarities of the modern sales process are interconnected transactions, which are also individually functional,
but together they form a whole (delivery of products, placement of products in the sales department, sales rank). We
call this process transactional sales. The modern way of selling today takes place in a highly competitive
environment, in which modern buyers and consumers have realized the importance of building relationships
between themselves (through strengthening the consumer community), but also with sellers, which has resulted in
relational sales. Many companies that sell equipment, for example, in order to improve the relationship between
sellers and buyers, offer a more complex sales service, in terms of special sales advice, professional workshops,
more direct contacts with customers, all to solve potential doubts and problems. Like this, the modified sales phase
is primarily distinguished by the orientation towards meeting the needs of customers and every possible support in
the process of purchasing products and services. This way of selling is a consultative way of selling and it
successfully replaces the aggressive way of selling by shaping it in accordance with the consumer’s needs by
explaining the functional and other features of the products that the company offers on the market. The basic
characteristics of the modern way of selling are based on the following postulates: changes in the sales market, the
growth of competition way of sell intensified the impact of globalization, product life cycle is shorter, increase in
indirect competition, business with a small number of suppliers, response to increased expectations and increased
consumer power, the relational concept of sales (relationship marketing) has adopted, customer relationship
management, sales in teams and global customer management.

Modern sales primarily imply responsibility towards the placement of goods and services, both in terms of respect
for all partners present on the market - business entities and consumers, for whom all goods are finally intended. The
new approach to sales and sales management presupposes finding ways to ensure competitiveness, thus working on
long-term building of relationships with customers in terms of clear differentiation in relation to the competition. It
is assumed that modern sales through the prism of new technologies will shape completely modified sellers who will
be a kind of free agents in the market in order to provide an appropriate solution in the purchase of another engaged
party (Cron, 2017). During the development, the business orientation of economic entities has evolved from a
production, sales function, to a market orientation, and to a marketing and socially responsible orientation in
business. Sales and marketing theorists believe that the base of production and sales orientation is in a stage
characterized by a poorer placement of goods and services, which coincides with the time of the great economic
crisis of the 1920s and 1930s. After that, there is a market orientation of economic entities, which is applied
differently in countries due to the mismatch between the degree of development of economic systems. Marketing
orientation implies continuous monitoring and consideration of the needs of customers and consumers, according to
the anticipated volume and structure of demand. Finally, socially responsible business orientation means the
implementation of corporate social responsibility, according to which the company operates ethically towards all its
stakeholders.

Professional sales management integrates sales and marketing management and illustrates the way a marketing
organization (both in the field and in an organization), collaborating with clients (organizations or individuals). On a
long-term basis, sales plans should be based on the company’s vision of the overall market environment in which the
company operates. However, at shorter intervals, sales plans should be structured to suit the organizational
environment, including all organizational benefits but also constraints.

Modern sales and marketing management are based on quality and long-term relationships with producers and
consumers. To create consumers loyal to both the company and the company product, good relationships with
consumers (relationship marketing) are essential. Through an interactive form of marketing, network contacts are
created between sellers and buyers. The involvement of marketing in the modern sales process presupposes more
dynamic relations with consumers. The two-way flow of marketing communication in sales has led to a high degree
of consumer involvement in the production and sales process. This means that today, in a large number of industrial
segments, the consumer is mostly asked when a product is innovated or only some of the functional features of the
product are changed. In this way, the consumer is actively informed from the very beginning in the process of
constructing a new product and actively suggests the course of its life cycle. Thanks to the consumer's involvement
in the production process and the placement of products on the market, we get the commitment to pay a higher price
for the given goods and services in certain situations than the competition. In contrast, the supplier of goods will be
more flexible towards the consumer and will be able to offer a unique product (customization).
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In modern business, the process of interaction implies that the company should be loyal to consumers by perceiving
and monitoring their needs and ways of meeting those needs. The focus is on integrated marketing communications
that monitor the consumer at all stages of the sales process. Good relations with producers are based on nurturing
quality relations between producers and sellers (channel relationship). The concept of sales marketing is based on a
unified function according to which sales companies should nurture a good and long-term bond of cooperation both
towards producers and consumers (Popovic Sevic, 2019). Sales management should consider the elements of the
environment in which the company operates, all for the sake of more efficient adjustment of sales activities with
other activities planned in the field of marketing strategy. It is recommended that during the analysis of the
environment, attention should be paid to all potential opportunities offered by the market (regardless of whether it is
a new niche market of consumers or a new product and service that would be placed on the market), as well as
competition activities in terms of possible anticipation of future events.

The market environment affects sales management in four different ways:

1. Market factors can enhance or limit a company's activity through its sales and marketing activities (examples are
government protectionist measures to ban the import of certain agricultural products, giving priority to sales
domestic products, the opposite example is the inability to sell a company product in a particular foreign market due
to legal inconsistencies);

2. Changes in the market environment can affect the creation of new sales and marketing strategies in the company
(an example is the continuously growing segment of the information technology — IT industry, which is an
appropriate response to the development of electronic software that has found application in almost all segments
companies);

3. Increased sales and marketing activities may affect changes in the market environment (examples are new
products and new services aimed at single-member households, which are increasingly present globally);

4. The impact of sales and marketing strategies on the market environment that will be a worthy indicator of
consumer satisfaction — through mass market adaptation, the company strives to meet the needs of each individual
consumer and customer. It is certainly the most important, although it is the most complex job of the company -
continuous monitoring of market events and preventive action whenever the situation allows it. In this way, the
company tries to anticipate certain external phenomena and does so through various public relations campaigns,
through political and other types of lobbying. However, in most cases, the company adapts to emerging market
situations by shaping its sales and marketing strategies accordingly. The tendencies of sales management go towards
respecting the building of relationships with customers, team sales, sales profitability, which requires strategic
planning of sales and marketing programs. The direct communication strategy is increasingly appreciated, which
emphasizes dialogue and feedback received from consumers.

4. CONCLUSIONS
Knowledge of the typology of basic communication styles provides advantages in the negotiation process as well as
in creating marketing strategies. In accordance with the explication of diversification of stated styles, it is possible to
use opportunity to change the communication style during negotiations with the aim of providing greater negotiating
power and thus achieving envisioned goal. Marketing sales strategies can be supported by use of the typology of
different communication styles listed in this paper in order to skillfully present products and services, and thus
provide better business sales results.
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