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1.    Reasons for sending an RFQ and the downsides of this negotiation

Rhonquit sent the Request for Quotation rather than calling Sumner as it identifies the formality of the process and the need to gain greater nights into more than just the price. An RFQ solicits more than just the price of the product but also solicits insights on quality or the number of products to be delivered. The RFQ is more effective than a call to the negotiation table as it identifies the extent to which formal negotiations are to be held between Rhonquit and its suppliers. An RFQ as noted by Scott, Lundgren and Thompson (2011) seeks to gain an itemized list of the process as well as a defined quantifiable aspect of the products being offered. The RFQ provides the buyer with greater leeway in determining what product requirements in relation to cost of the quantity that the business needs to know from its supplier which would not have been provided if a call to negotiation was first implemented. The downside to having a negotiation by first sending the RFQ is that it creates mistrust between the buyer and the supplier as the supplier such as FD, in this case, felt that the entire process was aimed at lowering the price for products provided by FF which is the competitor. The negotiation process is obscured as there is no power sharing between the different negotiating party as the RFQ provides limited opportunities for the supplier to defend their position.

2.    Threats disguised as an offer

A.    Threat 

The Rhonquit offer was to retain FD as the primary supply if they could meet the price demands. The threat here was that Rhonquit would not continue purchasing filters developed by FD and thus the company would lose all its business in Finland if FD did not honor the deal to reduce prices by 10%. The statement has a condition which identifies that FD has two options to lower its price and meet the price demands or lose its business in this market.

B.    Credibility of the offer

The offer was not valid or credible to Sumner as he identified that the close relationship between Rhonquit and FF made it impossible to trust the buyer to hold up the agreement fully. Sumner believed that due to lack of the high-volume products missing from the RFQ the objective of the negotiation as to gain information on FD prices to lower further those belonging to FF.

3.    Impact of FD reducing price without negotiation

FD could lower the price of its products by 10% while maintaining a reasonable and positive profit margin. However, negotiation is an essential part of the business to prevent FD from being taken advantage of. For instance, if the company did not negotiate with Rhonquit by automatically reducing its prices it would have given up its leverage and provided Rhonquit with more power in future bargaining processes. The lack of bargaining would have set a negative precedent in which Rhonquit in the future may demand a further lowering of the price due to the belief that FD would comply rather than lose business which would further harm its positioning in the market. In the negotiation table both parties hold various leverages and giving up with negotiating would have led the company to lose its business as it would not have highlighted its customer value proposition. The customer value proposition as noted by Kumar and Reinartz 2016) identifies what benefits of value is gained by the buyer after purchasing a give a product of service. The negotiation helped to market the Low Environmental Impact Filter (LEIF) products by identifying the value they hold to the buyers thus enhancing the positioning of these filters in the market.

4.    Improvement of negotiation and principles used in the second meeting

FD had a low Best alternative to a negotiated agreement (BATNA) while Rhonquit had a higher BATNA which put FD at a disadvantage in the negotiation process. To improve his bargaining position during the second meeting. Sumner displayed the customer value proposition of its Low Environmental Impact Filters by appealing and better than those in the market. To enhance his positioning in the negotiation Sumner identifies the benefits of the LEIF products to a buyer in the aftermarket (Lewicki, Saunders, Minton, Roy & Lewicki, 2011). Sumner thus explained the value of utilizing the LEIF filters replacement filters to the aftermarket and the profits to be earned. 
By differentiating the products developed by FD from those offered in the market Sumner was able to leverage the value of FD’s LEIF products to prove their worth and the ability to meet the needs of the buyer. The negotiation principle utilized by Sumner is the use of leverage and the ability to provide sporting materials to back his position (Lewicki et al., 2011). Sumner understood what the goals of Rhonquit were and how FD and its products were aligned to meet the needs of the business. Sumner understood that despite the goal of Rhonquit was to lower the prices of all filtration products it had other needs as well such as the acquisition of products of value that would generate profits for the company. The ability to discern the needs as well as the wants of the other negotiating party is another principle of negotiation that Sumner used to gain the upper hand in the discussion. The approach used by Sumner was effective in that Rhonquit was already facing market share of the FF products and thus saw the value of is LEIF products resulting in a deal to decrease prices that were to be shouldered by CHILLTECH.
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