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The principal purpose of this thesis is to study key success factors in
business negotiation. The researcher focused on the case study of importing
“HONDA” motorcycles between the Thai investor, that is New Chip Xeng
Company Limited, in this case the researcher, and the Lao government. To
study key success factors in business negotiation, the researcher categorized
the following factors for further clarification: (1) a study of the trade
relationship between Thailand and the Lao PDR; (2) a study of the principles
of negotiation that the negotiator normally applies; (3) a study of the
negotiation process that the negotiétor generally pursues; and (4) a study of

the characteristics of creditability that the negotiator possesses.
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The research methodology employed in this study included the
following: (1) documentary research; (2) qualitative research, using in-depth
interview techniques to interview the key informants having expertise in the
field or having first-hand experience of negotiations in cases such as these, or
being part of a negotiating team in a similar situation, the number of key
informants totaling 8 altogether. The population sampling was done by using
the non-probability sampling method, which is a purposive sampling
technique. Data was collected during November 2006-July 2007 by using the
following: (1) secondary data from various sources such as books, academic
reports widely publicized in both Thailand and the Lao PDR, and other related
documents; and (2) in-depth interviews of key informants by constructing
guidelines for unstructured or non-standardized interview questions.

After collecting the requisite data, a qualitative analysis of the data was
conducted in the following aspects: (1) a descriptive analysis of the
information derived from the 8 key informants, including the experience of
the researcher in this field; and (2) a contextual analysis of the information
gathered from a conceptual framework, the foundations of related theories,

a review of the existing literature, and other related documents.

The results of the study relating to key success factors in business
negotiation can be concluded in terms of 4 key factors of which the
negotiator must generally be aware. One factor is the trade relationship

between Thailand and the Lao PDR, with the main emphasis on understanding



206502

the following aspects: (1) trade policy (2) taxes on trade (3) geography (4)
trade conditions and (5) the economic system respectively.

Another factor is the negotiation principles which the negotiator
normally applies, as in the following: (1) negotiating at every level; (2)
building a proactive or positive relationship; (3) giving reasons to support
one’s arguments; (4) following the laws, rules, and regulations of one’s
counterparts; and (5) adjusting to a changing situation; and (6) taking into
account third-party intervention.

The third factor is the negotiation process that the negotiator generally

pursues, as delineated by Marquis and Huston, who divide it mto 3 stages:
prior to the negotiation, during the negotiation, and closure of the negotiation.
In the stage prior to the negotiation, the negotiator normally carries out the
following: (1) collecting information relating to both parties; (2) defining
roles and responsibilities within a negotiating team that are perfectly suited to
each individual case; and (3) understanding the other party’s culture. As
regards the actual negotiation stage, this can be broken down into the
following: (1) negotiating within parameters acceptable to both parties;
(2) using appfopriate speech both in time and space; and (3) creating a finely-
tuned negotiating climate. As for the closure of the negotiation, the negotiator
normally summarizes and formalizes the agreement that has been worked out,
in addition to developing any procedures necessary for implementing and

monitoring the agreement; or else correcting some parts of the agreement to
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the satisfaction of the two parties. Last, but not least, the charactesstics of
credibility that the negotiator possesses can be divided as follows:

(1) being the vyleading investor in the country in which the negotiator has
invested, that person pays all the taxes in the same way as other main,
investors in accordance with existing laws, rules and regulations, and giving
something beneficial back to the society in which the negotiator has invested;
and (2) having a good track record, with the emphasis on determination and

dedication, honesty, and integrity.





