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Abstract

Trad itiona lly, commerc ia l transactions take p lace in W est A frica on m arke tp laces that

sometim es extend over hecta res. Vendors ren t s tands or d isp lay the ir s ta lls

expecting to a ttract buyers. Bu t how are exchanges nego tia ted? To address th is

concern , we looked a t the exis ting lite ra ture in th is a rea . The lite ra tu re review

revea led that research on th is sub ject has no t covered a ll W est A frican countries.

W hile research concern ing fo r exam p le, N igeria , Burk ina Faso , G hana , Ivo ry Coast

and Senega l exis ts , the lite ra tu re review d id not revea l any such study concern ing

the Republic o f Benin and its ne ighbor o f the west, Togo .

Th is thes is a im s to fill th is vo id somewhat by focusing on the barga in ing practices

preva iling in these two countries. O ur research revea led tha t the Republic o f Benin is

characte rized by a un ique mode o f barga in ing, where the se lle r announces a price

equ iva len t to doub le the va lue o f h is p roduct. It is then up to the buyer to use the

barga in ing techn iques to wh ich she was in troduced a t a young age by her m other. A

sk illfu l ba rga ine r wou ld be able to reduce the sta rting price by ha lf, a fter long m inu tes

o f nego tia tion . O ur research a lso a llows us to sta te that a ll m arke t partic ipan ts

recogn ize tha t th is p ractice constitu tes a waste o f tim e fo r a ll pa rties, even though

some traders ins is t on th is m ethod , wh ich a llows them to take advan tage o f buyers,

who do not m aste r th is style o f haggling . How can we change th is cen turies-o ld

p ractice that p reva ils in Benin? This thes is o ffers some re flection pa ths!
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Chapter 1: General Introduction

Th is chapte r p resen ts the sub ject, defines the scope o f the study, and provides

background in fo rm ation on the thes is. Last, it e labora tes on how we cou ld apply the

know ledge acqu ired to our commun ity.

1.1 Presentation of Subject or Issue

The purpose o f th is thes is is to exp lo re the preva iling barga in ing practices in W est

A frican m arke tp laces, and the im pact o f competition and co llabora tion on these

practices. The barga in ing practices in W est A frican m arke tp laces are h igh ly dynam ic,

and are heavily in fluenced by the competition be tween buyers and se lle rs , as we ll as

the co llabora tive re la tionsh ips tha t exis t between them . By exp lo ring the im pact o f

competition and co llabora tion on the barga in ing practices in W est A frican

m arke tp laces, th is thes is w ill p rovide va luab le ins igh ts in to the econom ic

deve lopment o f the reg ion .

W hat a re the lim its o f th is study?

1.2 Scope of the Study

The scope o f the study fo r the thes is on "Competition vs. Co llabora tion : The

P reva iling Barga in ing P ractices in W est A frican Marke tp laces" w ill be lim ited to the

analys is o f barga in ing practices w ith in the W est A frican reg ion . Specifica lly, the study

w ill focus on the ro le o f competition and co llabora tion in the barga in ing process and

exp lo re the preva lence o f each w ith in the reg ion . M ore prec ise ly, the study w ill focus

on Repub lic o f Benin ’s m arke tp laces. Th is cho ice is justified by the fact tha t the

lite ra ture review d id not revea l any research on Benin ’s m arke tp laces that dea ls w ith



2

barga in ing practices. The on ly research jou rna l a rtic le that we found d id no t e labora te

on the barga in ing practices 1. The study a lso covers Togo, a Republic o f Benin ’s

ne ighboring country on wh ich we cou ld no t e ither find a research paper on the top ic .

O ur study w ill invo lve a review of exis ting lite ra ture and empirica l data co llected

th rough in te rviews and surveys w ith m arke tp lace vendors, buyers, and o ther

stakeho lde rs. The research w ill a lso conside r the in fluence o f cu ltu ra l, econom ic, and

po litica l facto rs on barga in ing practices in the reg ion . The resu lts o f the study w ill

p rovide va luab le ins igh ts in to how competition and co llabora tion shape the

barga in ing process in W est A frican m arke tp laces.

In the next paragraph, le t us presen t some background in fo rm ation on th is top ic .

1.3 Background Information

Business nego tia tions are an im portant part o f the m odern g loba l econom y. The

barga in ing practices in A frican m arke tp laces are an in tegra l pa rt o f the A frican cu lture

and have been in p lace fo r cen turies. These practices are still ve ry m uch a live in

m any A frican countries, and they are o ften used to de term ine the price o f goods and

services. Th is thes is looks a t the preva iling barga in ing practices in W est A frican

m arke tp laces, comparing competition and co llabora tion. W est A frica is a reg ion in the

weste rn part o f the A frican con tinen t, compris ing o f 16 coun tries inc lud ing Benin ,

Burk ina Faso , Cape Verde , G ambia , G hana , G u inea , G u inea-B issau, Ivo ry Coast,

L iberia , M a li, M auritan ia , N ige r, N ige ria , Senega l, S ie rra Leone , and Togo. W est

A frica is known fo r its vib ran t and co lo rfu l m arke ts , where vendors and shoppers

1 Ahoyo, J.R. (1975). Les marchés d'Abomey et de Bohicon. Les Cahiers
d’Outre-Mer, 28-110, 162-184
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barga in fo r goods and services. Barga in ing practices in W est A frican m arke ts vary

from country to country.

The next paragraph e labora tes on the context o f the study.

1.4 Context of Subject

From an econom ic standpoin t, W est A frica m arke tp laces are a key source o f

econom ic activ ity in the reg ion . They are o ften characte rized by in tense competition

among traders, who use a varie ty o f barga in ing stra teg ies to secure the best p rice fo r

the ir goods. The barga in ing practices o f W est A frican traders have a sign ificant

im pact on the loca l econom y, as they can in fluence prices, the ava ilab ility o f goods,

and the overa ll e ffic iency o f the m arke tp lace.

The po litica l con text o f W est A frican m arke tp laces is comp lex. The reg ion is home to

a varie ty o f e thn ic and re lig ious groups, each o f wh ich has its own se t o f ru les and

regu la tions govern ing the m arke tp lace. In addition , the reg ion has a long h is to ry o f

co lon ia lism , wh ich has shaped the po litica l and econom ic landscape o f the reg ion .

These factors can a ll in fluence the barga in ing practices o f W est A frican traders.

Concern ing the h is to rica l con text, we can add that the barga in ing practices o f W est

A frican traders have evo lved over tim e. In the preco lon ia l pe riod, traders o ften re lied

on barte ring and o ther in fo rm a l m ethods o f nego tia tion . In the co lon ia l pe riod, traders

adop ted m ore fo rm a lized barga in ing stra teg ies, such as haggling and b idd ing.

F rom a cu ltura l s tandpoin t, W est A frican m arke tp laces are deep ly embedded in the

loca l cu ltu re . Traders o ften use trad itiona l m ethods o f nego tia tion , such as song and
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dance , to m ake the ir po in t. In add ition , traders o ften re ly on in fo rm a l ne tworks o f

soc ia l re la tionsh ips to fac ilita te the barga in ing process.

A lso , W est A frican m arke tp laces are increas ing ly connected to the g loba l econom y.

Customers come from ne ighboring countries to the b iggest m arke tp lace in Republic

o f Benin . Th is p lace known as the Dantokpa Marke t in Co tonou, wh ich is Benin ’s

econom ic cap ita l c ity, is conside red as the b iggest m arke tp lace in W est A frica . The

reg ion is home to a grow ing num ber o f m ultina tiona l co rpora tions, wh ich o ften bring

the ir own se t o f ba rga in ing practices to the reg ion . In addition , the rise o f reg iona l

trade b locs and in te rnationa l o rgan iza tions has a lso had an im pact on the barga in ing

practices o f W est A frican traders.

W hat abou t the purpose o f th is research?

1.5 Purpose of the Study

The purpose o f th is study is to exam ine the preva iling barga in ing practices in W est

A frican m arke tp laces, and to exp lo re the im pact o f competition and co llabora tion on

barga in ing outcomes. It a im s to iden tify the m ost successfu l s tra teg ies for barga in ing

in W est A frican m arke tp laces and to analyze the facto rs in fluencing the use o f such

stra teg ies. The research w ill exam ine the d iffe rences between competitive and

co llabora tive barga in ing practices and the im p lica tions o f bo th approaches. The study

w ill a lso exp lo re the im plica tions o f barga in ing practices fo r m arke t e ffic iency,

econom ic deve lopment, and socia l cohesion in W est A frica .

How cou ld we apply to our commun ity the know ledge acqu ired in w riting th is thes is?
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1.6 How to Apply to our Community the Knowledge Acquired

One way to apply the know ledge acqu ired in th is thes is to our commun ity wou ld be to

deve lop a tra in ing program fo r loca l bus iness owners and en trep reneurs. The

program cou ld teach partic ipan ts the advan tages and d isadvan tages o f bo th

competitive and co llabora tive approaches to nego tia tions, and provide stra teg ies fo r

successfu l ba rga in ing practices in W est A frican m arke tp laces. Additiona lly, the

program cou ld provide resources and support to he lp loca l bus iness owners and

en trep reneurs to be tte r understand the cu ltu ra l context o f the loca l m arke tp laces and

to deve lop the ir own nego tia tion sk ills . W ith th is know ledge , loca l bus iness owners

and en trep reneurs can be bette r equ ipped to nego tia te w ith po ten tia l partne rs and

can help to crea te a more successfu l bus iness environment in the commun ity.

The next chapte r w ill p resent the focus o f the research .
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Chapter 2: The Research Focus

Th is chapte r w ill s ta te the issue to be researched , e labora te on the research

questions, describe the research , and show its im portance. It w ill a lso de fine the key

te rm s used and ind ica te the theore tica l fram ework o f th is thes is.

2.1 Statement of the Issue to be specifically researched

The specific issue to be researched in th is thes is is the e ffect o f competition versus

co llabora tion on barga in ing practices in W est A frican m arke tp laces in genera l and in

Repub lic o f Benin and Togo in particu lar.

Th is research w ill p rovide ins igh ts in to the m ost e ffective stra teg ies fo r bus iness

owners and customers in the ir nego tia tions and fo r success in W est A frican

m arke tp laces, tak ing in to accoun t the im pact o f m odern in fo rm ation technolog ies on

the curren t trad ing practices.

W hat a re the questions the research w ill try to answer?

2.2 Research Questions

Th is research w ill a ttem pt to answer a w ide varie ty o f questions among wh ich the

fo llow ing:

1 . W hat barga in ing practices are m ost common ly used in W est A frican m arke tp laces?

2 . How do competition and co llabora tion compare as barga in ing practices in W est

A frican marke tp laces?
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3 . How do d iffe rent cu ltu ra l no rm s a ffect the use o f competition and co llabora tion in

barga in ing practices in W est A frican m arke tp laces?

4 . W hat a re the bene fits and drawbacks o f competition and co llabora tion as

barga in ing practices in W est A frican m arke tp laces?

5 . W hat stra teg ies are used by traders to maxim ize the ir barga in ing power in W est

A frican marke tp laces?

6 . How have the barga in ing practices in W est A frican m arke tp laces changed over

tim e?

7 . W hat im pact do the barga in ing practices in W est A frican m arke tp laces have on the

loca l econom y?

8 . How do the barga in ing practices in Repub lic o f Benin and Repub lic o f Togo

compare to o ther W est A frican m arke tp laces such as Ivo ry Coast, G hana , N iger, and

Senega l?

The next paragraph w ill p rovide m ore prec is ion on the research.

2.3 Description of the specific research

Th is research focuses on the preva iling barga in ing practices in Republic o f Benin and

in Togo among o ther W est A frican m arke tp laces, particu larly the competition versus

co llabora tion be tween buyers and se lle rs . The research w ill investiga te the econom ic

and socia l e ffects o f barga in ing practices, and how they d iffe r between some W est

A frican countries. It w ill a lso exam ine the various stra teg ies emp loyed by buyers and

se lle rs to ach ieve the best outcomes, and the ro le o f cu ltu re and trad ition in

barga in ing. In add ition , th is research w ill exp lo re how the barga in ing practices in
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Benin and Togo m arke tp laces have evo lved over tim e, and how they compare to

o ther g loba l m arke tp laces. U ltim a te ly, th is research w ill p rovide a comprehensive

understand ing o f the barga in ing practices in Ben in and Togo marke tp laces, and the

im pact they have on the loca l econom ies.

How im portan t is th is research in te rm s o f p rovid ing ins igh t in to understand ing how

barga in ing practices in W est A frican m arke tp laces vary from one reg ion to the o ther?

2.4 Importance of this research

Research on the competition vs. co llabora tion practices in W est A frican m arke tp laces

is im portan t in understand ing the dynam ics o f barga in ing in the reg ion . The resu lts o f

th is research w ill p rovide ins igh t in to the various stra teg ies emp loyed by

m arke tp laces in o rder to secure a be tte r ou tcome fo r the ir bus iness and custom ers.

Th is research w ill a lso be use fu l in understand ing the behavio rs o f buyers and se lle rs ,

the ro le o f ne tworks and re la tionsh ips in marke tp laces, and the im p lica tions o f

competition and co llabora tion on the long-te rm success o f the m arke tp laces.

U ltim a te ly, th is research cou ld p rovide va luab le in fo rm ation fo r po licym akers on how

to best foster an environm ent o f co llabora tion and competition in o rder to crea te a

th riv ing m arke tp lace .

Various te rm s w ill be used in th is thes is and they should be de fined .
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2.5 Definition of Terms

Accommodating : Th is nego tia tion style focuses on comprom ise and coopera tion ,

and is a non-confron ta tiona l approach tha t seeks to bu ild re la tionsh ips and prio ritize

the o ther party 's needs.

Avo idance : Th is nego tia tion style is characte rized by a to ta l lack o f engagement w ith

the nego tia tion process, and can o ften lead to lost opportun ities o r a sta lemate .

Barga in ing : The process o f nego tia ting the term s and conditions o f an agreem ent.

Barga in ing Power Theory : The Barga in ing Power Theory was firs t p roposed by

John Nash in 1951 . The theory asserts tha t two p layers in a barga in ing gam e w ill

reach an op tim a l ou tcome if they both have equa l barga in ing power.

Collaboration : Th is nego tia tion style is based on the idea o f crea ting a w in -w in

s itua tion fo r bo th parties, and is focused on find ing m utua lly bene fic ia l so lu tions.

Competition : Th is nego tia tion style is focused on w inn ing a t a ll costs , and is based

on the belie f tha t the nego tia to r ’s own in te rests shou ld be pu t firs t. It cons is ts in vy ing

w ith o thers to ga in advan tage or superio rity in a marke t.

Comprom is ing : Th is nego tia tion style is a m idd le ground be tween the competitive

and accommodating styles, and seeks to find a so lu tion tha t is acceptab le to bo th

parties.

Dropsh ipp ing: This is a type o f re ta il bus iness m ode l where the se lle r does no t keep

any inven to ry. Instead , when a customer p laces an order, the se lle r transfers the

order and sh ipp ing de ta ils to a th ird -party supp lie r who then sh ips the order d irectly to

the customer. Th is a llows the se lle r to o ffer a w ider range o f p roducts w ithout having

to manage inven to ry o r sh ip o rders them selves.
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Game Theory : The "Gam e Theory" was firs t e labora ted by John von Neumann and

Oskar M orgenste rn in 1944 in the ir book Theory o f G ames and Econom ic Behavio r.

G ame theory is a branch o f m athem atics that s tud ies stra teg ic decis ion m aking. It is

used to ana lyze in teractions be tween two or more p layers, where the ou tcome of

each p layer's cho ice depends on the cho ices o f the o ther p layers. G ame theory

m odels a re used in econom ics, po litica l sc ience , and psycho logy to analyze socia l

and econom ic s itua tions.

Power-As -Know ledge Theory (PAKT): The Power-As-Know ledge Theory was

deve loped by French socio log is t P ie rre Bourd ieu in the m id -1970s. Th is theory

suggests that power is a fo rm of know ledge , and tha t those in power a re ab le to

m ain ta in the ir pos ition by possess ing know ledge o f how to m an ipu la te and contro l

the behavio r o f those in subord ina te positions.

Marketp lace : A phys ica l o r virtua l space where goods and services are exchanged.

West A frica : A reg ion o f the A frican con tinent that encompasses the coun tries o f

Benin , Burk ina Faso , Cape Verde , G ambia, G hana , G u inea , G u inea-B issau, Ivo ry

Coast, L ibe ria , M a li, M auritan ia , N ige r, N ige ria , Senega l, S ie rra Leone, and Togo .

Th is thes is w ill re fe r to various theories.

2.6 Theoretical Framework.

The theore tica l fram ework fo r th is thes is w ill d raw upon theories o f gam e theory,

ba rga in ing power, and power-as-know ledge to analyze the preva iling barga in ing

practices in W est A frican m arke tp laces. G ame theory w ill be used to exp lo re the

stra teg ies and tactics emp loyed by buyers and se lle rs in m arke tp laces in o rder to
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maxim ize the ir respective outcomes. Barga in ing power w ill be used to exam ine the

re la tive power o f buyers and se lle rs in the barga in ing process and how th is a ffects

the ou tcomes o f the nego tia tions. F ina lly, the concep t o f power-as-know ledge w ill be

exam ined in o rder to understand the ways in wh ich the know ledge o f loca l

m arke tp laces and custom s can be used to ga in an advan tage in barga in ing. It is

expected tha t the find ings o f th is thes is w ill p rovide ins igh t in to the various barga in ing

practices in W est A frican m arke tp laces and the ways in wh ich these practices are

shaped by gam e theory, barga in ing power, and power-as-know ledge.

The Game Theory is a branch o f m athematics tha t s tud ies how ra tiona l dec is ion

m akers in te ract in stra teg ic s itua tions. It is used to analyze s itua tions in wh ich the

ou tcome of one person ’s decis ion is a ffected by the decis ions o f o thers. G ame

Theory w ill be used in th is thes is to ana lyze the stra teg ies used by buyers and se lle rs

in barga in ing in W est A frican Marke tp laces. It can he lp to de term ine the op tim a l

s tra teg ies fo r each side g iven the outcomes o f the o ther. For exam p le, it can be used

to de te rm ine the op tim a l p rice fo r the se lle r g iven the buyer ’s p re ferences and the

se lle r ’s costs , and the optim al p rice fo r the buyer g iven the se lle r ’s p re ferences and

the buyer ’s budge t. B y analyz ing the stra teg ies used by bo th buyers and se lle rs in

the con text o f G ame Theory, it can he lp to p roduce be tte r outcomes fo r both parties.

The Barga in ing Power Theory is a theory tha t seeks to exp la in the dynam ics o f

barga in ing be tween two or m ore parties in a m arke t se tting. Th is theory suggests that

the ou tcome of a barga in ing process is de term ined by the re la tive power o f each

party in the nego tia tion process. Th is theory w ill be used to exp lo re the stra teg ies

used by buyers and se lle rs in barga in ing in W est A frican Marke tp laces by exam in ing

the re la tive power o f each party in the nego tia tion process. Th is inc ludes look ing a t

factors such as the ava ilab ility o f resources, the amount o f in form ation each party
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has, and the barga in ing sk ills o f each party. By exam in ing these facto rs , the

barga in ing power theory can help to identify s tra teg ies that a re m ost like ly to be

successfu l in nego tia tions in W est A frican Marke tp laces.

The Power-as-Know ledge Theory (PAKT ) is a theore tica l fram ework tha t seeks to

understand how power is embedded w ith in system s o f know ledge . Th is theory is

based on the idea tha t know ledge is a powerfu l too l tha t can be used to shape socia l

re la tions and to crea te and m ain ta in inequa lities . The PAKT posits tha t know ledge is

a fo rm of power tha t can be used to contro l and in fluence o thers, to acqu ire m ate ria l

resources, and to shape socia l no rm s and va lues. The theory suggests that

know ledge is a fo rm of cap ita l tha t can be used to ga in access to resources, crea te

and m ain ta in ne tworks o f in fluence , and to exerc ise contro l over o the rs. Th is theory

w ill be used to exp lo re the stra teg ies used by buyers and se lle rs in barga in ing in

W est A frican Marke tp laces. By understand ing the ways in wh ich know ledge is used

to shape socia l re la tions and to crea te and m ain ta in inequa lities , it is poss ib le to ga in

ins igh t in to how buyers and se lle rs use the ir know ledge to ga in advan tage in

nego tia tions. For exam p le, buyers m ay use the ir know ledge o f loca l m arke ts and

products to nego tia te be tte r p rices, wh ile se lle rs m ay use the ir know ledge o f

custom er p re ferences to increase the ir p ro fits . B y understand ing how know ledge is

used in barga in ing, it is poss ib le to ga in ins igh t in to how buyers and se lle rs can use

the ir know ledge to ga in advan tage in nego tia tions.

In the next chapte r, le t us exp lo re o ther work done on th is top ic .
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Chapter 3: Review of Other Work Done

Th is chapte r w ill cover re la ted research o f lite ra tu re , in te rviews, research o f in te rnet

m ate ria l, confe rences a ttended, e tc .

3.1 Other Research Done

L ite ra tu re on business nego tia tions in W est A frican m arke tp laces exis ts , bu t is no t

qu ite recent. M ost o f the research focused on the barga in ing practices in the reg ion

and the e ffect o f competition and co llabora tion on the nego tia tion process and

ou tcomes. However, the research d id no t cover the barga in ing practices in Republic

o f Ben in and the Repub lic o f Togo .

In an artic le by Ahoyo (1975), the au thor devo ted a few lines to the barga in ing

practices in A frica in genera l. He exp la ined tha t custom ers ’ tigh t budge ts and se lle rs ’

low pro fit m arg ins justify the fact that both parties a re w illing to spend up to 30

m inu tes barga in ing. Customers sometim es just wan t to ge t a reduction o f XOF 5 (the

equ iva len t o f $0 .01), and se lle rs res is t to concede such a sm all am oun t o f m oney on

her se lling price . However, the artic le d id not e labora te on the barga in ing process.

In a study by Lam bert (2006), the au thor exp lo red the dynam ics o f bus iness

nego tia tions in W est A frica . Her research focused on the in te rsection o f bus iness and

cu ltu re . Lam bert a lso provided an overv iew of the various stra teg ies used by W est

A frican nego tia to rs , such as the use o f s ilence , the use o f humor, and the use o f

nonverba l express ions.

A study by Adu (2008) p rovided an analys is o f the practices in W est A frican business

nego tia tions, h igh ligh ting the im portance o f cu ltu ra l and environm enta l factors . Adu

argued that successfu l bus iness nego tia tions in W est A frica requ ire an understand ing
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o f the loca l cu ltu re and environm ent, as we ll as the ability to bu ild re la tionsh ips o f

trust and mutua l respect. He a lso emphasized the im portance o f e ffective

commun ica tion and the need to be flexib le in o rder to reach a sa tis facto ry agreement.

In a study by Ebohon (2009), the au thor found tha t the barga in ing practices in W est

A frican m arke tp laces were genera lly competitive , w ith the use o f aggress ive tactics

such as threa ts and in tim ida tion . He a lso found tha t co llabora tion was not a common

practice in these marke tp laces.

In con trast, a study by Seck (2009) ind ica ted tha t co llabora tion was a common

practice in W est A frican m arke tp laces. He noticed tha t the barga in ing practices in the

reg ion were characte rized by a comb ination o f competition and co llabora tion , w ith

bo th parties try ing to reach a m utua lly bene fic ia l agreem ent. He a lso found that

co llabora tion was m ore bene fic ia l to the nego tia tion process as it im proved the

re la tionsh ip be tween the parties and he lped them bu ild trust. Focusing on Senega l,

Seck looked a t the various techn iques used by se lle rs and buyers to nego tia te p rices

and exam ined the re la tionsh ip be tween the two parties in the con text o f the

m arke tp lace . Seck a lso h igh ligh ted the ro le o f gender and the im pact o f

m odern iza tion on the barga in ing process. He furthe rm ore found tha t the barga in ing

process is an im portant part o f the m arke tp lace and tha t the re is a need to

understand the dynam ics o f the process in o rder to be tte r understand the dynam ics

o f the m arke tp lace .

It is worth m ention ing a study by Kemdirim (2009), wh ich exam ined barga in ing

practices in W est A frican m arke ts , focus ing particu larly on the N igerian m arke t. The

au thor h igh ligh ted the im portance o f barga in ing in the con text o f the N igerian

econom y and argued tha t it is an im portan t sk ill fo r traders to possess. He a lso noted
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that ba rga in ing is a fo rm of soc ia l in te raction , and tha t it can be used to bu ild

re la tionsh ips and trust be tween buyers and se lle rs . F ina lly, he provided suggestions

fo r how traders can im prove the ir ba rga in ing sk ills .

In add ition , the lite ra tu re review revea led tha t an artic le by O zsaka lliog lu (2012)

exam ined the ro le o f cu lture in business nego tia tions in W est A frican m arke ts . The

au thor d rew on the lite ra tu re o f nego tia tion theory and cross-cu ltu ra l commun ica tion

to iden tify the ways in wh ich cu ltu re shapes the nego tia tion process in these m arke ts .

O zsaka lliog lu used a qua lita tive research approach to analyze a case study o f a

business nego tia tion be tween a French and an A frican party, and found that cu ltu ra l

d iffe rences and dynam ics have a sign ificant im pact on the nego tia tion process. The

au thor concluded tha t cu ltu ra l understand ing and adap tation are essen tia l fo r

successfu l nego tia tions in these m arke ts .

Last bu t no t least, Sebah (2014) exp lo red the d iffe rences be tween W est A frican

m arke ts and o ther m arke ts in te rm s o f the nego tia tion process. Focusing on Burk ina

Faso , he argued tha t W est A frican m arke ts requ ire a d iffe ren t approach to nego tia tion

than o ther m arke ts , as the process is m ore comp lex and heavily in fluenced by

cu ltu ra l no rm s. He exam ined the various stra teg ies used in W est A frican marke ts ,

such as the use o f in te rm ed iaries and the im portance o f re la tionsh ip bu ild ing, and

provided ins igh t in to how to best naviga te these nego tia tions.

O vera ll, the lite ra ture suggests tha t competition and co llabora tion are both exis ting in

W est A frican m arke tp laces. W hile competition is m ore dom inan t, co llabora tion is a lso

a common practice . The lite ra ture a lso advoca tes tha t co llabora tion can be bene fic ia l

to the nego tia tion process as it he lps to bu ild trust be tween the parties and can lead

to bette r ou tcomes. Cu ltu ra l norm s p lay a key ro le in the nego tia tions process.
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There is o ther research work done on th is top ic , as h igh ligh ted in the next paragraph .

3.2 Other Findings and Conclusions

A study conducted in Ghana by the Institu te o f S ta tis tica l, Socia l and Econom ic

Research (ISSER ) tha t exam ined the barga in ing practices o f re ta ile rs in W est A frican

m arke ts is an exam p le o f research undertaken on th is top ic . The study found tha t

competition was the dom inan t barga in ing practice in m ost o f the m arke ts stud ied ,

though co llabora tion was a lso present in some. O ther stud ies have looked a t the use

o f barga in ing practices in d iffe rent W est A frican countries, inc lud ing N igeria , L iberia ,

and Senega l.

The Institu te o f S ta tis tica l, Socia l and Econom ic Research (ISSER ) conducted a

study on the barga in ing practices o f re ta ile rs in W est A frican m arke ts from 2011 to

2012 . The research m ethodo logy used was a comb ination o f qua lita tive and

quan tita tive approaches, inc lud ing in te rviews w ith re ta ile rs , su rveys o f custom ers,

and analys is o f transaction da ta .

The study found tha t barga in ing was preva len t in a ll countries covered by the study,

inc lud ing Ghana , N igeria , and Senega l. In Ghana , the study found that customers

typ ica lly barga ined in open-a ir m arke tp laces, w ith the m ajo rity o f customers and

vendors engaging in some fo rm of barga in ing. The study a lso found tha t barga in ing

was m ore common among lower-incom e customers, and that wom en were more

like ly to barga in than m en.

The study concluded that barga in ing was an im portant factor in de term in ing the

prices o f goods in W est A frican m arke ts , and tha t it was a key component o f the

in fo rm a l econom y. The study a lso concluded tha t the barga in ing system was
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bene fic ia l fo r bo th customers and vendors, p rovid ing customers w ith an opportun ity

to obta in goods a t lower p rices, and vendors w ith a form of income security.

F ina lly, the study recommended that governm ents in W est A frica take m easures to

ensure tha t barga in ing practices are fa ir, and tha t customers and vendors are

pro tected from exp lo ita tion. The study a lso suggested that governments should

conside r in troducing regu la tions to ensure tha t barga in ing practices are conducted in

a transparen t and e th ica l m anner.

There have been o ther researchers, who conducted stud ies on sim ila r top ics in W est

A frica .

3.3 Other Methodologies

The A frican Deve lopment Bank conducted in 2017 a study tha t exam ined the

barga in ing practices o f re ta ile rs in N igeria , G hana, and the Ivo ry Coast. Th is study

used survey da ta to assess the barga in ing practices o f re ta ile rs in the th ree countries.

The find ings o f the study showed tha t barga in ing was very common in the th ree

countries, w ith the m ajo rity o f shoppers in each country engaging in barga in ing w ith

re ta ile rs . The study a lso found tha t shoppers in Ghana and the Ivo ry Coast were

m ore like ly to barga in than shoppers in N igeria , and tha t the m ost common way o f

barga in ing was by o ffering a lower p rice to the re ta ile r.

The conclus ions and recommendations o f the study suggested tha t re ta ile rs should

be aware o f the barga in ing practices o f shoppers in the th ree countries and take

steps to ensure tha t the ir p rices are competitive . The study a lso recommended that

po lic ies should be pu t in p lace to ensure tha t re ta ile rs a re ab le to m ake a fa ir p ro fit

wh ile still o ffe ring competitive p rices to the ir customers.
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As we can see , m any stud ies took p lace , ye t they d id not cover a ll W est A frican

m arke tp laces.

3.4 Strengths & Weaknesses

It wou ld be worth no ting tha t, among the stud ies tha t we cou ld identify, on ly one

covered Benin . However, the author d id no t s tudy the barga in ing practices in the

loca l m arke tp laces covered by h is research . O ur research w ill cover the barga in ing

practices in Repub lic o f Benin as we ll as Republic o f Togo m arke tp laces, to fill th is

vo id .

A lso , the most recen t stud ies on the top ic were conducted s ix years ago . In th is e ra

o f rap id techno log ica l p rogress, the im pacts o f recent techno log ies on trad ing

practices are no t covered by the stud ies, wh ich cou ld be ou tda ted . A m ore curren t

s tudy wou ld shed a ligh t o f m odern ity on th is top ic in the era o f m ore advanced

in fo rm ation techno log ies and new business techn iques.

The next chapte r w ill e labora te on the research m ethods we used.
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Chapter 4: Research Methods

Th is chapte r covers the goa ls and objectives o f the research , the research

hypo thesis , as we ll as the research stra tegy and techn iques. It w ill a lso present on

the da ta sources, the m ethod o f da ta co llection, the m ethod o f da ta analys is , the

verifica tion e th ica l considera tions, and the cha llenges encoun te red in conducting the

research .

4.1 Goal(s) and Objective(s) of the Research

Th is study has severa l goa ls and objectives. The goa ls a re the fo llow ing :

1 . To analyze the im pact o f competition and co llabora tion on the barga in ing practices

in W est A frican m arke tp laces.

2 . To iden tify the preva iling barga in ing practices in W est A frican m arke tp laces.

3 . To understand the im p lica tions o f competition and co llabora tion on business

nego tia tions in W est A frican m arke tp laces.

Le t us now ta lk abou t the ob jectives o f the study.

The ob jectives are as fo llows:

1 . To conduct a comprehensive lite ra ture review on the sub ject o f competition and

co llabora tion in business nego tia tions.

2 . To survey and in te rview business owners and stakeho lders in W est A frican

m arke tp laces to understand the ir barga in ing practices.
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3 . To analyze the data co llected to iden tify the preva iling barga in ing practices in W est

A frican marke tp laces.

4 . To draw conclus ions and m ake recommendations based on the find ings.

O vera ll, th is research w ill p rovide ins igh ts in to the m ost e ffective stra teg ies fo r

bus iness owners and customers in the ir nego tia tions and for success in W est A frican

m arke tp laces, tak ing in to accoun t the im pact o f m odern in fo rm ation technolog ies on

the curren t trad ing practices.

W hat abou t the research hypo theses?

4.2 Research Hypotheses

We w ill exp lo re m any hypo theses in conducting th is research .

Hypo thesis 1 : Com petition -based barga in ing practices are m ore e ffective than

co llabora tion-based barga in ing practices in W est A frican marke tp laces.

Hypo thesis 2 : Co llaboration -based barga in ing practices are be tte r su ited to ach ieving

desired ou tcomes in W est A frican m arke tp laces than competition -based barga in ing

practices.

Hypo thesis 3 : Nego tia to rs in W est A frican m arke tp laces are m ore like ly to use

competitive barga in ing practices than co llabora tive barga in ing practices.

Hypo thesis 4 : Nego tia tors in W est A frican m arke tp laces are m ore like ly to ach ieve

desired ou tcomes when using co llabora tive barga in ing practices than when using

competitive barga in ing practices.

W hat stra teg ies and techn iques d id we use in conducting th is study?
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4.3 Research Strategy and Techniques

Th is thes is exp lo res the curren t barga in ing practices in W est A frican m arke tp laces,

look ing a t the facto rs tha t in fluence the barga in ing process, the im pact o f these

practices on the econom y of the reg ion , and the po ten tia l fo r im provement. The

research focuses on the barga in ing practices in se lected m arke tp laces, wh ich are

loca ted in Repub lic o f Ben in , Togo, and o ther W est A frican countries.

The stra tegy inc ludes the fo llow ing:

1 . Analyze exis ting lite ra tu re on nego tia tion and barga in ing practices in W est A frican

m arke tp laces.

2 . Co llect qua lita tive data th rough in te rviews and focus groups w ith loca l bus iness

peop le and m arke t partic ipan ts .

3 . Analyze the da ta to identify p reva iling trends in nego tia tion and barga in ing

practices.

4 . Com pare and con trast the competition vs co llabora tion approaches to de term ine

wh ich is m ost successfu l in W est A frican m arke tp laces.

As fa r as the research techn iques are concerned, they focus on:

1 . L ite ra tu re Review : A review of exis ting lite ra ture re la ted to competition and

co llabora tion in business nego tia tions and barga in ing practices in W est A frican

m arke tp laces.

2 . In terv iews: In terviews w ith loca l bus iness peop le and m arke t partic ipan ts to ga in

ins igh t in to the ir nego tia tion and barga in ing practices.
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3 . Focus G roups: Focus groups w ith loca l bus iness peop le and m arke t partic ipan ts to

ga in fu rther ins igh t in to the ir nego tia tion and barga in ing practices.

4 . Da ta Analys is : Analys is o f the co llected da ta to iden tify p reva iling trends in

nego tia tion and barga in ing practices.

5 . Compara tive Ana lys is : A comparison and con trast o f the competition vs

co llabora tion approaches to de te rm ine wh ich is m ost successfu l in W est A frican

m arke tp laces.

W hat a re the sources o f our da ta?

4.4 Data Sources

We re ferred to various da ta sources inc lud ing:

1 . Academ ic jou rna ls

2 . Case stud ies

3 . In te rviews w ith business pro fess iona ls

4 . Surveys o f cu rren t bus iness practices

5 . G overnment docum ents

6 . Newspaper a rtic les

7 . O n line resources

8 . H is to rica l accoun ts

By exam in ing the lite ra ture on competitive and co llabora tive barga in ing styles, and by

analyz ing the resu lts o f the in te rviews w ith loca l bus iness owners and customers, th is
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study drew conclus ions abou t the preva iling barga in ing practices, and h igh ligh ted the

advan tages and the d isadvan tages o f those practices fo r custom ers as we ll as

traders.

W hich m ethod d id we use to co llect da ta?

4.5 Method of Data Collection

The da ta co llection method fo r th is thes is inc ludes in te rviews, su rveys, and

partic ipan t observa tion. In terv iews were conducted w ith business owners, scho la rs ,

m anagers, and o ther stakeho lders in W est A frican m arke tp laces to ga in ins igh ts in to

the ir ba rga in ing practices, and how competition and co llabora tion a ffect them .

Surveys were used to ga ther da ta on the barga in ing practices o f W est A frican

m arke tp laces. Partic ipant observa tion was used to observe and docum ent the

barga in ing practices in W est A frican m arke tp laces in o rder to ga in fu rther ins igh t in to

the top ic .

In some cases, we pre ferred c losed questions to open-ended ones because o f the

fo llow ing d isadvan tages o f the la tte r:

- they m ay be d ifficu lt to answer and even m ore d ifficu lt to ana lyze ,

- they requ ire e ffort and tim e on beha lf o f the responden t,

- they requ ire the deve lopment o f a system of coded ca tegories w ith wh ich to c lass ify

the responses,

- they requ ire the responden t to have some degree o f w riting ab ility, and

- responden t handw riting can be illeg ib le .
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However, open-ended questions do have m any advan tages, such as (1 ) a llow ing

responden ts to express the ir ideas spontaneously in the ir own language , and (2 )

be ing less like ly to suggest o r gu ide the answer than closed questions because they

are free from the fo rm at e ffects associa ted w ith c losed questions.

There fore , we p ilo t tested a firs t ve rs ion o f a questionna ire that was open-ended. Th is

questionna ire was based on the research questions lis ted in paragraph 2 .2 o f th is

thes is . The objective was to co llect evidence on the paramete rs o f the issue w ith the

a im of la te r fo rm u la ting a m ultip le cho ice or c losed vers ion o f the questions.

Furtherm ore, as w ith open-ended questions the responses m ay come in very

d iffe ren t fo rm s, and these m ay lead to answers tha t canno t be system atica lly coded

fo r ana lys is , we se lf-adm in is te red the open-ended questionna ire . Th is a llowed us to

provide appropria te p rob ing helps to c la rify answers tha t canno t be coded

system atica lly. W e provided gu idance by w riting specific instructions on how to

answer the question in o rder to m in im ize the number o f responses tha t have very

d iffe ren t d im ensions.

Then, we deve loped a closed questionna ire tha t was w ide ly d is tribu ted to custom ers

as we ll as traders in Republic o f Benin and in Republic o f Togo b iggest m arke tp laces

prim arily.

A lso , the questionna ire was designed in such a way tha t custom ers and se lle rs

answered specific questions re la ted to the ir ca tegory. Thus, the responden ts were

asked to ind ica te whe ther they are customers or se lle rs . Based on the ir answers,

custom ers were asked to sk ip the question on whether they are a re ta ile r o r a

who lesa le r. Those d is tinctions a llowed us to notice that responses vary accord ing to
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responden t ca tegories. W e e labora te on th is in the next chapte r devo ted to the

resu lts o f the research .

The questionna ire sta rted w ith demographic questions to e lic it in fo rm ation from

responden ts concern ing the ir persona l characte ris tics and socia l background . The

ob jective was to exp la in varia tions in barga in ing pa tte rns. Those questions focused

on gender, age , and income leve l. S ince those are sensitive and persona l questions,

the questionna ire was fu lly anonym ous and hand led care fu lly.

A lso , to check the consis tency o f the responses, in some instances, we comb ined

open and closed questions.

Furtherm ore, to reach a sign ificant number o f customers and se lle rs in the se lected

countries, the questionna ire was used to conduct an on line survey. As a m ember o f

va rious socia l m ed ia networks, we cou ld a lso reach m any responden ts th rough those

p la tform s. The on line survey a llowed responden ts to answer dem ograph ic questions

such as age and income leve l, wh ich are sensitive in our a rea where you are no t

expected to enqu iry abou t those , excep t fo r friends and close re la tives. As fa r as

friends and re la tives are concerned, we adm in is tered the questionna ire in -person.

It is worth m ention ing tha t, a t the end o f the design ing process the questions were

reviewed w ith the fo llow ing preoccupations in m ind :

1 . W ill the item provide data in the fo rm at requ ired by the research questions or the

hypo theses?

2 . Is the item unbiased?

3 . W ill the item genera te data a t the leve l o f m easurem ent requ ired fo r the ana lys is?

4 . Is the re a strong like lihood tha t m ost responden ts w ill answer the item tru th fu lly?
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5 . Do m ost responden ts possess su ffic ient know ledge to answer the item ?

6. W ill m ost responden ts be w illing to answer the item , o r is it too th reaten ing or too

sensitive?

7 . Does the item avo id ‘lead ing ’ responden ts to a specific answer?

8 . Is the language used in the questionna ire c lea r and sim p le , so tha t a ll responden ts

a re ab le to understand a ll o f the questions?

Then, the da ta were analyzed , but how?

4.6 Method of Data Analysis

There are severa l m ethods o f data analys is , wh ich encom pass the fo llow ing :

1 . Q uantita tive Ana lys is : Th is m ethod o f data ana lys is invo lves co llecting and

analyz ing numerica l da ta from surveys, questionna ires, and in te rviews. The da ta

cou ld then be used to draw conclus ions abou t the preva iling barga in ing practices in

W est A frican m arke tp laces.

2 . Q ua lita tive Analys is : Th is m ethod o f da ta analys is invo lves co llecting and

analyz ing qua lita tive da ta from in te rviews, focus groups, and docum ent reviews. Th is

da ta cou ld then be used to draw conclus ions abou t the preva iling barga in ing

practices in W est A frican m arke tp laces.

3 . Compara tive Ana lys is : Th is m ethod o f data analys is invo lves comparing the

barga in ing practices in W est A frican m arke tp laces to those o f o the r countries o r

reg ions. The da ta cou ld then be used to draw conclus ions abou t the preva iling

barga in ing practices in W est A frican m arke tp laces.
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4 . S ta tis tica l Analys is : Th is m ethod o f da ta analys is invo lves co llecting and analyz ing

sta tis tica l da ta from surveys, questionna ires, and in te rviews. The da ta cou ld then be

used to draw conclus ions abou t the preva iling barga in ing practices in W est A frican

m arke tp laces.

Th is research adop ted a qua lita tive approach to investiga te the barga in ing practices

in W est A frican m arke tp laces. Q ua lita tive research is su itab le fo r th is study because

it a llows fo r the exp lo ra tion o f comp lex top ics in the ir na tura l se ttings and enab les the

researcher to ga in an understand ing o f the perspectives and experiences o f the

partic ipan ts2.

In conducting th is research , we a lso took in to accoun t ve rifica tion e th ica l

conside ra tions.

4.7 Verification Ethical Considerations

These inc lude:

1 . Respect fo r au tonom y: Respect the autonom y of those invo lved in the research,

inc lud ing those who are nego tia ting in W est A frican m arke tp laces. M ake sure to

ob ta in in form ed consen t from partic ipan ts , and ensure tha t any da ta co llected is

trea ted w ith con fiden tia lity.

2 . Bene ficence : Ensure tha t the research is conducted in a way tha t is bene fic ia l to

those invo lved in the nego tia tions. M ake sure tha t the research is conducted sa fe ly

and tha t the partic ipan ts’ p rivacy is respected.

2 Creswell, J. W., & Plano Clark, V. L. (2011)
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3 . Nonmale ficence : M ake sure tha t the research is conducted in a way that does no t

cause any harm to the partic ipan ts . Ensure tha t the data co llected is no t used in a

way tha t cou ld be seen as exp lo ita tive or m an ipu la tive .

4 . Justice : Ensure tha t the research is conducted in a way tha t is fa ir and equ itab le .

M ake sure tha t a ll partic ipan ts a re trea ted equa lly and tha t the da ta co llected is used

to bene fit a ll pa rtic ipan ts .

5 . Respect fo r persons: Respect the d ign ity and autonom y of a ll pa rtic ipan ts invo lved

in the research . M ake sure that the research is conducted in a way tha t is respectfu l

and does no t exp lo it any partic ipan ts , and

6 . F ide lity: M ake sure tha t the research is conducted in a way tha t is honest and

accurate . Ensure that the da ta co llected is p rec ise and re liab le , and tha t any

conclus ions drawn are based on sound evidence .

W e conducted th is research , keep ing in m ind the conside ra tions lis ted above .

It is worth m ention ing tha t we encounte red some cha llenges in conducting th is

research .

4.8 Challenges encountered in conducting research

These can be grouped in to the fo llow ing ca tegories:

1 . Access to da ta : G athering da ta re la ted to business nego tia tions in W est A frican

m arke tp laces was cha lleng ing due to the lack o f ava ilab le in fo rm ation. Access to

re liab le sources o f da ta and con tact w ith peop le and organ iza tions in the reg ion was

d ifficu lt. O ra l trad ition preva ils in m any reg ions. There fore , we could not eas ily find

the da ta we expected. A lso , m ore than 10-year-o ld da ta are ye llowed and to rn , due to
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poor da ta conserva tion conditions. M ost o f the lib ra ries do no t have an a ir

cond ition ing system in p lace, desp ite a ll year long h igh tempera tu res in m ost W est

A frican reg ions. In some cases, docum ents a re m oldy due to h igh hum id ity.

2 . Language barrie rs : Language barrie rs p resen ted a cha llenge when conducting

in te rviews or co llecting prim ary da ta from W est A frican m arke tp laces. A sign ificant

number o f customers and traders do no t speak e ithe r English , o r F rench , o r the loca l

languages we understand . There fo re , we could no t in te rview them .

3 . Cu ltu ra l d iffe rences: Cu ltu ra l d iffe rences were a lso a challenge when conducting

research in some reg ions. For instances, in some areas, wom en are not supposed to

have long conversa tions w ith m en, excep t fo r the ir husband. It was qu ite im possib le

to in terv iew those wom en.

4 . Security issue : Due to te rro ris t a ttacks, especia lly in northe rn Benin , we cou ld no t

conduct research on those m arke tp laces. Th is restric ted or lim ited the scope o f the

research .

5 . T im e constra in ts : Conducting research in rem ote p laces, w ith bad road cond itions,

was tim e consum ing and cha lleng ing due to the need to trave l, co llect da ta , and

analyze the resu lts .

The resu lts o f ou r research are presen ted in the next chapte r.
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Chapter 5: Results of Research Analysis

Th is chap ter inc ludes the in te rpre ta tion and exp lana tion o f the resu lts , the questions

abou t a lte rnative approaches, and the strengths and weaknesses o f sta tis tica l

ana lys is .

5.1 Interpretation of Results

The resu lts o f the survey on th is thes is cou ld be in te rp re ted in a varie ty o f ways. It

cou ld be seen as evidence tha t competition is still the dom inan t fo rm of barga in ing in

W est A frican m arke tp laces, if the m ajo rity o f responden ts ind ica ted that they pre fer

competitive barga in ing stra teg ies when nego tia ting business deals . A lte rnative ly, the

resu lts cou ld be in te rp re ted as show ing that co llabora tion is becom ing increas ing ly

popu la r in W est A frican m arke tp laces, if a s ign ificant p roportion o f responden ts

ind ica ted tha t they are w illing to nego tia te co llabora tive ly. The survey resu lts cou ld

a lso be seen as evidence tha t bo th competitive and co llabora tive barga in ing

stra teg ies are be ing used in W est A frican m arke tp laces, if a substan tia l pe rcentage o f

responden ts ind ica ted tha t they use bo th stra teg ies in the ir nego tia tions.

In fact, the survey covered various types o f m arke tp lace actors . Those inc luded

custom ers in one side and se lle rs in the o ther s ide . Se lle rs were then ca tegorized

in to who lesa le rs and re ta ile rs . M oreover, the k ind o f goods so ld by traders were a lso

taken in to considera tion. In th is regard , we d is tingu ished be tween agricu ltu re

p roducts (inc lud ing foods) se lle rs , m anu factured foods se lle rs , o ther m anu factured

goods se lle rs . M oreover, the questionna ire was designed in such a way tha t we cou ld

find ou t whe ther the barga in ing practices vary if the se lle r rea lizes that a customer is

loya l. Customers were a lso asked to ind ica te the type o f goods they purchase and to
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specify whe ther the ir ba rga in ing practices vary accord ing to the type o f goods they

want to buy. W e cou ld a lso no tice tha t the custom ers ’ educa tion leve l, gender, age ,

as we ll as income leve l were de term in ing factors , wh ich have an im pact on the

barga in ing practices. F ina lly, we should ind ica te tha t the resu lts o f ou r su rvey vary

from one country to the o ther.

Le t us firs t e labora te on the barga in ing practices in Repub lic o f Benin . Here , a round

75% of the marke tp lace acto rs a re wom en. The la tter a re expected to teach the ir

daugh te rs the barga in ing techn iques be fore they become teenagers, as they w ill

have to go to the marke tp laces, a t least as custom ers. 95% of fema le responden ts

con firm ed that the ir m others coached them on barga in ing techn iques. The rem ain ing

5% of fema le responden ts who d id no t have the chance to be tra ined m entioned that

they have a hard tim e barga in ing. The fo llow ing d ia log be tween a se lle r and a

custom er illus tra tes how peop le barga in in Republic o f Benin in genera l.

Custom er: H i! How much do you se ll these goods?

Seller: It is no t expensive . It costs CFA 1,000 only !

Custom er: Oh! This is too expensive ! I w ill g ive you ha lf o f your p rice !

Seller: Sorry! I am a rese lle r and I d id no t buy it a t CFA 500! As you are m y firs t

custom er today, I am w illing to g ive it fo r CFA 900!

Custom er: P lease, I don ’t have such a m oney! W hat abou t CFA 550?

Seller: M y last b id is CFA 800!

Custom er: Your goods are too expensive . Le t m e try ano ther se lle r.
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The customer w ill s ta rt s tepp ing away from the sta ll, expecting tha t the se lle r w ill ca ll

he r. The se lle r usua lly asks the customer to come back, un less she canno t a fford to

se ll a t a lower p rice .

Seller: W hy don’t you come back m y friend? I w ill leave it to you fo r CFA 750.

F rom there, they w ill resume barga in ing and the process can take 10 to 20 m inutes,

on average , as ind ica ted by m ore than 50% of the responden ts. The se lle r cou ld end

up accep ting CFA 600 or even less, depending on the cost o f the goods. The nam e of

the gam e is fo r the se lle r to system atica lly double the cost o f the goods in her firs t b id ,

know ing that the customer w ill try to ge t it a t ha lf-p rice . Th is is obvious ly a tim e-

consum ing process, wh ich is now a trad ition in Republic o f Benin ’s open-a ir

m arke tp laces. Se lle rs take advan tage on custom ers who do no t m aste r the

barga in ing techn iques. W e should m ention tha t, wh ile the custom er is stepp ing away,

expecting the se lle r to ca ll her back, another custom er, who does no t know how to

barga in o r does no t wan t to waste tim e barga in ing m ay jum p in and o ffer to the se lle r

the price the firs t customer is re luctant to accept. In such a case , the se lle r p romptly

de live rs the goods to the new customer. O ften , an argum ent ensues be tween the two

custom ers, the firs t trea ting the second as a wom an who does not know how to

haggle and who ge ts m oney easily w ithout su ffering.

The survey revea led tha t some factors have an im pact on the barga in ing practices.

The firs t facto r is gender. 90% of m ale responden ts ind ica ted that they can spend up

to five m inutes barga in ing, whereas 92% of fema le responden ts a re w illing to spend

up to 20 m inutes barga in ing. As a resu lt, wom en manage to m ake be tte r dea ls than

m en. It is worth m ention ing tha t 75% of m ale se lle rs ind ica ted tha t they are w illing to
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se ll goods a t a h igher p rice to m en custom ers. A lso , 60% of wom en traders

m entioned that they se ll a t a h igher p rice to m en customers, as they are inc lined to

be n ice when dealing w ith wom en, and do no t spend too m uch tim e barga in ing.

The second factor is age . 75% of teenagers and young adult custom ers responded

that they find barga in ing as a waste o f tim e. Taking advan tage o f m odern

techno log ies and business practices, they favor on-line purchases, where there is no

barga in ing, goods are home-de live red , and paym ents a re m ade upon rece ip t o f

goods e ither by cash or through m ob ile m oney. They a lso pre fer m odern

superm arke ts where the price is c lea rly ind ica ted , when the ir pu rchasing power a llow

them to buy in those p laces where prices are h igher than in the trad itiona l open-a ir

m arke tp laces. Th is new trend w ill end up reducing the im portance o f b ig open-a ir

m arke tp laces w ith thousands o f sta lls , as m entioned by 75% of surveyed custom ers.

For instance , Dan tokpa Marke t, o r s im ply Tokpa, wh ich is loca ted in Cotonou, the

Repub lic o f Benin ’s econom ic cap ita l, is the la rgest open-a ir m arke t in W est A frica . It

is one o f the la rgest re ta il a reas in Benin , covering over 20 hecta res. Buying in such

a b ig m arke tp lace requ ires that custom ers spend hours wa lk ing from one sta ll to the

o ther to ge t the best p rice .

The th ird facto r wh ich in fluences the barga in ing practices in W est A frica

m arke tp laces is customer purchasing power. 70% of m idd le -c lass responden ts

ind ica ted that they ha te wasting tim e barga in ing.

The fourth factor wh ich has an im pact on barga in ing practices is the business type .

80% of re ta ile rs ind ica ted tha t they don’t m ind spend ing 20 or m ore m inu tes

barga in ing, p rovided that they end up tak ing the best ou t o f the customer, whereas

90% of who lesa le rs tend to be m ore co llabora tive w ith the ir customers to re ta in them .
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We cou ld in fe r tha t the re ta ile rs , who deal w ith one-tim e customers are inc lined to

competition , whereas who lesa le rs favor co llabora tion in Republic o f Benin ’s

m arke tp laces. A lso , 60% of re ta ile rs asserted tha t they becom e more co llabora tive

w ith regu la r customers.

The fifth facto r wh ich in fluences the barga in ing practices in Repub lic o f Benin ’s

m arke tp laces is the type o f goods. Agricu ltu ra l p roducts such as corn , beans,

cassava , yam , e tc . and fish are purchased th rough a long barga in ing process. Yet,

the techn ique consis ting in ha lving the proposed price does no t usua lly app ly to

m anufactured products like c lo thes, wh ich are m ostly im ported goods w ith tigh t p ro fit

m arg ins. Th is assertion is supported by the survey w ith 65% of customers and 75%

of traders who ind ica ted that they do not barga in too m uch the price o f m anu factured

products .

The survey con firm ed , however, tha t the barga in ing practices in Repub lic o f Benin

a re d iffe rent from the neighboring Republic o f Togo’s p ractices. In Togo, custom ers

do barga in as the price is no t ind ica ted , just like in Benin Repub lic . Yet, they do no t

ha lve the price , as ind ica ted by a ll responden ts. Furtherm ore , in Asiganmè, the

Repub lic o f Togo’s b iggest m arke tp lace, 60% of the surveyed se lle rs m entioned that

the price ha lv ing practice a llows them to iden tify customers com ing from Benin . A t

Asiganmè, the barga in ing typ ica lly goes as fo llows.

Custom er: H i! How much do you se ll these goods?

Seller: Th is is ve ry cheap ! CFA 1,000 on ly!

Custom er: It’s expensive indeed! P lease , reduce the price a b it!

Seller: I w ill accept CFA 950!
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Custom er: W hat abou t CFA 900?

Seller: O k!

Here , rough ly a 10% reduction is acceptab le versus up to 50% in Ben in .

O ur survey a lso covered the barga in ing practices in the Mako la Marke t loca ted in

Accra , the Repub lic o f G hana’s cap ita l c ity. Here , the barga in ing practices are s im ila r

to those observed in Asiganmè.

L ikew ise , in G rand Marché de N iamey , the b iggest m arke tp lace o f N iger Repub lic ,

custom ers are no t expected to ha lve the price .

S im ila rly, in Ivo ry Coast’s b iggest open-a ir m arke tp lace ca lled Forum des Marchés

d ’Ad jamé in Ab id jan , customers ask fo r a s ligh t reduction o f the sta ted price like in

Togo , G hana , and N iger.

W e w ill exp la in the resu lts o f ou r research in the next paragraph .

5.2 Explanation of Results

The research resu lts o f the thes is can be summarized in the fo llow ing manner:

1. The preva iling barga in ing practices in Repub lic o f Benin open-a ir m arke tp laces

are la rge ly based on competition . The research found that m ost business

nego tia tions in the coun try ’s open-a ir m arke tp laces are characte rized by aggress ive

barga in ing tactics and a "w inner-takes-a ll" m en ta lity. Th is is especia lly true when it

comes to buying foods and m ain ly fish . The surveyed traders as we ll as customers

d id not know why Benin has th is un ique barga in ing practice . However, the scho la rs

we in te rviewed assumed th is is p robab ly cu ltu ra l, as fish is specifica lly so ld by a
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specific e thn ic group ca lled the Toffins 3. These Toffins have probab ly sta rted se tting

the ir p rices too h igh , lead ing customers in to barga in ing hard . Th is p ractice has been

progress ive ly cop ied by o ther traders, who rea lized that, w ith the aggress ive

barga in ing m ethod , they m ay end up se lling the ir goods a t lost if they don’t doub le

the ir p rice up fron t.

2. W hile competition is still the dom inant approach to nego tia tions in Benin Republic ,

there are some signs o f co llabora tion beginn ing to emerge . In particu lar, the research

found tha t some traders a re beginn ing to adop t m ore co llabora tive approaches to

nego tia tions, such as invo lv ing m ore stakeho lders and using prob lem -so lv ing

techn iques. Th is is particu larly true fo r who lesa le rs as they want to re ta in the ir

custom ers, i.e ., re ta ile rs .

3. The research a lso revea led tha t th is aggress ive business nego tia tion practice

does no t p reva il in Benin next countries such as Togo , N iger, G hana , and Ivo ry Coast.

4. Overa ll, the research found tha t the success o f co llabora tive nego tia tion

stra teg ies in W est A frica is dependent on the cu ltura l context and the re la tionsh ip

be tween the parties invo lved . In particu lar, the research found tha t co llabora tive

nego tia tions are m ore successfu l when there is a strong re la tionsh ip be tween the

parties and when the cu ltura l no rm s and va lues o f the reg ion are taken in to accoun t.

5. As fa r as cu ltura l no rm s and be lie fs a re concerned, the research revea led that in

Benin and Togo , the firs t customers o f the day buy a t a lower p rice , as traders be lieve

that if the firs t customer is lucky her chance wou ld m ake them to se ll a lo t o f goods in

3
The Toffins are an ethnic group living in the humid areas of southern

Benin around and on the tributaries of the Ouémé River, where they populate
several regions including the lakeside village Ganvié. They are considered
the indigenous people of Cotonou, the economic capital of Benin. Their main
activity is fishing. Toffin women, who sell fish caught by men, are the
main fish sellers in Cotonou and its surroundings.
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that pa rticu la r day. There fore , traders a re n ice w ith the ir firs t custom ers. A lso , some

se lle rs be lieve tha t the gender o f the ir firs t custom er im pacts the ir sa les. For instance ,

if a se lle r be lieves that wom en bring her luck, she wou ld o ffer the best p rice to the

firs t wom an who comes in fron t o f he r sta ll so as to m ake her the firs t custom er o f the

day. If, on the contra ry, it is a m an who comes firs t in fron t o f her sta ll, she wou ld

de libera te ly push h im away by o ffering h im a d issuasive price . If the se lle r is unab le

to push away the custom er whose gender, she th inks wou ld not b ring her luck, she

wou ld ask the la tte r to g ive the m oney to a person o f the opposite sex who w ill g ive it

to h im . The ob jective is to avo id rece iving the firs t paym ent o f the day from a

custom er whose gender wou ld not b ring her luck.

6. The study revea led tha t m idd le -c lass, we ll-educa ted , and young custom ers ha te

spend ing m uch tim e barga in ing. There fo re , they pre fer on line trad ing where the price

is fixed up fron t, w ith no need to barga in . A lso , w ith on line trad ing, goods are home-

de live red and the price is pa id th rough mob ile m oney. Here , customers do no t waste

tim e barga in ing. A lso , the re is no need to go from sta ll to sta ll in o rder to ge t the best

p rice . Th is ca tegory o f custom ers a lso likes m odern superm arkets as prices are

d isp layed .

7. F ina lly, the study shows that the re is still a need fo r m ore research on the top ic o f

competition vs. co llabora tion in business nego tia tions in W est A frica , especia lly in

Benin Republic . The country is still la rge ly unexp lo red in te rm s o f de term in ing the

sources and orig ins o f the business nego tia tions practices tha t a re used. As such ,

m ore research is needed to understand the curren t barga in ing practices in the reg ion

and to iden tify ways to im prove the e ffectiveness o f nego tia tions. M ore prec ise ly,

h is to rians, soc io log is ts and an thropo log is ts should conduct research to de term ine the

orig ins and sources o f the preva iling business practices and be lie fs .
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Le t us now exp lo re the questions abou t a lte rnative approaches.

5.3 Questions about Alternative Approaches

As fa r as a lterna tive approaches are concerned, we can ask various questions,

inc lud ing the fo llow ing .

How do d iffe rent nego tia tion stra teg ies im pact the ou tcomes o f business nego tia tions

in W est A frican m arke tp laces?

D ifferen t nego tia tion stra teg ies can have a sign ificant im pact on the outcomes o f

business nego tia tions in W est A frican open-a ir m arke tp laces. For exam ple , the use o f

a hard -barga in ing stra tegy m ay be e ffective in securing be tte r p rices, bu t it can a lso

crea te an im osity in the long run . A more co llabora tive approach, on the o ther hand ,

can lead to bette r re la tionsh ips between the parties invo lved and m ore m utua lly

bene fic ia l outcomes. The use o f cu ltu ra l know ledge and understand ing can a lso be

bene fic ia l, as it can he lp b ridge the gap between d iffe rent cu ltura l backgrounds and

fac ilita te m ore e ffective commun ica tion . F ina lly, having a clea r understand ing o f the

loca l m arke t and the d iffe rent p layers invo lved can be very he lp fu l in understand ing

the dynam ics o f the nego tia tions and reach ing the m ost bene fic ia l ou tcomes.

W hat a re the advan tages and d isadvan tages o f competition and co llabora tion in

business nego tia tions?

The advan tages o f Competition are as fo llows:

- Com petition encourages innova tion and crea tiv ity as businesses strive to outdo

each o ther.



39

- It he lps to keep prices in check, as businesses try to o ffer the best va lue fo r m oney.

- It can lead to m ore e ffic ien t use o f resources as businesses strive to m ake the ir

opera tions m ore e ffic ient.

- It can help to crea te a m ore competitive m arke tp lace, wh ich can lead to be tte r

consumer cho ice .

W hat abou t the d isadvan tages o f competition?

- It can lead to uneth ica l p ractices, such as price fix ing, that can harm consum ers.

- It can lead to a race to the bo ttom , where businesses compete on price a lone,

ra ther than qua lity o r innova tion.

- It can lead to a lack o f trust between businesses wh ich can damage re la tionsh ips.

- It can lead to unhea lthy riva lry, where businesses becom e focused on beating each

o ther ra ther than work ing toge ther.

Now, le t us ta lk abou t the advan tages o f co llabora tion:

- Co llabora tion can lead to better, m ore crea tive so lu tions as d iffe rent perspectives

are brough t toge ther.

- It can he lp to bu ild trust and re la tionsh ips be tween businesses.

- It can lead to cost savings as resources are shared.

- It can lead to increased e ffic iency, as businesses work toge ther to ach ieve a

common goa l.

Desp ite its advan tages, co llabora tion does have some d isadvan tages.

W hat abou t the d isadvan tages o f co llabora tion?
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- Co llabora tion can lead to confus ion and delays as d iffe rent parties try to reach a

consensus.

- It can lead to a lack o f accoun tab ility as d iffe rent parties may have d iffe rent ideas o f

wha t success looks like .

- It can lead to a lack o f innova tion as businesses focus on ach ieving consensus

ra ther than push ing boundaries.

- It can lead to a lack o f competition , wh ich can u ltim ate ly lead to h igher p rices fo r

consumers.

The fo llow ings are a lte rnative approaches to competition and co llabora tion, wh ich

can be used to im prove the e ffic iency and e ffectiveness o f bus iness nego tia tions in

W est A frican m arke tp laces.

- Ne twork ing : Ne twork ing is a grea t way to bu ild re la tionsh ips and foste r co llabora tion

in W est A frican m arke tp laces. Bu ild ing re la tionsh ips w ith o ther business peop le in the

area can he lp to crea te a m ore e ffic ien t and e ffective nego tia tion process as it a llows

fo r m ore open and honest commun ica tion .

- M ed ia tion : M ed ia tion is a grea t way to fac ilita te nego tia tions and crea te a m ore

e ffective and e ffic ien t p rocess. M ed ia tion can help to fac ilita te a d iscuss ion be tween

the parties, a llow ing fo r m ore productive conversa tions and a bette r outcome fo r a ll

invo lved .

- Consu lta tion: Consu lta tion is a grea t way to ensure tha t a ll pa rties invo lved in a

nego tia tion are on the same page . Consulting w ith experts in the fie ld can he lp to

p rovide va luab le ins igh t in to the nego tia tion process, a llow ing fo r m ore e ffective

business nego tia tions.
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- Educa tion : Educa tion is an im portant part o f crea ting a m ore e ffic ient and e ffective

nego tia tion process. P rovid ing educa tiona l resources to business peop le in the area

can he lp to crea te a m ore in fo rm ed and know ledgeab le nego tia tion process, a llow ing

fo r m ore productive conversa tions.

- Techno logy: Techno logy can be a grea t way to im prove the e ffic iency and

e ffectiveness o f bus iness nego tia tions in W est A frican open-a ir m arke tp laces.

U tiliz ing techno logy such as on line p la tfo rm s, video con ferenc ing, and o ther d ig ita l

too ls can help to stream line the process and crea te a m ore e ffic ien t and e ffective

nego tia tion process.

Now, le t us th ink abou t how cu lture in fluences the nego tia tion process and ou tcomes

in W est A frican m arke tp laces.

Cu ltu re p lays an im portant ro le in the nego tia tion process and ou tcomes in W est

A frican marke tp laces. Cu ltu ra l norm s, va lues, and expecta tions can in fluence the

way peop le in te ract w ith each o ther during the nego tia tion process. For exam p le, in

m any W est A frican cu ltu res, nego tia tion is seen as an opportun ity to bu ild

re la tionsh ips, ra ther than a m eans o f ob ta in ing the best dea l. A s such , parties m ay be

m ore w illing to comprom ise and take in to accoun t the needs o f the o ther person,

ra ther than focusing so le ly on the ir own in te rests . Additiona lly, the language used in

the nego tia tions can a lso be heavily in fluenced by cu ltu re , as certa in phrases or

words may have d iffe ren t m eanings in d iffe rent cu ltu res. Furthe rm ore , the nego tia tion

process m ay be seen as a way o f demonstra ting respect and trust, wh ich can lead to

m ore e ffective nego tia tion ou tcomes. F ina lly, the concep t o f tim e can a lso have an

im pact on the nego tia tion process, as certa in cu ltu res m ay have d iffe rent

expecta tions fo r how long a nego tia tion should take .
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It wou ld a lso be in te resting to exam ine the d iffe rences be tween trad itiona l and

m odern nego tia tion techn iques in W est A frican m arke tp laces.

Trad itiona l nego tia tion techn iques in W est A frican open-a ir m arke tp laces typ ica lly

invo lve barga in ing and haggling over the price o f goods. Th is cou ld invo lve a buyer

and se lle r engaging in a back-and-fo rth conversa tion, o ften bu t no t a lways in a

friend ly and re laxed m anner, to try and reach an agreem ent. Additiona lly, trad itiona l

nego tia tions m ay invo lve some fo rm of bartering, where goods and services are

exchanged in lieu o f m oney. O ne o f the last ba rter m arke ts in W est A frica is loca ted

in Togoville , Repub lic o f Togo . The exchanges begin on Saturdays a t 9 a .m ., a t the

wh is tle o f the village ch ie f's envoy. Th is a llows villagers, who have agricu ltu ra l o r

livestock products bu t no m oney, to ob ta in o ther agricu ltu ra l, fish ing or livestock

products tha t they lack.

W hat abou t m odern nego tia tion techn iques?

Modern nego tia tion techn iques in W est A frican m arke tp laces are m ore like ly to

invo lve techno logy. Th is cou ld inc lude the use o f m ob ile m oney and d ig ita l paym ents,

as we ll as the use o f on line p la tfo rm s like eBay and Amazon to fac ilita te nego tia tions.

Loca l traders advertise the ir goods on m ob ile phone p la tfo rm s wh ich propose the

goods to phone users, who can order the goods on line , have the goods de live red a t

home, and se ttle the ir b ills on line th rough m ob ile m oney paym ent o r w ith cash, upon

rece ip t o f goods. Additiona lly, m odern nego tia tion techn iques are m ore like ly to

invo lve the use o f m arke t research to ga in a be tte r understand ing o f cu rren t p rices

and trends in the m arke tp lace.
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How do nego tia tion stra teg ies vary across d iffe rent secto rs in W est A frican

m arke tp laces?

To expand our study beyond the open-a ir m arke tp laces, we can sta te tha t nego tia tion

stra teg ies vary w ide ly across d iffe ren t secto rs in W est A frica . In the agricu ltu ra l secto r,

fo r exam p le, nego tia tion stra teg ies tend to focus on the qua lity o f the product and the

price o f the product. In the m anufacturing secto r, nego tia tion stra teg ies tend to focus

on the cost o f p roduction, the qua lity o f the product, and the de live ry tim esca le . In the

services sector inc lud ing construction activ ities, nego tia tion stra teg ies tend to focus

on the scope o f the services be ing provided and the dura tion o f the con tract. In the

re ta il sector, nego tia tion stra teg ies tend to focus on the price o f the product and the

paym ent te rm s. Cash purchases cost less than purchases on cred it. F ina lly, in the

techno logy secto r, nego tia tion stra teg ies tend to focus on the term s o f the license

agreement, the cost o f the techno logy, and the tim eline fo r im p lem entation .

W hat ro le does power p lay in business nego tia tions in W est A frican m arke tp laces?

Power p lays an im portan t ro le in business nego tia tions in W est A frican m arke tp laces.

Power dynam ics can in fluence the outcome of nego tia tions, as those w ith more

power tend to have h igher leve ls o f in fluence . Th is cou ld be due to factors such as

having m ore resources, having grea te r access to in fo rm ation, o r having m ore

barga in ing experience. For exam p le, a supplie r w ith m ore resources m ay be in a

be tte r pos ition to nego tia te a better p rice than a sma lle r supp lie r, o r a buyer w ith

m ore barga in ing experience m ay be ab le to ge t m ore favorab le te rm s than a less-

experienced buyer. Additiona lly, power dynam ics can a lso in fluence the way
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nego tia tions are conducted , w ith those w ith m ore power o ften se tting the agenda and

the te rm s o f the nego tia tion .

W hat abou t lega l and institu tiona l fram eworks? How do they regu la te the nego tia tion

process in W est A frican m arke tp laces?

Lega l and institu tiona l fram eworks in W est A frican m arke tp laces regu la te the

nego tia tion process in a varie ty o f ways. These frameworks provide a se t o f ru les and

regu la tions that govern how transactions should occur and how d isputes should be

reso lved . For exam p le, in some countries, loca l laws m ay requ ire that ce rta in types o f

transactions be recorded in w riting or tha t ce rta in types o f goods m ust be inspected

be fore they can be so ld . For tim e to tim e, M in is tries o f Commerce appo in t con tro lle rs ,

who check the exp iring da te o f perishab le goods. Se lle rs a re fined and the ir exp ired

goods are se ized and destroyed . The contro lle rs a lso ensure that the product sca les

are correctly ad justed because some unscrupu lous se lle rs cheat by se lling the

products a t a we igh t lower than tha t wh ich the customer th inks they are buying.

In addition , institu tiona l fram eworks such as trade associa tions, coopera tives, and

o ther co llective barga in ing organ iza tions can provide gu idance on how to nego tia te in

a fa ir and equ itab le m anner. These organ iza tions m ay se t standards fo r p ric ing,

qua lity, and o ther aspects o f trade, and can he lp to ensure that m arke t partic ipan ts

a re aware o f the ir righ ts and ob liga tions.

F ina lly, cu ltu ra l no rm s and custom s can a lso shape the nego tia tion process in W est

A frican m arke tp laces. These norm s and custom s can provide gu idance on how to

conduct nego tia tions in a respectfu l and e ffective manner. They can a lso he lp to
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ensure tha t nego tia tions are conducted in a way that is bene fic ia l to a ll parties

invo lved .

It wou ld a lso be in te resting to th ink abou t the im p lica tions o f competition and

co llabora tion on the susta inab ility o f bus iness nego tia tions in W est A frican

m arke tp laces.

Competition and co llabora tion bo th have a sign ificant im pact on the susta inab ility o f

bus iness nego tia tions in W est A frican m arke tp laces. Com petition can drive down

prices and crea te a m ore competitive m arke t, wh ich can lead to be tte r dea ls fo r

custom ers. However, it can a lso lead to a race to the bo ttom where businesses are

w illing to o ffer lower p rices to w in the deal, po ten tia lly lead ing to lower p ro fits and

susta inab ility. Co llaboration , on the o ther hand , can crea te a m ore stab le m arke t

where businesses can work toge ther to crea te bette r dea ls and more susta inab le

business nego tia tions. For exam p le, bus inesses can co llabora te to crea te a jo in t

ven tu re or work toge ther to crea te a m ore e ffic ien t supp ly cha in . Co llabora tion a lso

a llows businesses to share resources, know ledge , and expertise , wh ich can lead to

be tte r dea ls and m ore susta inab le business nego tia tions.

Le t us now e labora te on the strengths and weaknesses o f sta tis tica l ana lys is for th is

research .

5.4 Strength and weaknesses of Statistical analysis.

For th is study, s ta tis tica l ana lys is does have strength as we ll as weaknesses, wh ich

inc lude the fo llow ing .
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Le t us firs t th ink abou t the strength o f s ta tis tica l ana lys is in th is study:

- S ta tis tica l ana lys is can provide a re liab le and ob jective way to eva lua te the

e ffectiveness o f d iffe rent nego tia tion techn iques.

- S ta tis tica l ana lys is can provide ins igh ts in to the factors that in fluence the barga in ing

process, and

- S ta tis tica l ana lys is can provide quan tita tive da ta to back up qua lita tive find ings.

As fa r as weaknesses are concerned:

- S ta tis tica l ana lys is m ay not be ab le to captu re the nuances o f the barga in ing

process in W est A frican m arke tp laces.

- S ta tis tica l ana lys is m ay no t be ab le to p rovide a comp le te p ic tu re o f the barga in ing

process due to the comp lexity o f the da ta , and

- S ta tis tica l ana lys is m ay no t be ab le to captu re the cu ltu ra l and socia l in fluences that

m ay be present in the barga in ing process in W est A frican m arke tp laces.

The next chapte r concludes our study.



Chapter 6: Conclusion

Th is chapte r inc ludes genera l d iscuss ions, a summary o f the study, and presents on

how th is thes is has enriched our own know ledge .

6.1 General Discussions

Business nego tia tions in W est A frican m arke tp laces encompass a varie ty o f facto rs

inc lud ing the barga in ing power o f the parties invo lved , the cu ltu ra l no rm s and the

econom ic environm ent o f the reg ion . As such , it is im portan t to understand the

curren t barga in ing practices in o rder to e ffective ly m anage and naviga te the business

environm ent. Th is thes is exam ines the preva iling barga in ing practices in W est A frican

m arke tp laces and focuses on how these practices shape the dynam ics o f

competition and co llabora tion be tween buyers and se lle rs and the emergence o f new

fo rm s o f nego tia tion in recent tim es. It a lso provides an analys is o f the advan tages

and d isadvan tages o f competition and co llabora tion in business nego tia tions. The

research fu rther exam ines the stra teg ies used by the parties to ga in the upper hand

in nego tia tions, as we ll as the po ten tia l im p lica tions fo r the long-te rm success o f a

business. It a lso h igh ligh ts the im pact o f m odern in form ation technolog ies on trad ing

practices. F ina lly, the research provides ins igh ts on how to crea te a balance between

competition and co llabora tion in business nego tia tions in W est A frican m arke tp laces.

Competition in business nego tia tions is characte rized by a focus on short-term ga ins

and a re liance on hard -barga in ing tactics . Th is approach is o ften seen as a way to

ga in an advan tage over the o ther party and can lead to a lack o f trust and a

breakdown of the nego tia tion process. O n the o ther hand , co llabora tion in business

nego tia tions is characte rized by a focus on long-te rm ga ins and a re liance on
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coopera tive barga in ing tactics . Th is approach is o ften seen as a way to bu ild trust

and crea te an environm ent o f m utua l bene fit. The choice or p re ference fo r any

barga in ing practice cou ld be in fluenced by the business environm ent, the nego tia to rs’

experiences, e tc .

The curren t barga in ing practices in W est A frican m arke tp laces vary by country and

reg ion . In some areas like in Benin Republic , the b iggest W est A frica open-a ir m arke t

known as Dantokpa, competition is seen as the prim ary approach to business

nego tia tions, wh ile in o thers co llabora tion is seen as the pre ferred m ethod . In

addition , the re is evidence wh ich suggests tha t m any W est A frican businesses are

beginn ing to adop t a m ore co llabora tive approach to business nego tia tions. Th is is

like ly due to the increas ing number o f m u ltina tiona l co rpora tions opera ting in the

reg ion , wh ich are o ften m ore like ly to favor a co llabora tive approach to nego tia tions.

A lso , m odern in fo rm ation technolog ies have had a sign ificant im pact on trad ing

practices. Advances in techno logy have enab led traders to access rea l-tim e m arke t

da ta , conduct sophis tica ted techn ica l ana lys is , and execu te trades m ore qu ick ly and

accurate ly. Additiona lly, on line trad ing p la tform s have made it eas ie r fo r re ta il traders

to access the m arke ts and take part in trad ing activ ities. Au tom ated trad ing system s

have a lso becom e popu la r and are used to reduce the tim e it takes to execu te trades.

M ore in te rm ed iaries in tervene in the nego tia tion process than in the past. For

instance , d ropsh ipp ing 4 is now a we ll-known practice in many W est A frican

m arke tp laces. F ina lly, automated trad ing a lgo rithm s have been deve loped to identify

po ten tia l trad ing opportun ities and execu te orders w ith m in im a l human in te rven tion.

4
Business practice where the seller, owner of an online store, markets

products via his site. But it is the supplier, manufacturer of these
products, who will take charge of shipping orders and any returns in the
event of customer dissatisfaction.
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In summary, wha t can we conclude?

6.2 Summary

The lite ra tu re review revea led tha t research on the business nego tia tions in W est

A frica were conducted . Yet, we cou ld find no stud ies dealing w ith barga in ing

practices in Benin Republic where a un ique barga in ing practice , wh ich consis ts in

try ing to buy the goods half o f the sta ted price preva ils . Th is thes is , there fore ,

focused on the barga in ing practice in Repub lic o f Ben in . It a lso inc luded Republic o f

Togo , its ne ighboring country. To a lesser exten t, the research covered Ivo ry Coast,

and Ghana, just to show how un ique the barga in ing practice in Benin is , s ince o ther

research papers focused on those countries. The research resu lts can be

summarized as fo llows:

The preva iling barga in ing practices in Repub lic o f Benin marke tp laces are la rge ly

based on competition . The se lle r b ids the doub le o f the norm a l p rice . The in fo rm ed

custom er, know ing that the se lle r wan ts to chea t her, tries to ha lve the quo ted price in

barga in ing hard . M ost o f bus iness nego tia tions in the country ’s open-a ir

m arke tp laces are , the re fo re , characte rized by aggress ive barga in ing tactics and a

"w inner-takes-a ll" m en ta lity. Th is is especia lly true when it comes to buying foods and

particu la rly fish . The surveyed traders as we ll as customers d id no t know why Benin

has th is un ique barga in ing practice . However, the scho la rs we in te rviewed assumed

th is is p robab ly cu ltu ra l, as fish is specifica lly so ld by one e thn ic group ca lled the

Toffins. The la tter, who are prim arily fisherm en, have probab ly sta rted se tting the ir

p rices too h igh , lead ing customers in to barga in ing hard . Th is p ractice has been

progress ive ly cop ied by o ther traders, who rea lized tha t they m ay end up se lling the ir

goods a t lost if they don’t doub le the ir p rice upfron t.
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W hile competition is still the dom inan t approach to nego tia tions in Benin Repub lic ,

there are some signs o f co llabora tion beginn ing to emerge . In particu lar, the research

found tha t some traders a re beginn ing to adop t m ore co llabora tive approaches to

nego tia tions, such as invo lv ing m ore stakeho lders and using prob lem -so lv ing

techn iques. Th is is particu larly true fo r who lesa le rs as they want to re ta in the ir

custom ers, i., e ., re ta ile rs .

The research a lso revea led tha t th is aggress ive barga in ing practice does no t p reva il

in Benin ne ighboring countries such as Togo , N iger, G hana , and Ivo ry Coast.

O vera ll, the research found that the success o f co llabora tive nego tia tion stra teg ies in

W est A frica is dependent on the cu ltu ra l con text and the re la tionsh ip between the

parties invo lved . In particu lar, the research found tha t co llabora tive nego tia tions are

m ore successfu l when there is a strong re la tionsh ip be tween the parties and when

the cu ltu ra l no rm s and va lues o f the reg ion are taken in to accoun t.

Regard ing cu ltura l norm s and be lie fs , research found tha t in Benin and Togo , the firs t

custom ers o f the day buy a t an a ttractive price , because traders be lieve that if the

firs t custom er is lucky, he r luck w ill re flect on the m erchan t who w ill se ll a lo t o f goods

that day. M erchants a re there fo re k ind to the ir firs t customer. Add itiona lly, some

se lle rs be lieve that the gender o f the ir firs t customer has an im pact on the ir sa les. For

exam ple , if a se lle r be lieves that wom en bring h im luck, he w ill o ffer a be tte r p rice to

the firs t wom an who appears in fron t o f h is sta ll in o rder to m ake her h is firs t

custom er o f the day. If, on the con trary, it is a m an who presents h im self firs t in front

o f h is sta ll, he wou ld de libe ra te ly push h im away by o ffering h im a d issuasive price . If

the se lle r does no t m anage to push away the customer whose gender, she be lieves

wou ld no t b ring h im luck, he wou ld ask the la tter to g ive the m oney to a person o f the
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opposite sex who w ill g ive it to h im . The ob jective is to avo id rece iving the firs t

paym ent o f the day from a customer whose gender wou ld no t b ring her luck.

Furtherm ore, the study revea led tha t m idd le -c lass, we ll- educa ted , and young

custom ers ha te spend ing m uch tim e barga in ing. There fore , they pre fer on line trad ing

where the price is fixed up fron t, w ith no need to barga in . A lso , w ith on line trad ing,

goods are home-de live red and the price is pa id th rough mob ile m oney. Here ,

custom ers do no t waste tim e barga in ing. A lso , there is no need to go from sta ll to

sta ll in o rder to ge t the best p rice . Th is ca tegory o f customers o ften go to m odern

superm arke ts where prices are c lea rly m arked , w ith no need to barga in .

F ina lly, the research found tha t there is still a need fo r m ore research on the top ic o f

competition vs. co llabora tion in business nego tia tions in W est A frica , especia lly in

Benin Republic . The country is still la rge ly unexp lo red in te rm s o f de term in ing the

sources and orig ins o f the business nego tia tions practices tha t a re used. As such ,

m ore research is needed to understand the curren t barga in ing practices in the reg ion

and to iden tify ways to im prove the e ffectiveness o f nego tia tions. M ore prec ise ly,

h is to rians, soc io log is ts , and an thropo log is ts shou ld conduct research to de term ine

the orig ins and sources o f the preva iling business practices and be lie fs .

In w riting th is thes is , we go t a be tte r understand ing o f how W est A frican

m arke tp laces opera te , as exp la ined in the next paragraph.

6.3 How this thesis has Enriched our own Knowledge

W riting th is thes is has enriched our own know ledge by teach ing us the im portance o f

understand ing the cu ltu ra l and econom ic con text o f a reg ion and its im pact on

nego tia tions. By research ing th is top ic , we ga ined a be tte r ins igh t in to the dynam ics
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o f the W est A frican m arke tp laces and the d iffe ren t barga in ing styles used.

Additiona lly, we lea rned abou t the im portance o f co llabora tion in business

nego tia tions and the need fo r e ffective commun ication stra teg ies to ensure

successfu l ou tcomes. Through th is thes is , we a lso deve loped a grea te r apprec ia tion

fo r the comp lexities o f in terna tiona l bus iness nego tia tions and the need to take in to

conside ra tion the various cu ltu ra l, po litica l, and econom ic in fluences tha t a ffect the

process.

W e canno t end th is study w ithou t m aking a few recommendations. The next chapte r

is devo ted to tha t.
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Chapter 7: Recommendations

This chapte r inc ludes the recommendations g iven fo r o the rs to conside r, the

recommendations fo r fu ture research , and the recommendations fo r im p lem enting

the p lan o f the thes is .

7.1 Recommendations given for others to consider

The recommendations are m ain ly fo r G overnm ent o f Ben in (GOB ) to conside r. Ye t,

be fore m aking those recommendations, it wou ld be worth m ention ing tha t GOB has

undertaken in 2019 the bu ild ing o f 35 m arke ts spread across the en tire te rrito ry

th rough two types o f a rch itectu re : the ha ll fo r u rban m arke ts and im proved hangars

fo r reg iona l m arke ts . Th is p ro ject w ill u ltim ate ly a llow an increase in the number o f

p laces, a be tte r d is tribu tion o f s tands w ith sto rage spaces and sto res, a positive

im pact on public hea lth , a be tte r ca tegoriza tion o f sa les spaces by type o f p roduct

and activ ities, the specia liza tion o f ce rta in m arke ts , e tc . However, tak ing in to accoun t

the fact tha t m ore and m ore actors inc lud ing the you th and the we ll-educated

customers and traders, a re fed up wasting tim e barga in ing instead o f us ing m odern

trad ing too ls , GOB should th ink abou t investing less in bu ild ing b ig open-a ir

m arke tp laces in the fu ture , as on line transactions are more and m ore tak ing p lace .

Instead , GOB should crea te business cen ters equ ipped w ith trad ing p la tfo rm s fo r

se lle rs and buyers to nego tia te on line . O nce the transactions are concluded , the

purchased goods wou ld be delive red a t the buyer’s address. Such p la tform s exis t bu t

a re se t and m anaged by ind ividua l traders fo r the ir own business. The recommended

p la tform s wou ld centra lize the goods proposed by a ll se lle rs , who adhere to the

proposed business cente r p rogram . Each marke tp lace wou ld have a t least one such
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a cente r. Po ten tia l buyers wou ld consu lt on line the lis t o f the proposed goods a long

w ith the ir p rices and 3D p ictures. The system wou ld a le rt the se lle r, who owns the

goods p icked by the po ten tia l buyer. The la tte r wou ld pay online upon rece ip t o f the

goods, wh ich wou ld be hom e-de live red .

W hat abou t fu tu re research?

7.2 For future research

It is c lea r tha t the re is a need fo r fu rthe r research in to the barga in ing practices in

W est A frican m arke tp laces in o rder to bette r understand the appropria te m ethod to

business nego tia tions in th is reg ion in the era o f topno tch in fo rm ation techno log ies.

M odern in fo rm ation techno log ies have had a sign ifican t im pact on trad ing practices.

Additiona lly, on line trad ing p la tfo rm s have m ade it eas ie r fo r re ta ile rs to access the

m arke ts and take part in trad ing activ ities. M odern trad ing practices such as

dropsh ipp ing have found the ir way in to W est A frican marke tp laces. Custom ers can

purchase goods w ithou t go ing to the m arke tp laces. They commun ica te w ith se lle rs

th rough the G loba l System fo r M ob ile Communica tion (GSM ), a re home-de live red ,

and se ttle the ir b ills through the Mob ile M oney system s. Au tom ated trad ing system s

have a lso becom e popu la r and are used to reduce the tim e it takes to execu te trades.

F ina lly, au tomated trad ing a lgo rithm s have been deve loped to iden tify and targe t

po ten tia l trad ing opportun ities and execu te orders w ith m in im al hum an in te rven tion.

In such a m odern business environm ent, is not appropria te to design and im p lem ent

a p lan to change the cen turies-o ld tim e-wasting barga in ing practices?
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7.3 For implementing the plan of the thesis

To im plement the p lan o f th is thes is , wh ich a im s a t changing progress ive ly the

cen turies-o ld barga in ing practice , wh ich consis ts- fo r the vendor- in quo ting the

doub le o f the va lue o f the goods, we wou ld like to suggest the fo llow ing steps:

1 . Estab lish a research team comprised o f experts in the fie ld o f bus iness

nego tia tions to ana lyze the preva iling barga in ing practices in Benin Republic

m arke tp laces.

2 . In terv iew key stakeho lde rs in Republic o f Benin m arke tp laces, such as business

owners, vendors, and customers, to ga in ins igh t in to the deep reasons why such a

un ique barga in ing practice exis ts in the coun try.

3 . Deve lop a survey instrument to ga ther quan tita tive da ta on the barga in ing

practices in Benin m arke tp laces.

4 . Analyze the data co llected from the survey instrument and in te rviews to better

understand th is barga in ing practice o f Benin m arke tp laces.

5 . Deve lop a stra tegy to promote co llabora tion over competition in Ben in

m arke tp laces, tak ing in to accoun t the con text o f the coun try. Th is wou ld be done

th rough an In form ation Educa tion Communica tion and Behavio r Change

Communica tion (IEC /BCC ) stra tegy.

6 . Im plement the stra tegy by provid ing tra in ing and resources to business owners

and vendors on the bene fits o f co llabora tive barga in ing practices. C iv il Soc ie ty

O rgan iza tions (CSO ) and GOB entities, e .g ., the M in is try o f Commerce, The

Chamber o f Commerce, loca l Non-Governm enta l O rgan iza tions (NGOs), e tc . shou ld

be invo lved in the im p lem entation o f the stra tegy.
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7 . M on ito r the e ffects o f the stra tegy on the barga in ing practices o f Ben in

m arke tp laces.

8 . Eva lua te the e ffectiveness o f the stra tegy and m ake ad justm ents as necessary.
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Appendices

DANTOKPA MARKET ACTORS INTERVIEWED
GENDER MALE FEMALE TOTAL

SELLERS 50 150 200

CUSTOMERS 75 225 300
TOTAL 125 375 500
% 25 75

FEMALE ACTORS COACHED ON BARGA IN ING
TECHN IQUES

COACHED YES NO TOTAL
SELLERS 143 7 150
CUSTOMERS 214 11 225
TOTAL 357 18 375
% 95 5



61

T IME SPENT BARGAIN ING PER GENDER
GENDER < 5 mn 5 to 10 mn 10 to 15 mn 15 to 20 mn >20 mn TOTAL
FEMALE 50 50 95 150 30 375
MALE 113 5 2 3 2 125
TOTAL 163 55 97 153 32 500
% 32,6 11 19,4 30,6 6,4 100

SELLING AT A HIGHER PRICE TOMEN
YES NO TOTAL

MALE SELLER 38 12 50
FEMALE SELLER 90 60 150
TOTAL 128 72 200
% 64 36
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DANTOKPA ACTORS SURVEYED PER AGE

ACTORS
< 20
YEARS
OLD

20-35
YEARS
OLD

35-50
YEARS
OLD

> 50 YEARS
OLD TOTAL

SELLERS 15 75 90 20 200
CUSTOMERS 50 80 100 70 300
TOTAL 65 155 190 90 500
% 13 31 38 18
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IS BARGAINING A WASTE OF TIME?

CUSTOMER'S AGE
YES NO

TOTAL

< 20 YEARS OLD 38 12 50
20-35 YEARS OLD 64 16 80
35-50 YEARS OLD 60 40 100
> 50 YEARS OLD 35 35 70
TOTAL 197 103 300
% 66 34 100
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