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ABSTRACT
This study investigates the impact of negotiation strategies on organizational performance, with specific reference to Seven-Up Bottling Company Plc, Ilorin Plant. The objective is to explore how various negotiation approaches—such as integrative (win-win), distributive (win-lose), compromising, and avoidance strategies—contribute to the achievement of operational goals, reduction of procurement costs, improvement in supplier relations, and enhancement of overall business efficiency. The study adopts a descriptive survey research design. Primary data were gathered through structured questionnaires administered to selected staff across procurement, finance, operations, and supply chain departments of the company. Secondary data were also reviewed to support findings. The responses were analyzed using descriptive statistics such as frequencies, percentages, and mean scores, while inferential statistics, particularly correlation and regression analysis, were used to test the relationship between negotiation strategies and organizational performance indicators. Findings from the research reveal that negotiation strategies play a pivotal role in shaping organizational outcomes. Integrative negotiation strategies were found to be the most effective, as they foster collaboration, long-term partnerships, and mutual benefits between the company and its suppliers or stakeholders. Distributive strategies, although useful in certain scenarios, were associated with short-term gains and potential supplier dissatisfaction. The study also finds that skilled negotiators are better able to manage conflicts, secure favorable terms, and adapt to changing market dynamics, all of which positively influence organizational efficiency, cost control, and profitability. The study concludes that effective negotiation is not merely a transactional tool but a strategic asset that enhances competitive advantage. It recommends that Seven-Up Bottling Company Plc and similar organizations invest in continuous training and capacity building in negotiation, adopt flexible and situational negotiation strategies, and encourage cross-functional collaboration during procurement and business dealings.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
[bookmark: _GoBack]Negotiation is an inevitable or forgone conclusion we employ in our everyday life in all our undertakings, be it whispering conferences, conflict resolution, engagement of contractual arrangement, dialogue, etc (Lyson et al,2022). Hence, an element of negotiation prevails at that particular moment, since the major aim is to arrive at a consensus (Burt et al, 2021). The concept of negotiation is to create economic merit against the opponent. However, it may end up in the signing up of agreement on certain terms and conditions that may be mutually binding on either side for duration. The duration is it long term, short term or medium term depending on the negotiations agreement (Burt et al, 2022). Sourcing on the other hand is involved in seeking and locating suitable and economical sources of supply of goods and services (Famer, 2022). This is one of the aspects of purchasing which must always be taken into consideration so as to get the right price, right quantity and the right quality of goods and services.
Succeeding, the process of negotiation is essentially a needed factor which has a bottom line and an end line. According to Lyson and Farrington (2022), they define negotiation as occasion where one or more representatives of two or more parties interact in an explicit attempt to reach a jointly acceptable agreement in business transaction. In this contest, negotiation could be seen as a process of planning, receiving and analysis used by a buyer and seller to reach acceptable agreements or compromises (Moore, 2021). Over the past years issues like conflicts between buyer and seller, business collapsing where due to poor negotiation techniques used when materials are being sourced for (Trepte,2020).
Negotiation is an essential business process for establishing trade relationship between partners (Yuan and Turel 2021). Negotiations between partners are required frequently with the use of Internet-based technologies to procure goods and services that usually involves complex negotiation (Cerquides et al 2020). With advanced web-based technology such as the Internet and extranets, the negotiation process has become a prominent issue in the literature and in particular is notified in the area of e-procurement (Aguiler et al 2022, Bui et al 2022, Bajari et al 2022). Kurtzberg and Medvec (2022) stated that there are many elements of a relationship that can be impacted by negotiation such as the relationship between parties, communication and their level of trust. With the involvement of many actors in the negotiation process such as the procurer and supplier, issues influencing negotiation, this research will explore the factors influencing negotiation in the sourcing process between partners in an e-procurement network. By identifying factors influencing negotiation in an e-procurement network, this will help answer the research question: how does the actor in an eprocurement network influence the negotiation process?
The significance of this research is to provide knowledge to practitioners on the influence of the negotiation in achieving organization objectives. By improving the negotiation process, it is hoped that greater success with procurement will be achieved.
1.2. Statement of the problem
Negotiation is one of the best techniques of purchasing goods, services and works which also guarantee value for money spent. Negotiation is use in procurement when prices of item cannot easily be estimated and the buyer anticipates change in specification. However, many organizations have failed to get value for money in their negotiation for purchase of goods, services and works as a result of the approach they adopt during pre-negotiation and post negotiation stage. This study therefore, seeks to examine critically the various approaches to negotiation and how it impact can help in achieving value for money for the organization. and Turel 2021). Negotiations between partners are required frequently with the use of Internet-based technologies to procure goods and services that usually involves complex negotiation (Cerquides et al 2020). With advanced web-based technology such as the Internet and extranets, the negotiation process has become a prominent issue in the literature and in particular is notified in the area of eprocurement (Aguiler et al 2022, Bui et al 2022, Bajari et al 2022). Kurtzberg and Medvec (2022) stated that there are many elements of a relationship that can be impacted by negotiation such as the relationship between parties, communication and their level of trust. With the involvement of many actors in the negotiation process such as the procurer and supplier, issues influencing negotiation, this research will explore the factors influencing negotiation in the sourcing process towards achieving organization objectives. By identifying factors influencing negotiation in procurement network, this will help answer the research question: how does the actor in procurement network influence the negotiation process?
1.3	Objectives of the Study
The research objective of the study, therefore are to:
1. To identify the negotiation approach adopts to purchase goods, services and works in the organization.
2. To examine the effectiveness of the negotiation style adopted by the organization in achieving value for money.
3. To evaluate the challenges that the organization encounter in the negotiation process.
1.4	Research Questions
1. To what extent does negotiation approach adopts to purchase goods, services and works in the organization?
1.  Does negotiation style adopted by the organization effective in achieving value for money?
1. What are the challenges that the organization encounter in the negotiation process.



1.5	Significance of the Study.
The study will give more light on be beneficial to the professional in cost reduction techniques. It will enlighten and bring about improvement. The study will improve and not close down because this is n area of sky rocketing price and input and unlike the past, many commercial organization and financial house have closed town below acceptable. Capacities due to high cost of inputs. To survive therefore, it is not enough to deal with revenue aspect alone but also keep costs an expenses as minimal as possible. The study will be beneficial to fellow research that is willing to carry out research on similar topic.
The study will also benefit academicians in their contribution to existing literature, specifically studies on quality control and organizational performance. Thus the insights from the study could be timely in availing different contextual perspectives to scholars.
1.6	Scope of the Study
The scope of the study covered the staff of international tobacco company, situated in Ilorin. The scope of this study would have been too wide to cover all the business undertaking in the country. For this reason, it will be necessary to have specific area of study. Therefore, it is restricted to International tobacco company, Ilorin, Kwara State.
Importantly, the research work will intensify the following areas; benefits of good quality product to an organization. Definition of quality, determination of quality, inspection, concept of quality, selection of vendors and method of rating vendors for quality
1.7	Limitation of the Study
However, this project is limited to the nature of the data available at the case study which tends to place more emphasis on historical matters in the constantly enlarging aspect of the economy, however, the research work has faced some constrain in a like lack of recent and adequate materials unwillingness of the respondent the case study to give true replies, lack of corporation of the study.  Limitation not hinders effective completion and quality of the research work.
0. Historical Background of Seven Up Bottling Company Plc Ilorin Plant
Seven-Up Bottling Company Ltd is a soft drinks manufacturer headquartered in Lagos, Nigeria. Its shares were previously quoted on the Nigerian Stock Exchange but after a buyout of outstanding public shares by the investment arm of the founder's family, it became privately owned. Seven-Up Bottling Company Ltd is one of the largest manufacturing companies in Nigeria, producing and distributing some of the nation's most-loved beverages in the country like; Pepsi, 7Up, Mirinda, Teem, Mountain Dew, H2oH!, Lipton Ice Tea, Supa Komando Energy Drink and Aquafina premium drinking water.
SBC has nine bottling plants with state-of-the-art manufacturing facilities strategically located across various regions in the country. 
History
Production of its first product, 7Up started on October 1, 1960. The venture was a brainchild of the El-Khalil family from Lebanon. The family patriarch had founded a transport firm in Nigeria and then decided to divest into the soft drink market to compete with Leventis led Nigerian Bottling Company (NBC). In the 1960s, the firm introduced a brand of howdy products including Howdy, Crush, Howdy Tonic Water, and Howdy Ginger Ale. The firm's initial market was within Mid-West and Western Nigeria due to the location of its factory at Ijora, Lagos. To raise awareness and compete with NBC, they distributed outdoor branded kiosks to retailers
In the 1970s, after the government promulgated an indigenisation decree, El-Khalil family sold their transport business and concentrated on the bottling business. Faysal El-Khalil, who managed the transport firm, joined Seven-Up and later became its managing director. As the purchasing power of consumers increased, the firm embarked on an expansion programme at the beginning of Nigeria's oil boom during the 1970s. A new factory was built in Oregun and followed by one at Ibadan and then at Aba. The company's push for nationwide coverage has led to factories being built in Kano, Kaduna, Enugu, Benin and Ilorin. Many of its expansion programs were financed with debt. Currently, the firm markets 7-Up, Pepsi, Mirinda, Teem, Supa Komando and Mountain Dew. 
Marketing
Seven-Up developed promotions in the late 1980s has a structural adjustment program adopted by the government led to price increases. The promos involved limited prizes drawn under the crown cork of bottles. Consumers could win money, cars or other gift items during the promos. However, the odds of winning were not favorable and this sometimes led to backlash from segments of the community. 
Seven-Up has a history of sports sponsorship in Nigeria. The firm sponsors a youth football academy. The firm also introduced 35cl and 50cl bottles of Pepsi. 
1.9	Definition of Key Terms
COSTING: it is the techniques or a process of a certain cost. Controlling cost; this is due cost which can be influence by the action of a member of an organization and very important in measuring operation efficiency.
BUDGET: Is a financial qualities statement prepared and approved prior to a defined period of time of the policy to be pursued during the period for the purpose of attracting a giver objective.
COST BEHAVIOR: In relation to volume of activities is a measure of degree of response of cost clients a small charge in the level of activity.
COST CENTRE: It is a location person of item of equipment in respect of which cost may be ascertained related to cost unit for control purpose.
PURCHASING ORDER: This is the document used by purchasing office to request for the supply of certain item from the vendor or supplier. There are two types:
1. Local Purchase order (within the country)
1. International Purchase order (used for external transaction)
COMPETITIVE BINDING: This is used for standard items the quotation will be requested from the vendors and this is known as regular competitive bidding, the second type is stock bidding, this sis used for non-standard materials.


CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Review
2.1.1. Concept of Negotiation
Negotiation is a dialogue between two or more people or parties intended to reach an understanding resolve points of difference, to gain advantage for an individual or collective, or to craft outcomes to satisfy various interests. Negotiation occur in business, non-profit organization, government branches, legal proceedings, among nations and in personal situation such as, divorce, parenting and everyday life. The study of the subject is called negotiation theory. Professional negotiator are often specialized, such as union negotiators, leverage buyout negotiators, peace negotiators, hostage negotiators or may work under other titles, such as diplomats, legislators or brokers (Markowaski, 2020).
Negotiation can take a wide variety of forms, from trained negotiator acting on behalf of a particular organization or position in a formal setting, to an informal negotiation between friends. Negotiation can be constrained with mediation, where a neutral third party listens to each side’s arguments and attempts to help craft an agreement between the parties. It can also be compared with arbitration, which resembles a legal proceeding. In arbitration both sides make an argument as to the merits of their case and the arbitrator decides the outcome. This negotiation is also sometimes called positional or hard bargaining negotiation. 
This present a review and discussion of the literature related to the topic of this research. It is generally accepted that a key competence in procurement and purchasing executive is an ability to negotiate. Negotiations may involve dealing with a single issue or many. They may be conducted on a one-to one bases or between teams of negotiators’ representing different interests, and may be conducted over a day or take many month to complete. It is also worth mentioning that negotiations are necessarily confined with the buyer-seller relationship, many procurement or purchasing negotiations take place on an intra-organizational bases, involving the reconciliation of the views of supplies staff and colleagues.
According to Lyson, (2022) Negotiation is defined as any form of verbal communication in which the participants seek to exploit the relative strengths of their bargaining position to achieve explicit or implicit objectives within the overall purpose of seeking to resolve the identified areas of disagreement. Trybus (2020) continuous to highlight the fact that, negotiation has proved to be one of the most effective means of avoiding unnecessary cost in business transaction to the following objectives;
1. To develop a sound and continuing relationship with competent suppliers.
1. It aims at obtaining a friar on reasonable price for quality specification.
1. To persuade a supplier to give maximum co-operation to the buyers company
1. To create a long- term partnership with a highly qualified supplier.
1. To get the suppliers to perform the contract on time.
According to Loffler, (2021) define negotiation as an application where there is disagreement or potential disagreement between supplier and buyer. A good buyer will be sensitive to potential areas of conflict and will seek to resolve these before they arise by ensuring that terms and conditions applicable to the purchase provide for such contingencies. Baily, et al (2022) defines negotiation as a process whereby agreement is sought, they also highlight the phases of negotiation are yet to be treated.
According to Dobler et al, (2022). Negotiation is defined as conferring, discussion or bargaining to reach an agreement in a business transaction. In this contest negotiation could be seen as a process of planning, receiving and analysis used by a buyer and a supplier to reach acceptable agreements or compromises.
In the above definitions therefore, we realized the word agreement cut across because in every negotiation or an effective negotiation, there must be an agreement. A buyer of an organization who negotiate well stands the chance of improving his company’s profit in that, he or she will get the goods at an affordable price and as well from the right first class and will make the public sector organizations gain good negotiation,(Van Weele, 2020).
2.1.2. Value
Value is defined as its importance or usefulness or its worth in relation to the money that costs,(Active Learners Dictionary,2021).Value is concerned with questions relating to what is right, good and bases on which we make decision (Caranta, et al,2020).
2.1.2.1. Value Adding
Value adding is a means of analyzing an organization’s strategic relevant activities in order to understand the behavior of costs competitive advantage comes from carrying out those activities in more costs effective way one’s competitors (Porter, 2021). Value added is any activity that is valued by the customer or required by law (Lester and Benning, 2021). Value added is defined as the difference between the overall cost of manufacturing or making process and the final value of the goods or the degree of usefulness or desirability (Chambers 21st Century Dictionary, 2021). From the definitions above, it can be said that, negotiation’s contributions towards value adding in an organization’s profitability cannot be over ruled.
Nonetheless, procurement staffs are representatives of their organization’s in its dealings with suppliers, and as such there is the need to portray a good image first of themselves and that of their organizations. They are the eye’, “windows’’, or “package ’’of the organization. However, it is important to emphasize the point that the, general objective of procurement is to achieve right quality, from the right place, at the right quantity, at the right time, and at the right price. This can only be realizing through a good negotiation. Good negotiation conduct in dealing with suppliers is essential to the creation of price (i.e. how much an organization must pay for any bought out item).This is the most essential element in the cost reduction process.
Nonetheless, the interface communication between the negotiation teams, reduce the levels of contract disputes to workable limit. Since, the responsibilities of both parties will be spelt out during the negotiation process. Hence, cost of legal battle will be save as a means of value adding. Negotiation also helps organizations to deal with vague technical specifications and ambiguities in specifications and deliverables expected of the contract as anything agreed upon by the parties will be stated in the memorandum of understanding during the negotiation. It goes a long way to help corporate organization’s to avoid misunderstanding and confusing in contract agreements. This is the surest way of saving cost.
2.1.3.. Phases of negotiation
Pre-Negotiation phase: preparation that is normally must be done before negotiation takes place. For instance:
o Formation of the negotiation team.
o Selection of leaders.
o Selection of the site of negotiation if possible.
o Sitting arrangement.
o Defining what cannot be negotiated.
o What can be bargained?
o What can be offered as free gift? (Lyson, 2022).
Actual negotiation phase: There is a lot of discussion on what must be done and not to do. For instance;
Purpose of the negotiation (agenda). Presentation by each party’s point of view, Explanation,
Argumentation, Summing up, Signing of the minutes of meeting. Post negotiation phase: Involves the formation of agreement, approval of contract, signing of contract and performance of contract. For instance;
Formation of the agreement, Drafting of approval of the contract, Signing of the contract, Performance of the contract (Lyson, 2022).
2.1.4. Preparing for negotiations
Planning and preparation for negotiations starts long before the actual negotiation takes place. It is important to find out at an early stage what the other party’s view of the negotiations will be; what exactly are they hoping to achieve? In exceptional case a supplier doesn’t want to sell at all, but keeps the discussion going to collect basic information about changing usage patterns and or competitors. To get some idea, auseful tactic can be used to ask what subjects the other party wants on the agenda (this in itself can prompt preliminary negotiations between the Americans and the soviets in Geneva in the late 1980’s). Good negotiator plans, organizes and executes his operation systematically. He has the information, skills and the fitness to interpret structures and formulates his tactics with agility; there are few points to consider when preparing for negotiation;
Have as much information as possible on what you want and what you want to have (negotiation is all about information) you have to take into account how it will benefit the other party by offering some sort of reward or incentive. o Accept limits on what you want to gain from the negotiation. Know your extremes.
1. Know your financial capabilities
1. Get information on your opponent’s side (Lyson et al, 2022).
Know what your opponent is trying to achieve by their negotiation .this is a useful information that could be used to your benefit and may well be used to reached a final agreement. Successful negotiators recognize that negotiation is about fulfillment of needs (think of satisfying your need as well as those of your opponent during negotiation).
It is important to find out as much as possible about the other party. If it is a new supplier, examination of annual reports and bank references are a prerequisite. If it is an existing supplier, it is wise to analyze the past deliveries - have there been problems in the past with this supplier? (E.g. low delivery reliability, quality defects, unexpected price increases, etc). There is no harm in trying to quantify the scope of these problems. Furthermore, it is also important to know who will represent the supplier in the negotiations. Are they people you know? If not, then the authority of the negotiating partners must be investigated.
How far does their power of decision go? Do they have the authority to conclude an agreement? At first sight this may seem to detailed an approach, however, the buyer must take into account that sales people have an eye for detail and come very well prepared. It is important, after having gathered the necessary information, to have an idea of possible points of agreement between you and the other party. If they are few, you might reconsider the wisdom of negotiating (Lyson et al, 2022).
2.1.5.  Types of negotiation
The process of negotiation can be carried in, Verbal form (that the face to face or telephone, Written form
and Mixed form.
i. Verbal form
This verbal form of negotiation is an interactive type. It could take place in the form of face to face discussion where the negotiation nonparties sit across the table to negotiate or use electronic medium, such as the telephone including the chart mode on the internet but excluding the e- mail. There are some basic Dos and Don’ts during face to face negotiations. These are: Spell out underlying points that form the background, Clearly refer to the last meeting points on the issue, Be clear in the thoughts and perceptions,
Remove ambiguities, Sometimes ignorance so that opponent talks more, and Be a good listener.



a. Negotiation over the telephone
This is the most common tool used by many negotiators. Telephonic negotiation (tele- negotiation) is usually employed as a follow up to written medium like fax, e- mail or letter has been issued for an offer.
Know what the options with you are, Analyse the options and chart out plans of action, Prepare your contingency plans, Make sure the written proposal reaches the destination right on time, Put the time limit for the response and if the response does not come in time make direct contract to know the reaction.
b. Mixed negotiation
Generally the negotiations are not always either in verbal form or written form; they are in a mixture of both. One has to know when to resort to which form. The negotiation is the ultimate of all earlier approaches to form an understanding on a subject. When the understanding reaches a point from where the two sides must resolve their differences is the point from where the negotiators must start to do so.
E. Planning negotiations
Clyton (2021) proposed a ten-step approach when the homework has been done, planning of the negotiations can begin:
2.1.6. Establish the objectives of the negotiation for yourself
What exactly do you want to accomplish by means of the transaction with the supplier? What is it you want him to do? What are you willing to do in return? Make a distinction between the short-term benefits you want to achieve, and the long-term benefits you see. Sometimes it is necessary that you tone down your short-term expectation a little for the benefit of long-term interests. Take the manufactures of copying equipment, which for example are often willing to let something off the sales price, only to compensate for this reduction at a later stage through higher service rates, spare parts and suppliers.

Gather facts that can have a big impact on the negotiations
If a supplier wants to come and talk about a price increase, it is worthwhile finding out how this increase relates to his competitors.
Assess the power position of each of the parties
A power position in a negotiation can be derived from various aspects. It is important to realize that power is a relative concept. I is also depends on how the position (power) is perceived by the other party
Determine the points of common interest
In many negotiations most of the time is spent on issues one cannot agree on. If these are the only issues that receive attention, will be very difficult to reach an agreement.
Make list of questions
A systematic approach is important in negotiations: Resist the temptation to respond immediately to details or new information presented by the other party. If this new information sheds a completely different light on matters, it is better to discontinue the negotiations and do your homework.
Define your tasks both parties will probably make concessions during the process of negotiation
It is unrealistic to expect the other party to do it all. You can plan your concessions in advance.
Decide on the composition division of roles in your negotiating team
The composition of the team will depend on the subject of the negotiations: Who are the best people to use?
Plan your concessions
What will be your opening bid? When will you make it? Never make a concession without asking for something in return, but also never ask for a concession without offering something in return.
Agree upon the negotiating tactic you will follow
This subject is discussed in the next section.
Indicate how you think you will conclude the negotiations
What working agreements do you think you can reach with the other party? Is it necessary to schedule the next discussion/Summarize the results and agreements for the other party, to prevent misunderstandings.
F. Stages in procurement or purchasing negotiations
In any negotiation two types of goals should receive consideration. These may be referred to as substance goals and relationship goals
i. Substance goals
Substance goals are concerned with the content issue of the negotiation. The possible content issues are legion and depend on the requirements relating to a situation. Most negotiation will be about high –values or usage items that is 15-20 percent that constitutes the major portion of inventory investment. Negotiation also relates to non- standard items, although a large user will, seek if possible to negotiate preferential terms for standard suppliers. Most negotiation topics affect price, either directly or indirectly. There are numerous ways in which content issues can be grouped including overseas buying and buying for construction project.
Grouping may also relate to products such as information technology (IT) or commodities. Three typical grouping relation to price, contractual and delivery issues in negotiation are, the price content of negotiation, contractual content of negotiation, and the delivery content of negotiation.
ii. Relationship goals
Relationship goals are concerned with outcomes relating to how well those involved in the negotiations are able to work together once the process is completed and how well their respective organizations or constituencies’ may work together. Some areas for relationship goals include: Partnership sourcing, Preferred supplier status and Sharing of technology.
G. Factors in negotiation
Three important factors in negotiation are the Negotiator, the Negotiation situation and Time.
i. The negotiator
In negotiation, purchasers and suppliers are individuals usually acting as representatives of their respective organizations. Their behavior in negotiations will be influenced party by their personalities and partly by
their roles as representatives.
ii. Personality
This may be defined as the relatively enduring and stable patterns of behavior, thinking and feeling which characterize an individual. It should be recognized, however, that there is no universal agreement about the meaning of personality because behavioral scientists define the term from different perspectives. In the present context, it can be loosely considered to mean how people affect others and how they understand and view themselves. How people affect others depends primarily on:
· Their external appearance – height, facial features, colour and physical aspects.
· Their behavior – vulgar, aggressive friendly, courteous.
Studies have shown that personality variables, such as authoritarianism, anxiety, dogmatism, risk avoidance, self – esteem and suspiciousness affect the degree of co-operation or competitiveness present in a negotiating situation. The implementation of negotiation strategies may be affected by personality factors and equally, the mix of personality characteristics of the participants may determine the outcomes of negotiations. Transactional analysis developed by EricBerne in the 2010s, has considered relevance to the understanding of negotiating behavior.
A transaction is the unit of social interaction.
If two or more people encounter each other sooner or later one of them will speak, or give some other indication of acknowledging the presence of others.’ this is called the transactional stimulus. Another person will then says or do something that is in some way related to the stimulus and that is called the transactional response.
iii. Negotiation as representatives
In negotiation, it is important for participants to know the extent of their authority to commit the organizations that they are representing as such authority prescribes their options and responsibility for the outcome of the negotiations. The degree of authority may range from that of an emissary commissioned to present, without variation, a position determined by his or her superiors to that of a free agent. There is evidence that the fewer constrains imposed on a negotiation, the greater will be the scope for his or her personal characteristics such as knowledge, experience and personality to influence the negotiation process.
Five sets of conditions prevent negotiators from responding spontaneously to their opposite numbers:
· When they have little latitude in determining either their positions or posture. When they are held responsible for their performance.
· When a negotiator has sole responsibility for the outcomes of negotiation.
· When negotiators are responsible to a constituency that is present in the negotiations.
· When they are appointed rather than elected.
H. Negotiation ethic
According to Lyson and Farrington (2022), negotiation ethics is an aspect of the wider subject of purchasing ethics, and relationships. This topic is considered because ethical perspectives largely determine whether or not a particular negotiation is adversarial or integrative. Fisher and Ury (2021) distinguish between positional and principle negotiation.
Position Negotiation: Positional negotiation views negotiation as an adversarial or conflict situation in which the other party is the enemy. It is based on four assumptions.
We have the correct and only answer to a particular problem.
· There is a fixed price.
· Opposite positions equal opposite interests.
· It is not our responsibility to solve the problems of the other party.
Position and interests are closely related. Often negotiations will not move from a fixed position because of psychological pressures or needs. A leader of a negotiation team may refuse to consider alternatives for fear of losing face or being seen by team members as backing down.
2.1.8. Positional negotiation has at least two drawbacks
It is win- loses – it has only two ways to go, which are forwards to victory or backwards to defeat. From an ethical standpoint, positional negotiation leads to such questionable tactics as: Misrepresentation of a position, Bluffing, Lying or deception, only providing selected information or being economical with the truth, Threatening, and Manipulating. Fisher and Ury (2021) also see principled bargaining as an alternative to hard or soft bargaining. Soft bargainers demand concessions as a condition of the relationship.
Negotiation theorists generally distinguish between two types of negotiation. Different theorists use different labels for the two general types and distinguish them in different ways.
2.1.8.1. DISTRIBUTIVE NEGOTIATON
	Distributive negotiation is also sometimes called positional or hard-bargaining negotiation. It tends to approach negotiation on the model of gaggling in a market. In a distributive negotiation each side often adopts an extreme position, knowing that ut will not be accepted, and then employs a combination of guide, bluffing and brinkmanship in order to cede as little as possible before reaching adeal. Distributive bargainers conceive of negotiations as a process of distributing a fixed amount of value.
	The term distributive implies that there is a finite amount of the thing being distributed or divided among the people involved. Sometimes this type of negotiation is referred to as the distribution of a “fixed pie”. There is only so much to go around, but the proportion to be distributed is variable. Distributive negotiation is also sometimes called non-lose because of the assumption that one persons gain result in another person’s loss. A distributive negotiation is also sometimes often involves people who have never had a previous interactive relationship, nor are the likely to do so again in the near future. Simple everyday examples world be buying a car or a house.
2.1.8.2. INTEGRATIVE NEGOTIATION
	Integrative negotiation is also sometimes called Interest-based or principled negotiation. It is a set of techniques that attempts to improve the quality and likelihood of negotiated agreement by providing an alternative to traditional distributive negotiation techniques. While distributive negotiation assumes there is a fixed amount of value. (a “fixed pie”) to be divided between the parties, integrative negotiation often attempts to create value in the course of the negotiation (“expand the pie”). It focuses on the underlying interests of the parties rather than their arbitrary starting position, approaches negotiation as a channel problem rather than a personalized battle, and insists upon adherence to objective, principled criteria as the basis for agreement.
Integrative negotiation often involves a higher degree of trust and the forming of a relationship. It can also involve creating problem-solving that to achieve mutual gains. It is also sometimes called win-win negotiation.
2.1.9	Organizational Performance
Organizational performance refers to how effectively an organization achieves its predetermined goals and objectives. It encompasses various dimensions such as profitability, productivity, operational efficiency, customer satisfaction, employee performance, and innovation. In manufacturing firms like Seven-Up Bottling Company Plc, performance is typically measured by the ability to deliver quality products efficiently, minimize production costs, manage supplier relationships, and satisfy consumer demand profitably.
Organizational performance is influenced by both internal and external factors. Among the internal factors, strategic negotiation practices play a significant role, particularly in procurement, labor relations, and vendor management. Effective negotiation strategies help organizations secure better terms and conditions, lower procurement costs, ensure timely delivery of materials, and foster long-term relationships with suppliers and other stakeholders. These outcomes ultimately contribute to operational efficiency and competitive advantage.
In the context of Seven-Up Bottling Company, negotiation strategies can affect:
· Cost Efficiency: By negotiating favorable prices and payment terms with suppliers, the company can reduce production costs and improve profit margins.
· Supply Chain Stability: Strong negotiation strategies ensure continuity in raw material supply and reduce the risks of bottlenecks or delays.
· Employee Relations: Through collective bargaining and labor negotiations, the company can maintain harmonious industrial relations, leading to higher workforce productivity and reduced turnover.
2.2. THEORETICAL REVIEW
Transaction Cost Theory 
Environmental uncertainty and relationship performance: Under bounded rationality (Cyert and March, 2020; Simon, 2021) environmental uncertainty causes adaptation problems (Gulati et al., 2021; Rindfleish, 2021; Paulin and Ferguson, 2022). According to bounded rationality as a main behavioural assumption in transaction cost theory (Williamson, 2021), rationality of decision makers is limited by their cognitive constraints on information processing and communication capabilities. In this case, they are not able to accurately predict changes and to plan all feasible actions to be taken in the future despite their best effort to deal with the complexity and unpredictability of environmental circumstances (Aldrich, 2020; Cannon, Archrol and Gundlach, 2021; Leiblein, 2021). 
When prices serve as an insufficient statistics to induce market changes, environmental uncertainty requires a more complex form of adaptation that allows coordinated responses by realigning incentives and responsibilities as circumstances change (Williamson, 2020). This cooperative form of adaptation restores inter-organizational efficiency by promoting information exchange and integration of the information into decision-making processes and hence enabling the realignment of actions in a coordinated manner. Governance mechanisms provide exchange parties with access to coordinating capabilities to cooperatively adapt to changing environmental situations when decreasing the relational risks (Lee and Cavusgil, 2022; Poppo and Zenger, 2021). Therefore exchange parties can manage capacity flexibly through recurrent adaptations and mutual adjustments on operations under the circumstances of frequent and simultaneous changes in demand and supply. For example, suppliers (i.e., hotels) would better control their capacity and increase asset utilization if they have access to their customer’s (i.e., tour operators) production plans (/sales forecasts) (Clemons, Reddi and Row, 2022). Without the use of effective mechanisms in managing exchange relationships uncertainty increases residual risks arising from misalignment of incentives and responsibilities as circumstances change (Mellewigt, Decker, and Eckhard, 2022) and hence leads to negative performance effects (Lee and Cavusgil, 2022; Poppo and Zenger, 2021; Heide, 2022; Noordewier et al., 2020).
2.3. Empirical Review
Eric and Makafui (2021) carried out research on negotiation as an effective tool for ensuring best value in public sector organization. Due to the dramatic transformation in the business world, procurement is now regarded as a strategic function for cost saving and profit maximization. They saw Negotiation as part of procurement is one of the best technique of purchasing goods, services and works which also guarantee value for money spent. Both primary and secondary data were obtained from procurement officers, management and those who are directly involved in procurement activities in some selected public sector institution in Sekondi- Takoradi metropolis by the use of questionnaires. The data was analyzed descriptively and presented pictorially by tables, bar charts and pie charts. From the data analyzed, it was established that all the institutions interviewed have procurement department on its own. Also it was established that the institution source for its materials. It was also established that though, the people have knowledge in negotiation, but they lack the techniques and skills and brings about win-lose situation. It was concluded that negotiation is one of the best technique of purchasing goods, services and works which also guarantee value for money spent and serious attention must be given to it.
Noraizah (2022) opined that Negotiation is an essential business activity for establishing trade relationships between partners (Yuan and Turel 2021). As the business environment becomes more dynamic in this global setting, negotiation between partners is required more often. Negotiation is the key decision-making approach used to reach consensus whenever partners cannot achieve their goals (Thompson 2021). Advanced technologies such as e-procurement can facilitate effective solutions for negotiation between trading partners (Bichler et al 2021). With the shift from traditional procurement to electronic procurement, there is a need to explore the social issues in the negotiation process and in the electronic procurement environment in particular. Actor Network Theory (ANT) will be used as guidance. Through a case study at an Australian University, factors influencing negotiation in the sourcing process between partners in their e-procurement environment were identified. The significance of this research is to provide knowledge to practitioners on the importance of the negotiation process between partners in an e-procurement network. Furthermore, identifying and understanding the social issues that influence the negotiation process will improve the value chain between partners. As such, it is hoped that greater success with e-procurement will be achieved.
Sabine, Markus and Uta (2022) their paper seeks to analyze the overall performance of buyer-seller negotiations (effectiveness and efficiency) as well as their impact on negotiation satisfaction by manipulating the amount of information buyers and sellers receive before entering the negotiation. Specifically, we conducted a face-to-face negotiation simulation. The results show that the group provided with more information achieved more effective and efficient outcomes as well as higher levels of satisfaction with the negotiation. Therefore, our analysis implies that the open exchange of information should be an ideal in long-lasting buyer-seller negotiations; because this is generally not the case in practice to date, we provide further implications for its appropriate implementation and discuss opportunities and risks.
The aim of this
Ann and David (2020) in their study examined if creative negotiators are able to achieve more successful outcomes in a negotiation context with integrative potential. As such we want to contribute to the unlocking of the ‘black box’ of bargaining behaviours. They obtained creativity scores from 70 participants, who performed a two-party, multi-issue negotiation in 35 dyads. This negotiation led to economic and relational negotiation outcomes. The use of creative skills by negotiators was hypothesised to positively affect both classes of negotiation outcomes. Results indicated no significant effect of negotiators’ creativity on economic negotiation outcomes. We observed a negative effect of negotiators’ creativity on relational negotiation outcome for the buyer, whereby creativity of the seller added significantly more to the variance in relational outcome than creativity of the buyer. For the relational negotiation outcome of the seller, we found the same negative tendency, though no significant effect of negotiators’ creativity. Our findings extend the understanding of the relationship between negotiators’ creativity and negotiation outcomes, which is highly underemphasized in current research. Further research should identify which aspects of creativity are crucial to negotiators and determine how they can be adequately measured. The issue of interaction between negotiator’s creativity and situational variables should also be addressed, as it likely determines the effect of creativity on negotiation outcomes.
2.4	GAP IN LITERATURE 
Gap is a research questions or problem which has not been answered appropriately in the given field of study. After reviewing the previous studies on the subject matter, the following gaps were observed. Perhaps, there are various researches done already on negotiation effectiveness in organization. Eric and Makafui (2021) was carried out on negotiation as an effective tool for ensuring best value in public sector organization., Sabine et al (2020 and Ann and David (2020). Their researchers were done oversea which making lacking empirical evidence on the study, therefore this research work investigates the influence of negotiation in achieving organization objectives in Nigeria.


CHAPTER THREE
METHODOLOGY
3.1	Introduction 
Research methodology is the various activities carried out by researcher (students) in a various discipline such as accountancy, business administration, banking and finance and so on based on the research topic.
The design of any research project requires considerable attention to the research methods and the proposed data analysis within this section; we have attempted to provide some information about how to produce a research design for a study. We offer a basic overview of the research proposal and then some data analysis templates for different types of designs.
3.2	RESEARCH DESIGN
Research design is the specification of procedure of collecting and analyzing the data necessary to help solve the problem of hand, such that the different between the course of obtaining various levels of accuracy and the expected value of information associated will each of the accuracy is un-maximized.
Research design is broadly classified as explanatory descriptive and casual. The explanatory research as the name suggest to concern with identifying the real nature of problem perhaps formulating relevant analysis and hypothesis for later test.
3.3	POPULATION AND SAMPLING SIZE
The term population means a total number of the people that occupancy a particular geographical area over a period of time. The researcher made use of four major department as a population size comprise of the entire member of staff of the company while sample size consist ten (10) staff chosen each from different department of the organization.


3.4	SAMPLING TECHNIQUES
The sampling used for the purpose of this research work is stratified sampling method because the population was groped into same definite department, from these state, the sample was chosen by applying the selection technique on each status. Each stratum (department) was treated as a separated population for which a repetitive sample was obtained.
3.5	INSTRUMENT FOR DATA COLLECTION
Depending on the nature of the information to be gathered different instrument are used of other the relevant information from the respondents and the tools are:
1.	Questionnaire: this contained a number of the information to be gathered different instrument are used of other the relevant information needed in this study some of questionnaires are dichotomized i.e. the require the respondents says “yes” or “no” or “disagree” there are multiple choice question which presented answer from which the respondent would make a choice answer. Others are open questions which follow the respondents to express his/her opinion on the question asked.
3.6	ADMINISTRATION OF THE INSTRUMENT                                         
The administration of instrument is basically with the method of gathering data or information which is majority the primary data and secondary data.
Primary data are collected by the researcher usually for the first time specifically for the purpose of solving the research problem.
The major methods of gathering primary data are observation in, survey and experiment. In all the case, researchers are in direct contract with the subject of the research project. Secondary data contract with the subject of the research project. Secondary data may be collected from external source government and trade publication, newspaper extract manta survey and internal sources such as customer billings, sales activity inventory data and product costs.
3.7	TECHNIQUES FOR ANALYSIS DATA
This analysis and interpretation of raw data of an investigation of this research work and the means by which the research problem is answered. Data analysis in the ordinary and breaking down of raw data into constitutional parts. It consists of statistical calculations performed with raw data to provide answer to the question initiating this research work.
In parental statistical method were used to analyze the data emphasis will be table of frequency distribution because as simple frequency distribution consist of a list of data values, each showing the number of items on building and construction project, having that value called the frequency.
When the questionnaire returned to the researcher, the researcher based the analysis on the data collected from respondents. The presentation of data collected was done in tabular form and also converted into percentage for easy reading, understanding and to show the number of respondent who answered the questionnaire in chapter four.





CHAPTER FOUR
4.1	DATA PRESENTATION AND ANALYSIS
The presentation and analysis of data as contained in this project work will be based on the questionnaire distributed to the respondents who were the staff of the company understudy. Ten questionnaire were personally were dully completed and returned to the researcher. This number consists 100% of the total number of respondents.
4.2	DATA PRESENTATION 
SECTION A 
	Sex
	Number of respondent 
	Percentage %

	Male
	30
	60

	Female
	20
	40

	Total
	50
	100


Source: filed survey, 2025
The table above indicate that 30 (60%) of the total respondents were male, while the remaining 20 (40%) of the respondents were females, this suggest that majority of the company’s work force are male.
Question 2: please kindly indicate your gender
	Status 
	Number of respondent 
	Percentage %

	Single 
	20
	40

	Married
	15
	30

	Divorced
	10
	20

	Window
	5
	10

	Total
	50
	100


Source: filed survey, 2025
The above table indicate that 20 (40%) of the total respondents were single, 15 (30%) of the respondents were married 10 (20%) of the respondent were divorced while only one respondent was a window.
Question 3: please kindly indicate your age.
	Age
	Number of respondent 
	Percentage %

	15-25 years
	20
	40

	25-35 years
	15
	30

	35-45 years
	10
	20

	45 years and above
	5
	10

	Total
	50
	100


Source: filed survey, 2025
The above table shows that 20 (40%) of the respondent were because 15-25 years, 15 (30%) respondents were between 25-35 years, 10 (20%) are between 35-45 years while only a respondent is between 45 years and above.
Question 4: please kindly indicate you qualification
	Qualification
	Number of respondent 
	Percentage %

	SSCE/WASC
	10
	20

	ND/NCE
	15
	30

	Bsc/HND
	10
	20

	MBA/MSC and others
	15
	30

	Total
	50
	100


Source: filed survey, 2025
From the above table, it is clear that 10 respondents representing 20% of the total number of respondents were school certificate holder 15 (30%) ND/NCE holders 10 (20%) were Bsc/HND holders, while 15(30%) respondents possessed masters and other qualifications.
Question 5: what type of operations is your company engaged in?
	Operation
	Number of respondent 
	Percentage %

	Manufacturing
	30
	60

	Service
	20
	40

	Total
	50
	100


Source: filed survey, 2025
From the table above we can see that (30) respondents indicated manufacturing this number constitute 60% while (20) four respondents indicated services of this constituted 40% of the total of respondents.
SECTION B
Question 1 do you know what negotiation is?
	Option
	Number of respondent 
	Percentage %

	Yes
	30
	60

	No
	20
	40

	Total
	50
	100


Source: filed survey, 2025
From the table above we can see that (30) thirty respondents indicated true, this number constituted 60% while (20) twenty respondents indicated false and this constitute majority of the respondent know what we are discussing.



Question 2: Do you agree that negotiation is an essential in every organization?
	Option
	Number of respondent 
	Percentage %

	Agreed
	15
	30

	Strongly agreed
	30
	60

	Disagreed
	5
	10

	Strongly disagreed
	-
	-

	Total
	50
	100


Source: filed survey, 2025
The table above indicated that 15 (30%) of the respondents agree 60% (30) of the respondents strongly agreed, while only five (5) respondent strongly disagreed.
Question 3: Does effective negotiation assist in the cost reduction an organization?
	Option
	Number of respondent 
	Percentage %

	Yes
	40
	80

	No
	10
	20

	Total
	50
	100


Source: filed survey, 2025
From the table we can see that 8 (eight) respondents indicated yes, this number constitute 80%, while (2) two respondents indicated No, of this constituted 20% of the total of respondents.
Question 4: Does your organization employ negotiation when purchasing materials in the organization?
	Option
	Number of respondent 
	Percentage %

	Yes
	45
	90

	No
	5
	10

	Total
	50
	100


Source: filed survey, 2025
The table above shows that 45(90%) of the respondents indicated yes, while 5 (10%) of the respondents indicated no.
Question 5: does your organization use the best negotiation techniques when negotiating?
	Option
	Number of respondent 
	Percentage %

	Yes
	38
	76

	No
	14
	24

	Total
	50
	100


Source: filed survey, 2025
The table above shows that 38 (76%) of the respondent indicated yes, while 14 (24%) of the respondents indicated No.
Question 6: has your company ever failed in any negotiating activity towards of the achievement of their aims and objectives.
	Option
	Number of respondent 
	Percentage %

	Yes
	40
	80

	No
	10
	20

	Total
	50
	100


Source: filed survey, 2025
From the table above shows that 40 respondents indicated yes, this number constituted 80% while 10 respondents indicated No, of this constituted 20% of the total of respondent.
Question 7: does effective negotiation really contribute right value for money
	Option
	Number of respondent 
	Percentage %

	Yes
	48
	96

	No
	2
	4

	Total
	50
	100


Source: filed survey, 2025
From the table above shows that 48 respondents indicated yes, this number constituted 96% while 2 respondents indicated No, of this constituted 4% of the total of respondents.
Question 8: Does cost reduction assist in increasing profitability in an organization
	Option
	Number of respondent 
	Percentage %

	Yes
	35
	70

	No
	15
	30

	Total
	50
	100


Source: filed survey, 2025
The table above shows that 35 (70%) of the respondents indicated yes, while 15 (30%) of the respondents indicated No.
Question 9: do you agree that all manufacturing company should engage in effective as cost reduction techniques.
	Option
	Number of respondent 
	Percentage %

	Agreed
	15
	30

	Strongly agreed
	30
	60

	Disagreed
	5
	10

	Strongly disagreed
	-
	-

	Total
	50
	100


Source: filed survey, 2025
The table above indicated that 15 (30%) of the respondents agree 60% (30) of the respondents strongly agreed, while only 5 respondents strongly disagreed.
Question 10: do you think that negotiation is failed with challenges in every organization.


	Options
	Number of respondent 
	Percentage %

	Yes
	40
	80

	No
	10
	20

	Total
	50
	100


Source: filed survey, 2025
From the table above shows that 40 respondents indicated yes, this number constituted 80% while ten respondents indicated No, of this constituted 20% of the total of respondent.
Question 11: Are incoming goods inspected?
Table 11 
	Options
	No of  Respondents 
	Percentage of Respondents 

	Yes
	50
	100%

	No
	-
	-

	Total 
	50
	100%


Source: Research survey, 2025
The above table shows that the incoming materials respondents agreed to the facts therefore, the incoming materials are inspected.   
Question 12: How are orders been placed in your company?
Table 12
	Options
	No of  Respondents 
	Percentage of Respondents 

	Through local purchase
	50
	100%

	Through verbal instruction
	-
	-

	Total 
	50
	100%


Source: Research survey, 2025
The above table indicates that the orders made in manufacturing organization are been place through the use of total purchase order (LPO_ and purchase for both local and international purchase. Therefore, it is agreed by 50 respondent representing 100% of the total respondents.
Question 13: If incoming goods are inspected by who?
Table 13 
	Options
	No of  Respondents 
	Percentage of Respondents 

	Inspection department
	30
	60%

	Production department
	5
	10%

	Purchasing department
	15
	30%

	Total 
	50
	100%


Source: Research survey, 2025
The above table indicates that the inspection of incoming goods are made in manufacturing organization through the inspection department, 30 respondent representing 60% of the total respondent shared the opinion that inspection is been made by the inspection department. While only 15 respondent representing 30% inspect by purchasing department, 5 of the respondent representing 10% inspect by production department, therefore, it shows that the company carried out inspection of the goods by inspection department.
Question 14: Who are the purchase decision makers of raw materials in the company?


Table 14
	Options
	No of  Respondents 
	Percentage of Respondents 

	Buyer only
	10
	20%

	Management only
	30
	60%

	Buyer in conjunction with other managerial only
	5
	10%

	Users department 
	5
	10%

	Total 
	50
	100%


Source: Research survey, 2025
The above table indicates that the management only are responsible for the purchase decisions maker of raw materials in the manufacturing organization. 30 out of the 50 respondents agreed on this fact while 10 agreed that buyer only are the decision maker, 5 respondent agreed on buyer in conjunction with other managerial only and the other 5 agreed on users department.
Therefore, 30 of 50 respondents with 60% agreed that the purchase department makers of raw materials in the company are management only.
Question 15: What buying techniques are being used for procuring raw materials?
Table 15 
	Options
	No of  Respondents 
	Percentage of Respondents 

	Ordering 
	30
	60%

	Blanket ordering 
	-
	-

	Contract purchase
	10
	20%

	Spot buying
	-
	-

	Tendering
	10
	20%

	Total 
	50
	100%


Source: Research survey, 2021
From the above table, it was gathered that buying techniques are being used for procuring raw materials by ordering because 30 respondents representing 60% agreed on it. While only 10 respondent representing 20% procure raw materials by contract purchase, 10 of the respondents representing 20% procure by tending. Therefore, it shows that the company procures raw materials by ordering. 
Question 16: What are some of the materials being procured by your company?  
Table 16
	Options
	No of  Respondents 
	Percentage of Respondents 

	Stationeries
	-
	-

	Raw materials
	-
	-

	Test, part and component
	-
	-

	All of the above
	50
	100%

	Total 
	50
	100%


Source: Research survey, 2021
The above table shows that the whole respondents representing 100% agree to this fact, therefore, all these materials are being procured by the company.
Question 17: Is raw materials the major materials used in your company?
Table 17 
	Options
	No of  Respondents 
	Percentage of Respondents 

	Yes
	48
	96%

	No
	2
	4%

	Total 
	50
	100%


Source: Research survey, 2021
From the above presentation, we were made to believe that most manufacturing organizations have raw materials as the major materials used in the company. Only 2 out of the respondent disagreed with the fact. 48 respondents representing 96% also agreed positively. 
Question 18: What kind of end product does your company producers?
Table 18
	Options
	No of  Respondents 
	Percentage of Respondents 

	Consumable goods
	20
	40%

	Industrial goods
	20
	40%

	Tools, parts and component
	10
	20%

	Total 
	50
	100%


Source: Research survey, 2025
The above table indicates that the company producers consumable goods, industrial goods and tools, part and component. 20 out of 50 respondents agreed on this fact of consumable and industrial while 10 agreed on the tools, parts and components.
Therefore, 40 out of 50 respondent with 80% agreed on the both answer that the company produces consumable and industrial goods.
Question 19: Did you agree that population is a discrete group of people, animals or things that can be identified by at least one common characteristic for the purpose of data collection and analysis?
Table 19
	Options
	No of  Respondents 
	Percentage of Respondents 

	Yes
	50
	100%

	No
	-
	-

	Total 
	50
	100%


Source: Research survey, 2025
The above table indicates that population of the manufacturing organization is a discrete of people, animals or things that can be identified by at least one common characteristics for the purpose of data collection and analysis. Therefore, it is agreed by 50 respondent representing 100% of the total respondents.
20. Does strategic sourcing have significant impact on the organizational performance?  
	Options
	No. of Respondents
	Percentage (%)

	Yes 
	48
	96

	No
	2
	4

	Total 
	50
	100


Source: field survey, 2025
The above table indicates that 48 respondents (96%) asserted the strategic sourcing have significant impact on the organizational performance while 2 respondents representing 4% of respondents disagreed with the statement. These shows that majority of the respondents agreed that strategic sourcing have significant impact on the organizational performance.

4.2	TESTING OF HYPOTHESIS
The portion of the research work was mean to test the validity of the earlier hypothesis formulated so that decision can be taken as to whether to accept or reject according to the hypothesis that was formulated in chapter one.	
Null hypothesis (Ho) effective negotiation does not significantly contribute right value for money
Alternative hypothesis (Hi) effective negotiation does significantly contribute right value for money
Using the Chi-square (x2) analysis thus (y2) =  E (o-e)2
							    	

∑ = summation
O = observation frequency 
E = Expected frequency
Table 4.2.1: from the mathematics analysis for further explanation of the hypothesis
	
Options
	O
	E
	o-e
	(o-e)2
	(o-e)x2

	Agree
	48
	10
	38
	144
	144.4

	Disagree 
	2
	10
	-8
	64
	6.4

	Total
	50
	
	
	
	150.8


Sources: complied by the researcher: 2021
e = No of columns – 1 = 5 – 1 = 4
Degree of freedom = DF2
Critical Value (X2) – 4 d.f 0.05 = 150.8 > X2 (9.488)
Decision Rule: Since the test statistics X2 (150.8) is > X2 (9.488) from the distribution table, the Ho (Null Hypothesis) which state that effective negotiation does not significantly contribute right value for money is rejected, While the Hi (Alternative Hypothesis) which state that effective negotiation does significantly contribute right value for money is accepted.




CHAPTER FIVE
5.1	Summary of Findings
Cost of materials and fluctuation in prices and rate are two most cost in Nigeria. Also, the main importance in the regard if delay in payment which lead to cost overrun. There are compensable nor excusable and exercisable delays are specification, change in scope of work leading to suspension of project failure of disposed vital information to contractors, late delivery of materials and failure to finish contractors with appropriates of the following by agreed data.
The need to forecast and control construction activities necessitate efficient cost information management especially in this time of economic recession. Privatization and commercialization of Nigeria economy has bee in progress to improve the efficiency of the industry and utilize private sector managerial techniques to achieve growth and development of the public sector, this has not been possible at the construction industry because of the following reasons;
a.	Nigeria economy is just aspiring towards acquisition of technological knowhow. Therefore, rolling back supervision of major parameters.
b.	The economy is mono-product based which depended on the importation of both capital goods and raw materials needed in the exchange rate and its availability. It is rather unfortunate that one virtually unstable. The exchange rate is rather high, bringing down the purchasing power of the naira by the day.
5.2	Conclusion 
The following conclusion has been reached out at the findings from the analysis of the statistical data obtained from the questionnaire administered and observation from the respondents. The research was on the topic, Negotiation: An effective tool for ensuring best value in Public Sector organizations. It can however be noted that negotiation is an important stage in physical procurement process. Lyson, 2022 stated that Purchasing negotiation must be utilized in it broadest contest as a process of planning, reviewing, and analysis used by a buyer and supplier to reach an acceptable agreement or compromises. The agreement and compromises must be including in all business transactions and not just price. Due to the dramatic transformation in the business world, procurement is now regarded as a strategic function for cost saving and profit maximization. Negotiation as part of procurement is one of the best technique of purchasing goods, services and works which also guarantee value for money spent. Griffith et al, 2021 indicated that a successful negotiation process should be aim at creating a win – win situation where both parties will have a fair deal.
From the analysis, it was noted that, the supplier and the buyer has the influence on the negotiation process.
This is because the quantities supplied by the suppliers are what is demanded by the buyers which should be the case and also more time is made available to the supplier to make supply.
5.3. Recommendations
The following recommendation has been provided as solution to the problems identified in the course of the study. The entire staff of Public Organizations, who have the responsibilities for purchases, must be aware of the negotiation process. the suppliers must be well inform about the terms, conditions and other factors necessary to enhance effective negotiation on sourcing of materials. It should be noted that the negotiation process should creates a win – win situation where both parties will have a fair deal to reflect on the principles of total quality management. The organization must also ensure that adequate training and information are made available to the negotiation team. This will ensure maximum benefit to the organization. The management of the organisations must also have a specific time for materials purchased to be delivered. The organisation must also ensure that all problems which arise between them and their suppliers are resolved whenever it occurs. Clyton, 2021 stated that as conflict is bound to occur when problems are unresolved. Public Sector Organizations must ensure that it follows all the terms and conditions which are involved during negotiation.
REFERENCES
Active Learners. (2021). Dictionary (3rd ed.). Pitman Publication.
Aguiler, T. L., Bui, A., & Bajari, N. J. (2022). Human resource management. Juta and Company Ltd.
Ann, & David. (2020). Principles of cost account (3rd ed.). Terror Publications.
Baily, P., Farmer, D., Crocker, B., Jessop, D., & Jones, D. (2022). Purchasing principle and management (7th ed.). Pitman Publisher.
Burt, E. (2021). Strategic sourcing and negotiation in enhancing procurement performance in Nigerian manufacturing firms. Journal of Supply Chain Management, 6(2), 87–95.
Cerquides, A. (2020). Supply chain management and organizational performance of food and beverage companies in Nigeria. International Journal of Business and Social Science, 1(3), 20–27.
Chambers 21st Century. (2021). Dictionary (10th ed.). Chambers Harrap.
Clayton, R. F. (2021). Effective negotiations seminar, Veldhoven, 1983–2021.
Cyert, A. J., March, J., & Simon, M. (2021). Marketing management (15th ed.). Pearson Education.
Dobler, D. W., Burt, D. N., & Lee, L. (2020). Purchasing and materials management (5th ed.). McGraw-Hill.
Dobbler, D. W., Burt, D. N., & Lee, L. (2021). World class supply chain management (7th ed.). McGraw-Hill.
Eric, & Makafui. (2021). Effective negotiation: From research to results (3rd ed.). Cambridge University Press.
Farmer, D. (2022). Purchasing management handbook (2nd ed.). Gower Publishing Company.
Griffith, A., Knight, A., & Smith, J. (2021). Law for purchasing and supply (3rd ed.). Prentice Hall.
Gulati, A., Rindfleish, P., & Ferguson, C. (2022). Supply chain management and organizational performance of food and beverage companies in Nigeria. International Journal of Business and Social Science, 1(3), 20–27.
Kurtzberg, A. I., & Medvec, W. I. (2022). The impact of effective procurement practices on organizational performance: A study of selected oil and gas firms in Nigeria. African Journal of Business Management, 5(14), 5815–5820.
Leenders, M. R., Johnson, P. F., Flynn, A. E., & Fearon, H. E. (n.d.). Purchasing and material management. Retrieved from Google Search.
Lester, A., & Benning, A. (2021). Procurement in the process industry (1st ed.). Butterworth & Co Ltd.
Lewicki, R. J., Barry, B., & Saunders, D. M. (2015). Negotiation (7th ed.). McGraw-Hill Education.
Loffler, A. (2021). Human resource management. Juta and Company Ltd.
Lyson, D. M., & Farrington, L. L. (2022). The mind and heart of the negotiator (5th ed.). Pearson Education.
Lyson, K. (2022). Purchasing and material management. McGraw-Hill.
Lyson, K., & Farrington, B. (2022). Purchasing and supply chain management.
Markowaski. (2020). The role of negotiation in procurement processes in Nigerian manufacturing firms. International Journal of Business and Management Invention, 7(9), 1–6.
Markus, B., & Uta, A. (2022). The effect of negotiation strategy on organizational profitability. Journal of Business Administration and Management Sciences Research, 6(3), 45–52.
Moore, U. C. (2021). The effect of negotiation strategy on organizational profitability. Journal of Business Administration and Management Sciences Research, 6(3), 45–52.
Ogujor, B. A., & Alabi, E. O. (2018). The role of negotiation in procurement processes in Nigerian manufacturing firms. International Journal of Business and Management Invention, 7(9), 1–6.
Sabine, R. J., Lewicki, B., Barry, B., & Saunders, D. M. (2020). Negotiation (7th ed.). McGraw-Hill Education.
Trepte, B. (2020). Effective negotiation: From research to results (3rd ed.). Cambridge University Press.
Trybus, B. (2020). Strategic sourcing and negotiation in enhancing procurement performance in Nigerian manufacturing firms. Journal of Supply Chain Management, 6(2), 87–95.
Van Weele, L. (2020). The mind and heart of the negotiator (5th ed.). Pearson Education.
Yuan, P., & Turel, K. L. (2021). Marketing management (15th ed.). Pearson Education.
 

. 


APPENDIX
Kwara State Polytechnic,
Department of Procurement and Supply
Chain Management.
P.M.B. 1375, Ilorin,
Kwara State.
The Manager,
Seven Up Bottling Company Plc,
Ilorin Plant.
Dear Sir/Ma,
LETTER OF INTRODUCTION
I am a ND II student of Kwara State Polytechnic, Ilorin, Department of Procurement and Supply Chain Management
I am carrying out the research on the Impact of Negotiation Strategies on Organization Performance (a case study of Seven Up Bottling Company Plc Ilorin Plant), this research work is basically on academic exercise, which in require in partial fulfillment of the ND award, you are there by requested to respond to the questionnaire honestly.
All information given shall be as confidential as possible and your amenities as granted.  Looking forward for anticipated cooperation.

Yours faithfully,

ISIAKA ISHAT OLAITAN
ND/23/PSM/PT/0029


QUESTIONNAIRE
SECTION A
Please tick the appropriate option and fill the space provide
1. Sex: Male (	) Female (	)
2. Marital status: Single (	), Married (	), Divorce (	), Widow (	)
3. Age: 15-25 (	), 25-35 (	), 35-45 (	), 45 and above (	).
4. Qualification: SSCE/WASC (    ), NCE/ND (    ).B.Sc/HND (	),MBA/MSC (	), 
5. Company Operation: Manufacturing (	), Services (	), 
SECTION B
1 do you know what negotiation is? (a) Yes (     ), (b) No (     )
2: Do you agree that negotiation is an essential in every organization? (a) Agreed (     ), (b) Strongly agreed (     ) (c) Disagreed (     ) (d) Strongly disagreed (     )
3: Does effective negotiation assist in the cost reduction an organization? (a) Yes (     ), (b) No (     )
4: Does your organization employ negotiation when purchasing materials in the organization? (a) Yes (     ), (b) No (     )
5: does your organization use the best negotiation techniques when negotiating? (a) Yes (     ), (b) No (     )
6: has your company ever failed in any negotiating activity towards of the achievement of their aims and objectives? (a) Yes (     ), (b) No (     )
7: does effective negotiation really contribute right value for money? (a) Yes (     ), (b) No (     )
8: Does cost reduction assist in increasing profitability in an organization? (a) Yes (     ), (b) No (     )
9: do you agree that all manufacturing company should engage in effective as cost reduction techniques? (a) Agreed (     ), (b) Strongly agreed (     ) (c) Disagreed (     ) (d) Strongly disagreed (     )
10: do you think that negotiation is failed with challenges in every organization? (a) Yes (     ), (b) No (     )
11: Are incoming goods inspected? (a) Yes (     ), (b) No (     )
12: How are orders been placed in your company? (a) Through local purchase (     ), (b) Through verbal instruction (     ) 
13: If incoming goods are inspected by who? (a) Inspection department (     ), (b) Production department (     ) (c) Purchasing department (     )
14: Who are the purchase decision makers of raw materials in the company? (a) Buyer only (     ), (b) Management only (     ) (c) Buyer in conjunction with other managerial only (     ) (d) Users department (     )
15: What buying techniques are being used for procuring raw materials? (a) Ordering (     ), (b) Blanket ordering (     ), (c) Contract Purchase (     ) (d) Spot buying (     ) (e) Tendering (     )
16: What are some of the materials being procured by your company? (a) Stationeries (     ), (b) Raw Materials (     ), (c) Test, Part and Component (     ) (d) All of the above (     )
17: Is raw materials the major materials used in your company? (a) Yes (     ), (b) No (     )
18: What kind of end product does your company producers? (a) Consumable goods (     ), (b) Industrial goods (     ), (c) Tools, Part and Component (     )
19: Did you agree that population is a discrete group of people, animals or things that can be identified by at least one common characteristic for the purpose of data collection and analysis? (a) Yes (     ), (b) No (     )
20. Does strategic sourcing have significant impact on the organizational performance?  (a) Yes (     ), (b) No (     )




