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Currencies (continued)
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Step 8 (tactical selection), 13, 161–162,
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Step 3 (currencies/options identification),
12, 80–81, 93–95, 197, 214

Step 4 (power assessment), 12, 71–72,
81–82, 197–198, 214

power hierarchy of, 7, 10–11
principles, 203–204
process of exchange, 2, 7–11
skills/behaviors, negotiating, 13, 63, 69,

109–117
stages (see Stages model, negotiation)
styles (see Style(s), negotiating)

Neutral zone actions, 161
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149
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business versus personal, 11, 34
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People as currency, 48, 67
Personal attacks, as adversarial tactic, 149–150
Personal negotiating situations, 14
Personal objectives, 11, 34
Pinch factor, as win-win tactic, 132–133
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Soak time, as win-win tactic, 134–135
Sources, alternative; power in, 63, 64–67
Specifications, 175–181, 189
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fight-flight continuum, 102–105
issues versus relationship, 101–102
open/responsive (O/R), 108, 117, 209
push and pull behaviors, 106, 107
versus skills, 100
survey, 13, 100, 102, 107–108, 205–210
team negotiations, 186, 190
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Win-win tactics, 119–140
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