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Annotation. The article explores how cognitive biases affect the negotiation process in
international business-to-business (B2B) interactions. The aim of the study is to identify how
cognitive biases and principles influence the effectiveness of negotiations in the international
business environment. The study employed general scientific methods of cognition, including
analysis, synthesis, induction, deduction, comparison and generalization. The findings indicate
that cognitive biases play a significant role in decision-making during international B2B
negotiations. They shape the subjective perception of information, influence risk assessment
approaches, and affect the choice of interaction strategies between parties. Among the most
influential biases are confirmation bias, the blind spot bias, and the availability heuristic - all
of which operate on a subconscious level, leading to distorted assessments of counterparties,
deeper cross-cultural barriers, and reduced overall communication efficiency. Understanding
the presence and mechanisms of these biases can improve the quality of managerial decisions
and enable more accurate predictions of partner behavior in a complex global context. The
study also reveals that three cognitive principles play a crucial role in international B2B
negotiations: authority, social proof, and reciprocity. The principle of authority helps build trust
by appealing to expert opinion. Social proof reduces perceived risk by showing that certain
actions are supported by other market participants. However, the principle of reciprocity
proves to be the most effective for establishing long-term partnerships, as it is based on a moral
obligation to return goodwill. In the international context, gestures such as offering free advice
or symbolic gifts are particularly effective - they create cognitive pressure while simultaneously
serving as powerful tools for building trust. Overall, cognitive biases can either enhance
negotiation effectiveness or become sources of risk if left unchecked. Practical value of the
study lies in the potential to improve negotiation strategies by consciously leveraging and
mitigating cognitive biases in the international business environment.
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BniMB KOTHITUBHUX yliepeKeHb HA neperosopu y B2B

AHorania. CtaTTa npucesiueHa LOCJiJIKEeHHIO BIUIMBY KOTHITUBHHUX yllepe/»KeHb Ha
npoliec BeJleHHs neperoBopiB y chepi MixkHapogHOro 6i3Hecy Mixk KomnaHissMmu (B2B). MeTta
JOCJIIPKEeHHA - BUABUTH, AKUM YHUHOM KOTHITHUBHI ylepe/»>KeHHs Ta KOTHITUBHI NPUHLUIHA
BIJINBAIOTh Ha epEeKTUBHICTb IepPEroBOPiB y MixkHapoJHOMY 6i3HecoBOMY cepeZoBuLLi. B xozi
HAyKOBOTO JOCJi/P)KeHHS BUKOPUCTOBYBAJIMCA 3araJlbHOHAYKOBI MeTOU Mi3HAHHA, 30KpeMa
aHaJli3, CUHTEe3, IHAYKLif, JeAyKLlif, IOPIBHAHHSA Ta y3arajJbHeHHd. Pe3ysibTaTH LOCHiAKeHHA
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N0Ka3ylTh, L0 KOTHITUBHI ynepe/KeHHSl € BaX/JMBHUM (AKTOpPOM, SAKHUH BIJIMBAE Ha
NpUUHATTA pilleHb nij 4ac MikHapoaHux B2B-meperoBopiB. 3okpeMa, BOHU (OpPMYIOTh
Cy6’€EKTUBHE CIPUMHATTS iHdopMallil, BU3Ha4YalTh MiAXi/ A0 OL[iHKU PU3HUKIB i BIJINBAIOTh HA
BUOip cTparterii B3aemofii MiXk cTopoHaMu. /Jlo HaWOiAbII BIJIMBOBHUX KOTHITUBHHUX
BUKPHUBJIEHb HaJslexkaTb edeKT MiATBep/KeHHs, ynepeKeHHsl CJIinol 30HU Ta eBPUCTHUKA
JOCTYIHOCTI - yCi BOHU Jil0Th Ha HECBiJOMOMY PiBHI, 1110 MPU3BOJAUTH 10 CIOTBOPEHOI OL[iHKHU
KOHTpareHTIiB, NOTJIN6JeHHS MIXKKY/IbTYPHUX 6ap’€piB Ta 3HWXKeHHS 3arajibHOI eeKTUBHOCTI
KOMYHIKalii. 3HaHHA PO HAasABHICTb i MeXaHi3MHU [lii TaKUX yliepeJ»KeHb JJa€ 3MOr'y NiIBULUTH
SKICTb YNpPaBJIHCbKUX pillleHb Ta OiJbIl TOYHO MPOTHO3YBAaTH NOBEAiHKY MapTHepiB y
CKJIaIHOMYy TJIOOGAJIbHOMY KOHTEKCTi. Y XOJi AOC/Hif»KeHHS TaKOX BCTAaHOBJIEHO, L0 B
MixHapoAHUX B2B-neperoBopax 3Ha4yHy poJib Bifirpal0Tb TPU KOTHITUBHI NPUHLUIH:
aBTOPUTETY, COLia/IbHOTO0 [J0Ka3y Ta B3aEMHOCTI. [IpuHLMT aBTOPUTETY cipusie GOPMYyBaHHIO
JIOBipH 4epe3 anesidaLio Lo ekcnepTHOI AyMKU. CoLiaJbHUN [0Ka3 3HWXKYE PiBEHb PU3HUKY,
JIeMOHCTPYIOYA CXBaJleHHs NeBHMUX Jid IHIIMMM Yy4YacHUKaMM pHHKY. BopgHouac,
HalBaroMilluM JJjis1 HaJaroJ»KeHHs CTIMKUX NapTHEPCbKUX 3B’A3KIB BHUABUBCA NPUHIUI
B3aEMHOCTI, SIKMM 0a3yeTbCi Ha MOpaJbHOMY 3000B’si3aHHi BiJOBICTU Ha BHUSBJIEHY
Jl0OPO3UYJIUBICTD. Y MIXKHapOJAHOMY KOHTEKCTI 0C00/IMBO e(peKTUBHUMM € TaKi NMPOABH, K
Ha/laHHA 6e3KOLITOBHOI NOPa/iv YU CUMBOJIIUHI NOJAAPYHKHU - BOHU CTBOPIOIOTh KOTHITUBHUU
TUCK i BOJJHOYAC CAYTYIOThb MOTY>XKHUM 3aco60M GopMyBaHHS JOBipU. 3arajoM, KOTHITUBHI
ynepepkeHHsS MOXKYTb C/IyT'yBaTH K iIHCTPYMEHTOM Mi/iBULIeHHS epeKTUBHOCTI IeperoBopis,
TaK 1 JpKepesJoM PHU3UKY, AKIO 3aJULIAITbCA 103a KOHTpoJieM. [IpakTH4yHe 3HadyeHHs
JOCHIJPKeHHsl TIOJIAITAE Yy MOMJIMBOCTI NOKpalleHHs INeperoBOPHUX CTpaTerii LIJISAXOM
YCBiZJOMJIEHOTO BUKOPHUCTAHHSA Ta HeMTpasi3auil KOTHITUBHUX yliepe»KeHb Y M>KHApPOAHOMY
6i3Hec-cepeOBUIL.

K/ouoBi c/i0Ba: KOTHITUBHI ynepeKeHHs, eperoBopu, MikHapoJHUM 6i3Hec, B2B,
NPUNHATTSA pillleHb.

Introduction

Problem Statement. In today’s environment, marketing is undergoing a transformation -
from traditional tools of influence to a deeper, more personalized level based on psychological
principles. Modern B2B marketing goes beyond rational argumentation and increasingly
appeals to unconscious decision-making mechanisms that shape the behavior of counterparties
during negotiations. This shift is especially evident in international supply agreements for
goods and services, where relationships between parties are often long-term and strategic in
nature.

In such a context, possessing only persuasion techniques or standard presentation
methods is no longer sufficient. [t becomes essential to deliberately use psychological triggers
that build trust, reduce perceptual barriers, and influence decision-making. However, it is
important to remember that in the B2B environment, especially in the context of cross-cultural
interaction, these mechanisms must be applied subtly and with a high degree of respect for the
partner’s autonomy. Overuse or poor communication can not only destroy trust but also
jeopardize the very prospect of collaboration.

Thus, effective psychological marketing in B2B is not manipulation, but rather the art of
shaping persuasive communication strategies that simultaneously consider both the rational
and the emotional-cognitive aspects of the partner’s behavior, while maintaining a balance
between influence and mutual respect.

Analysis of recent scientific research and publications. The issue of the influence of
cognitive biases on negotiation processes in the international B2B segment is not sufficiently
covered in the scientific literature. Most available sources are presented in the form of applied
online publications, which offer an overview of the topic in the context of business practice, but
are not always based on academic analysis or a systematic approach.
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Within the presented literature, significant contributions to the coverage of specific
aspects of the topic have been made by such sources as UX Republic [5], with focus on the role
of cognitive biases in information processing-fundamental for understanding their impact on
negotiations. The study by Formentini, M., Romano, P. [2] highlights the application of the
reciprocity principle in B2B digital marketing, demonstrating how psychological factors
influence partner behavior in communication processes. In turn, W. Homden [3] analyzed three
core psychological principles, including biases, that shape the effectiveness of B2B marketing,
thus indirectly addressing the topic of negotiations. Liozu S., & Hinterhuber,A. [4] examined the
anchoring effect in price perception in B2B sales, which is directly related to negotiations on
pricing and pricing strategies. Also worth noting is source [1], which provides a contemporary
overview of the influence of the anchoring effect on B2B pricing strategies, albeit from a more
pragmatic than theoretical perspective.

Expert literature was also used in the study, including publications in online media such
as Mgn.com.ua, Digital Staff, and Drukarnia.com.ua, which highlight current aspects of the
influence of cognitive triggers and psychological mechanisms on the behavior of clients and
partners in the business environment.

Despite the sufficient number of sources addressing individual aspects of the problem,
there is a noticeable lack of systematized material on the research topic, especially in the
context of international B2B. Therefore, using various methods of scientific inquiry, the
information was analyzed, grouped, systematized, and presented in the light of the research
topic.

The aim of the article is to determine the impact of cognitive biases and principles on the
effectiveness of negotiations in international business.

Results

In the process of conducting negotiations within the sphere of international B2B
cooperation, increasing attention is being paid not only to economic and legal factors, but also
to psychological mechanisms of influence, among which cognitive biases are particularly
prominent. These systematic deviations in thinking, arise as a result of the use of mental
heuristics and are crucial for information perception, risk assessment, and the formation of
strategic decisions in the highly regulated and cross-cultural environment of B2B
communications [5].

Under the influence of biases, parties often perceive differences as greater than they
actually are. Conversely, during the formation of long-term alliances, the confirmation bias
becomes particularly evident: parties tend to seek arguments “in favor” of the desired
cooperation and ignore critical signals.

One of the most insidious biases is the blind spot bias - the tendency to identify distortions
in others while failing to recognize them in oneself. For negotiators in the B2B sector, this
manifests as an overconfidence in their own objectivity, which often leads to a reluctance to
consider feedback or the opinions of external analysts.

The availability heuristic involves overestimating the likelihood of an event based on how
easily it comes to mind. In international negotiations, this heuristic is particularly evident when
assessing political, currency, or reputational risks. For example, during periods of rising
geopolitical tension in certain regions, companies from partner countries may display an
unjustifiably heightened level of caution toward cooperation, referring to isolated, media-
amplified incidents. This, in turn, can lead to delays in contract finalization or the revision of
previously agreed terms.

The “surprise” effect has heightened cognitive appeal. In B2B negotiations, it can be used
as part of a presentation strategy when a company presents an exceptional success story in a
new market or with an unconventional product [5].



AKAJIEMIYHI BI3II

Bunyck 14/2022

In international B2B marketing, psychological triggers function as invisible yet highly
effective mechanisms that not only convey information but also establish emotional connection,
build trust, and influence the behavioral patterns of target audience representatives. It is
precisely through these triggers that communication strategies gain the persuasiveness
necessary to motivate a partner or client toward a target action - signing a contract, responding
to an offer, or participating in the negotiation process [7]. Table 1 presents the key principles
most commonly used in marketing.

Table 1 - Psychological Biases Used in Negotiations in International B2ZB

Ne | Name Essence of Cognitive Influence

1 | Principle of | People trust authorities; companies use experts or position
Authority themselves as thought leaders.

2 | Principle of Social | In situations of uncertainty, people tend to adopt the positions and
Proof observe the behavior of those who act confidently.

3 | Principle of | People are inclined to reciprocate kindness - even a symbolic gift
Reciprocity can stimulate loyalty and repeated actions.

Note: systematized based on [6]

As noted by Homden W., the most appropriate approach in negotiation matters is to focus
on three key cognitive biases: authority, social proof, and the principle of reciprocity [3].

Principle of Authority (Authority Bias). The cognitive bias of authority suggests that
individuals tend to agree with the opinions or actions of those who possess high social,
professional, or expert status. In the negotiation process, this creates a situation in which the
presence or involvement of top management representatives, thought leaders, or
internationally recognized experts can significantly strengthen the party’s argumentation [3].

In the international B2B environment, this mechanism is manifested through:

- appeals to certifications, membership in professional associations, and
participation in global forums;

- inclusion of individuals with recognized authority in the field in the negotiation
process;

- building presentations based on data obtained from authoritative research
institutions.

At the same time, it is important to consider cross-cultural differences in the perception
of authority. In some cultures (e.g., Arab countries or China), social status and formal hierarchy
play a key role, whereas in low power distance cultures (e.g., Scandinavian countries),
competence is of primary importance, regardless of official rank [3].

The principle of authority underpins another important principle used in strategic and
pricing planning - anchoring (the anchoring effect). This is a tool for shaping price perception
in B2B sales that influences decision-making processes in high-value and technologically
complex industries. The essence of the effect lies in the fact that the first stated price (the
anchor) sets a reference point, relative to which all subsequent offers are perceived as more
favorable or, conversely, less attractive. This allows for shifting not the pricing policy itself, but
its perception, guiding the client toward a desired price level even before negotiations begin
[4,1].

Principle of Social Proof (Social Proof Bias). Social proof is a cognitive bias whereby the
behavior of others is viewed as a guide for one's own choices, especially in conditions of
uncertainty. In the context of international B2B negotiations, this means that examples of
cooperation with other well-known companies, public client testimonials, and successful
implementation cases act as persuasive factors and help reduce perceptual risk. The
psychological mechanism operates as follows: if others have trusted this counterparty, it
signals reliability and professionalism. This effect is amplified when:



AKAJIEMIYHI BI3II

Bunyck 14/2022

- testimonials from companies recognized as industry leaders are presented;

- the geographic and cultural diversity of clients is highlighted (to emphasize
adaptability to different markets);

- numerical data is published (e.g, number of completed projects, growth in
customer satisfaction, etc.).

This principle becomes especially important in cases where the person participating in
the negotiations is not the final decision-maker. In such situations, social proof serves as an
argumentative resource that facilitates the internal “resale” of the product or solution to their
superiors [3].

Principle of Reciprocity (Reciprocity Bias). The principle of reciprocity is one of the
fundamental social norms, according to which individuals tend to respond with a positive
action to a received benefit, service, or gesture of trust. Historically, this behavioral model
served as a mechanism for strengthening interpersonal and intergroup ties, contributing to the
formation of social capital and trust within communities. In the context of international B2B,
where deals are often concluded amid cultural barriers and high levels of uncertainty, the
principle of reciprocity plays a critical role in building initial trust and activating the negotiation
process [2].

The reciprocity bias is based on a universal social norm: if one party provides a service
or benefit, the other feels a moral obligation to reciprocate. In international B2B negotiations,
this behavioral model serves as a foundation for building trust, which is critical in conditions of
cultural diversity and initial uncertainty.

[t is worth noting that the effectiveness of this principle depends on an appropriate
balance between the value of the provided “benefit” and the expected return. Excessive or
asymmetrical gestures may be interpreted as a sign of weakness or an attempt of manipulation
- especially in high-context cultures such as Japan or South Korea [3].

One of the key manifestations of the reciprocity bias in B2B interaction is the strategic use
of a free, value-rich piece of advice. This communicative move has a powerful psychological
effect, as it creates an asymmetry in social exchange, activating in the recipient a tendency
toward reciprocation [8]. In the international B2B context, where cultural distance,
asymmetrical information, and limited mutual understanding are often present, a free piece of
advice performs several important functions:

Reducing cross-cultural mistrust. The advice signals a willingness to cooperate and
openness, which is highly valued in cultures with a high level of uncertainty avoidance.

Demonstrating expertise through action rather than declaration. In contexts where
reputation and authority are critically important (e.g., Japan, Germany, South Korea), a specific
piece of advice carries greater persuasive power than abstract claims of experience or
competence.

Building “emotional capital.” In cultures where business relationships have a personal
dimension (e.g., Arab or Latin American countries), such an act often becomes the starting point
for building long-term partnerships.

Creating an implicit obligation. Although the advice is presented as unconditional, the
recipient cognitively perceives it as an investment that requires a compensatory action - at the
very least, in the form of openness to further cooperation [8].

Gifts within the framework of the reciprocity principle serve as a trigger for social
obligation - even a small or symbolic gift creates in the recipient a psychological tendency to
reciprocate. In a business context, this may manifest as returning to the company, providing
positive feedback, brand loyalty, or recommending the company to others. The very act of
giving is perceived not only as a gesture of care or generosity, but also as the initiation of a
social contract, albeit an informal one [10].

The principle of reciprocity in business practice, particularly in the international B2B
environment, plays a dual role: on the one hand, it fosters the development of stable
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partnership relations, while on the other - it can undermine the foundations of fair price
competition. A deal based on reciprocity implies that one company agrees to purchase products
or services from a partner in exchange for reciprocal commercial actions. However, when such
reciprocity becomes coercive, it effectively limits the ability to compare market alternatives and
leads to a situation in which price, quality, and service are no longer the main criteria for
selecting a supplier.

From the perspective of a competitive environment, coercive or formalized reciprocity
creates artificial barriers to entry for new market players, particularly for less diversified or
smaller companies. It reduces the efficiency of procurement decisions, as managers are forced
to consider not market indicators, but the history of reciprocal purchases. Such practices may
be anti-competitive in nature and can be deemed illegal if proven to aim at excluding
competitors or leveraging purchasing power for forced sales. Thus, the use of the reciprocity
principle without proper ethical and legal oversight can transform it from a tool of partnership
into an instrument of market monopolization [9].

In international B2B practice, the principle of reciprocity is used as a strategic negotiation
tool at various stages of the negotiation cycle:

Providing value in advance: for example, offering a detailed market analysis or a
presentation with personalized recommendations even before formal cooperation begins. Such
actions create an impression of non-commercial generosity, which lowers the barriers to
concluding an agreement.

Demonstrating openness through pilot projects or free demo solutions: similar to the
practice of free trials in digital marketing (Shankar et al., 2003), this may involve offering a test
integration or limited product supply during the negotiation process, which lays the foundation
for emotional loyalty.

Personalized approach as a form of mutual attentiveness: a company’s ability to adapt its
offerings to the specifics of the partner’s market or culture is perceived as a sign of respect,
which triggers a response of reciprocal goodwill and the perception of a “partnership” rather
than a transactional relationship.

According to empirical data, companies that consistently apply the principle of reciprocity
demonstrate a higher rate of successful deals and better long-term loyalty indicators from
international partners [2].

Reciprocity, authority, and social proof are not merely theoretical constructs but effective
tools for managing perception and behavior in the cross-cultural B2B negotiation process. The
conscious application of these cognitive biases not only enhances the effectiveness of
communication but also creates the conditions for building long-term partnerships based on
trust, expertise, and social legitimacy [3].

However, the effectiveness of psychological triggers directly depends on the
appropriateness, moderation, and ethicality of their application. Excessive emphasis on the
emotional component or aggressive exploitation of cognitive biases can lead to a loss of trust,
especially in cross-cultural interactions, where there is heightened sensitivity to manipulation.
Successful use of triggers in B2B marketing is not about manipulation, but about delivering
relevant value that aligns with the expectations and needs of partners, and contributes to
building long-term, mutually beneficial relationships [5, 7].

Conclusions. Cognitive biases are a key factor influencing decision-making in
international B2B negotiations, as they shape the perception of information, interpretation of
risks, and interaction strategies. These systematic distortions in thinking - such as confirmation
bias, blind spot bias, or the availability heuristic - operate at an unconscious level, altering the
evaluation of counterparties, reinforcing cross-cultural barriers, and reducing the effectiveness
of the negotiation process. Understanding and recognizing the mechanisms of such biases not
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only improves the quality of decisions but also enhances the ability to predict partner behavior
in a complex global environment.

In negotiation practice, three cognitive principles - authority, social proof, and reciprocity
- play a particularly important role. Authority builds trust through appeals to expertise, while
social proof reduces perceived risk by demonstrating approval from others. However, the most
significant in establishing stable partnership relations is the principle of reciprocity, which
activates a willingness to cooperate based on the moral obligation to return a received benefit.
In the international B2B context, offering free advice or showing generosity through symbolic
gifts proves especially effective, as it creates cognitive pressure on the partner while
simultaneously serving as a tool for building trust.

Thus, the use of cognitive biases in international B2B negotiations is a double-edged tool.
On the one hand, understanding them enables more effective negotiation strategy
development, greater influence on the partner, and the shaping of a desired perception of value.
On the other hand, falling uncontrollably under the influence of one’s own or others’ biases can
significantly reduce the quality of decisions, distort risk assessment, and undermine trust.
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