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CHAPTER 0: Introduction

0 I ntroduction

The communication of offers is central to the bar-
gaining process; hence an understanding of nego-
tiation requires an understanding of concessional
patterns. The study of offers and concessions has a
long history. [...] Nevertheless, gaps in our under-
standing exist, thus a variety of extensions and
modifications of current research would improve
our theoretical insights on the role of offers in ne-
gotiation. (TUTZAUER 1992: 79-80)

0.1 Focus of the study

The quotation by TUTZAUER, a communication scholar rooted in a social scientific
tradition, aptly summarises the intention of the present study: to fill gaps in the un-
derstanding of offers in the negotiation process. My aim is to add a linguistic per-
spective by shedding light on the occurrence, form, meaning, and function of offers
in business negotiations, as well as on how they are elicited and responded to in this
type of speech event. Simulated negotiations conducted by Irish English business
professionals serve as linguistic data material.

It seems obvious to regard offers as typical elements of negotiations. However, the
literature review and data analysis process reveal that the topic is much more com-
plex than initially expected. For instance, the first working hypothesis that the phe-
nomenon of interest would be subsumed under the term offer requires revision at an
early stage: in fact, the phenomenon is called different names in the non-linguistic
literature (offer, bid, proposal, concession, promise, etc.) and given different
metapragmatic labels in the linguistic literature (offer, promise, guarantee, etc.).
Contrary to what many how-to books on negotiation imply, it is evident from looking
at the present negotiation corpus that price offers are not the only type of offer which
play a major role in negotiations.

One of the first steps when approaching the topic of offers in negotiations is to arrive
at a sound definition of offer which integrates speech act theoretic concepts, insights
gained from non-linguistic negotiation research, as well as popular scientific ap-
proaches to offers in negotiation. Present-day monolingual English dictionaries are
useful to grasp the different meanings of the lexeme offer (as noun and verb) as they
occur in today's English (THE OED ONLINE 1989; OALD 2000; DCE 1995; NODE
1998; AHDEL 2003). The following key features are common to all dictionaries
consulted:

a) An offer is the act of expressing one's willingness or intention to do something.

b) There is an interactional dimension involved in the utterance of offers: when of-
fering something (a good, service, plan, etc.), the speaker (S) presents it to the
hearer (H) for acceptance, refusal, or consideration. S's obligation to do some-
thing depends on H's acceptance: "To present or tender for acceptance or refusal;

1



CHAPTER 0: Introduction

to hold out (a thing) to a person to take if he or she so desires" and "To propose
or express one's readiness (to do something) if the person addressed assents'
(both THE OED ONLINE 1989, added emphases).'

¢) An offer may imply an exchange between S and H: S is willing to offer H some-
thing because S gets something in return. In this connection, offer can denote the
amount of money (price) S is willing to pay for something, or — in the sense of
making something available for sale — the price at which S is willing to sell
something.

In these dictionaries, several lexemes are explicitly identified as synonyms of or
terms related to offer: proffer, tender, bid, propose/proposal. Alternatively, the lex-
emes are used in the various definitions of offer to paraphrase its meaning (and vice
versa).” However, these words have narrower meanings than offer. They may focus
on the physical act of presenting an object to somebody for acceptance or rejection
(e.g. to proffer a hand), on the offering of a verbal good such as opinion or advice
(e.g. to proffer an opinion), or they are used in formal contexts such as business and
legal contexts (e.g. to make a 1,000 Euro bid for the vase at an auction; to bid for a
contract; to bid to host the next Paralympics; to tender one's resignation; to tender
an oath; a public tender for the city's newest construction project; to propose a mo-
tion or a change in law, a proposal for structural reform).

As far as a speech act theoretic definition is concerned, the dictionary definitions of
offer and its related terms can only be used as a starting point. According to KASPER
(1981: 98), the labels for speech acts are termini technici which may deviate from
everyday usage. A first inspection of the Irish English business negotiation data
shows that in order to capture all aspects which are of interest, the present study re-
quires a definition of offer which is broader than what this brief review of dictionary
definitions reveals. My definition of offer in the context of negotiations therefore
subsumes related terms such as bid, proposal, concession, promise, guarantee,
pledge, and statement of commitment, the most significant common denominator
being their commissive illocutionary force.

Throughout the study I highlight the similarities and differences between the type of
offers speakers typically make in everyday conversation and the type of offers (as
defined in the present study) they make in negotiations. I distinguish between the two
notions in the following way: whenever I review and discuss how offers are treated
in the literature, or refer to offers which are typical of everyday conversation, the
word is spelled with a lower case 0 (mainly in Part 1 of the thesis, the "Theoretical
Framework"). From Part 2 of the thesis, called "Empirical Study", I capitalise the
term Offer whenever I refer to the object of investigation of this study.

! Other aspects of meaning such as offer of marriage or offer in the sense of give something to God are
not considered here.

2 Cf. WIERZBICKA's (1987: 4-5) criticism of the circularity of dictionary definitions.
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0.2 General context and relevance

The present investigation claims that the outcome or final decision at the end of a
negotiation is the result of the interactive dealing with offers during the negotiation
process. The general importance of offers, proposals, concessions, etc. and their stra-
tegic potential is recognised both by negotiation researchers, particularly in social
psychology and experimental economics (e.g. RUBIN & BROWN 1975; HAMMER &
YUKL 1977; ROTH & MURNIGHAN 1982; MAYNARD 1984; TUTZAUER 1992), and by
authors of best-selling how-to negotiate guides (e.g. FISHER, URY & PATTON 1991;
BAGULEY 2000; LEWICKI ET AL. 2003; MALHOTRA 2006), as seen in the following
exemplary quotation (as well as in the introductory quote from TUTZAUER):
Concessions are central to negotiation. Without them, in fact, negotiations would not

exist. If one side is not prepared to make concessions, the other side must capitulate or
the negotiations will deadlock. (LEWICKIET AL. 2003: 76)

However, very few empirical studies on negotiation examine offer utterances and
sequences in detail. In studies in linguistic pragmatics, offers have rarely been inves-
tigated, unlike other speech acts, like requests, apologies, complaints, or compliment
responses. If researchers do analyse offers, they primarily focus on offers found in
everyday conversation (e.g. WUNDERLICH 1977; HANCHER 1979; EDMONDSON 1981;
MATOBA 1996; BARRON 2003). The current study seeks to contribute to filling this
gap.
Offers are regarded as a particularly interesting object of study because they indicate
a negotiator's willingness to give something, to make a concession, to cooperate with
the other party. NEUMANN, who studies requests in negotiations, advocates a focus
on such cooperative strategies:

I take it that 'requesting' would be seen as belonging to the 'older model'. Focusing on

the relational side of negotiations is in line with modern negotiation theory of the

Fisher/Ury school. 1T agree that 'positive’ cooperative strategies should be focused on
[...]. NEUMANN 1995: 31)

The study of offers can thus help to find out how outcomes are achieved and how
decisions are made. Apart from this generic interest in offers and negotiations, the
results may also be relevant to the teaching of business negotiation skills, both in a
first language (L1) and second language (L2) context. PLANKEN emphasises the need
for special modules on business negotiation within business communication pro-
grammes:
Analyses of skills needs among post-graduate business students have shown that the
emphasis in the higher management positions they tend to end up in is on oral skills in
meetings, negotiations, interviews and presentations, rather than on the written skills
which have traditionally received the bulk of attention in business communication and
administration programmes, and more particularly in foreign language modules.

(PLANKEN 2002: 4, referring to LOUHIALA-SALMINEN 1996; MAES, ICENOGLE &
WELDY 1997 and others)

The L2 teaching context is particularly relevant when it comes to intercultural busi-
ness contacts. Here, speakers misunderstand each other more often than in intracul-
tural encounters where they are more likely to share cultural background knowledge
and a common communication mode (cf. MARTIN 2001; FLYNN & MORLEY 2002;
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O'REILLY 2003). Misunderstandings may have severe consequences: if a negotiation
goes awry, a company may suffer economic losses, and a potential long-term busi-
ness relationship may be jeopardised. The business relationship between the negotia-
tors — and hence between the companies they represent — is also negatively affected
if the negotiating parties' relationship is disturbed on a personal level. For instance,
the speaker may verbally offend the other party because he violates a politeness norm
which is typical of the other culture but of which he is unaware. The avoidance of
intercultural miscommunication on both the business and the personal level is thus
paramount to the success of international business transactions. This, however, re-
quires intimate knowledge about the cultures of the negotiating parties.

The present study can be used to raise hypotheses about characteristics of Irish busi-
ness negotiations, but the small sample size (four negotiations) inhibits any generally
valid insights into typical Irish negotiation styles. The tools developed to describe
offers in negotiations lay the groundwork for contrastive and more quantitatively-
oriented research. They are flexible enough to allow future modifications.

0.3 Resear ch objectives and questions

One purpose of the present study is to provide a comprehensive review of literature
on offers in negotiations. The most important research objective, however, is the de-
velopment of analytical tools that can be used to describe the nature of offers in busi-
ness negotiations on different discourse levels. This description serves to uncover
recurrent patterns on the micro level and macro level of the interactions under study.

The research is guided by three major questions: how are offers made, what are they
about, and when are they made? These questions can be further explicated as fol-
lows:

(1) How can offers be defined in the context of negotiations?

(2) Which functions do offers fulfil in negotiations? To what degree are they differ-
ent from the functions of offers in everyday conversation?

(3) Are there recurrent patterns in the way the Irish participants realise offers lin-
guistically? Which conversational strategies do they prefer? How are these sup-
ported?

(4) What is the interactional structure of offer sequences? Are there any characteris-
tic patterns in relation to what happens immediately before an offer is uttered
(i.e. how are offers elicited), and to how the interlocutor responds to the offer?

(5) Are there any differences between seller and buyer behaviours?
(6) What are the overall patterns in offer-making?

Based on these linguistic findings, an attempt is made to bring attention to the strate-
gic value of offers in a business relationship.
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04 M ethodological and theor etical approach

The present study takes an integrative approach by combining different methodolo-
gies and theories. The approach is eclectic, but not arbitrary. In fact, it is similar to
LAMPI's investigation of linguistic components of negotiation strategy:

The present study is based on the concept of levels of discoursality [...]. Thus an analy-

sis of negotiation interaction will not be enough to describe the strategy utilized; neither

will concentration on illocutionary values of acts provide the required type of informa-
tion. The level of propositional content must also be analyzed. (LAMPI 1986: 55)

While LAMPI analyses strategy in general, I focus on offers: how they are in fact dealt
with by the Irish English negotiators, and if and how they can be used strategically.

The data observations made during the initial stages of the analytical process influ-
ence my choice of methodological/theoretical approach(es). The process is character-
ised by an alternation between close scrutiny of the data and the consultation of rele-
vant literature, resulting in a linguistic pragmatic approach to negotiation discourse.
Linguistic pragmatics has often been criticised for remaining too closely connected
with its philosophical origins, i.e. ordinary language philosophy. Analyses are said to
be restricted to single utterances isolated from the surrounding discourse, and to rely
on intuited, introspective data (cf. THOMAS 1995: 199-200). However, since the
1980s there have been studies which show that particularly the second aspect of this
critique no longer holds true (e.g. EDMONDSON & HOUSE 1981; SCHNEIDER 1988;
BLUM-KULKA, HOUSE & KASPER 1989b; BARRON 2003). The present research is a
further step in this direction. It goes beyond the micro level of negotiation, i.e. the
identification of individual offer utterances and the analysis of their realisations. On
the macro level, interactional phenomena are taken into account, i.e. which interac-
tional slots offers can fill, if and how this speech act is motivated by the preceding
linguistic context, and how H responds to it. Hence, a holistic bottom-up approach is
suggested, beginning with the definition of the smallest unit, the act, followed by the
move, the exchange, the sequence, the phase, and leading to the largest unit, the
whole speech event negotiation.

Within linguistic pragmatics, speech act theory is the most obvious starting-point
(e.g. SEARLE 1969; WUNDERLICH 1977), but in order to study interactional aspects of
offers, discourse analysis is added as a second approach (e.g. SINCLAIR &
COULTHARD 1975; EDMONDSON & HOUSE 1981). Lastly, concepts from conversation
analysis (e.g. regarding the sequential structure of offer organisation, how interac-
tants construct and coordinate their offer talk) are integrated in order to interpret
some previously inexplicable discoursal features. I believe that these approaches
complement each other well in the present study, despite the differing basic assump-
tions.

3 Other linguistic studies giving detailed reasons for combining different approaches are, for instance,
KASPER (1981: 84-85) and BUBEL (2006: 69-70). Also note LEVINSON (1983: 287), who tentatively
suggests that "[t]here may well seem to be room for some kind of accommodation or even synthesis
between the two positions [i.e. conversation and discourse analysis]".
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0.5 Participants, data, and type of study

The corpus of the study consists of transcripts of Irish English dyadic business nego-
tiations. Eight Irish business people took part in face-to-face intracultural negotiation
simulations which were audio- and videotaped. In the analysis, only the verbal inter-
action is taken into account and coded according to the categories developed specifi-
cally for the present investigation. Questionnaires, which the participants filled out
before and after the negotiations, serve to gather biographical and simulation-specific
information.

The data can be regarded as natural discourse, even though the situation was artificial
in which the data were collected (i.e. they result from a simulated setting). Natural-
ness is here understood in NEUMANN's sense, who defines it as follows (in reference
to role plays): "'Natural' here means that the speakers speak as they would in other
similar situations, speaking their mother tongue or a foreign language" (NEUMANN
1995: 35).* The recordings yield a total of approximately two hours and 15 minutes
of spoken data.

The coding of the negotiation data by means of a qualitative data analysis (QDA)
software programme allows taking statistical aspects into account too. The quantita-
tive analysis is, however, restricted to the description of absolute and relative fre-
quencies. The results are not representative in a statistical sense; the study aims at
generating, not testing hypotheses. Nevertheless, the data are sufficient to reach my
research objective of detecting characteristic patterns of offer-making in business
negotiations. The analysis of the negotiation data is an in-depth case study and con-
sequently qualitative in outline. Although much has been said against qualitative
studies, especially in terms of representativity and generalisability (cf. STURMAN
1997; PERAKYLA 1997), they provide valuable research results. MARTIN notes:

Whilst it remains desirable for those adopting an interpretive approach to negotiation to

study a number of encounters, the detailed exploration of a single negotiation encounter

is deemed to be of value for the insights which it brings to an emic understanding of in-

teractive management in a specific setting. Given that it is the parties who create mean-

ing on the basis of their response to the particular constellation of themes, situational

considerations, and affective issues such as the interpersonal relationship between the

participants, the merits of addressing each negotiation on an individual basis are appar-
ent. (MARTIN 2001: 104)

In general, emphasis is laid upon quality criteria such as transparency of the research
process, intersubjective verifiability of results, and an outline of the limitations of the
study.

* In the present study, the term authentic negotiation is equated with naturally-occurring and real-life
negotiation. By contrast, simulated negotiation is used synonymously with non-authentic (sometimes
disparagingly called artificial) negotiation, i.e. a negotiation elicited for research purposes in a con-
trolled environment. Despite the different nature of the settings, both negotiation types yield natural
discourse or data.
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0.6 Notion of strategy

At this point it is necessary to include a few remarks on the notion of strategy. Two
meanings are distinguished here. Firstly, concerning the identification of offers in the
negotiation data, strategy refers to the specific way the head act is realised. The head
act is the "the minimal unit which can realize [a particular speech act]" (BLUM-
KULKA, HOUSE & KASPER 1989a: 275). This is the pragmalinguistic5 understanding
of strategy held by the Cross-Cultural Speech Act Realisation Project (CCSARP), an
empirical project dealing with illocutionary acts from a cross-cultural (and interlan-
guage) perspective (cf., e.g. BLUM-KULKA & HOUSE 1989). EDMONDSON & HOUSE
refer to it as conversational strategy:

The notion of Conversational Strategy is used here to interpret the way in which speak-

ers make use of interactional structures in order to gain their conversational goals. How-

ever, we should be careful about assuming that a strategy is (always) a deliberate, or

conscious use of language. Conventionalisation is so strong in conversational behaviour
that strategies may be routinally employed. (EDMONDSON & HOUSE 1981: 45)

Secondly, strategy can also have a broader meaning in the sense that the ways offers
are made, elicited, and responded to are part of a superordinate negotiation strategy.
This superordinate negotiation strategy serves to achieve a successful outcome. As a
result, certain patterns of offer-making and eventually decision-making may emerge.
To what degree these strategies are consciously planned or intended cannot be con-
sidered here; only observable features are taken into account (cf. LAMPI 1986: 9-11).

It is the second notion of strategy to which authors of negotiation manuals as well as
negotiation researchers refer when discussing negotiation strategies. They further
differentiate between strategy and tactic:

Although the line between strategy and tactics may seem indistinct, one major differ-

ence is that of scale, perspective, or immediacy. Tactics are short-term, adaptive moves

designed to enact or pursue broad (or higher-level) strategies, which in turn provide sta-
bility, continuity, and direction for tactical behaviors. (LEWICKI ET AL. 2003: 27)

Notwithstanding this existing difference between strategy and tactic, the terms are
used interchangeably in the present study.

In sum, business negotiations can be seen as both a conversational activity and as a
business activity (cf. LAMPI 1986: 2). Conversational strategies in the sense de-
scribed above, which are employed within a negotiation, may in fact simultaneously
serve as (part of) a negotiation or business strategy.

> Pragmalinguistics is the linguistic end of pragmatics. It is interested in "particular resources which a
given language provides for conveying particular illocutions" (LEECH 1983: 11), i.e. what strategies
can be employed in the realisation of specific speech acts (e.g. which lexical items or syntactic struc-
tures are chosen). Hence, it refers to the relationship between the illocution (the speaker's intention)
and the grammar of a particular language. By contrast, sociopragmatics is related to sociology and is
concerned with who utters a specific speech act to whom in which social situation, at which stage of
the discourse, how this is done and why. The distinction between pragmalinguistics and socioprag-
matics goes back to THOMAS (1981).
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0.7 Ireland and Irish English

Investigations into negotiation have so far concentrated on the North American and
Asian context (e.g. GRAHAM & ANDREWS 1987; TUNG 1996; KUMAR 1999). As far
as studies of European countries are concerned, the focus has mainly been on North-
ern and Southern European cultures, such as Scandinavia and Spain (e.g. FANT 1993;
GRINDSTED 1997; VILLEMOES 1995), although some studies examine the Dutch (e.g.
L1 1999; ULUN & VERWED 2000; PLANKEN 2002), German (e.g. NEUMANN 1997;
HENNIG-SCHMIDT June 2002), French and British (CAMPBELL ET AL. 1988; MERK
1994; WuST & ULIN 1995) cultures and languages too. Other countries, languages,
and language varieties also seem worthy of note, if one considers the extensive — and
indeed still expanding — international trade in the context of globalisation.

Until the 1980s, "Ireland was deemed an economic failure" (THE ECONOMIST 16 Oc-
tober 2004: 3); it had ver