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Chapter 1 Introduction

Politeness, which is a social phenomenon, touches upon every re-
spect of life. It naturally comes into theorists’ view in different perspec-
tives. It is of great concern with sociologists, socio-linguists, social an-
thropologists and social psychologists, etc. They probe into the contents of
politeness, its principle, its function, and its means. Herein I mainly
look into it from the pragmatics’ angle. Anyway, roughly speaking, po-
liteness means to take the need of others into consideration in order to
achieve some social goals, such as maximizing the benefit to self and oth-
er, minimizing the face-threatening nature of a social act, etc. The ulti-
mate goal of politeness is “the attainment of comity” (Leech 1983a:
104) . It is true that people can achieve this kind of social purpose by
many means, but non-verbal expression and verbal expression may be re-
garded as mainly two tools in presenting the degree of politeness. The po-
lite language, as well as transmitting all kinds of information as a function
of language, establishes and maintains and improves the social relation-
ship with each other. It manifests itself not only into human daily life,
but also into human political, economic, cultural and other social lives.
Therefore politeness and its relevant language should be taken into ac-
count.

Business is all those activities involved in providing the goods and
services needed or desired by people, i.e. the buying and selling of
goods and services. Business communication is the exchange of messages
that supports the goal of buying and selling goods and service. Interna-
tional business communication is a process by which an oral or written

message is exchanged between individuals of different cultures through a
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common system of symbols, signs, or behavior, with a view to producing
actual effects in business.

Effective international business communication is the lifeblood of ev-
ery international business organization. Business communication is so im-
portant that without it a business organization cannot function since a
business organization is a group of people associated for business, its ac-
tivities requiring human beings to interact and react; to exchange informa-
tion, ideas, plans, proposals; to coordinate; to make decision. And
communication to customers, inquirers and the republic can have a far-
reaching effect on the reputation and ultimate success of the company.
Thus communicating effectively can contribute in a variety of ways to the
lifeblood of our business organization because successful messages elimi-
nate unnecessary additional correspondence, save time and expense, cre-
ate favorable impression, enhance goodwill, and help to increase the com-
pany’s profit.

International business communication may take many forms, such as
letters, negotiations, interoffice memorandums, reports, telegrams, ca-
bles, telexes, resumes and printed forms that are used for special goals.
Here, we’ll concentrate on business correspondence and business negoti-
ations.

Correspondence means the act of communicating by means of letters
or the letters which pass between correspondents ( E #, 1995:59).
Then business correspondence refers to the correspondence used in busi-
ness transactions.

An international business letter has the purpose of communicating a
message to sell something, to make an adjustment, to collect money, and
so forth, and at all times to maintain goodwill for our business organiza-
tion. But no matter how strong and powerful the message is in itself, it
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can be effective only if the letter communicating the message is faultless.
Thus the importance of letter writing cannot be overemphasized. It is not
without reason that it costs more to write a poor letter than it does to write
a good one because the international business letter is an image-maker.
Its format, grammar, stylistics and word usage conjoin to produce a tangi-
ble reflection on paper not only of the writer’s ability and knowledge and
the typist’s competence, but also of a business organization’ s total im-
age. Badly written business letters may create negative impression on our
recipients so they will have second thought about pursuing business rela-
tionships with our business organization. The letter, then, is in fact an
exponent of overall organizational style, regardless of the size of the firm.
And if there appears to be no pride in or concem for the quality of some-
thing as basic as our business correspondence, how then can there be
concern for or pride in the quality of our products and services? Thus, the
impression created by a politely written international letter can be a cru-
cial factor in doing business with our international business counterparts.

Business negotiation is a complex human activity, which plays an
important role in economic interactions. It involves a dynamic interperson-
al action in negotiating. As a rule, the negotiating parties have to make a
decision about their respectively independent objectives, the ultimate of
which does not mean to take care of oneself at the other side’s expense.
Cohen Herbert, an American famous negotiating master, points out that a
successful negotiation does not mean “winning by defeating the other par-
ty, but winning by getting what both parties want” . For the economic in-
terest, both parties have to mutually compete against each other, but si-
multaneously have to cooperate with each other. In order to take the
lion’s share, one party has to exploit all the odds of taking the upper

hand over the other; if both parties go to the extremes, the negotiation is
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doomed to break down. For their common goal and interest, they have to
work together in the way of the organization of negotiation, when the mu-
tual conflict develops into contradiction.

It is indeed worthwhile to study how negotiators get along with each
other. In order to avoid the deadlock or failure of negotiation, the media-
tion of interpersonal relationship is one of the most important factors,
which should not escape from our eyes. In the course of business negotia-
tion, the harmonious, friendly and cooperative atmosphere can, in a way,
better the negotiating conditions that keep the negotiation going on
smoothly. Thus it is rewarding for the negotiators to create a friendly and
cooperative situation through some appropriate strategies and tactics. A-
mong them, politeness can work as one of those effective negotiation
strategies, which is “the broad plan or technology used to obtain the out-
comes desired from the negotiation and the resultant agreement ( Wall
1985: 7).” The politeness strategy is put into effect by means of some
relevant tactics, especially the polite utterance. Tactics is generally “the
component of the strategy or activities to the success of the strategy (Wall
1985: 7).” Through his command of appropriate language, a negotiator
can skillfully adjust himself to the conflicting atmosphere, and somehow
propitiate the other, whereas abusive language alone invites dissatisfac-
tion, even hatred from others. Undoubtedly, in conveying his viewpoints
and negotiation position, it is so necessary that negotiators should take
advantage of the effects of politeness & its verbal tactics; and that the de-
liberation on them should be worthwhile & rewarding.

We shall highlight some of the main points in what are probably the
most influential publications on politeness as revealed in language usage,
such as the publications of G. Leech (1983), S. Levinson and P.Brown
(1987), C.Yule (1996), P.Crice (1976). Among these theorists, G.
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Leech proposes the politeness principle on the basis of P.Grice’s cooper-
ative principle; and Levinson and Brown suggest the theory of face work .'
These linguistic politeness and ways are socially constituted and have
some theoretical and realistic significance in human life. Naturally, these
theories can play some part in business negotiation.

Basic to the universality of politeness in language usage is a rational
model person, who is able to choose an appropriate way in which he can
maintain the mutual faces in the most efficient way possible. The model
person is endowed with a positive face and a negative face: roughly the
want to be approved of in certain respects and the want to be unimpeded.
He must manage to avoid face-threatening act in accordance with the po-
liteness principle as against the cooperative principle. If he acts in some
cases as the cooperative principle supposes, he is easy to threaten the
others’ face. Thus it dawns on him that the politeness principle would be
available. For the politeness principle manages to maximize benefits to
others and to minimize benefits to self, etc. In the course of business ne-
gotiation, conflict occurs easily. A negotiator endeavors to be the model
person. On the one hand, he tries to cater to the other’ s hypocrisy,
opinion, attitude and other face wants; on the other hand, he manages to
maintain his self’ s face at the same time. Under this circumstance, the
rational model negotiator must take some appropriate strategies and lan-
guage. Among them, such politeness language strategies as vagueness, e-
uphemistic presentation, understatement, compliments, the cooperative
principle, the “you-attitude”, the “inductive” and “deductive” ap-
proaches are some effective politeness ones, which are to be explicated in
the book.

Business negotiation is essentially a kind of economic activity under-

taken through language. Whether it succeeds depends largely on the use
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of language. Both parties have to cooperate with each other as well as be-
ing competitive against each other. Either party will endeavor to win the
most of benefits while maintaining cooperation with the other. Undoubted-
ly, this goal has to be achieved through an appropriate language. It is in-
dispensable for one side to choose effective negotiating strategies and lan-
guage in gaining advantages over the other. Among those strategies, po-
liteness strategy and its relevant language are of great importance in nego-
tiating. To start with, the interrelation between the principles of business
negotiation and its language necessitates the strategy of polite language.
As a negotiation expert called Cohen Herbert says, successful negotiation
does not mean “winning by defeating the other party, but winning by get-
ting what both parties want”. Thus, business negotiation is a kind of co-
operation and appropriate language is totally necessary. Politeness lan-
guage complies with the politeness principle, which embodies the speak-
er’s politeness to others, such as friendliness, esteem, sparing others’
face, etc. Different ways of expression embody different politeness scales.
Pragmatists think that all the speech acts are somewhat face-threatening
acts (FTA). To properly deal with FTA and save the interlocutors’ posi-
tive & negative face, it is totally necessary to use politeness and its lan-
guage strategy appropriately. In terms of the linguistic expressions of po-
liteness mainly used in business negotiation, there are vagueness, eu-
phemism, understatement, and compliments.

Business correspondence is also a special kind of communication,
specifically, “a piece of conversation by post” . It is acknowledged by al-
most all business people that there are six writing principles in business
correspondence: Correctness, Completeness, Cleamess, Conciseness,
Considerateness and Courtesy. They are in fact the reflection and demon-
stration of the classical pragmatic principles, mainly of CP and PP. The
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“correctness” of the 6¢’ s is the requirement of the quality maxim (i.e.
try to make your contribution one that is true) . Therefore, “correctness”
embodies the Maxim of Quality. Similarly, “completeness” reflects the
Quantity maxim; the “cleamess” and “conciseness” principles give ex-
pression to the Maxim of Manner. Guided by the PP, some writing strate-
gies are often used in business communications: the cooperation princi-
ple, the “you-attitude” strategy, the “inductive” and “deductive” strate-
gy.

In sum, the politeness principle can to some extent guide our busi-
ness communication, and improve our business communication compe-
tence and proficiency, accelerate and facilitate our business communica-
tion, and make it more effective.

This book unfolds as follows: Chapter | is the introduction. Chapter
2 is concerned with the definition of business communication, and limits
the discussion of business communication to business negotiation and
business correspondence. Chapter 3 makes a brief survey of theories re-
garding politeness such as face theory and the politeness principle. Chap-
ter 4 and Chapter 5 deal with the effective strategies of politeness in busi-

ness communication.



Chapter 2 Business Communication

2.1 Business Communication in General

Business is all those activities involved in providing the goods and
services needed or desired by people, i.e. the buying and selling of
goods and services. Business communication is the exchange of messages
that supports the goal of buying and selling goods and service. Intema-
tional business communication is a process by which an oral or written
message is exchanged between individuals of different cultures through a
common system of symbols, signs, or behavior, with a view to producing
actual effects in business.

Effective international business communication is the lifeblood of ev-
ery international business organization. Business communication is so im-
portant that without it a business organization cannot function since a
business organization is a group of people associated for business, its ac-
tivities requiring human beings to interact and react; to exchange informa-
tion, ideas, plans, proposals; to coordinate; to make decision. And
communication to customers, inquirers and the republic can have a far-
reaching effect on the reputation and ultimate success of the company.
Thus communicating effectively can contribute in a variety of ways to the
lifeblood of our business organization because successful messages elimi-
nate unnecessary additional correspondence, save time and expense, cre-
ate favorable impression, enhance goodwill, and help to increase the com-
pany’s profit.

International business communication may take many forms, such as
letters, negotiations, interoffice memorandums, reports, telegrams, ca-
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bles, telexes, resumes and printed forms that are used for special goals.
Here, we’ll concentrate on business correspondence and business negoti-

ations.
2.2 Business Negotiation

2.2.1 The Definition of Business Negotiation

James Wall (1985: 4) thinks that business negotiation is a process
through which two or more parties coordinate an exchange of goods or ser-
vices and attempt to agree upon rate of exchange for them; and Ways Max
(1979:15) defines it as a process in which two or more parties, who have
both common interests and conflicting interests, put forth and discuss ex-
plicit proposals concerning specific terms of a possible agreement. What
James Wall and Ways Max say essentially has no differences. It is a kind
of communicative process of economical activity. The primary objective
may be an agreement or any other outcome indigenous to or resulting from
the ongoing exchange; its core lies in the interplay of two phrases, “com-
mon interests” and “conflicting interests” .

Negotiation parties must have common interests and conflict inter-
ests. Common interests mean that they jointly prefer certain outcomes to
other possible outcomes. Conflicting interests mean that some of the joint-
ly preferred outcomes are better for one party, whereas others are better
for the other party. Unless both are present, in either an overt or a latent
way, negotiation makes no sense. Negotiated records are actually specific
and not intended to abolish all the conflicts between the parties. Self-in-
terest and mutual interest increases the aggregate of contracts, some of
which are negotiated. A negotiator’ s common interests versus his compet-
ing interests exactly create the fundamental tension.

As a communication action, business negotiation has some basic
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purposes.

p To establish and build goodwill. In order to work effectively with oth-
ers, we must be able to recognize and understand their feelings, atti-
tudes and motives. Our ability to establish good relationship with co-
workers, clients, and customers has a major effect on our professional
development and advancement. Good relationships result in goodwill,
or the favorable reputation that a business has with its customers.
Goodwill must exist before the other purposes of communication can be
achieved.

» To influence the actions of others. The ability to motivate or persuade
others to act in a certain way depends on our ability to convince them
that they will benefit from such action.

» To obtain or share information. Information is one of the most valuable
resources of an organization. Obtaining, using and sharing information
in an appropriate manner is critical to the success of an organization.

» To establish personal effectiveness. When we receive a communication
that is accurate, easy to understand, and error-free, we form a posi-
tive image of the person who sent it. We are likely to regard the
sender as attentive to detail, intelligent, and concerned about others
-a good person to do business with. On the other hand, a message
with numerous errors suggests carelessness, lack of intelligence or
thoughtlessness. As senders we are constantly being evaluated on our
ability to communicate.

» To build self-esteem. Positive comments and reactions from others that
result from effective communication build our confidence. As a result,
we feel good about ourselves and continue to be successful (Henson.
M.1990: 4). Without communication, negotiation would be more
than a series of bids or offers exchanged between parties. There would
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be no information provided as to why the bid or offer was unaccept-
able. Without more information there would be no reason, other than
the passage of time, for parties to make concessions. In short, there
would be no negotiation.

Business negotiation is one of economic activities, with its attributes
and principles. However, there are some differences between negotiation
and bargaining. Negotiation is a more general category composed of bar-
gaining and debate. Bargaining can be succinctly defined as moved by the
negotiator to alter the opponent’ s behavior, whereas debate is the prob-
lem-solving portion of a negotiation. Debate entails discussions, explica-
tion, interpolation syntheses, and proposals undertaken jointly by the ne-
gotiator and opponent in order to decide upon an agreement that is accept-
able to both sides.

2.2.2 'The Principles of Business Negotiation
Cohen Herbert introduces a theme, which is followed throughout the

principles of business negotiation. Successful negotiation does not mean

“winning by defeating the other party, but winning by getting what both

parties want” . The principles of business can be roughly classified as fol-

lows.

» Cooperation In business negotiation, both parties are working togeth-
er towards the common or convergent goals. They first
must agree on the overall goal that they jointly share;
simultaneously they establish long-term relationship as
business partner. The goal of business strategies is to
produce a stable relationship favorable to us with the
consent of our competitor. By definition, such restraint
by a competitor is cooperation. Such cooperation from a
competitor must seem to be profitable to him.
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