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Editor's Comments

Theotetical relevance

This contribution expands genre analysis by including
schema theory notions. This expansion is important be-
cause it gives genre analysis and document degign a com-
mon basis, Many studies on the design of informative
documents use the insights from schema theary to decide
which information to include and which to leave out. Zhy
Yunxia uses schema theory to analyze the genre of letters of
invitation. Sharing a theory will make it easier for Insights

~ developed in genre analysis to be used in document design,

and vice versa.

Practical relevance

In an increasingly glob

lizin

world, companies have to op-

¢rate in many differen
opetations, they depen

of their documents. D?c

tural differences. That
one culture may be co

L cou
d for

tries. For the success of their
important part on the quality

urnent quality may depend on cul-
g, what s a high quality document in
hsidered a low quality document in

another culture. Therefore, studies such as the one by Zhu

Yunxia are important

6 gain

insight into whether cultural

differences exist, and what they look like. Anyone operating

in a global economy will bene

fit from such insights.
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ZHU YUNXIA
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Comparing English and Chinese persuasnve strategles

in Trade Fair invitations

A sociocognitive approach

Keywords: English and Chinese trade fair invitations,
sociocognitive perspective, persuasive orientations, knowl-
edge structures

This paper aims to compare the persuasive strategies used by

English and Chinese' letters of invitation to trade fairs, from

a sociocognitive perspective mainly based on genre study _
(Swales, 1990) and schema theory (Rumelhart, 1980). Cross-
cultural persuasive strategies involving ETHos, LGGOS, and
PATHOS are compared in a top-down process. In this ap-
proach, a carpus of forty letters of invitation (twenty in
Chinese and twenty in English) was examined. It was found
that although the English and Chinese letters share the
ultimate goal of inviting the reader to the trade fair, they
exhibit different preferences as to whether they appeal ta
emotion or to logic. The English invitations were found to
appeal strongly to logic. The Chinese invitations, by con-
trast, tended to emphasize an appeal both to logic and to the
emotions; the latter is characterized by a formal and

respectful register.

Letters of invitation to trade fairs sent to prospective attend-
ees are a popular form of promotion prevalent in both En-
glish and Chinese business practice. An understanding of
different persuasive strategies employed in trade fair invita-
tions may help communicate effectively in business commu-
nication cross-culturally, and may also provide valuable
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Zhu Yunyia

Why do these letters differ in choice of persuasive srrategxes?
Are these strategies culturally defined?

In order to answer these questions, this paper aims to
compare persuasive strategies used in English and Chinese
letters of invitation to trade fairs from sociocognitive, inter-
cultural and pragmatic perspectives. This type of approach
has been used before in professional genre studies. For ex-

ample, Bhatiz (1993) explores English promotion genres

and Berkenkotter and Huckin (1995) adopt a systematic ap-
proach to explore English scientific genres. A recent devel-

opment is found in Trosborg {2000} which represents a
clear deviation from the traditional rhetorical approach, and
focuses on uncovering the rich dynamic aspects of genre
knowledge. Similar tendencies along this line are also evi-
dent in cross-cultural studies in particularin Europe (such as
Louhiala-Salminen, 1997;: Ulijn & Li, 1g95; van der Wijst,

2000; Yli-Jokipii, 1997). Relevant findings from these wotks -

provide a more comprehensive understanding of cross-cul-
tural persuasive text than the traditional rhetorical model
alone. The major reason is that their focal point pertains to
communicative intent rather than stylistic features alone.
This paper will therefore follow a similar thrust to com-
pare persuasive strategies in English and Chinese rade fair

invitations. Above all, because it s important to explore -

knowledge structures in persuasion, this paper will be based
on genre study (Swales, 1990} and schema theory (Bartlett,
1932; Rumelhart, 1980). However, traditional rhetorical
thearies will also be referred to because they are very perti-
nent to the exhibited preferences in persuasive orientations.
In addition, intercultural and sociolinguistic theories such
as politeness principles will be incorporated in oxder to en-
rich this genre-based approach.

Specifically, this paper will first explicate the approach by
recapitulating a number of research areas as mentioned ear-
lier, and a four-stage method of analysis will be proposed.
Second, the research method will be explained, and data
based on forty authentic letters will be discussed. Third,
specific comparisons will be conducted at various levels of
the text. In addition, business managers’ views will be incor-
porated where relevant. Pinally, implications for further

+ lighted.

* Persuasion across cultures

Persuasion strategies across ¢

study in cross-cultural busin

s persuasion will be high-

Itures need to be discussed

firstas an important mind-set to help understand the socio-
cognitive approach to be introdiiced later. A relevant illustra-
ton of these strategies can be found in classical models
from both the western and th leastarn rhetorical tradition

{e.g., Atistotle, 1991; Liu Xie, 1

’59)

Aristotle (1991) points out three means of influencing

belief and action: ethos (charae
son and evidence} and pathos (

ran standards), logos (rea-
motion). According to him,

these three elements are mscpara Ie in persuasion, al-

though they may not enjoy tha

same level of priority. The

preference for particular elements ithin a certain culture
has drawn researchers’ attentlon Moran and Stipp {1g901)

found that some cultures such

s the Japanese tend to stress

an emotional orientation, while others such as the American
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al or dogmatic orientations
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found that English business wr,
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manifested in the interpersonal relationships between the

persuasive styles are closely relgted to logic and emotion as

writerand thereader. Stylesvary dramaticallywhen talking to
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the King as compared to a frie
genres arose in Chinese busines
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d. As a result, three major
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of politeness principles. For example, the writer tends to use

a direct style when addressing subordinates, such as giving-
xiaxing orders, and tends to employ polite registers when.

writing to equals or supetiors. Generally speaking, in the
application of these genres, thereseems tobéaclearstress on
combining pathos, ethes, and logos as discussed in Zhu’s
(1gggh, Inpressa, Inpressbh) analysisof Chinese sales genres,

The above classical models may poiat to the niversality

of persuasion principles. However, persuasion styles may
vary with respect to the emphasis placed on different prin-
ciples, For example, it has been argued (Campbell, 1998, p.

38) that “professional writing in this century has been anti-
thetorical and has mistrusted appeals to ethos and particu-
larly to pathos”. Campbell’s claim can be easily backed by
citing the rules prescribed in business communication text-
books which tend to stress clarity and conciseness clearly

pertaining to logos. A similax principle may well be appli-

cable to trade fair invitations as one type of business writing.
Chinese scholars seem to prefer to addtess ethos, logos,

Comparing English
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of Zhu (19994), and is a model based
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According to Chen Wangdao (1947) one of the important  knowledge structures to understand t
criteria of good writing is to utilize both ging (an emotional  tions in the trade fair invitations. Tt
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As shown in Figure 1, a number of thearies contribute to
this approach. First and foremost, the approach is solidly
“based on knowledge structutes as indicated by the terms
‘world schema’ and ‘formal schema’ (Carrell and Eisterhold,
1988; Cook, 1994). One can only understand communica-
tive purposes or persuasive orientations with appropriate
knowledge structures. Here world schemata and formal
schemata can be defined as the sociocultural knowledge and
textual and linguistic conventions shared by the relevant dis-
course commutnities. Although the term ‘schema’ derives
from schema theory, there is a clear difference: the schemata
here are conceived of as knowledge at the discourse level
rather than being confined to knowledge at the individual
level which is a concept discussed by the schema theorists
(such as Bartlett, 1932; Rumnelhart, 1980), Within this point
of view, different cultures may share different schemata
which can be defined by specific sociocultural contexts and
rules of politeness.

Second, this model uses Swales (1 ggo) communicative
purposes and tnoves as indicated in the top-down process-
ing of information in which purposes are realized in mul-
tiple lower levels ofthe text such as moves and steps. A move
is defined by Zhu (1999b) as a communicative event. Moves
are composed of steps which indicate a further lower unit
under a move. In this top-down process, the mostimportant
components are the communicative purposes and persua-
sive orientations; the lower levels of the model are merely
strategies to realize them. Sociocultural and economie con-
texts are the subordinate information to help understand the
purposes. Kelevant sociocultural contexts will be discussed
later in this paper,

This process can be applied to comparing the persuasive
strategies in the English and Chinese invitations. The com-
parison can be conducted at three different levels:

Comparing the sociocultural contexts

Comparing the communicative purposes and persuasive
orientation

Comparing the chetorical stnicetyres

These three stages of comparison can be seen as top-do Nn
process of comparing the communicative purposes and pat-
suasive orientations across cultures. The basic knowled ge

abaut the relevant sociocultural contexts composes the pre-

requisite world schemata for the second stage of the analysis.
Without this type of knowledge, an appropriate understa
ing of the second stage of comparing the persuasive orien a-
tion can hardly be achieved, The third stage, compating he
thetorical structures, is a further realization of the relev nt
set of purposes and persuasive orientation, Here the co -
parison of rhetorical structures mainly refers to the analysi is
of moves and specific persuasive strategies embedded at a
lower level of the text.

This model tries to depict the cognitive structuring of t ie
text (Bhatia, 1993), although I am aware that in reality
specific analysis of the three levels may be interwoven and
attempt can be made at a lower level of analysis to fu
confirm the intent. These three levels, however, may vi ry
well represent the general tendencies of text structuct
(Swales, 1990), and will be closely followed in our disc
sion,

As shown in Figure 1, politeness behavior and invitatio
a speech act involved in a trade fair invitadon, are clos \
related to both types of knowledge structure building. The
are, therefore, worth our particular attention,

Politeness behavior ity invitations

Politeness behavior in invitations across culmures may -
ther explain the preference of logos, ethos, or pathos in persua-
sion. An invitation is a directive and politeness behavi i'
relating to this will be examined in the light of speech a =t
theory {Austin, 1962; Searle, 1969). Austin’s majorcontriby-
tion lies in his conceptualization of speech acts as corpris: .
ing both locution and illocution. What is of vital importanc e
is the illocutionary force of the utterance which is the per-
forming of a speech act, such as an invitation. According
Searle {1969), an invitation is a directive used to get
addressee to do something. Politeness behavior in invits-




tions, s in those to a trade fair, can thus be related to the use
of appropriate language forms to achieve higher illocytion-
ary force,

Leech (1983) contends that polite illocutions are likely to
be seen as minimizing the addressee’s cost and maximizing
hisjher benefits, and the opposite is true for the addresser.
Politeness behavior can also be further explained in the light
of Brown and Levinson's face-saving theory. Many actions
we do with words are potentially face-threatening acts, such
as requests and invitations (Brown & Levinson, 1978). The
addresser s thus often confronted with negative face and
has to address it by applying Leech’s (1983} principles, in
which maximizing the addressee’s benefits is the dominant
strategy to gain politeness.

However, the way in which one strives to maximize the
addressee's benefit can be culture-specific. According to
Gao and Ting-Toomey (1998), people from low-context cul-
tures such as the United States and New Zealand are charac-
terized by a need for an individual public self-image, while
people from high-context cultures such as China tend to
stress 2 collaborative public self-image. In the case of trade
fairinvitations, the American or New Zealand writets tend to
stress individual autonomy, and therefore reducing imposi-
tion upon the invitee is likely to be the major persuasive
strategy. The Chinese writers, in contrast, prefer to be seen
by others as collaborative, host-like, sincere, and respectful.
Accordingly, they may adopt relevant persuasive strategies,
such as showing respect and establishing host-guest rela-
Jionships, besides imposition reduction, all of which are in
cdngruence with the emphasis on ging (emotional appeal).
Research findings (Gao & Ting-Toomey, 1998; Hu & Grove,
1g9g1; Kirkpatrick, 1993; Ulijn & Li, 19g5) so far have sub-
stantiated the importance of ging and relationship building
in Chinese culture in contrast to the emphasis on individual
achievernents and transit goals in western culture.

Chinese textbooks on the writing of trade fair invitations
also indicate a strong combination ofboth ging and Ii. Invita-
tions are often described as a type of liyi xin {letters of eti-
quette), or shejigo xin (letters of social contact). The meaning

Lin in the excerpt of the Chinese invitation.

Camparing English and Chinese persu isiva strategies

of shejian {social contact) is readily apparent; hotvever] liyi xin
needs some explanation. According to Zhuge and Chen
{1994, p. 361), liyi means etiquette and ceremonies| Thus,
Chinese sales invitations are treated as a form of e?:uctte

for building relationships in which ging plays 4n important
role as indicated by the honorific address term Respected Mr

Data

trade fairs: twenty were collected from the United|States,
Australia, and New Zealand, and twenty ftom mainland
China. Using authentic data is a tradition in disgourse analy-
sis or genre study such as in Bhatia (1993)} Kirkpatrick
(1993), and Zhu (1997, 1999b, In press b).

This paper emiploys an interpretive approadh. Actording
to Hymes (1974) it is effective to explore cultuq;ji differences
by examining native speakers’ attitudes. A similar stress Is
clear in Ulijn and St. Amant (In press) who cla m m%/t one’s
interpretation of cultural differences is confihed by one’s
owi perspectives of understanding the world, and that a
more accurate perspective can be acquired by considering
native speakers’ views, Native speakers’ views jwerj;licited
in the following manner. Five effective lettets from each
genre were chosen based on a pilot research study con-
ducted in China and New Zealand. The five letters from each
genre were given to both the Chinese managery %and ;
Zealand managers to grade; each group consisted of twenty
people. A scaling system from 1—5 was used with as the
highest score and 1 as the lowest, The two mgst persuasive
letters were those that got the highest mcarfi scozes. The

The data consists of forty authentic letters ofqnvimuions to

maost persuasive English letter received a mean

score pf4.25,

and the most persuasive Chinese letter had a ean score of

4.05. The reasons and explanations for the

_-mdi g were

also solicited from the raters. These two letter

pared in detail and the raters’ views will be ing

the discussion as well,

s will be com-
orparated in
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Stage 1, Comparing the social and cultural contexts

A comparison of sociocultutal contexts may help under-
stand communicative purposes and persuasive grientations.
In particular these contexts may indicate the need for differ-

ent strategies across cultures. This is why it is necessary to

compare business practice between China and the western
countries, )

English wade fair invitation letters have a long history as
a written genre to promate products, as 2 market economy
has been a dominant feature in the western economic strue-
ture. Faced with overwhelming competition to sell similar
products, the strategies employed in the letters can be char-
actetized by the so-called AIDA model, which involves 1
series of mental activities: attracting the reader’s attention,
stimulating hisfher tnterest and desire to buy the product, and
calling for action. The strong business orlentation s thus at
the root of the need to use the AIDA mode] as a major per-
suasive principle. ‘

The social context of Chinese business practice is, how-
ever, rathet complicated and therefore deserves more atten-
tion. According to Zhu (19gghb) this genre only started to be
used after the economic opening-up in 1978, although invi-
tation letters in general have a long history.

The year 1978 marked a transition to the market
€conomy. The previous practice of public ownership came
under attack, The structure of selling has since changed
fundamentally and every enterprise is involved in the com-
petitive market economy, This has led to the increasing
popujarity of trade fair invitations, and also to the use of sales
promotional strategies (Chen, 1091). As Lu, Zhang and He
(1993, p. 18¢) explain, the purpose of a rade fair invitation js
to “increase friendship and develop trade.” Lu etal. thus note
the importance of developing trade, but at the same time
they also call attention to ‘friendship’, which goes beyond a
business partnership, and implies an intention for a long-
term relationship.

!
Stage 2. COmparing the communicative puE poses and
persuasive orientations

Both the English and Chinese trade’ fair invi tion genres
tend to have multiple communicative purpos s. With the
appropriate knowledge structures indicated in F?fgure 1, 0ne
can ascertain these purposes.and persuasive ofientations,
We refer here also to Bhatia's (1993) analysis|iof English
sales letters and Zhu’s (199gb) study of Chinese trade fair
invitations, Specifically, the relevant purposes identified in
these two genres are shown in Figure 2.

As shown in Figure 2, the similarity exhibited in English
and Chinese trade fair invitations lies in the fact that pur-
poses can be divided into two kinds; to invite the teader to
the trade fair or show and to advertise the prod icts. These
two types of purposes are related to the logas an::i share the
basic appeal to logic as part of the persuasion. |

The similarity in advertising is related to the stress on
AIDA marketing model. As can be seen from Pigure 2, the
shared purposes of both English and Chinese s iles letters
are largely reflective of the AIDA model. ‘attacting the
teader's attention’, is related to ‘attention’ and ‘interest’;
‘giving positive appraisals’ and ‘persuading the feader’ are
related to ‘desire’; and ‘inviting the reader’ is rel ted to ‘ac-
tion’. This may indicate that western marketing strategies
and business practice have been accepted and implemented
as 2 matter of course in mainland China.

The ethos orientation can be related to the iurpo e of
creating a positive image in these two genres, b it there is
also a difference. The English genre seems to strEss a posi-
tive image as a sales company, while the Chinesel bem has
additional features stressing collaboration, which m. y be
seen as consistent with the cuitural valyes relati
moity and respect,

Chinese sales letters seem to have one extr
which is to establish a host-guest telationship
reader, which exhibits stronger pathos compared ;
glish letters. In Chinese culture, a host is suppose
to show hospitality and kindness, but also exten it




To invite the readet to attend the Expo',"and encourage further contact

To attract the reader’s attention
English Letters

To give positive appraisal of the Expo

To persuade the reader to attend the Expo ,

To achieve a positive image

To invite the reader to attend the Expo, and encourage furthet contact

To attract the reader’s attention
Chinese Letters

To give positive appraisal of the Expo

To persuade the reader to attend the Expo

To achieve a positive, collaborative and respectful image

To bulld a host-guest refationship with the reader

Figute 2 Communicative purposes of the English and Chinese Expo Leters

long-term relationship, which will help the promotion of
the product. This finding corroborates Hall's (1977) obser-
vation on the value of long-term relationships stressed by
high-context cultures.

Stage 3. Comparing text structures
The Most Persuasive Letters

In this section the two most effective lettets are introduced
and the solicited native speakers’ views are presented. These
two letters are then analyzed in detail, However, reference
will be made to the entire corpus where relevant. The follow-
ing English letter was graded the most persuasive:

[Date]
Head COMPUTER WORLD EXPO 2000
New Zealand's Only Business Technology Event
April 4~6 at Expo Centre, Greenlane, Auckland
Salutation Dear Mr McDonald,

Introducing
Inviting
Incentives

Advertising

Registration

Further contact

Comparing English and Chinese persuasive strategies

It is our pleasure to remind youl of your wish to pre-

register for the 2000 event— as

indicated when you registared [ast year, As you know,

pre-registering for Computeryorld

Expo gives you the first opportanity t secure your place

in cutting edge tachnology werkshops.

This Computarworld Expo proi iuises
mote influential than ever anq we've
registration easy for you. We
registration

ave rea

o be bigger and
made pre-
chvated the

information you gave last year aud when you arrive at

exhibition only, all you have v do is g
REGISTERED desk at Registration 1o
At that time you may correct ;y deml
changed since [ast year. '

Computerworld Expo, if you gc atten

ding the

o to the PRE-
collect your card.
1s that have

Ifyou would like to go to one gF the high-value, low-
cost workshops you will need ffo complete the
tegistration form in the broc :re 1 have enclosed. Tt
gives you the highlights of wHat i happening at

Campurerworld Expo this veag.

For further detalis on Compu irwori Expo exhibitors,
seminars and workshops, cheek our web site:
(omitted). It will be updated egu]arl as the event gets

cloger.

9
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Polite closing

«We look forward o seeitig you again at the most
influential business technalogy event in New Zealand,
Yours sincerely
Signature Alison Smith
Bvents Manager

This letter seems to be well structured and the purpose of
inviting the reader comes across quite clearly. Arthe same
time, the advantages of the trade fair are also advertised. A
strong emphasis on clarity and precision is also quite evi-
dent in the managers' comments as summarized below:

1. “This is an excellent letter which starts straight to the
point.” . -

2. “This letter is quite clear in structure, and the writer
gives necessary details and provides relevant reasons for
writing the letter.” '

3. “Thestyle of the letter is quite professional and yetcalm.
No floweryexpressions and exaggerations are included.”

The managers' comments further confirm the logical per-
suasive orientations uncovered earlier. The managets seem
to like the style a lot, and the appeal to reason is clearly nota
‘mistrusted’ appeal, Rather this appeal can be related to cur-
rent business practice which tends to focus on the clear
purpose of promoting the trade fair. The managers’ atti-
tudes may also indicate the general preference for the appeal
10 logicin persuasion in the United States and New Zealand.
Interestingly, no comments were made referting to an emp-
tional appeal, which may further indicate that priority is
given to logos as the persuasive orientation in western trade
fair invitatibns.

The following Chinese letter was graded the most effer-
tive of the twenty in persuasion. Only the translation is pro-
vided here.

This letter illustrates the effective use of persuasive strat-
egies in Chinese wade fair invitations. The writer stresses
both the invitation to the reader 2nd the promotion of the
exhibits, and these two elements seem to be interwoven
throughout the letter. This view is also explicidy expressed
by the Chinese managers,

Head ) Ba.r'iking China
China Computer Show [date]

Invitation

Salutation
Background

- Respected reader,
The Chinese economy is developing rapidly. Every
industry or business has to
promote its technology sa as to increase its competi-
tiveness, In order to meet the needs
of the industries and businesses concerned, Bank ing
China and China Computer Show
(this year) are to be held in December in Bejfing. We
sicerely invite your (H)* company to participate,||
This show is te be held on a grand scale. [Names &f the
participating countries omitted.] Internationally well
known companies dealing with bank security,
tomputers, telecommunications, and automatiog
equipment wlll exhibir their latest advanced equipinent
for financial, banking, and other industrial and
commercial enterprises,
In adaidon, commercial councils frorn Austratia,
Singapore, and the state of Colarado in the United
States will also organize delegations to take part, This
show will exhibit all kinds of Latest equipment and.
gystems used in banking and fnancia) enterprises;
[Details of sxhibits omitzed.]
By particlpating in this exhibition, your (H) comp i
can meet more thas seventy producers or suppliers
from more than ten countries and districts, and
about ca-operative plans with them. (You are) wel
tn leave the products you exhibit on site for sale. |
In addition to this, many technology exchange
discussions will also be held so that visitors may have a
further understanding of all the participants’ advanced
products.
Our company sincerely invites maaagerial and techiical
representatives from your
(H} company to visit (H} this Bxhibidon. Enclosed 1a an
invitation card. Please bring this card with you whejy
you corme to the International Exhibition Centre to/go
through admission formalities.
Fyou need further materials, you can contact the
Beijing agency of Exhibition Services Ltd;
Miss XXX
Contact detalls {omirad)
Wish (you) good health (H}

XXX Bxhibiﬁon Services Ltd
[Drate]

Infdmation
!ntroduéing
Inviting

Advertising

Incentives

Inviting again

Registration

Further contact

Polite closing
Signature and Date




The following are typical comments they made on this [etter,

(1)  “Thisletter provides a good model for writing trade fair
invitations. The reader is sincerely invited and the exhi-
bition is well advertised. In addition, the paragraphing
of the letter is good and it is easy to follow the main
ideas.” )

(2} “This letter represents a sincere and formal invitation
to the reader which is exactly what trade fair inviration
should be like.”

{3) “This letter provides essential details to describe the
exhibition, and there is no waste of words in order to
keep the reader interested. These descriptions arealso
very persuasive.”

The above comments to a large degree reflect the managers
knowledge structures and general expectations concerning
the writing of trade fair invitations. The ftst comment gives
a general impression of the good organization of this letter,

Engliah Letters
Formulaic Moves

1. Headline Qﬂame of Bxpo (30)
Place and time (12)

2, Salutadon (1¢)

3. Date and signature (zo0)

Content Moves

1.1ntmducing (20)

Background
1. Introducing < information {g)
) Expo details (20)

2, Inviting {zo0)

3. Advartising ‘<:Demliing (20}
Evaliadng (20)

4. Offering incentives {(16)

5. Inviting again: (0}

6, Registration details {20)

7. Encouraging further contact {16}

8. Polite closing (20)

Pigure 3

Chinese Letters

1. Headline Invitation (18)
Name of Expo (g}

2. Salutation {27)

3. Date and signarure (20)

2. Inviting (20)

3. Advertising <: Detailing {20}
Evaluating (20}

4. Offering incentives (12)

5. Inviting again (8)

6, Registration details {20)

7. Encouraging further contact (12)

8. Polite closing {20)

& breakdown of srucnsral moves; English and Chinese Expo letters

Comparing English and Chinese persuagive strategies

The second:comment is about the formal and|

respectiud

register of inviting the reader as a guest, The last gpmmeent is

about what is essential for advem'sing the exhibition.

om-

pared to the comments on the Bnglish trade fair invitations,
these comments stress appeals to the emotions as well as ta

the rational as persudsive stratagies. i
Detailed analysis of the most persuasive letters f
‘ E

General findings of the corpus relating to th

moves will be presented first as they may reflect the persua-
ited in the

sion strategies at the text level. As already indics
above two letters, both genres tend to have a series
which are summarized in Figure 3.

rhetorical

of moves,

In Figure 3, the numerals in brackets rep:es:;git the num-

ber of letters in the corpus that include the relev.
steps. The numeralg in the left-hand column of

Lmoves or

ach genre

indicates the moves; most of the moves contain only one

"
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step. Only the head, the introduction to the trade fajr and the
promotion of the trade fair have two steps. Both the English
and the Chinese invitations appear to have very similar
moves at the text level except that Chinese letters have an
extra move: Move s, inviting the reader again. However,
other lower-level differences may exhibit themselves later as
we unfold each move in detail. Generally speaking, there are
two types of moves: the formulaic and the content moves. A
formulaic move is a component that is required in the format
ofa letter, while a content move is found in the main body of
the text where the major information of the letter is given.
Both of these two kinds of move will be illustrated in detail
later, ;

Comparing the specific forms of text structures is, in
fact, closely related to applying different formal schemata at
various lower levels of the texts. In the detailed analysis ro
follow, we begin with a general discussion of the formulaic
moves, The focus of analysis is placed on the content moves
and they will be analyzed one by one afterwards, because this
is where the major intent and persuasive orientations reside.

The fermulaic moves

The formulaic moves consist of the head, the salutation, the
date, and the signature, Heads are used in different ways in
English and Chinese trade fair invitations, English letters
mainly include factual information such as the name, time,
and venue of the event, 25 in the sample letter, and none have
‘Invitation’ as a title. This finding seems to be in accordance
with the logical appeal preference. As indicated in Figure 3,
ail the heads in the Chinese letters, however, are character-
ized by the use of the word ‘Invitation’ in the dtle; only nine
letters include the name and venue of the trade fair in the
bead. Hete the formal schemata of the Chinese invitaion
vary from that of the English. As discussed earlier, invitation
also involves respect besides politely asking in the Chinese
context. This may be the reason why the forms relating to
invitation are always used in the head, and some letters even
use Respectfully/Sincerely Inviting in the head.

The use of salutations in these rwo genres also indicates
some difference in formality. The English letters tend to
include the reader’s name, such as “Mr Jones”; the Chinese
letters prefer to use personal titles or honorific forms such
s “Respected reader” a5 in the sample letter,

Despite the differences, there is also oge similarity
shared by both genres: the head and the salu ition get the
tone and the pathos for the preferred persuasive Strategies to
follow, though a more emotional approach alréady makes
itself felt in the Chinese corpus.

Aslightdifference in the date and signature gompared to
English letters is thatthe date of the Chinese letters is placed

at the end. This rule applies to letter-writing in general.

Moues 1 and 2. Introducing the Trade Fair and inviting the reader

Move 1, Introducing the Trade Fair, occurs at the beginning
in both letters. However, there is a structural diff rence, The
English letter starts with an introduction to the tbade fir:

tis our pleasure to remind you of your wish to pre-register for the
2000 event as indicated when you registered last yedr.

The above sentence can be seen as a realization of the first
two moves: Introducing the trade fair and inviting the
reader. Itis possible o introduce the trade fair as f‘éthe event”
because the details have already been given in thethead. The
invitation is made by referring to “your wish to pr%—reg'wster”
without using the lexon ‘inviting’ or ‘invitation’; which is
not uncommon in the English corpus. This type F{}f inviting
suits the personal tone well — the type of pathos tressed in
English business letters. The personal touch is also shown
in the use of the ‘you approach’, which is often emphasized
as an effective strategy in Bnglish textbooks (e.g.; Locker &
MacLaren, 1995). On the whole, the above iuate is a
straightforward introduction to what this letter is abotit as
poiuted out by the managers,

The first two moves in the Chinese letters are JoTe com-
plicated, and Move 1, Inroducingthe Trade Fair, stémenmes
has two steps as in the sample Jetter; E

|
!
E
|
‘




-Step 1 Providing background information
Step 2 Introducing the exhibition

The first step provides background information regarding

the economiic context in China, which demonstrates an ur-
gent need to raise competitive ability. The trade fair is intro-
duced this way:

In order to meet the needs of the industries and businesses con
cerned, Banking China and China Computer Show (this year) are
1o be held in December in Beijing.

The Chinese translated here as “in order to” is a formal
written form often used in business lettérs; it has two func-
tions here. The first is to introduce the general aim of the
exhibition in the subordinate clause, which is to meet the
needs named in the previous step. The second is to link this
with the main clause, which provides the focal information
about the name, place, and time of the exhibition.

This move helps achieve two kinds of purposes: to attract .

the reader’s attention and to achieve a positive collaborative
image. Meeting the need ofadvancing competitiveness in the
face of rapid economic development can be an attractive
incendve for enterprises. The writer tries to achieve a desir-
able image for a collectivistic culture, in which the needs of
industryand business in general, rather than of an individual
enterprise, are put foremost. Compared to the English let-
ters, the personal ‘you approach’ is much less in evidence in
the Chinese letters. This is because ofthe Chinese persuasive
orientations towards formality and respect.

Note that the move of inviting the reader is expressed
explicitly through the phrase “sincerely invite your (H) com-
pany.” The lexical items “sincerely” and honorific second
person pronoun are the key words foran invitadon, which is
quite commeon in all the letters in the corpus. Using honor-
ifics is often stressed in business writing textbooks (Chen,
1991; Zhuge and Chen, 1994) as a specific illustration of the
use of ¢ing (emotional appeal). This phenomenon can be
traced back to ancient times when various kinds of honorifie
lexical items were used to address kings and the eldecly.

Comparing English and Chinese pjersuasive strategies

Mpue"g. Promoting the Trade Fair

As jndicated in Figure 3, the move of promoting the trade
fair consists of two steps: providing details and giving posi-
tive evaluations. This move in both genres|is closely related
to the AIDA principle as it helps raise the redder’s interest in
the trade fair. Once again, the specific strategies used to
achieve the intent are found to vazy. :

This move in the Bnglish letter can be seen as a split
move, Trade fair details are only mentioned briefly in the
third paragraph where the reader is informed w }
details. This brevity in style is one of the geEﬁera.l dings in

an attached document can be related to the for

. of stressing clarity and conciseness as indicated in the man-

agers’ second and third comments. .

However, there is no lack of positive evdluation through-
outthe letter; it is most conspicuous in the second and third
paragraphs, such as: '

This Computerworld Expo promises to be bingr and more influ-
entlal then ever... The high-value and low-a#fsr workshops.,.

The use of adjectives and their comparati;i:re or superlative
degrees are effective formal schemata forladvertising, and
similar forms are alsa discussed in Bhatia (1993). Here
“promises to be bigger and more influental than ever”
serves this purpose well, and in the mean| ime, it may well
indicate the particular feature of this trade fair, thus high-
lighting the ethos. :

The Chinese letters, however, tend to linclude as many
details as possible, as shown in the sample letter, which
indicates that the working out of the AIDA model differs
from the English letters. 1

The first step is realized in three paragraphs (from the
second to the fourth), describing the scale of the exhibition
and mentioning various exhibits. For an exhibition, the scale
and variety of products can be a very appealing factor for the
reader. The greater part ofthe second paragir'aph is discussed
as an example to indicate the main features of this step:

13
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Thisshow isto be held on g grand scale. [Names of the participat-
ing countries omitted ] Internationally well-known companies
dealing with bank security, comptiters, telecommunications, and
automation equipment will exhibit their latest advanced equip-
ment for financial, banking, and other industrial and commer-
cial enterprises.

These details are introduced in deductive manner, in which
the idea develops from the general, “a grand scale,” to the
specific including the names of the participating countries,
used to support the idea of the trade fair's being on 2 grand
scale.

The second step, evaluating the gade fair, is scattered
among the first step, a typical feature of evaluation in the
corpus which is also very similar to the English letters, For
example, the first sentence in the above example can be seen
as 4 positive appraisal of the scale of the exhibition as being
grand. Furthermore, the expression “intermationally well-
known” and the superlative degree of “latest” are used to
give positive evaluations. This may be the reason why the
managers thought this letter was ‘realistic! in its persuasive-
ness, as noted in their commentNo. 3.

Move 4. Offering incentives

Two kinds of incentives are found in the English letters: (1}
gifts and prizes; (2) benefits the trade fair may bring, These
incentives are used to push the readerto a quick decision, by
helping stimulate the reader’s desire to attend the trade fair,

* «The sample letter uses the second type of incentive by
offering further opportunities of “cutting edge technology
workshops” in the first paragraph. The position of this
move scemms to be quite flexible, although it usually occurs at
the end of the Jetter.

The Chinese letter adopts a similar strategy to stirnulate
the reader’s desire to participate. Offering incentives is ex-
pressed across two paragraphs — the fifth and sixth para-
graphs of the letter. This move details other Opportunities
the writer promises the reader, including opportunities for
sales and potential cooperation with foreign companies in

the fifth paragraph. Another incentive is the gpportunity to
leave products exhibited on site for sale after the exhibition.
This incentive is introduced by the verb “wel¢ome", which
echoes the writer's host-like attitude,

Move 5. Inviting again

" Asshown in Figure 3, the move ofinviting ther 'ademgain is

only applicable to the Chinese corpus. The noy-existence of
this mave in the Bnglish leters reflects the differences in
culturalyalues. Repeatinginvitations in Chinese s often seen
as demonstrating warmth and hospitality towards the guest
(Chen, 1991, p. 106). The second invitation is erthanqed with
more honorific lexical items in the sample letter;

Our company sincerely invites managerial and technical repre-
sentatives from your (H) company to visit {H) this exhibition.

Besides using the same form of ‘sincerely inviting’ as in the
first invitation, the writer shows more respect by using the
honorific form of “visit”. The repetition of in\jﬁng and the
use of honorific lexis all contribute to a high [i' leve] of re-
spectwhich is in alignment with the preferred strong qing in
the established host-guest relationship. That:the respect
shown is of the appropriate level is also noted in No. 2 of the
managers’ commeits, :

Move 6. Providing registration details E
i
Both genres tend to provide clear registration \details, The
English letter devotes most of the second paragraph and all
of the third to these details. As a specific persuasive strategy,
the writer starts to introduce the registration flemi with
this line:

- and we've made pre-registration easy for you, l

This strategy is frequently used in the corpus; a similar strat-
egyisalso found in English sales letters (Zhu, In press b). The
preferred formal schemata here can berelated to Ethe purpose
of reducing the imposition in an invitation, which also helps
to minimize the reader’s cost in terms of time. ‘This tendency

t
[
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echoes the logos of the English business letters, The common
saying ‘time is money' seems to be a dominant principle in
persuasion in this low-context culture.

The Chinese letter also provides registration and contact
details. The polite register indicated by a polite request with
the softener “please” in the last paragraph but one matches
the high respect level required by invitation letters.

Move 7. Encouraging further contact

Encouraging further contact seems to be quite important in
helping develop future business deals. The English letter
stresses the “updated” information provided by the web site
details. The inclusion of similar high-tech information is
quite common in the English corpus. This may show that
technology has significant Impact on the writing of Bnglish
trade fair invitations. The managers seem to like this aspect
as indicated in their comment No. 3.

In the Chinese letter, further contact informaton is in-
cluded in the last paragraph. It is written in a conditional
sentence to express a polite and non-obligatory request,
which is also in accordance with the polite and formal tone
throughout.

Mave 8. Polite closing

Both genres include the move of polite closing. The English
letters ends with:

We laok forward to seeing you again at the most influential
business technology event in New Zealand.

The lexical item “look forwazd to” is a very common closing
in the English corpus. Note that the writer also takes this
final opportunity to promote the tade fair as “the most
influential business technology event in New Zealand”, In
this way the letter ends with the dual purpose cleatly
stressed: inviting the reader as well as promoting the trade
fair, the focus of the whole letter.

Comparing English and Chinese persuasiye strategies

In the Chinese letter, the polite closingis expressed using
the extremely respectful form ‘zhu da an’ (wish greathealth).
‘Zhudaan’ is often used to address someone much senior in
position orageand was evénused inancienttimes by subjects
toaddress the emperor. Similar forms ofclosing are related to

invitations such as ‘inviting you (H) sincerely' and ‘respect-

fully anticipate your participation {H)'. Polité forms are used
here to lower the writer’s position in order to achieve a re-
spectful linguistic distance. Zhu (19gga) found these forms
were quite effective in achieving a high respect|level in a
collectivistic culture that places importance pn status,

In sutn, both genres exhibit the ethos, logos, anr}]pathos in
order to achieve the major purposes of inviting the reader
and promoting the trade fair. However, the stress varies: the
English letters tend to stress the appeal to reason, whereas
the Chinese ones place the focus on both ldgical and emo-
tonal appeals, and the host-guest relationship i§ accentu-
ated throughout the [etter,

Besides this, the two genres vary in the way they present
the company’s image as part of the ethos. An individualistic
imageis stressed in the English letters, By contrast, a collabo-
rativeimage is stressed in the Chinese ketters, This can be the
reasonwhy Chineseletters tend toinclude ‘exfranequs’ infor-
mation at the beginning of the letter. It is alsp worthwhiie to
note thatthe Bnglish and Chinese trade fair invitations differ
in their specific ways of expressing differentikinds of pathos.
The English letters tend to have a personal and friendly tone
while the Chinese letters use honorifics &equEntiy toindicate
respect and sincerity. The writers even extend the jnvitation
more than once to further show this.

A similarity lies in the shared logical appeal relating to
promoting the trade fair, and the AIDA model ocenrs in both
genres, However, thereis a significant differénce it terms of
relevant quantity of information: maore details about the
trade fair are found in the Chinese carpus, and less detailed
information is given in the English corpus. As discussed, the
major reason for this difference can be that English letters
tend to relegate details to an attached document.
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Conclusion

This study has adopted a sociocognitive genre approach to
compare persuasive strategies used in English and Chinese
letters of invitation to tade fairs. The strength of this ap-
proach is its focus on examining communicative purposes
and persuasive orientations as a starting point. This ap-
proach can also be extended to comparing petsuasive strate-
gies in other cultures because of its consistent reference to
relevant knowledge structures and sociocultural contexts.

Within this approach, the English and Chinese trade fair
invitation genres were compared in detail. It was found that
the English sociocultural eontextand business practice indi-
cate the need for strong logos, while the Chinese contexts
distinetly pose a need for both logical and emotional appeals
in trade fair invitations.

These needs lead to different sets of persuasive orienta-
tions and purposes. The stress on reason is realized in the
English letters by having the jnvitation to the reader toattend
the trade fair as the focal communicative goal. The Chinese
letters, while sharingthis goal, have the additional purposeof
presenting a cooperative image and proffering a long-term
relationship, thus meeting the needs of businesses in a col-
lectivistic culture in the midst of economic reform.

The differences and similarities in persuasive orienta-
tions between the English and Chinese trade fair invitations
are also shown in specific strategies across moves, steps and

Notes

1. Chinese letters in this paper are confined to
letters written in mainland China and exclude
those from Taiwan, Hong Kong or Singapore.
The author is aware that there may be differences
in syle within these countries or regions as they
are more expased to the western buginess
practice,

2. “H" here stands for the honorific form.

Acknowledgments

Thanks are given to Professor Herbert
Hildebrandt for his feedback on the wiiting of
Bnglish trade falr invitations. T also thank Mr.
Peter Thompson for his comments on an eadier
version of this paper, and thank the Chinese and
New Zealand managers who volunreered to
participate in the questionnaire,

linguistic forms, which further substantiates our claim that
persuasive strategies are culturally defined.

The study may shed insight on an understanding of
cross-cultural persuasive text in general. A sociocogritive
analysis of persuasive orientations may provide us with rel-

. evant wotld and formal schemata to understand communi-

cative intent and strategies in the business context. These
knowledge structures may prove to be particularly important
when dealing with sinrations in which pathes outweighs logos
and vice versa. In addition, this principle can similarly be
applied to business meetings and intercultural negotiatipns,
A good prasp of the above communicative intent|and
Ppersuasive orientations will also help professionals
sign documents effectively in cross-cultural business
munication. In designing a document, we may take into
consideration relevant cultural differences in persuasion
and adjust our strategies accordingly in order to achievelour
business goal, such as inviting the reader to a trade fair.
Further research needs to be done to compare other pro-
fessional genres across cultures, and to solicita wider r
of professionals’ views as well, Further research questions
are: Are the strategies uncovered here practiced dt the cul-
tural level in general? Or are they only practiced in ce
genres? Once such questions are answered, we will be beftter
equipped, with a panoramie view of culture-specific as well
as genre-specific persuasive schemata, to deal with cross-
cultural simations.
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