UNIVERSITYOF
BIRMINGHAM

GENERATING WORD-OF-MOUTH VIA ORGANIZED
BUSINESS NETWORKS: THE ROLE OF NARRATIVE AND
METAPHOR IN 60-SECOND SELF-MARKETING SPEECHES

by
HANA BLAZKOVA

A thesis submitted to
The University of Birmingham
for the Degree of
DOCTOR OF PHILOSOPHY

Volume |

Department of English Language and Applied Linguistics
College of Arts and Humanities

The University of Birmingham

July 2015



University of Birmingham Research Archive

e-theses repository

This unpublished thesis/dissertation is copyright of the author and/or third
parties. The intellectual property rights of the author or third parties in respect
of this work are as defined by The Copyright Designs and Patents Act 1988 or
as modified by any successor legislation.

Any use made of information contained in this thesis/dissertation must be in
accordance with that legislation and must be properly acknowledged. Further
distribution or reproduction in any format is prohibited without the permission
of the copyright holder.



Dedication

To my wonderful family, who mean a world to me. To my husband David and my daughters

Anna and Lada.

&

To my parents who will always hold my heart.



Acknowledgements

I am indebted to the many people who have helped me throughout the years of working

on this thesis.

First and foremost to my PhD supervisor, Almut Koester, who has been a great source
of knowledge, inspiration and guidance throughout the whole process, and whose
confidence and wonderful optimism has kept me going even at times when life interfered
in ways both good and bad. Indeed, without her steady and unfailing support this endeavor
would not have been successful. | am also very grateful to Rosamund Moon, who has been
thoroughly amazing in her role as my PhD supervisor in the final stage of this project,
giving intellectual, practical and moral support.

I would also like to thank the following people for their constructive comments and helpful
advice on earlier drafts of the thesis chapters: Gerhard Steen, Katja Pelsmaekers, Geert
Jacobs and Sylvain Dieltjens. The input of these readers has been invaluable in improving

the quality of this thesis, as has been their support and encouragement.
Many people have provided inspiration, ideas, feedback and help of various kinds:

I am very grateful to Mirjaliisa Charles for her contagious excitement that spurred
my interest in the field of business discourse research, and sent me on the Birmingham
PhD trajectory. | would like to thank Celia Roberts for the most memorable and influential
advocacy of ethnographic studies, and for her kind advice during the research process.
I am also thankful to Gudrun Reijnierse, Tom Van Hout, Gerlinde Mautner and Veronika

Koller.

This project would not have been possible without the people who enabled me to collect
my data. | am thus very grateful to the members of all BNI groups that were involved
in this study, and particularly to BNI Victoria, for letting me into their inner circle
and for allowing me to come along to their meetings and record their speech with a little
‘doobrie firkin’. I am grateful to them for sharing their insights and opinions in a number
of tedious and time-consuming interviews and surveys, and for giving me permission

to use the transcripts of their speeches and interactions in this project. Some of the species



under the magnifying glass have become dear friends, namely Rob Griffin, Paul Duke

Thomas and Shaun Thomson.

Then | would like to thank the CEO of the researched organization, Dr Ivan Misner,
who has kindly provided access to numerous data, both public and confidential.
I very much value his trust and the support he has given to this research project, but above

all, the very precious resource of his time.

Special thanks belong to the best friend out there, to Gwenan Richards, for her big heart
and wonderful, bright mind. For being an avid critic who took the pains to proof-read
the entire thesis.

I want to thank the amazing trinity of Grannies: Anna Tumova, Jana Blazkova and
Bozenka Sipatkova, and also my niece Sarka Petakova, for giving me a break and giving

my daughters a wonderful time during the final push in this project.

Acknowledgments tend to be full of clichés, and this one is no exception, although each
of these is deeply felt. Thus, finally, I would like to thank my husband David
and my daughters Anna and Lada, the three people who are collectively the love of my life.
Thank you for making my days so very, very beautiful and worthwhile and also full
of surprise at times. But then | never liked it boring.



Table of Contents

CHAPTER 1 Introduction 1

Because | can make you look good on paper. Because | can make you look good between

the sheets. 1
1.1  Small business networking, the genre of self-marketing and the X-second rhetoric 4
1.1.1 Business discourse research 4
1.1.2 Self-branding discourse 6
1.1.3 X-second rhetoric: Research into minimalist speeches such as the elevator pitch 7
1.2 Background to the Business Development Networks 10
1.2.1 Key factors influencing the success of a small business involved in a Business
Development Network 13
1.3 The genre of 60-second networking speeches 18
1.4  Core themes in this thesis and major threads connecting core themes 21
1.4.1 Narrative, identity and metaphor 22
1.4.2 Identity 22
1.4.3 Multidisciplinarity 25
1.5 Methodology synopsis and key terminology 26
1.5.1 Approaches to narrative analysis (Chapter 3 — Chapter 5) 26
1.5.2 Approaches to metaphor analysis (Chapter 6 — Chapter 7) 28
1.5.3 Longitudinal and cross-sectional perspectives 29
1.6 Overview of the present study and data collection 29
1.7  Organization of the thesis 33
1.7.1 Taxonomy of the research questions and hypotheses addressed in individual chapters 36
CHAPTER 2 Background to Word of Mouth and Organized Networking 40
Word of mouth is the oldest, newest marketing medium. 40
2.1  Changes in the marketing landscape and the growing prominence of word of mouth 42
2.1.1 Networking as the chief marketing strategy for small businesses 46
2.2 Networking breeds word of mouth: key drivers based on their relevance to Business
Development Networks 50
2.2.1 Self-interest and reciprocity 52
2.2.2 Altruism and sense of belonging/group identity 55
2.2.3 Self-enhancement and interpersonal influence 58
2.3 Difference in WOM attraction depending on the category of service and product 60
2.4 Offline and online word of mouth 63
2.5 Conclusions 65
CHAPTER 3 Towards a Definition of the Competence Tale: Generic Structural
and Lexical Features 67



3.1 Research questions and introduction into key concepts 69

3.2 The organization of the chapter 71
3.3 Theoretical backdrop: Approaches to narrative analysis and narrative identity 71
3.3.1 Structuralist perspective and the Labovian definition of narrative 73
3.3.2 Competing structural patterns 75
3.3.3 Ethnopoetics 76
3.3.4 Criticism of traditional structural research 79
3.3.5 Discursive turn in narrative analysis 81
3.3.6 Theorizing narrative identity 82
3.3.7 Criticism of positioning theory 86
3.4 Dataand method 87
3.5 Defining the competence tale 90
3.5.1 Model problem-solution structure 94
3.5.2 Unorthodox structures 96
3.6 Discussion 101
3.6.1 Structural analysis 101
3.6.2 Problem-solution pattern in competence-communicating narratives 106
3.6.3 Specific lexico-grammatical features structuring competence tales 109
3.7  Conclusion 116
CHAPTER 4 Reported Speech and Temporal Features of Competence Tales 121
4.1 Reported speech in competence tales 121
4.1.1 Research questions specific to RS theme 122
4.2 Temporality in competence tales 123
4.2.1 Research questions specific to the theme of temporality 124
4.3 Reported speech in competence tales 124
4.4 Dataset and method 125
4.4.1 Overview of narrative data involving RS 126
4.4.2 Overview of narrative data involving RS 127
4.4.3 Note on methodology 130
4.5 Theoretical backdrop: Core themes in the current study of reported speech 131
4.5.1 Direct and indirect form of reported speech 132
4.5.2 The study of RS in context: Authenticity of RS 133
4.5.3 Interactional functions of RS 135
4.6 Interactional functions of RS in competence tales 138
4.6.1 Simulated customer reference: Case Study A 143
4.6.2 Simulated customer reference: Case Study B 145
4.6.3 Direct customer reference: Case Study 149
4.7 RS innon-narrative data: problem scenario 151
4.7.1 Defining problem scenario vis-a-vis competence narrative 155
4.8 Temporal framing of competence tales 156
4.8.1 Analysis 156

Vi



4.8.2 Discussion: Temporal proximity in CTs 160

4.9  Conclusion 162
CHAPTER 5 Competence Tale as a Shortcut to Professional Identity 167
5.1 Research questions 169
5.2 The organization of the chapter 169
5.3  The dataset and methodology 170
5.4  Theoretical backdrop: Theorising professional identity 171
5.4.1 Professional identity in the study of institutional and organizational discourse 171
5.4.2 Professional identity in the context of networking and self promotion: the need
for an explicit definition 173
5.4.3 Defining the dimensions of professional identity based on the current conception
of credibility 175
5.4.4 Professional identity dimensions in BDN narratives 177
5.4.5 Exploring the interplay of competence and likeability 178
5.5 Professional identity in the making 181
5.5.1 Ethnographic background 181
5.5.2 Narrative 1: Communicating competence and goodwill 182
5.5.3 Narrative 2: Cultivating trustworthiness 184
5.5.4 Narrative 3: Addressing the audience as direct clients through pain narrative 188
The way people use pronouns, particularly in addressing recipients, has implications
for their interpersonal relationships and the way the receivers are positioned. 188
5.5.5 Discussion and the summary of key outcomes 190
5.6  Macro-factors influencing the tendency to enlist CTs 194
5.7 Conclusion 196
CHAPTER 6 Positioning Metaphor as an Instrument of Linguistic and Identity Co-construction
in 60 seconds 200
6.1 The dataset and the formulation of research questions 202
6.2  The organization of the chapter 205
6.3  Theoretical backdrop to current conception of metaphor 206
6.3.1 Traditional vs. cognitive-scientific paradigm 206
6.3.2 Applied perspective: ‘real world’ metaphor research and the discourse shift
in metaphor theory 209
6.4 Background to the Olympic case: the methodology and data 211
6.4.1 The case study 213
6.5 Local dynamics of Olympics metaphor co-construction 219
6.5.1 Echo metaphor: Metaphor repetition, explication and relexicalization 220
6.5.2 Contrast and redeployment processes 223

6.6 Emergent systematic metaphors: OVERCOMING LIMITS/HELPING OTHERS OVERCOME
LIMITS and PERFORMANCE metaphors 225

6.7  Factors motivating metaphor co-construction in 60 seconds and prototypical identity 229

vii



6.8
6.9

6.7.1 Recency effect and temporal creativity crisis
6.7.2 Ingroup status and alignment with audience
6.7.3 Enduring metaphorical concepts
Prototypical identity construction via dominant positioning metaphor

Conclusion

CHAPTER 7 Key variables affecting BDN metaphor persuasiveness and recall

230
233
234
235

237
240

7.1
7.2
7.3
7.4

75

7.6

7.7

7.8

Research questions and theoretical background
The dataset and a note on methodology

The organization of the chapter

Background to individual variables and hypotheses

7.4.1 Contextual relevance

7.4.2 Complexity

7.4.3 Novelty

7.4.4 Perceptions of memorability and persuasiveness
Methodology

7.5.1 Participants

7.5.2 Procedure

7.5.3 Measures
Data Analysis

7.6.1 RQs1: basic statistical analysis
7.6.2 RQs 2 and hypotheses 1-4: Correlational analysis
Results

7.7.1 The impact of positioning metaphor on persuasion

7.7.2 The impact of positioning metaphor on perceived memorability

7.7.3 Contextual relevance

7.7.4 Complexity

7.7.5 The relationship between contextual relevance and complexity

7.7.6 The relationship between novelty and complexity

7.7.7 Novelty

7.7.8 Perceptions of memorability and persuasiveness

7.7.9 Key predictors of perceived metaphor persuasiveness and memorability
Discussion and conclusions

CHAPTER 8 Conclusions and recommendations

241
243
243
244

244
247
252
255
255

256
256
257
258

258
262
263

263
266
267
268
269
270
270
272
272
273

278

8.1

8.2

8.3

Narrative in 60-second speeches

8.1.1 Construction of professional identity via a series of narratives
Positioning metaphor in the self-branding 60-seconds

8.2.1 Metaphor dynamics and potential implications for construction of identity

279

286
290

291

8.2.2 The perceived effects of positioning metaphor on the persuasiveness and memorability

of 60-second speeches.
Recommendations for practice

References

294
298

303

viii






List of lllustrations

List of Examples

Example 1.1: BDN 60-second speech delivered by @ printer .........cccccvvveveviiieve e 1
Example 1.2: Generic structure of the self-marketing 60-second Speech............cccccevvvieveivciennens 19
Example 1.3: Generic structure of the BDN 60-second speech embedding a narrative .................. 20

Example 2.1: Responses to the interview about the financial returns of participation in the target
BDIN (2008).....0eueeteieieiereieiesietesieteseete et sta e e te e e te e e se st ese et e e e se e st e te e e st et et r ettt et e ne et e nens 50
Example 2.2: Reciprocity as the motif underlying the existence of the target BDN ...................... 54
Example 2.3: Group leaders opening the BNI meeting in the primary group: elite group identity . 56
Example 2.4: Group leaders opening the BNI meeting in three different BDN groups: elite

GPOUP THBNTITY .ttt b b b n ettt b b e ene 57
Example 2.5: Negative WOM as an opportunity for referral.............cocooiiiiinciiiineee 62
Example 3.1: BDN example of the Labovian narrative structure (lines 1-11) embedded

iN 8 BDN 60-SECONM SPEECH ...ttt 74
Example 3.2: Ethnopoetic organization of the BDN NArrative ..........cccocooviiineneicisencse e 77
Example 3.3: Success owned by the SPEAKET ..o 90
Example 3.4: Succes as a result of JoINt effOrt...........ccooiiiiiiiii e 91
Example 3.5: Failure iS @XOGENOUS .........coiiuiiiiiiiiiite ettt 91
Example 3.6: Client as @ passiVe UNGJEIGORT ........cuoviiririerieieieiesie sttt 91
Example 3.7: The speaker as proactive fOrCe.........covviiiiicii i 91
Example 3.8: Therapist embeds a story of a successful treatment in his 60 seconds....................... 93
Example 3.9: Prototypical problem-solution NArrative ...........ccccocveieiiiic e, 95
Example 3.10: Product sourcer finds a desired product............cccccevveieiiiieciesie s 96
Example 3.11: Chartered surveyor highlights attention to detail............c.cccccoevvevievi i, 97
Example 3.12: Business consultant highlights a client’s incOmpetence .........ccccoovvveevievievievennne, 98
Example 3.13: Product sourcer positions himself as an expert business consultant........................ 99

Example 3.14: Solicitor contrasts lay and expert solutions to the payment of tax and care fees... 100

Example 3.15: Labovian structural analysis (reViSited) .........ccovvevieeiiiiiee i 103
Example 3.16: BDN narrative embedding another narrative ............ccccooevevieieiceiieeneceee e 105
Example 3.17: IMPIICIt SOIULION .........oviiiiiee e e 108
Example 3.18: The use of quantifiers and hyperbole amplified by parallelism in problem

EVAIUALION 1N H29 ...t 115
Example 4.1: DRS or quasi-DRS in the competence tale dataset...........cccccevverereiiieneniniie e 127
Example 4.2: IRS in the competence tale dataset ...........ccoovviiiriiiieiiis s 127



Example 4.3: Problem scenarios involving client voice (S1-S12) or audience as clients

S S 1 ) IS 130
Example 4.4: Pronoun + 5ay iN DRS ..o s 132
Example 4.5: Pronoun + tell + that in TRS ... 132
Example 4.6: Freestanding Structure in DRS ..o 132
Example 4.7: QUaSI-AITECT FOMM .....cviiiiiiiiie s 133
Example 4.8: Story background cast as IRS, climax cast as DRS ...........ccccocvvivviviieieiecie e 136
Example 4.9: DRS deploymMent iN #5......c.ooiiiiiiiieissese e 137
Example 4.10: The scale of client involvement in problem evaluation depending on the form

(o]l S0 =T o] [0) Y702 =T o1 OSSP 140
Example 4.11: The scale of client involvement in solution evaluation depending on the form

(o] il RS0 =T o] [0) Y702 T=T o USSR 141
Example 4.12: Simulated customer reference in narrative # 3..........cccoceveveie v v 144
Example 4.13: Simulated customer reference in Narrative #27..........ccccceveveeveiece s 146
Example 4.14: Problem evaluation in NArrative #27 ..........cccccv v ie s see e 147
Example 4.15: Direct customer reference in narrative #29........cccccoevieiiiee v ene e 150
Example 4.16: Prototypical scenario invoIving DRS...........ccccoiiriiiiiin e 153
Example 4.17: Discourse markers/lexical clusters typically introducing scenario..........c.c.ccceuv..... 155
Example 4.18: Temporal framing of the BDN small narratives .............ccccooveiineneiiiieninee 158
Example 4.19: Distribution of time adverbs in the situation and abstract ..............ccccceecevervennne. 159
Example 4.20: Contemporary and temporary target market specification.............c.ccoccovvreiennnnnn 161
Example 5.1: PI construction via embedded competence tale ...........ccooeiiiinencneisisee 177
Example 5.2: Angelo’s first speech embedding CT........ccovviiiiiiiicin s 183
Example 5.3: Angelo’s second speech embedding CT ........ccoiiiiiniiiniiin s 185
Example 5.4: Poetic organization of the Second NArrative ...........cccooeveiviiineneneeeeee s 186
Example 5.5: Angelo’s third speech embedding CT ........ccoiiiiiiiiiii s 189
Example 5.6: Poetic structuring of problem and evaluation phases in CT2 ........cccccoevevevvvvennnn, 190
Example 6.1: Group leader soliciting the use of an Olympic sports metaphor...........c.cccoceevenee. 203
Example 6.2: ECho metaphor’s Mirror STTUCLUIES..........coveiiiiiiieie e 221

Example 6.3: Contrast (marathon as a source term) and redeployment (sprint as a source term) . 223

Example 6.4: Example of development and re-deployment: bar as a source term............c..c.c...... 225
Example 6.5: OVERCOMING LIMITS in the steeplechase and pole vault metaphors ....................... 226
Example 6.6: HELPING OTHERS OVERCOME LIMITS in the hurdles and high jump metaphor ........ 227
Example 6.7: PERFORMANCE metaphor in archery and javelin thrower metaphors...................... 228
Example 6.5: Outlier Metaphiors .........ooviiiiii e 233

xi



Example 6.9: The influence of enduring metaphorical concepts on metaphor choice

Example 7.1: Positioning tag lines illustrating different degrees of contextual relevance ............

Example 7.2: BDN Olympic speeches illustrating different degrees of contextual re

Xii

levance ......



List of Figures

Figure 1.1: Perceived research gap in the overlap of the four domains addressed by this study....... 6
Figure 1.2: Distribution of referrals in the first, third and fifth year of membership...................... 16
Figure 1.3: Persuasion as the conceptual link underlying the central themes.............cccccovevivevnenen. 22
Figure 1.4: Summary of research questions and hypotheses addressed in individual chapters ....... 39
Figure 2.1: Marketing strategy as the primary source of new business (based on BNI online

survey, 8,247 reSPONAENTS, 2015) ... .cuiiiiieiiee ettt ettt nreeneas 46
Figure 2.2: Structure of marketing budget projection/ Small business owners (based on BNI

online survey, 9,345 respondents, 2015).......ccoiiiiiae e 47
Figure 2.3: BNI membership between 1986 and 2012 (based on Misner, 2014).........c.cccccvvvveinnnne 49
Figure 2.4: WOM motivational mix for the organized networking CONtext ............ccccevevvvivreriennen. 52
Figure 2.5: WOM attraction of different product categories (Keller Fay TalkTrack, 2014b) ......... 60
Figure 2.6: Negative WOM in % depending on industry (based on Oetting et al., 2010)................ 61
Figure 2.7: WOM attraction of different product categories (Keller Fay TalkTrack, 2014c).......... 62
Figure 3.1: Problem-solution pattern (based on Hoey, 1983) ........ccccoviiiieiicecie e 93
Figure 3.2: Distribution of hyperbole iN % iN CTS ..o 111
Figure 3.3: Generic structure of cCOmpetenCe tale .........ccccvvvviviiiiic e 117
Figure 4.1: Client inVOIVEMENT MALFIX ......ceiiiiiriiieiieiieceeie et re e sresreeneas 142
Figure 5.1: Leveraging distrust against the profession to showcase professional identity ............ 191
Figure 5.2: Structural pattern of pain SPEECN ........cccocie i 193
Figure 6.1: Generic overview of dominant systematic metaphors and corresponding linguistic

metaphors in abridged tranSCIIPLS .......eciie e re e re e re e reesree e 215
Figure 6.2: Core drivers of co-construction in networking context........c.ccccvvvvvviiiinniecieennesnenn, 230
Figure 6.3: Time proximity motivating metaphor appropriation in the Olympic dataset .............. 231

Figure 7.1: Variables examined for potential influence on metaphor persuasiveness

o (o =] 01 [0 TP TR 242

xiii



List of Tables

Table 3.1: Distribution of hyperbole in the problem-solution pattern of CTS .......c.ccoevvvvvvvvnennen. 111
Table 7.1: Overall effect of positioning metaphors on perceived retention and persuasion based

on weighted arithmMetiC MEAN ..o e st sre e re e e e e 260
Table 7.2: Overall effect of metaphors on perceived retention and persuasion based on mode ... 262
Table 7.3: Pearson correlations among observed variables ... 263
Table 7.4: Summary of perceived impact 0N PErSUASION ...........ccoervererieieriseniesr e 264
Table 7.5: Overall effect of positioning metaphors on perceived retention and persuasion based

on mode — Selected MELAPNOIS ........coiiiiii e 265
Table 7.6: Summary of perceived impact 0N retention ............coooveii i iiieienece e 266
Table 7.7: Transcript of and statistics on the outlier metaphor............cccovoviiineiciee 269

Xiv



Data: Transcription Conventions, Ethics and Confidentiality

In this thesis, | have used the transcripts of Business Networking International (BNI)
60-second speech recordings, recordings of BNI meetings and interviews with
the members.® Standard protocols for ethical research were followed including
confidentiality of informants. The recordings were transcribed orthographically with some
exceptions such as overlaps, latching and information on basic prosodic features. Generic
responses such as laughter and the expressions of appreciation or rejection have been

documented in the full transcripts in the appendices.

For the sake of clarity and readability, the extracts illustrating the text proper in individual
chapters are further simplified toread rather asawritten text. Transcripts appearing
in the text are separated from the text proper by borders. While their formatting is similar
to the Tables that contain numerical data, they can be easily identified as transcripts
by the label Example, and by being numbered separately from both Figures and Tables
(see the List of illustrations for details). Line numbers are given, whenever it makes sense
toinclude them, i.e. when the focus is on microanalysis, and indvidual segments
are commented on in the text. The extracts in the text do not contain detailed information
on prosody, unless it is considered salient to the analysis at hand. This information is given

in the full transcript in the appendices.

A variety of linguistic features is studied in this thesis, with different chapters exhibiting
different foci, the studied features are highlighted by means of underlining or italicizing.
Each chapter contains specific information on how the given phenomena are highlighted

in the extracts and the system is consistently followed throughout the chapter.

! Other textual data consists of the input by respondents produced in the metaphor online survey that
underlies Chapter 7, interviews with the CEO of BNI Ivan Misner, and in Chapter 1 also the responses
of the BNI members that Misner collected in his doctoral thesis.

XV



At times when ethnopoetic perspective is applied to the analysis of text in the narrative
chapters, examples are presented in poetic lines rather than prosaic blocks to better capture
the particular poetic effect and organization of the given speech. Lines insuch cases
represent intonation units, to capture the natural organization or chunking achieved
by a combination of intonation, prosody, pauses and verbal particles such as discourse

and hesitation markers (Tannen, 2007).

The following transcription conventions were used?:

<n Clive > speakers’ identification at the beginning of a turn
, slight rising in intonation at end of tone unit, listing intonation
? high rising intonation at end of tone unit

falling intonation at end of tone unit
! animated intonation

[] brief but perceptible dysfluency within a turn

[..] short pause <0.5> within a turn

[...] noticeable pause or break of <0.5; 1> within a turn
[2s] pause longer than a second

- sound abruptly cut off, e.g. false start

Bold emphatic stress®

: colon following vowel indicates elongated vowel sound
.. extra colon indicates longer elongation

/could / words between slashes show uncertain transcription

1?2/ indicates inaudible utterances: one ? for each syllable

|_ overlapping or simultaneous speech

L] words in these brackets are utterances interjected by a speaker/s within another speaker’s
turn

= latching: no perceptible inter-turn pause

@) nonlexical phenomena (vocal and nonvocal), that interrupt the lexical stretch,
as in ‘I asked her to (cough) excuse me’

[O] nonlexical phenomena, both vocal and nonvocal, that overlay the lexical stretch,
as in [(handing paper to the chair) is this it?]

(laughter M) laughter, the letter S-XL indicates the laughter intensity, ‘S’ indicates small or scattered

laughter. ‘M’- ‘L’ indicates higher intensity, ‘L’ amounts to a generic reception
of a good joke, ‘XL * indicates particularly intense laughter.

Transcription conventions specific to metaphorically used words in the Olympics metaphor transcript

2 With minor alterations, the transcription system was adopted from Koester (2006).
® This information is given in all transcripts except the Olympics metaphor transcripts, where it would
visually interfere with the MIP(VVU) method.

XVi



(Appendix 2):

Italics lexical unit marked as metaphorical (e.g., you can’t see the finish line)

Bold+italics source domain term in A is B or A is like B formula (e.g., it’s gonna be like a relay
race)

Shading deliberate sports or related metaphor

Transcription conventions specific to the Narrative transcript (Appendix 3):
For the purposes of analysis reported in the first narrative chapter, the transcript contains structural
information on the individual phases of narratives.

Italics generic phase (e.g., Problem: he told me, he couldn’t get it in Britain)
Colour scale Signal the beginning of a narrative and communicate the specific type of narrative.
+bold For details, see the legend in Appendix 3.

XVii




List of Abbreviations

BDN Business Development Network

BNI Business Networking International

CA Conversation Analysis

CDA Critical Discourse Analysis

CMT Conceptual Metaphor Theory

CoP Community of Practice

CT Competence Tale

Gl Group Identity

MCA Membership Categorization Analysis

MD Managing Director

offline Face-to-face Word of Mouth (as opposed to online/electronically mediated
WOM WOM)

Pl Professional Identity

PT Positioning Theory

RS Reported Speech

SCT Self-categorization Theory

SIT Social Identity Theory

SWOM Social Word of Mouth, i.e. recommendations made via social media
USP Unique Selling Proposition

WOM Word of Mouth Marketing

XViii




CHAPTER 1

Introduction

Because | can make you look good on paper. Because | can make you look good

between the sheets.
Marketing studies have demonstrated that small businesses increasingly rely on business
networking as their chief marketing strategy (O’Donnell, 2014 inter alia). However,
the discourse practices of the representatives of small business have rarely been examined,
and their self-branding networking rhetoric remains largely overlooked. This study
examines the previously untapped genre of the 60-second self-marketing speeches that
were delivered by the small business owner-managers engaged in organized networking,

such as the example below, delivered by the printer whose tag line introduces this chapter.

1 | <nPaul > Good morning everybody. Morning uh: my name’s PDT,

2 | I am very fortunate to work for a company called [.] D’s Print based in the heart of city.
3 | We can make you look good on paper.

4 | And we’ve recently been doing a lot of uh: pads.

5 | We can do A5 pads, A4 pads, A3 pads, A2 pads,

6 | we can’t do A8 pads, but I’ve got an A8 outside so | don’t care. [laughter and cheering]
7 | Nobody throws away pads, they always use them. They keep them on their desk,

8 | they use them to write phone numbers on.

9 | Soif you know anybody [...] uh: who uses pads, go and see them.

10 | Go and see them and talk about the pad.

11 | It won’t make them mad, it won’t make them sad.

12 | I’ll go and see them and I’ll make them glad.

13 | Because I [.] can make them look good [...] between the sheets.*

Example 1.1: BDN 60-second speech delivered by a printer

* The initial positioning line and the tagline: We can make you look good on paper and Because | [.] can
make them look good [...] between the sheets represent the printer’s brand recognition lines and as such were
used regularly (with incremental changes) in his weekly 60-second slot — hence the pronoun variation
between the opening quote and this example.



The core interactional goal of these minimalist speeches is informational and emotive,
informing on the business and desired client segment ina memorable manner, while
building trust with the audience so that they are willing to share their reference network
with the speaker. The strategies that inform and involve the audience are diverse,
asevident from the body ofthe above presentation: Apart from the playful uses
of metaphor/metonymy and polysemy inthe tag lines (lines 3and 13: paper/sheets)®
and again polysemy in the body of the speech (line 6: A8 pads/ Audi A8), the speech
involves an intriguingly poetic structuring, created by the syntactic aspects of parallelism

and contrast.

This study focuses ontwo involvement strategies that have emerged from the data
as prominent and particularly powerful credibility-building instruments, i.e. deliberate
metaphor and narrative. These strategies are directed towards inducing credibility and trust
in the professional’s competence and integrity, while building a positive relationship with
fellow group-members. Both narrative and metaphor have astrong relational value,
and unequivocal potential in the construction of identities. The primary aim of the current
study istothus evaluate the impact of narrative and metaphor on the construction
of the speakers’ professional and group identities and on the elicitation of on-target

referrals, leading to the following research question:

How are narrative and metaphor used in 60-second self-marketing speeches to convey

positive professional identity and generate positive word of mouth?

> The statement involves polysemy and a background, rather tired, sexual metaphor, which nonetheless
charges the literal use, making the tag line memorable, while establishing a clear contextual link
to the printing domain.



The central research question has been divided into three sub-questions which address
the use of narrative and deliberate metaphor in the genre of the 60-second self-marketing

speeches:

1) What are the prominent structural and lexical characteristics that mark
the deployment of these strategies in this context?
2) What are the core interactional goals that motivate the deployment of these
strategies?
3) How effective arethese strategies inachieving these interactional goals
and what are the variables that appear to increase their effectiveness?
The current study draws onadataset of 250 such speeches and on the supporting
ethnographic data collected between 2005-2007 in five networking groups in Birmingham.
It centres on the characteristic use of two strategies prominent in 60-second rhetoric,
namely on narrative and deliberate metaphor, their role inshaping the speakers’
professional and group identities, and on their effectiveness in eliciting new business
for the speakers. The research interest motivated a multi-method approach to analysis,
establishing atriple nexus between structure, professional and group identities,

and the achievement of core interactional goals via narrative and metaphor.

This introductory chapter sets the research and business context, establishing first
the research gap addressed inthis study andthen outlining the characteristics
of the specimens under the magnifying glass, including the genre and the communication
practices which are studied, and the wider business and discourse setting in which these
communication practices are situated. Both research and business contextualisation of this

study might appear as potentially containing more detail than customary in such business



discourse research projects, but is seen as necessary due to the relative paucity of existing
research inthis domain, and due tolow public awareness of the organized business

networking mechanisms.

1.1 Small business networking, the genre of self-marketing

and the X-second rhetoric

1.1.1 Business discourse research

A large and growing body of discourse analytic and pragmatic studies has investigated
real-life language in the business and workplace contexts. Bargiela-Chiappini et al. (2013)
provide acomprehensive map of this research and describe the major developments
in the current business discourse research field, discussing the established research
traditions and the trends emerging rather predictively from the field, such as the role
of online social networks and globalization interms of their impact on corporate
communication. Their volume thus reflects the mainstream research interests, clearly
showing that the field still continues to sail first and foremost in corporate waters, covering
a range of aspects of organizational discourse, i.e meetings, business reports, presentations,

negotiations, advertising and related interactional outcomes and goals.®

The same overriding concern with the large, global and organizational resonates,
for example, in Planken’s (2010) keynote speech to the business discourse research

community on the major challenges to the business discourse research field:

® Business discourse research has traditionally covered the area of meetings (e.g. Poncini, 2004) negotiations
(Charles, 1995), job interviews (Roberts, 2009), corporate documents, such as annual reports, mission
statements (Bhatia, 1993, 2004; Koller, 2011), advertising: TV commercials, web, newspaper ads, social
media (McQuarrie and Mick 1996; Cook, 2000; Toncar and Munch 2001), workplace discourse (Holmes,
2000; Koester, 2006), intercultural research (Spencer-Oatey and Ying, 1998), customer-client interactions

in service encounters (Hasan 1985; McCarthy 2000). Due to the diversity and the sheer volume

of the research in the target areas, the brackets refer to either pioneers or major protagonists in the given area.



The business world has been and still is subject to rapid changes in a relatively short
time. Global forces are reshaping work and the way people are engaging with each
other through new technologies, across organizational functions, and across countries.
Organizations today represent complex research environments. To remain relevant,
for both teaching and practice, a contextualised approach to business communication
research can generate purposeful insights into the interplay between the organizational
or multicultural/multilingual context, communication processes, and the people engaged

in them, and how this is shaping and reshaping business communication.

[Keynote speech on the major direction

of business discourse research, ABC, 2010]

As illustrated by the above speech, the thrust of applied linguistics in business discourse
research has naturally always run parallel tothe major interests and concerns
of the organizational, management and marketing research domains, addressing primarily
the corporate world and thus focusing mostly on aspects of communication in large

organizations, and marginalizing the study of small business discourse in comparison.

Naturally, marketing and promotional discourse studies have mirrored this direction,
focusing on easily accessible multimedia and textual data, i.e. TV and print advertising
(e.g., Mulken et al., 2010, Mulken et al., 2014) and branding and positioning resources
to communicate organizational and corporate identities, such as mission statements
(e.g. Koller, 2011), annual reports (e.g. Bhatia, 2004), andsocial media presence

and/or product launches (e.g. Kast, 2008).

The marketing discourse of the small business and startup segment, i.e. of the companies
that operate without a substantial marketing budget, has attracted very little attention.
The present study sidesteps the well-researched corporate domain to focus specifically
on the marketing and self-branding networking discourse of small businesses. This study

begins totap into anunchartered area, represented in Figure 1.1 below by the overlap



of the four domains of small business discourse practices, business networking discourse,

self-branding discourse, and X-second rhetoric.

Self-branding Discourse

. Small
Business Business

Networking Discourse
Discourse Practices

X-second Rhetoric

Figure 1.1: Perceived research gap in the overlap of the four domains addressed
by this study

1.1.2 Self-branding discourse

The last two decades have seen a growing trend towards discourse marketization
and a consequent emergence of studies that explore self-branding discourse. Recently,
the public interest in personal branding has been further spurred by the advent of social
media, namely LinkedIn, which tends to be seen as the main self-branding textual space.

A search on self-branding self-help books retrieves a plethora ofrecent publications,



evidencing that there is an avid audience ever more ready to be educated in self-marketing

(e.g., Reynolds, 2013; Sander and Haley, 2013").

The studies that explore the marketization and self-branding phenomena have been mostly
constructionist, engaging critically with the phenomenon of self-branding (e.g., Vallas,
2015), or involve studies straddling the organizational science and the discourse analysis
domain (e.g. Oswick and Robertson, 2007; Oswick etal. 2005) and corpus linguistic
studies evidencing the entanglement of the personal, professional and corporate
(e.g. Koller, 2011). Mautner’s influential volume (2010) gives the pulse of developments
inthis burgeoning field of research, exploring intertextuality and interdiscursivity,
and discussing self-branding as a sub-issue of the invasion of marketing discourse into

academic, public administration, governmental and religious domains of discourse.

This study may be seen as tapping into this area of research, although in respect to the data
and approach, limited common ground is shared. In contrast with most of the marketization
literature, this study covers a business networking domain, i.e. self-marketing occupies
a legitimate ‘business’ ground, in which the entrepreneurs market their own businesses

rather than transforming themselves into a product with a unique value.

1.1.3 X-second rhetoric: Research into minimalist speeches such

as the elevator pitch

X-second rhetoric® has become a clearly recognizable trend, transpiring into numerous

areas, and now occupying a solid ground in the field of public discourse including media,

" Publications pertaining specifically to LinkedIn presence.
8 Term deployed in this thesis to describe the broad category of minimalist speeches and speech forms that
typically last mere seconds.



political, academic, romantic’® and most relevantly, business discourse. In business
discourse, it suffices to consult the dominant sales methodologies (cf. Sandler Sales
System, 2006; JAWS; TAS; Value Selling) to discover that apart from the proverbial
elevator speech deployed by startup companies to attract funding from venture capitalists
and the 60-second business networking speech, which is subject to research in this thesis,
X-second rhetoric translates into a whole taxonomy of sales speeches, i.e., 60-second
generic sales pitch, with subcategories such asa 30-second sales pitch designed

specifically for cold calling purposes.

As regards the minimalist sales pitch, much of the self-help literature (e.g. Jodin, 2012;
Miller, 2014) and some of the aforementioned sales methodologies (Sandler, 2006) provide
a prescribed generic structure that even supplies prefabricated structures for each
of the generic phases and may be highly detailed, down to advising the sales people
on which metaphor may be most effective with the particular prospect. This shows
the investment in short promotional speeches amongst practitioners, which has not as yet

been paralleled by academic research®®.

In political discourse, prior to the presidential election in 1992, Bill Clinton delivered
a speech lasting a little more than a minute, a speech which has since been presented
in numerous presentation textbooks as the epitome of persuasion in practice (e.g. McCarter

and Hatcher, 2002). Since then, media across the globe have adopted a pre-election

% Speed-dating discourse has been relatively widely researched in the field of social psychology

and discourse, mostly for the relationship between gender and romantic attraction (e.g., Korobov, 2011)

19 The research in business presentations centres mostly on conventional power-point presentations, often
product presentations delivered by the paragons of business such as Steve Jobs (Jurado and Ruiz-Madrid,
2015; Kast, 2008). These tend to be researched in respect to their central goal of persuasion (e.g. Bamford,
2008, 2007; Kress and Van Leeuwen, 2001). For an exception see Lehtonnen (2010) who targets

the PechaKucha presentational format, created in 2003 by two architects to enable faster and more interactive
transmission of ideas. The rather minimalist format of 20 images that are shown for 20 seconds each,

are rolled out to spread globally in the architectural and design domain.



campaign format in which the candidates are given 60 seconds to express their views
on a specific public issue. A different example of abbreviated rhetoric, illustrating
the proliferation of the minimalist format in covering politics in media, isasound bite.
This phenomenon has been widely discussed, but again outside the applied linguistics

research domain (e.g., Scheuer, 2001; Berry, 2008).

The fact that the 60-second format has equally seeped into the academic discourse
is illustrated in the self-help literature: Sjodin (2012) gives examples of its application
in the entrepreneurial, corporate and also academic context. The degree of the proliferation
of 60-seconds is also evident from the following anecdotal evidence: twice during this
research study, when | participated in an applied linguistics conference, the speakers
were invited to prepare a one-minute presentation, which would contain their research
neatly packed into seconds, i.e.along the lines of a more compelling oral version
of the conference abstract. Similar experience from the world of international conventions
is based on my husband’s experience, in whose industry™? such introductory minimalist

speeches have over the last decade become commonplace.

This is due to the logical commonality between the X-second slot format used in business
and academic networking, where the dictate of the increasing number of participants, limits
of time, and the goal of maximizing the relational, informational and ultimately financial
returns logically results in a firm establishment of the minimalist speech genre. In other
words, in business, political academic and social contexts, X-second rhetoric helps

to identify and engage individuals with shared interest.

1 RaAM Conference in Amsterdam, 2010; ABC European Convention in Antwerp, 2009.
12 Major design software for the design of process industry plants in oil & gas, power and marine industries.



It is therefore surprising that while X-second rhetoric seems to exert considerable influence
over current society and discourse, it is very far from being an established research subject
within discourse analytic and pragmatic studies. In fact, repeated search for relevant
research has resulted in frustratingly little. Research on the subject has been mostly
restricted to studies applying empirical advice from communication professionals
to a particular communication domain, arguing the importance of the elevator pitch.
In the field of business discourse, extensive research has been carried out on business
presentations, yet, with the exception of Holden’s concurrent research®, no single study

exists which treats specifically the 60-second self-branding format.

1.2 Background to the Business Development Networks

In most North American and European post-industrial economies, the past decades have
been marked by a paradigm shift in respect to the structure of business activity, particularly
in the sphere of small and medium-sized enterprises (SMEs). This trend is evidenced
by the Sectors of US Economy 1947-2009, and Clark’s Sector Models (2011), given
in Appendix 1. With the increase of centralized production in the Asian production hubs,
the proportion of small businesses involved in product manufacturing has further declined,
and the role of small businesses has become primarily service-oriented, whether involved
in product reselling or customization and/or the provision of services (cf. Goss, 2015;

Chaston, 2014; Brauer and Miller, 2008; Reehar, 2010 inter alia). This trend has naturally

13 Cheryl Holden (University of Manchester) is currently researching the 60-second networking format,
focusing on persuasion, and using a combination of rhetoric, argumentation theory and CA in her analysis.
She recorded her data at meetings of a single independent networking group, whose members were former
participants of the same networking organization as is studied here. The participants brought the target’s
BDN networking meeting format to the new group. Her PhD is in progress; Holden is currently at

the writing-up stage.
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led to increased competition between service providers and it is relatively difficult for new

entrants to attract substantial business (ibid).

Indeed, the 5-year survival rate for UK businesses established in 2004 and still active
in 2009 was 46.8% (Office for National Statistics, 2010), with similar figures for business
survival rates presented by the National  Statistical Institutes in the countries
of the Eurozone and the U.S. (2009). While the figures for 2009 were arguably influenced
by the 2007-2009 financial crisis, the U.S. data for the year 2000 still indicate a 5-year
survival rate of between 44% and 57%, depending on the industry or service sector (Shane,
2010). The proportion of unsuccessful start-ups is therefore substantial and there
are anumber of reasons for the lack of success. Since word of mouth and personal
networks have traditionally been the most productive source of new business for small
enterprises (Litvin et al. 2007), it is presumed that the absence of a robust partner network
contributes to the failure rate. With changes in the economic environment and society,
the nature of networking has also evolved beyond simple reliance on personal networks
(Carl, 2008). Commenting on this substantial trend, Misner argues:

At one time, most people knew the local grocer, lawyer, bookkeeper, etcetera. However,

in a more technological society, relationships with the local businessman have all but

disappeared. BDNs are artificially replacing these lost relationships. By meeting

regularly with other business professionals, BDNs enable business professionals

to develop structured professional relationships with each other. It's through this

exposure and relationship building that business professionals learn more about each

other's businesses and feel comfortable about referring one another.

[1993, p.41]

Since small businesses tend to systematically seek partnerships and form strategic alliances
with other businesses in the same geographic area, they have strongly contributed

to the emergence of Business Development Networks (BDNs), i.e. the coalitions
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of business owners and professionals who, through a structured support system, help each
other to generate business. Business Development Networks proliferate, attracting large
numbers of small business owners and forming a distinct community of practice

with distinct rhetoric and discourse practices.

This study into their discourse practices draws specifically ondata recorded
in the meetings of five networking groups which operated under the UK franchise from
the largest referral organization and Business Development Network in the world. Since its
origins in1980s ithas spread into over 55 countries, currently attracting
178,000 of members and generating close to 6.5 billion USD worth of business for its

members (BNI Statistics, 2015).

The members in the researched organization are organized into local reference groups
of businesspeople (called chapters) who meet on a weekly basis for a breakfast meeting
of about 90 minutes. **In order to eliminate internal competition and maximize the benefits
for the members, the code of practice allows only one member per profession within
asingle group. The underlying principle isthat of reciprocity: members provide leads
to new business to their fellow members with the hope of benefiting their business
in the process. The participants consciously operate on the premise that by helping other
participants and by cultivating mutual relationships, they will be able to access their

co-members’network.

1 The meeting agenda and the leadership roles are fixed and identical for all groups in the target
organization, irrespective of their geographical locations. The meeting agenda and information
on the organizational structure of each group (chapter) is given as Apppendix 2.
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1.2.1 Key factors influencing the success of a small business involved

in a Business Development Network

1.2.1.1 Engagement in a contact sphere

One ofthe key factors to successful participation inabusiness network seems
to be the propensity to apply effective joint-venture marketing techniques and the ability
to effectively leverage the potential of contact spheres (Misner, 1993, 2008, 2009). Contact
spheres™ are professions that tend to have a symbiotic relationship, i.e. they share the same
end customer, while being noncompetitive in nature (ibid; Alessandra etal., 2012).
An example of a contact sphere relationship is a real estate agent and a mortgage broker,
who are both in the same broad industry, i.e. the housing market, and deal with the same
clients for two different aspects of the same business transaction. By forming a partnership
and by sharing their network of clients, they may further improve their business

opportunities.

Misner (2008) lists several examples of contact spheres that involve multiple businesses,
such as legal/financial services (solicitor, CPA, financial planner, banker) or contractors
(painters, carpenters, plumbers, landscapers, electricians). A networking group that brings
together a sufficient number of diverse businesses to facilitate the development of a range
of contact spheres is likely to generate a significant number of quality referrals for its

members.

!> The concept of contact spheres is similar to Jarillo’s conceptualization of a hub firm (1988), with the hub
being at the centre of a constellation of businesses tethered to one another in order to make the most effective
use of their respective specializations.
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1.2.1.2 The size of a networking group

The size of a networking group is another logical denominator of success, asshown
in a large cross-sectional analysis by Misner (1993), in which the size had a substantial
impact on most of the independent variables that communicated financial success®®.
It appears that small groups, i.e., groups with fewer than 20 members, do not enable
the development of contact spheres, which are the most effective source of referrrals.
Misner (ibid.) suggests that larger groups generate more substantial results not only
because of the ability of more members to pass proportionately more business, but also
because of the group dynamics of a larger body of individuals. The larger BDN chapters

tended to be more structured and have better attendance than their smaller counterparts.

1.2.1.3 The temporal element in the development of trust

Based on the aforementioned cross-sectional study conducted in the United States that
involved 764 respondents from 42 networking groups across the country, there is a direct
and dramatic correlation between the length of time an individual has participated
in the group and the number and value of business transactions that they receive per given
period of time. (Misner, 1993). In fact, the Misner study revealed that the length of time
a member had participated in a business network affected the members success more than

any other single variable that his study explored, leading him to conclude that:

16 The variables included total number of referrals a member can expect, the percentage increase in their
business closed, the percentage of spin-off business they can expect to receive, and the size of their largest
referral.
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A BDN offers an opportunity for members to pass referrals. However, inorder
to do that, a certain level of trust must be established between the various members.
The length of time an individual is a member clearly aids the process of relationship
building. The longer anindividual isamember, themore well established
the relationship. It appears that the longer the relationship exists the more substantial
the results. In marketing parlance, this implies that BDN involvement is more about
farming for referrals, not hunting for them. In other words, cultivating relationships
over aperiod of time appears to offer substantially better results for those patient

enough to do so.
[ibid, p. 75]
The impact of time on the ability to reap substantial business from the network is apparent
from the sequence of the three charts below’. The first year of membership rarely brings
significant profits, with close to 60% of the members attracting less than 10 referrals.
In the second year, the differences between individual members seem to become notable,
and by the third year the division is quite distinct, as clear from the second chart below,
with members clustering around two local maxims with roughly half of the members
attracting a significant number of referrals. In the fifth year, the vast majority of members
will receive over 60 referrals, with close to 25% receiving more than a hundred. Misner
(ibid.) has identified similar trends inregard to the percentage of clients that form
a business relationship with the participant, the percentage of spin-off business,

and the size of referrals and their average value.

" The analysis is based on the data from the Misner study (1993)
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Figure 1.2: Distribution of referrals in the first, third and fifth year of membership
1.2.1.4 Trust and its discursive development via the 60-second speech
While Misner’s findings show that the time factor cannot be entirely sidestepped
(see the first chart in Figure 1.2 above), by the second year, there are already notable
differences in the success of individual members in attracting referrals. This study argues

that one of the core determiners of success'® is the ability of members to cultivate trust,

'8 Networking success is clearly influenced by a number of factors. Different people take a different amount
of time to establish themselves, depending not only on their capability to develop trust, but also, for example,
on whether they operate a start-up business and whether their business fits naturally into an existing contact
sphere.
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communicate competence, and convey with clarity and in a memorable manner sufficient
information relating to the product or service range offered by the particular business.
In line with the constructionist stance towards discourse (see e.g., de Fina et al., 2006, inter
alia), this study maintains that these success factors are all predominantly discursively

constructed through a variety of mechanisms, both in and outside the meetings.*®

One of the central discursive resources at the disposal of the network’s members
is the 60-second weekly speech, conducted inafairly unchanging and controlled
environment in which speakers compete for attention with some 20-30 other marketing
messages. The 60-second speech is the entry point and the bottom line, both establishing
awareness of the core business activities the professional is engaged in, and answering
the question  of competence. The level of understanding of the person’s  business
determines how quickly they can access their co-members referential network, and,

ultimately, whether and how fast they will enter into established contact spheres.

This study will show that the short promotional speeches which members deliver
on a weekly basis are highly instrumental in influencing their networking success. This
study also seems tosuggest that the members who fail to recognize the potential
of the 60-second speech, and who do not leverage its informational and persuasive value,

may underperform in the network as a result.

19 The professional identity of the member, and their influence in the network clearly depends on the activity
of the member, i.e. whether they bringing in referrals for their co-members, and whether they actively seek
to become a part of a relevant contact sphere, engaging in task-related co-operation.
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1.3 The genre of 60-second networking speeches

The impact of and almost magical ripple effect of a well-crafted elevator speech

in today’s changing and challenging market cannot be denied.
[Sjodin 2012, p. 4]
As discussed above, a new member will generally establish a position of credibility within
a group in the scope of one to three years. The second year of membership is a significant
milestone augmenting the value of business generated viathe network for a proactive
member. Inother words, the first year of membership rarely brings significant profit
to the person as it is initially difficult for new members to communicate their expertise

and build sufficient rapport with the group.

The self-promotional 60-second speech could be seen as a loose equivalent of an elevator
pitch that needs to be changed and updated on a weekly basis. Elevator speech has been
broadly defined as ‘a brief presentation that introduces a product, service, philosophy,
or an idea. The name suggests the notion that the message should be delivered in the time
span of an elevator ride. Its general purpose isto intrigue and inspire a listener to want

to hear more of the presenter’s complete proposition in the near future ’(Sjodin, 2012 p.3).

In order to achieve this outcome, the 60-second networking speech is typically built around
aunique selling proposition (USP)?, and has a prescribed structure (see Appendix 6
for the 60-second speech tempate) which shares significant similarities with the format
of the “perfect’ pitch proposed inan array of self-help books (cf. Sjodin, 2012; Miller,
2014). The speakers tend to structure their speeches to follow a format entailing a personal

introduction, positioning of the speaker’s business vis-a-vis competition, specific service

20 USP — Unique selling point is a factor that differentiates a product from its competitors, such as the lowest
cost, the highest quality or the first-ever product of its kind. (Laskey et. al., 1989)
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offer and target clientele identification and a memorable close. The printer’s 60-second
speech, which was introduced at the beginning of this chapter, is used here to illustrate

the prototypical structure:

Possible structure Transcript

Personal introduction Good morning everybody. Morning uh: my name’s PDT, | am very
fortunate to work for a company called [.] D’s Print based
in the heart of city.

Positioning of the business | We can make you look good on paper.
(in this case via metaphor)

Specific service offer And we’ve recently been doing a lot of uh: pads.

We can do A5 pads, A4 pads, A3 pads, A2 pads,

we can’t do A8 pads, but I’ve got an A8 outside so | don’t care.
[laughter and cheering]

Nobody throws away pads, they always use them.

They keep them on their desk,

they use them to write phone numbers on.

Target clientele So if you know anybody [...] uh: who uses pads, go and see them.
Go and see them and talk about the pad.
It won’t make them mad, it won’t make them sad.

I’ll go and see them and I’ll make them glad.

Memorable close/tag line Because | [.] can make them look good [...] between the sheets.

Example 1.2: Generic structure of the self-marketing 60-second speech
Apart from the aforementioned reliance on poetic structuring, contrast, and humour,
the example also shows atypical usage of metonymy and metaphor in the networking
60-seconds, illustrating its core functional characteristics in this subgenre, where metaphor
and metonymy are mostly used inthe initial or closing positioning of the speaker’s

business.

In another example of the 60-second slot, the speaker exhibits the normative speech

structure and uses a narrative to lend further strength to his service offer through displaying
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his general competence. The transcript below illustrates this use, again documenting
the generic and functional use of narrative: this is, inthe majority of cases, used
in the service definition generic phase of the 60-second speech to evidence specific

competence or competency.

Personal introduction JC, homeopath and Bowen therapist

Specific service | Situation a success story, | was particularly pleased about this week, is a young

lad, who I’ve been treating for about six months

(in this case Problem really nice young lad, the trouble is he used to keep losing his temper
defined and getting excluded from school for beating other kids up
via narrative) Solution now after about six months of my treatment

Evaluation | this kid is totally transformed and I’m really pleased. It’ll save a lot
of kids from getting beaten up, and it will save him from a life of crime

and God knows what, so it’s pretty important.

Target clientele So if you know any kids with behavioural problems, whether they’re
labelled ADD..., send them in my direction and | can help them, it’s

not the same as drugging kids.

Memorable close JC, I can improve your kids’ health, that is more important than your

wealth.

Example 1.3: Generic structure of the BDN 60-second speech embedding a narrative
While the genre is marked by ahigh degree of structural predictability, the realization
of the self-branding 60 seconds is as diverse as are the discourse and rhetoric strategies
enlisted inthe process. Both examples above illustrate that humour andarange
of involvement  strategies® tend to be deployed, marking primarily the initial
and the closing phase. Outside these two generic stages, high-involvement features, such
as hyperbole, reported speech, or modality, are typically used in synergy with narrative

to heighten its persuasive impact (see Chapter 4). The use of narrative and deliberate

2! The concept of involvement as central to all interaction was inititally discussed in Gumperz (1982)

and Chafe (1982), involvement being typically connected with the emotive and evaluative aspects

of interaction, and the strategies that increase the participants’involvement include strategies that work
on sound (rhythm, pattterns based on repetition and variation including schemes) and strategies that work
on meaning ( tropes, i.e. metaphor, metonymy, and hyperbole, but also the use of imagery and detail,

and most importantly, narrative. See Tannen, 1989, p. 17).
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metaphor is particularly prominent in this subgenre, and both are used as potent persuasive

and retention strategies.

The data explored in this thesis appear to suggest that narrative and metaphor are the
primary positioning discourse strategies available to the speaker, and that their role is often
complementary. While metaphor tends to be deployed in a one-liner, in either initial or
closing position within the speech, communicating the theme of the speech or core
competence, narrative tends to structure the body of the speech, supplying evidence to the
theme or core competence. The decision to focus on narrative and metaphor has thus been
data-driven, but also motivated by the intrinsic interest of these widely researched
phenomena, which hold an ontological status, reaching beyond the respective research
domains. Both strategies have aprofound cognitive dimension and are recognized

as the chief meaning-, coherence- making and persuasive mechanisms.

1.4 Core themes in this thesis and major threads connecting core

themes

The research is situated inthe wider business context of networking, and explores
the communication practices of small businesses, by focusing on the subgenre of very
short promotional presentations. Persuasion isthe chief communicative purpose
in the given context, and construction of a positive professional identity, i.e. building
the professional’s credibility, is of paramount importance to the process. Metaphor
and narrative are two prominent involvement strategies deployed in this process, hence
the triple nexus of this thesis can be seen to be a connection between narrative, metaphor

and professional identity subsumed under the conceptual link of persuasion.
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Figure 1.3: Persuasion as the conceptual link underlying the central themes
1.4.1 Narrative, identity and metaphor

It emerged from the data analysis that narrative and metaphor were two prominent
involvement strategies deployed in the self-branding speeches speeches towards achieving
the goal of persuasiveness. These strategies are directed towards inducing credibility
and trust in the professional’s competence and integrity, while building a positive
relationship with fellow group-members. They both have a strong relational value,
and both have powerful potential in the construction of credibility, i.e. professional identity
and its dimensions. This thesis shares the dominant view that identities are made coherent
and meaningful through narrative, with narrative having the most potential to project

professional identity (cf. Angouri and Marra, 2011).

1.4.2 Identity

Identity, and specifically professional identity, is one of the major themes connecting

individual chapters in this thesis. Identity is seen in this thesis as a process embedded
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in social practices inwhich discourse plays acentral role, i.e.this study approaches
identity as constructed and co-constructed in discourse. Inregard to agency, itisseen
as bidirectional: speakers and their identities are constructed in discourse, influenced
by historical and sociocultural forces inthe form of dominant discourses. Inturn,
the interactants themselves shape and influence these by their acceptance, rejection

or negotiation.

Approaches to identity tend to occupy either essentialist or constructionist ground.
In essentialism, identity is located inside a person. In early accounts, identity is personal
and utterly subjective, a product of mind or psyche®. This concept of identity contrasts
with the developments in the second half of the twentieth century, when the notion that
identity as a product of social practice began to pervade. Identity has since been primarily
seen as intersubjective: ‘An individual’s self-consciousness never exists inisolation,
it always exists in relationship to an “other’ or ‘others’ who serve to validate its existence’
(Hall, 2004, p. 51). Theself isdefined primarily by membership to particular group
or groups, and each person has multiple identities, which intersect in a multi-dimensional
manner and are activated and made salient through social interaction. Yet, identity in this
conception remains essentialist: a pre-discursive and relatively stable phenomenon. This
view of identity underlies most group accounts of identity®®, such as self-categorisation

theory or variationist sociolinguistics.

22 See Benwell & Stokoe (2006) for a comprehensive overview of major developments in the essentialist
and constructionist accounts of identity.

2% with the exception of Communities of Practice (CoP) theory proposed in Lave and Wenger (1991).

In contrast to some other group accounts, Communities of Practice are defined by social engagement rather
than location or population, describing social groups that are meaningful to the participant. This approach
treats people as actor(s) articulating a range of forms of participation in multiple communities of practice’
(Eckert and McConnell-Ginet (1998, p. 490) rather than claiming a pre-given, automatic membership

of a particular group, singled out by the analyst. This thesis adopts the CoP perspective in the analysis

of group identities, viewing BDN as a CoP in its own right.
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The ensuing social constructionist turn has fully reoriented identity to social practice
and discourse, embracing identity as a fluid discourse construction subject to changes, thus
destabilising its essential and permanent quality. Social constructionist accounts thus
currently seem to predominate in contemporary social theory, being the main undercurrent
in empirical analysis of personal, social and professional identities in both ordinary
and institutional talk (e.g., Angouri and Marra, 2011; de Finna et. al., 2006).
In the approach to the analysis of narrative and metaphor construction of identity, this

thesis also adopts a clearly constructionist stance.

A growing body of literature in the domain of professional identity has investigated
contextually-bound profession-related identities in a variety of institutional and business
settings. In conversation analysis (CA) and membership categorisation analysis (MCA),
this body of research is, however, generally restricted to conceptualising profession-related
identities in occupational terms: hence, a photographer’s professional identity is simply
photographer. This study understands the concept in broader terms and seeks to clearly

delineate its dimensions for the sake of both research integrity and the audience.

Following McCroskey and Teven (1999), professional identity isthus envisioned
as a three-dimensional construct, a dynamic compound of competence, trustworthiness
and goodwill, i.e. the dimensions of ethos formulated by Aristotle. Competence is here
defined as expertise, intelligence, knowledge, and skills related to performance;
trustworthiness subsumes qualities such ashonesty and morality and is defined
as the audience’s perception that the speaker isgenuine and ethical, and goodwill
is conceptualised as intent-toward-receiver (McCroskey and Young, 1981) and perceived

caring (McCroskey, 1992; Teven and McCroskey, 1997). Based on McCroskey (1992),
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goodwill isseen as‘ameans of opening communication channels more widely’
and comprises three elements: understanding (or the degree of sensitivity to another
person’s communication), empathy (which includes acceptance of other person’s views
as valid, even inthe case of disagreement) and responsiveness (the readiness to respond

to another person’s communication).

A positive interpersonal affect, related to the source credibility dimensions of trust
and goodwill (McCroskey and Teven, 1999) is seen as the catalyst for a positive response
to competence (Casciaro and Sousa Lobo, 2008; 2005) since it significantly increases
the likelihood that the professional will be sought for task cooperation and business

partnership, and will gain access to referrals.

Thus, while competence claims have in this study been found to be the central professional
identity message communicated via the self-promotional 60 seconds, it has also been found
that competence cannot be effectively constructed at the expense of either the aspect
of trust or goodwill. Competence claims are powerful evidentiary strategies within
this genre, whereby both the service and the target market can be defined, and are therefore
seen as crucial to the professional identity construction. The parallel discourse construction
of trust and goodwill supplies the complemetary relational focus for the most effective

professional identity projection achieved from the synergy of the three dimensions.

1.4.3 Multidisciplinarity

The multidisciplinary character and eclecticism of this study results in several challenges.
These range from the purely structural, since the flow of ideas isopen to various
configurations, to questions related to the depth of insight and research required to provide

a sufficiently robust analysis. The quantity but also depth of insight will necessarily
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be more limited in some areas than if all research energy had been concentrated on one
single domain, and so a non-eclectic approach would be more customary and significantly

more secure towards ensuring a good end product.

The question thus stands: ‘Why did | choose to be eclectic and embrace a number
of perspectives despite the inherent dangers described above?” The answer to that is rather
straightforward. | believe that each of the interests expressed inthis thesis runs
in the direction of better understanding of the discourse practices of a very particular
community of practice. While the members’ usage of metaphor by itself might
not be remarkable enough to warrant a whole PhD study, the same may be said about
the use of narrative in the business networking context. However, brought together,
the synergy results in a far more interesting work, providing, to varying degrees, valuable
insight into a) the community of practice and prototypical group identity, b) professional

identity, c) narrative and metaphor use in their own right.

1.5 Methodology synopsis and key terminology

This section presents anoverview of the methods that were wused in the process
of answering the central research question. The three research subquestions given above on
page 3 are naturally treated to varying degrees in the narrative and metaphor analyses,
and their central analytical aims will involve different approaches driven by the established

research methodologies native to the respective fields of narrative and metaphor research.

1.5.1 Approaches to narrative analysis (Chapter 3 — Chapter 5)

Since narrative analysis has developed across very different academic disciplines,

it encompasses adiverse set of methods and approaches without a consistent major
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approach to the analysis of empirical data. One significant division runs along
the conception of narrative and its relationship to identity. Narrative is either seen as a true
representation of identity (McAdams etal., 2006), or a means of identity construction
and performance (e.g., Bruner, 2003). The current study has subscribed to the latter view,
treating narrative as interaction produced for and with a particular audience, thus viewing
it as a gateway to the portrayal of personal experience and identity, rather than an entry
point to the actual event. The major divide in the approach to such analysis may be seen
as pertaining to its level (micro- vs. macro-perspective). This study attempts to combine

both micro-detail and the macro-perspective.

The structural and functional analyses in Chapter 3 and 4 were thus based on a logical
conflation of methods that help to pin down the micro-level local detail as well as those
that bring home larger generic outcomes. In addition to the qualitative methods deployed
to determine the generic fingerprint of narratives enveloped in the self-branding 60
seconds, the statistical distribution of the core defining structural and lexical features
in the underlying dataset of 250 speeches was measured, thus supplementing
the qualitative analysis and extending the applicability of the structural and functional
findings. The analysis of sequential and interactional features of this mini-narrative was
informed by multiple structural approaches, namely Hoey’s problem-solution structure
(1983), the traditional Labovian paradigm (1967), ethnopoetics (Hymes, 1996) and small
story research perspectives (Bamberg, 2004). The problem-solution structure identified
by Hoey (ibid.)?*, and some of the perspectives that further informed the analysis, such

as CA and CDA are not exclusive to narrative analysis.

?* Hoey’s work is a development of work by Eugene Winter (1977) on clause relations.
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1.5.2 Approaches to metaphor analysis (Chapter 6 — Chapter 7)

A case study approach was used in Chapter 6 to explore the dynamics of professional
and group identity co-construction via metaphor in a BDN meeting in which the members
were asked to produce a metaphor that would best position their business, using Olympic

games as the source domain.?

The following methodology was used in respect to metaphor analysis: linguistic metaphor
was identified following a modified version of the Metaphor Identification Procedure
(MIP), developed by the Pragglejaz Group (2007). Only deliberate metaphor from
the conceptual domain of Olympic sport was subject to analysis, which was informed
mostly by the discursive take on metaphor (Cameron and Stelma, 2004; Cameron, 2007,
Cameron and Deignan, 2006; Semino, 2008; Koller, 2009; Steen, 2011; Musolff, 2012)
along with the dynamical systems approach developed predominantly by Cameron

(Cameron et al., 2009; Gibbs and Cameron, 2008).

The analysis of the local dynamics of deliberate metaphor has been used to show
the emergence of a prototypical member identity from what can be seen as primarily
professional identity claims. Systematic metaphors that connect the local level of metaphor
use tothediscourse level were identified following the method proposed

by Cameron (2007).

The linguistic data from the above case study were used as the core material in the series
of correlational analyses in Chapter 7. These were designed to determine the chief

variables influencing metaphor persuasiveness and recall in the interactional context

% The task was spontaneous in that it was not prompted by the researcher, and the case study thus
investigates real-life data rather than being a contrived experiment. The task was announced at the beginning
of the meeting, giving the group members limited time to come up with a suitable metaphor.
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of 60-second speeches. The analysis inthis chapter rested primarily on the results
of an extensive online survey, inwhich each variable was measured by a 12-item
questionnaire.?® The survey additionally contained a set of 8 complementary open-ended
questions. A combination of quantitative and qualitative methodological approaches was

utilized in an effort to maximize the generalizability of the findings.

1.5.3 Longitudinal and cross-sectional perspectives

The relatively large dataset, recorded over anextended period of time across three
comparable research settings (primary business networking group, 2 secondary business
networking groups), enabled theuse of longitudinal and cross-sectional analyses.
A longitudinal approach was deployed for the case study in Chapter 5. This facilitated
the process of tracking the long-term dynamics of identity construction via a series
of narratives, and resulted in the identification of key macro-tendencies in the repeated
usage of narrative in the 60-second slot. A cross-sectional perspective was used whenever
a large dataset was needed, enabling a cross-comparison between individual groups. This
approach was therefore used in Chapters 3 and 4, which analyse the generic structural
and lexical tendencies in the use of narrative, and in Chapter 2 which informs on the wider

business and discourse context of the study.

1.6 Overview of the present study and data collection

The study is a longitudinal research project for which the discourse and supporting
ethnographic data was collected in business networking meetings over the period of two

years (2005 — 2007) in Birmingham, UK. Initially, the weekly meetings of five networking

%6 See Appendix 15 for a copy of the questionnaire.
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groups were visited and observed for a period of one month, with three of these networking
groups, ranging from Dbetween 11 and 30 participants, being then chosen for data

collection.

The discourse data in 17 meetings was audio-recorded and a subset consisting
of 14 meetings  (i.e. 250  60-second  speeches) was transcribed (the details
of the transcription are given in the preliminary pages). The ethnographic data involved
observations of the meetings and follow-up interviews with the members of the group.
Three groups were selected inorder toboth enable achronological/longitudinal
perspective on the data, and to facilitate a cross-sectional study that might have a valid

degree of generalizability to the organization.

One of these groups was selected as the primary research site. The choice of primary group
was motivated by its size and dynamics, with the largest group, which appeared
to be the most functional and most diverse, being selected. Its membership ranged from
20 to 34 members during the period 2005-2007. Four informants in this group provided me
with background information about both the organization and the group itself. | was
present during the meetings so that | could make notes on extralinguistic information, gain
basic understanding of the members’ core business activities, learn about their
relationships with their co-members and their group status, and also develop a relationship
of trust with the researched group. Ialso had asequence of one-to-one meetings with
individual members. Understandably, the participation and the level of research

involvement in the two secondary groups was less involved.

The demographics of the three studied groups were surprisingly uniform; their ethnic make

up was largely homogeneous with the majority of members classifiable as White British
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(94%) and the rest as British Black and Minority Ethnic. The majority of participants
(56%) were inthe 35to45age group. Inrespect tothe gender make up, alarger
disproportion was found than in the US study (Brewer, 2002) in which women represented
41%. In comparison, women in the three researched groups formed between 20% and 25%.
While the demographics of the researched population are noted here, ethnic, gender or age

identities were not in themselves subject to analysis in the current study.

The professional makeup of the primary group between 2005 and 2007 reflects the typical
structure of BDN groups, showing the clear service orientation of the small businesses

involved in the network:

audit psychotherapy business entertainment
financial advisory sales training photography

retail banking business consulting/coaching catering

bookkeeping marketing consulting floristry

chartered accounting recruitment plumbing

business consulting web consulting stationery

marketing consulting IT solutions and support printing

legal services telecommunications signs design

insurance provision computer graphics promotional items
dentistry product sourcing construction and maintenance
homeopathy bartering surveyor

Bowen therapy real estate

NLP training organizing events

Interms  of the proportion  of service-oriented  businesses, the group s largely
representative of the whole organization. An earlier study that involved members of the
researched organization inthe US showed similar results, i.e.the clear prevalence
of service provision, encompassing the financial industry, law, health and well-being, IT,

business consultancy, real estate andhousing (Misner, 1993). The proportion
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of the start-ups®’ to established businesses inthe group was relatively small: 7%
in the years 2005 and 2006 and 4% in 2007. Similar proportion was found in the secondary

groups.

The ethnographic data used in this study were collected in interviews with the members
of the primary group. The study also contains data from interviews (telephone and email)
with the CEO of the researched organization, Dr lvan Misner. These interviews supplied
data on the core business practices of the organization, its vision and strategy, the core
mechanism underlying the business network, basic information on the membership,
and the financial effectiveness of their membership for the members. These interviews

were conducted in the period 2009 to 2013.

The data that supports the quantitative, namely correlational, research in this thesis, such
as online survey data, were collected mostly during the period 2008 - 2010. The survey
data that support the correlational study of metaphor appreciation and retention in Chapter
7 were collected in an online survey carried out amongst members of the primary group,
and an outgroup of Birmingham-based business professionals and academics from
the University of Birmingham. Responses to large online surveys that supply information
on the researched organization and on the networking and business practices of its
members were kindly shared by its CEO. | have also used the data from the PhD thesis
by Dr Misner, namely the results of a large cross-sectional study conducted in the United

States that involved 764 respondents from 42 BDN groups across the country.

2" Current definitions of a startup company are vague on both the nature of the business that can

be considered a startup, and equally on the question how long a company is considered a startup, with vastly
different opinions on the criteria that determine the border between a new and established business (see e.g.,

Hall, 2011). In this thesis, a startup or new business denotes businesses that have been actively engaging

in the business activity for less than 2 years. This is a simplistic definition, albeit a practical one and is in this
context seen as sufficient.
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As this thesis deals with arelatively wide focus and diverse types of data, comprising
transcripts, field notes, interviews, and survey results, detailed information on the data
and method that pertains to the analysis in respective chapters is given in a separate

section, labelled ‘the dataset’ in Chapters 3-7.

1.7 Organization of the thesis

In cases where the research focuses on a single theme and uses a relatively homogeneous
set of research methods, it has been the convention for theses in the humanities to adopt
the focusing-down model, first providing a detailed and broad literature review, followed
by an extensive methods section, which isonly then followed by the core research
and analysis. While still a traditional method of thesis presentation, the model has been
subject to a fair amount of criticism (see Dunleavy, 2003), namely for having adverse
effect on the reader, who is unrealistically expected to link relevant existing research

and methods with applied analysis across a span of hundred(s) of pages.

Throughout this thesis, Iadopt an interdisciplinary approach, predictably drawing
on the discipline of linguistics and English language, but also on work done in the field
of marketing, consumer behaviour, organizational science, and sociology. Such
interdisciplinary data-driven research that connects several core themes and is inevitably
eclectic in the choice of methodology will therefore necessarily require an alternative
model of presentation, i.e. the criteria of clarity and readability must be met through

a different structural strategy.

This thesis thus adopts an alternative model of presentation, labeled by Dunleavy (ibid, p.

59) the opening-out model, whereby the thesis first presents a deliberately short and terse
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specification of the research question, along with a brief discussion of the most relevant
themes, and a compressed amount of essential information, all of which is done within
the introductory section of each chapter. The ensuing sections then present the core
research, including analysis, and in the final section the thesis opens out into a discussion
of wider themes or the theoretical and applied implications arising from the research. This
model has been selected as the most appropriate structure for this work, and therefore each
chapter firstly contains the relevant theoretical backdrop and methodology against which

the empirical data in the respective chapter is then analysed.

Chapter 2, the traditional locus for the thesis-wide literature review, is therefore used
to provide a business background, describing the wider business context from a marketing
perspective, and connecting the communication practices deployed in organized
networking with current research inword of mouth marketing. Itthus establishes
the importance of Business Development Network as a marketing strategy in which word

of mouth is deployed.

Chapter 3% provides an introduction to narrative research, structural —analysis,
and the concept of competence, the fundamental aim being to determine whether there
Isany generic pattern navigating stories of competence embedded inthe 60-second

speeches.

Chapter 4 delves into lexical characteristics of competence tales, narrowing down

on the particularities of reported speech usage and its role asacore evidential strategy

%8 Early analysis of some of the material appearing in this chapter was published as a paper in a special issue
of Journal of Business Communication on Displaying Competence in 2010. See the References for a full
reference.
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in the stories of competence in the self-branding speeches. The chapter also deals with

the very specific temporal location of these competence tales.

Chapter 5 conceptualises competence as one of the three core dimensions of professional
identity in the business networking context. Through an analysis of a selected case study,
it documents how business professionals construct their professional identity through
a series of narratives and also examines the macrofactors influencing the tendency to enlist

competence tales repeatedly.

Chapter 6% addresses the why, when and how of deliberate metaphor use in the self-
branding 60 seconds, discussing metaphor development through interaction and making

an explicit connection to the evolution of social (group) identity.

Chapter 7 attempts to ascertain whether deliberate metaphor tends to have an overall
positive effect, notonly on persuasiveness, but also on the memorability of the self-
branding message. It identifies from a correlational study the key variables that influence

the effectiveness of deliberate metaphor use.

Chapter 8 forms the conclusion to the thesis, providing asummary of key findings
and highlighting their implications for both further research and business networking

practice.

2 This chapter has been the core material underlying a chapter published in a volume edited by Herrera-Soler
and White (2012). See the References for a full reference.
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1.7.1 Taxonomy of the research questions and hypotheses addressed

in individual chapters

The core research question raised in the introduction to this chapter was presented as:

How are narrative and metaphor used in 60-second business networking speeches

to convey positive professional identity and generate positive word of mouth?

Its core aspects are thus adressed in three subquestions:

SRQ 1) What are the prominent structural and lexical characteristics that mark
the deployment of these strategies in this context?

SRQ 2) What arethecore interactional goals that motivate the deployment
of these strategies?

SRQ 3) How effective are these strategies in achieving these interactional goals
and what are the variables that appear to influence their effective
deployment?

These motivated a multi-method approach to analysis, establishing a triple nexus between
structure, professional and group identities, and the achievement vs non-achievement
of core interactional goals via the selected strategy. Despite the strong threads connecting
the central themes of narrative and metaphor, their diverse character dictated different
analytical foci and modes of analysis. These foci were the subject of individual research

questions which are listed below.

In respect to SQ1, the structural and lexical aspects of narrative are addressed in Chapters
3and 4, while the lexical aspects of metaphor/metaphor co-construction are discussed

in Chapter 6 (RQs 6.1. and 6.2). SQ2, which sets out to identify the interactional goals that
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motivate  the deployment  of narrative  and metaphor, isexamined in Chapter
4 and 5 (narrative) and in metaphor Chapter 6 (RQ 6.2 and 6.3). The final subquestion
SQ3, directed at the aspect of persuasion and/or memorability, is addressed primarily

in respect to metaphor use in Chapter 7.

Chapter 2 has acontext-setting function, situating this apriori linguistic study
in the research contexts of networking and word-of-mouth marketing. Its inclusion
in the study was dictated by the relative lack of general understanding of the research site
and its wider business context. Research statements (RS) raised in this chapter

do not therefore immediately tie in with the central RQ or any of the three subquestions.

The following table presents the individual research statements, research questions

and hypotheses addressed in Chapter 2 to Chapter 7.

Chapter 2

RS 2.1 The prominence of word-of-mouth marketing has increased in both corporate
and small business worlds.

RS 2.2 Networking is the chief marketing strategy for small businesses.

RS 2.3 Organized networking stimulates word of mouth.

RS 2.4 Negative word of mouth is less prevalent than positive word of mouth.

RS 25 Word-of-mouth is not primarily driven by satisfaction and dissatisfaction but
is motivated by a complex set of drivers.

RS 2.6 Different product and service segments are talked about with different frequency
and attract different proportions of positive and negative WOM.

RS 2.7 Offline (face-to-face) word of mouth continues to be more prevalent and more
influential than online word of mouth.

Chapter 3
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RQ 3.1 Are the stories that communicate competence marked by a prototypical generic
structure?

RQ 3.2 If so, what structural commonalities do they share?

RQ 3.3 Are there prominent lexical features intrinsic to CTs which index individual
stages in the structural pattern?

Chapter 4

RQ 4.1 Which are the most prominent interactional functions of reported speech
in competence tales and how do they effect competence claims?

RQ 4.2 What are the tendencies in RS use in the non-narrative BDN sample?

RQ 4.3 Are there similarities in its usage in CTs and non-narrative data?

RQ 4.4 Is there a recognizable tendency to employ particular time frames within CTs ?

RQ 4.5 If so, how can we account for their specific temporal location?

Chapter 5

RQ5.1 How is professional identity conceptualised in the context of business
networking?

RQ 5.2 How does a competence tale series delivered over a period of time communicate
evolving professional identity?

RQ5.3 Are there recognizable macro-tendencies in the frequency and nature
of competence tale use? If so, what are the main variables affecting
the frequency and the nature of CT use?

Chapter 6

RQ 6.1 How does the metaphor embedded in self-branding 60 seconds evolve through
interaction?

RQ 6.2 What are the main factors influencing whether a self-branding metaphor will
be further developed in interaction?

RQ 6.3 Is the data suggestive of a connection between the dynamic development
in certain metaphors and the evolution of the salient group identities?

Chapter 7

RQ 7.1a Is the use of positioning metaphor in the context of a self-branding 60-sec speech

perceived as having a positive impact on message persuasion?
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RQ 7.1b

Is the use of positioning metaphor in the context of a self-branding 60-sec speech
perceived as having a positive impact on message retention?

RQ 7.2a Which factor — contextual relevance, complexity or novelty — is potentially
the most effective predictor of metaphor persuasiveness in 60-second speeches?

RQ 7.2b Which factor — contextual relevance, complexity or novelty —is potentially
the most effective predictor of metaphor persuasiveness in 60-second speeches?

Chapter 7

H7.1a There will be a significant and positive relationship between contextual relevance
and perceptions of the memorabilibily of the metaphor.

H7.1b There will be a significant and positive relationship between contextual relevance
and perceptions of the persuasiveness of the metaphor.

H7.2a Complexity of the metaphor does not significantly correlate with perceptions of
metaphor retention.

H7.2b Complexity of the metaphor does not significantly correlate with perceptions of
enhanced persuasion.

H7.2c Complexity of metaphor is inversely related to contextual relevance.

H7.2d Complexity of metaphor is directly related to novelty.

H7.3a here will be a significant and positive relationship between novelty
and perceptions of metaphor retention.

H7.3b There will be a significant and positive relationship between novelty and
perceptions of metaphor persuasiveness.

H7.4 There will be a significant and positive relationship between perceptions of
metaphor retention and persuasiveness.

Figure 1.4: Summary of research questions and hypotheses addressed in individual

chapters
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CHAPTER 2

Background to Word of Mouth and Organized Networking

Word of mouth is the oldest, newest marketing medium.
[Silverman, 2005, p. 193]
This chapter situates the current applied linguistic study in the largely independent research
traditions of business networking, consumer behaviour and organization science.
It combines state-of-the-art research into organized networking with the study
of institutional and everyday word-of-mouth communication in order to explore Business
Development Networks in their original context, providing a theoretical and applied

background to the study of their communication practices.

The chapter isalso anattempt torespond to frequently asked word of mouth-
and networking-related questions, and to some of the popular misconceptions that have
emerged in conversations with colleagues and friends and which have sometimes hindered
the understanding of the mechanics underlying organized networks and how organized
networking translates into word of mouth to benefit small businesses. In setting the scene,
I am describing the current marketing landscape, sketching the major changes that affect
corporations and those that impact small businesses, to suggest that these changes naturally

lead to the establishment of organized networking as a growing trend for small businesses.

Equally, lam trying toexplain why the organized networks work, i.e. what drives
word-of-mouth both within and outside networks. At times this chapter spends
considerable time on examples from the corporate domain, including social media word of

mouth. At face value, this may notseem to directly pertain to organized network
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or the small business segment, but in most instances, such examples are used to showcase
general word of mouth behavior as pertaining to human interaction, regardless of the size

of the businesses.

In brief, this chapter sets out to evidence and explain the following research statements

(RS):

RS2.1:  The prominence of word-of-mouth (WOM) marketing has increased
in both the corporate and small business worlds.

RS 2.2:  Networking is the chief marketing strategy for small businesses.

RS 2.3:  Organized networking stimulates word of mouth.

RS 2.4:  Negative word of mouth is less prevalent than positive word of mouth.

RS 2.5:  Word-of-mouth is not primarily driven by satisfaction and dissatisfaction,
but is motivated by a complex set of drivers.

RS 2.6:  Different product and service segments are talked about with different
frequency and attract different proportions of positive and negative word
of mouth.

RS2.7:  Offline (face-to-face) word of mouth continues to be more prevalent
and more influential than online word of mouth.

Inrespect tothe data, the chapter relies onalarge body of WOM literature,
and the following ethnographic evidence collected in my research: transcripts from
meetings in four networking groups recorded between 2005 and 2007 in Birmingham,
the results of a large ongoing online survey in the target organization at the global level
(close to 10,000 respondents in 2015), and statistical data and interview responses from the

participants in the primary Birmingham group. In order to establish the role of organized
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networking in active dissemination of positive word-of-mouth, the primary group was
interviewed twice: first, in order to be able to quantify the financial returns of network
participation®® for individual members (2.2), and, in the second case, to determine key

factors motivating their BDN participation (2.3)%".

2.1 Changes in the marketing landscape and the growing prominence

of word of mouth

A cursory search of marketing and consumer behaviour literature written over the last fifty
years reveals how the awareness of WOM influence has evolved alongside changes
in the marketing landscape. In his influential paper in 1967, Arndt tentatively suggests that
‘word of mouth emerges as one of the most important, if not the most important source
of information  for the consumer’  (p.70).  Later, in1998, Buttle comments
on the well-established understanding of the significant impact of word of mouth
on human cognition and behaviour, stating that ‘word of mouth has been acknowledged
for many years as the major influence on what people know, feel, and do’ (p. 241). Rather
more recently, in 2008, Litvin etal. champion the interpersonal influence and word
of mouth as ‘the most important information source when a consumer is making a purchase
decision (p. 458). In 2014, Kimmel and Kitchen comment on the hype associated with
word of mouth, suggesting that ‘the promises of WOM marketing are often oversold’ (p.5),

yet agreeing that its influence will only continue to grow.

%0 15 members were interviewed between 2006 and 2009, the sole criterion for selecting the subjects being
the length of their participation in the network (more than 18 months of active involvement).

3! The second interview subsisted of 11 questions — the list of question is available in Appendix 8. Responses
were collected in September 2007 in the primary group from the 20 members who were available

to be interviewed.
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While word of mouth sustained the interest of scholars and managers for the latter half

of the last century, current trends have clearly amplified both research and public attention.

Along with growing awareness of successful corporate word-of-mouth marketing

campaigns such as Dove’s ‘Share a Secret’*?, WOM has firmly settled in the public’s

collective consciousness as a more effective marketing alternative to traditional advertising

(cf. Kimmel and Kitchen, 2014; Godes et al., 2005). Consumers’ power in the buyer-seller

relationship has noticeably increased, and new channels and forms of word-of-mouth have

emerged, mostly due to three reasons which are all broadly related to the advancement

in technology:

4)

5)

Rising consumption of products and their complexity makes
the buyer’s/consumer’s decision-making more difficult. Individual consumption
has increased, as has product range and the number of competing products,
along with the product information that isreadily available online
to a consumer. The lists of features and benefits defining even the most
mundane products have now reached beyond consumers’ analytical powers,
resulting in information overload®® (see Blair 2011; Wellmon, 2012).
Consumers therefore consult their relational and professional networks to gain
relevant and unbiased information from their peers (see Godes et al., 2005 inter
alia).

The emergence of Internet-based media facilitates access to previously

unavailable information and communication channels. Fast access to diverse

%2 Dove launched its hair fall treatment product via real women sharing their experiences with the product
through videos and blog posts, involving YouTube and Facebook as key channels, and a custom application
to be shared in a reference network via FB.

% Information overload, also known as infobesity or infoxication, refers to the difficulty a person can have
understanding an issue and making decisions when caused by the presence of too much information (Yang

et al., 2003).
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information has greatly diminished corporate control of information flow
and the power of marketers over the information content that eventually
reaches the consumer. Diffusion of information is instantaneous due
to the expansion of communication channels, namely social media networks.
This information also gets through to culturally and socially diverse groups,
and can atthe same time affect geographically dispersed communities.
Personal reach has extended beyond one’s relational network,
and consumers-to-consumer influence has taken precedence over buying
decisions that were previously shaped by business-to-consumer marketing tools
(Kimmel and Kichen, 2014; Cheung et al., 2012; See-To and Ho, 2014).
The following quote documents the perception that social media have shattered
the information dominance of traditional forms of advertising:

It’s not that we no longer need information to initiate or to complete

a transaction; rather, we will no longer need advertising to obtain that

information. We will see the information we want, when we want it,

from sources that we trust more than paid advertising.
[Clemons, 2009]
Despite its naive belief in absolute consumer power, the statement is indicative
of a clear trend. However, Clemons, writing in 2009, seems to fail to see,
and forsee, that corporations can jump on the social media bandwagon, being
by now greatly invested in social media WOM (sWOM).**
Social media have been said to revolutionize corporate communication, (e.g.,
Kimmel and Kitchin, 2014), changing the traditional unidirectional delayed

model toadirect andinstantaneous multilogue, which  engenders

3 According to eMarketer (2012), 88% of US companies with at least 100 employees were using social
network tools for marketing purposes, a figure that was predicted to rise to 92% by 2014.
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unprecedented opportunity for corporations to use the full potential of external
and internal stakeholders, as evidenced by well-known crowdstorming projects
deployed by brands such as Starbucks®. The marketing focus of large
businesses and institutions has further shifted towards embracing the potential
of relationships  (see Veldeman etal.,, 2015), andanumber of various
mechanisms stimulating word of mouth has emerged.

6) Overexposure to promotional messages has lessened the salience of traditional
advertising. Ample evidence shows that word of mouth currently represents
the primary source of information for consumer buying, is the driving force
of most purchase decisions, and influences post-usage perceptions
of the product or service more than any other phenomenon (cf. Kimmel
and Kitchin, 2014). Based on a recent landmark study by Keller Fay (11/2014),
WOM drives 13% of consumer sales, with face-to-face (offline) WOM being
twice as influential as online WOM. Offline WOM alone drives at least 5 times
more sales than paid advertising.

These figures appear to suggest the demise of traditional paid advertising, such
as mass media advertising, yet contrary to this intuitive conclusion, traditional
media still seem to matter. In fact, research has shown that the relationship
between WOM (offline and online) and traditional media is symbiotic, rather
than competitive. In fact, the above Keller Fay study has proven that WOM
amplifies the effect of traditional advertising, boosting the impact of paid

media by 15%.

% See My Starbuck’s Idea: http://www.starbucks.com/coffeehouse/learn-more/my-starbucks-idea.
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2.1.1 Networking as the chief marketing strategy for small businesses

While word-of-mouth marketing has only relatively recently emerged as a corporate trend,
it has traditionally been the primary promotional strategy for small entrepreneurs. A large
online survey carried out in the networking organization under study asked 8,247 small
business owners and sole entrepreneurs to identify their marketing strategies (BNI Surveys,
2015). Figure 2.1 shows that respondents marked formal and informal networking leading
to offline WOM as their chief strategy, constituting 71% of their marketing portfolio,

followed by other forms of advertising (12%), cold calling (11 %) and PR (5%).

80.00%
70.00%
60.00%
50.00%
40.00%
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20.00%

10.00% -
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Figure 2.1: Marketing strategy as the primary source of new business (based on BNI online
survey, 8,247 respondents, 2015)

In another question measuring the degree of reliance on word-of-mouth (BNI Surveys,
2015) asample of 9,345 small business owners were asked how they were planning
to allocate their marketing budget in the forthcoming year. ** The results, shown below

in Figure 2.2 indicate that word-of-mouth was planned to be the primary marketing

3% There is a certain limitation to the data as the entrepreneurs in the sample were not fully representative

of all small business owners. Respondents were recruited from people who visited the organization’s website,
i.e., they represent an entrepreneurial segment that actively seeks information on word of mouth

and institutional networking.

46



activity, with the allocation of 41% of the marketing budget, followed by direct marketing
(17%) and web marketing (11%), with other forms of marketing each constituting less than

6% respectively.
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Figure 2.2: Structure of marketing budget projection/ Small business owners (based on BNI
online survey, 9,345 respondents, 2015)

In accord with arecent study into formal and informal networks (O’Donnell, 2014),
the above data suggests that owner-managers of small businesses rely primarily on their
network of contacts to breed further business. In addition, it appears that small businesses

are becoming more invested in organised networks to generate word-of-mouth.

While technologies have changed the corporate advertising world beyond recognition,
the marketing landscape has also dramatically changed for small businesses. In the small
business world, the force igniting word-of-mouth has in many cases been networking
(See section 2.2), and, as suggested in the introduction, the nature of networking is also
changing, with organized networking emerging as aclear trend, mostly in response

to the following challenges:
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1)

2)

3)

The dominance of service-oriented industries result inincreased competition
within the service segment, thus the traditional peer networks no longer suffice
and wider contact networks are needed (cf. Allessandra et al., 2012).

Increased mobility of people and products and information accessibility mean
that geographical proximity has inmany areas ceased to be the primary
criterion in selecting a service provider. Thus, service providers again face
increased competition as their spheres of influence, and their competitors’,
grow beyond former geographical boundaries, e.g.alandscape architect
in the studied network worked within the immediate vicinity of Birmingham,
on several projects across the UK, and also on projects in Zimbabwe and Malta.
The growing need for an explicit marketing plan conflicts with limited
resources and information overload (cf. O’Donnell, 2014). In the wake
of social media, small businesses also need to exhibit agreater degree
of sophistication in regard to their marketing, exploiting both offline and online
channels. Yet, the limits of marketing resources (financial, time, knowledge),
along with information overload, make this particularly challenging. Joining
a formal network supplies an initial marketing solution that may help establish

a degree of offline and online presence.

In this climate, itis natural for business development networks toemerge and grow,
allowing small businesses to benefit from a significantly larger contact base, more efficient
use of contact spheres, and better organized word-of-mouth campaigns. The dynamics
of growth of the researched organization point to the fact that the nature of small business

marketing is changing and organized networking has become a trend.
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Based onits steady and steep rate of membership increase, it appears that the current

organizational model that involves primarily face-to-face referrals, but appears to also tap

into the symbiosis of offline and online WOM, is indeed alive and doing very well,

as evident from the Figure below, documenting the membership growth since 1986.
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Figure 2.3: BNI membership between 1986 and 2012 (based on Misner, 2014)

The financial benefits of network membership are illustrated by the responses of network

participants to the question regarding how their participation in the studied BDN had

affected their business (Example 2.1.). 15 long-standing members from two groups were

interviewed, and the four extracts below are broadly representative of the interview

sample. The respondents comment on how the network has proven to be a substantial

source of their income.

Male; 45-55;
moritgage

advisor

In the first year, it’s been thirty percent of my business, in the second year]...]
it was sixty percent of my business and last year, we /get my old time target/
which is a hundred thousand pounds [...] just from BNI. That’s not just from
the people you see sitting round the table, but people behind those people,
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and contacts that they have.

Female; 35-45; | My business has grown four fold over the last five years, and | can attribute
personalized approximately 30% of that growth to the BNI.
clothing

Female; 45-55; | It now accounts for nearly a hundred percent of legal work, | do. It comes either
planning lawyer | from the members of my own chapter, or if | go substituting to other chapters,

it comes from substitutes and visitors, of other chapters, | go substituting.

And it now goes rippling [.] beyond [.] that [.] to [..] referrals from referrals.

Male; 35-45; A fair amount of business’s come from the chapter. I sold to the members [...]
overseas but not through the members. Difficult in my business, though.
property

Example 2.1: Responses to the interview about the financial returns of participation
in the target BDN (2008)

This section has so far presented evidence towards proving the initial claims (RS 2.1 and
2.2) that networking is one of the chief marketing strategies for small businesses, and has
shown how certain aspects of networking have recently evolved. The chapter has set out
to draw a causal link between organized networking and word-of-mouth and the following
section thus goes some way towards explaining how organized networking stimulates word
of mouth, in that it explores the chief drivers of word-of-mouth and how they pertain

to the network.

2.2 Networking breeds word of mouth: key drivers based on their
relevance to Business Development Networks
Early research on the proportion of positive to negative word of mouth, i.e. mostly studies

up to 2005, reported on the prevalence of negative WOM®’, and its pronounced influence

on purchase decisions (Engel et al. 1969; Richins, 1983; Anderson, 1998; Schlosser 2005).

% Early studies showed a substantial negative bias, with the reported proportion of positive WOM
to negative WOM being 1:2 (Hart et al., 1990) and 1:3 in Anderson (1998)
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Recent studies seem, however, to have proven otherwise (Chevalier and Mayzlin 2006;

Wojnicki and Godes, 2008; Oetting et al., 2010).

The most recent and robust study, called Debunking the Myth on Negative WOM
(KellerFay TalkTrack®®, 2014a), reports on the significant prevalence of positive wod of
mouth in product talk: ‘More than two-thirds of all brand WOM is actually positive
in nature, while less than 10% is purely negative. * Positive WOM also appears to be more
credible: people exposed to positive word of mouth describe 64% of it as highly credible,

in comparison to 45% in the case of negative WOM.

The large discrepancy between earlier and current research has been attributed
to the popular belief that dissatisfaction and satisfaction are the chief forces driving word
of mouth, which might have skewed both the analysis and its interpretation in the earlier

studies (cf. Kimmel and Kitchin, 2014).

This section shows that service/product satisfaction is clearly not the only and often not
the primary driver of word of mouth, by shedding some light on the complexity
of the motivational mix involved in WOM relaying. Much of the current literature in the
field pays particular attention to the motivation underlying word of mouth relay®®, offering
multiple perspectives and a highly complex range of motivators (e.g. Kimmel and Kitchin,
2014). Logically, this section will explore the drivers that directly pertain to organized

networking and WOM.

% TalkTrack® involves a survey of 3,000 consumers every month, reporting on their daily conversations,
75% of which happen face-to-face.

% The meta-analysis of 13 studies carried out by East et al. (2007) reported a greater incidence of positive
WOM to negative WOM, with the ratio being 3:1. Oetting et al. (2010) focused on recall of positive WOM
and negative WOM, and found that in the majority of cases (89%) the respondents recalled positive WOM
incidence.
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The key drivers identified as such include reciprocity and self-interest (Engel et al., 1969;
Gatignon and Robertson, 1986; Dellarocas et al., 2004), belonging/group identity (Cornes
and Sandler 1984, 1994 in Dellarocas etal., 2004), self-enhancement and influence
(Wojnicki and Godes, 2008) and altruism (Price etal.,, 1995), and are here given
in the order of perceived importance. The compound of these factors is theorized in this
study as a motivational mix model pertaining to the networking context (see Figure 2.3.
below). Naturally, clear-cut boundaries do notexist between individual drivers,

and the synergy effects arising from their combination are also explored below.

belonging/group
identity altruism/relational
identity

reciprocity/relational
identity
influence and

and

: self-enhancement
self-interest

Motivators

Figure 2.4: WOM motivational mix for the organized networking context
2.2.1 Self-interest and reciprocity

Most of the positive word-of-mouth dissemination in business-to-business situations can
be attributed either to self-interest or reciprocity. Traditionally, reciprocal behaviour has
been theorised by using concepts from psychological game theory*(see Rabin, 1993)

which introduce the concept of fairness. Several studies have revealed that our willingness

4 Conventional game theory modified so as to allow payoffs to depend on the players’ beliefs as well
as on their actions. GPS framework formalized by Geanakopolos, Pearce and Stacchetti (1989)
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to help others is highly contingent on their behaviour, and on our beliefs about their
intentions. The concept has been explored through the ultimatum game (Thaler 1988)
in which two players split a fixed amount of money based on the following rules: player
A proposes to give a certain share of the money to player B, who decides either to accept
or reject the proposed division. If B accepts, they split the money according
to the proposition, if B declines, neither gets any money. If the players were motivated
by pure self-interest, there would be only one possible result, i.e., A would never offer
more than apenny, and B would always accept an offer of at least a penny. However,
the experiments clearly reject such behaviour, indicating that players tend to give ‘fair’
and reject ‘unfair’ offers. People generally reward good intentions in others even if that
means personal sacrifice, and equally, they tend to punish what they perceive as bad
intentions even if that involves personal sacrifice. However, this fairness or reciprocity

element only holds in situations where the personal sacrifice is not perceived as large.

Dellarocas etal. (2004) applied this research to the positive word-of-mouth territory,
investigating the propensity of eBay users towards rating each other positively. Based
on their study, self-interest is an important motivating force behind the high levels
of feedback submission on eBay. Both buyers and sellers tend to exhibit reciprocity, being
influenced by their trading partners ‘comments. Dellarocas at al. (ibid.) suggest that
this creates the selfish motivation to rate atrading partner highly and quickly in order
to elicit better feedback, increasing the propensity to participate inthe eBay feedback
mechanism. The feedback thus tends to be more positive than in a unidirectional situation

in which the agent cannot reap any benefits from referring their trading partner.
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Self-interest and reciprocity have also been shown to be the most prominent forces
in the BDN motivational mix, representing the common ground and being the ultimate
reason behind the existence of BDNs (see Misner, 2003, 2006, 2008; Allessandra et al.,
2012). Reciprocal behaviour as the underlying philosophy of business development

networks is evident in the following excerpt from the primary group’s meeting.

Group leader | the purpose is to actually help you find business, because if you give me business, then
1’1l give you business, Giver’s Gain, that’s the philosophy [...] of BNI. And those that
members-, those who are members of this chapter, certainly find that is the case.
September 2005

Example 2.2: Reciprocity as the motif underlying the existence of the target BDN
Between 2005 and 2009, | attended 20 meetings of the primary group and 10 meetings
in the other groups. The discourse data in 17 meetings was audio-recorded and a subset
consisting of 14 meetings was transcribed. In all but two meetings, the introductory part
contained the reciprocity mantra: ‘if you give me business, I’ll give you business’. In order
to further establish the core motivators of the BDN participation, 20 members
of the primary group were interviewed*!. Most of the respondents (75%) made a reference

to the reciprocity principle as the reason for their active participation in the network.

The results of the aforementioned interview with the members of the primary group
suggest that self-interest and reciprocity are the primary drivers behind referral activity.
When the respondents were asked who they recommended most frequently, 55%
of the respondents indicated that they mostly tried to obtain referrals for highly active
co-members. As one participant put it, he was primarily referring ‘well-connected’

members with the hope of eliciting the same response. Three respondents were new

* see Appendix 8 for the list of interview questions

54



to the network (2, 4 and 6 months), and two of them reported that in their attempts to refer
their fellow members, they focused primarily on the established members, so as to ‘gain

trust” and ‘get into the network.’

2.2.2 Altruism and sense of belonging/group identity

The assumption that people are altruistic has a long history in consumer research. Dichter

142

(1966) talks of ‘people of goodwill’™ and Price et al., (1995) study altruistic behaviour
as a predictor of general market support and product/service information sharing. Even
though plenty of evidence inthe domains of psychology, sociology and economics has
indicated that altruism is an inherent part of human disposition, recent research deposes
the pure altruism model as lacking in predictive power. Cornes and Sandler (1984, 1994)
have complemented the model by combining altruism with ‘joy-of-giving’ or ‘warm glow’

associated with the sense of belonging toacommunity, andadhering to its norms

or contributing to its health and well-being (Dellarocas et al., 2004).

In the aforementioned motivation interview, the respondents were questioned, without
cues, astowhat drove them to refer their fellow members. 40% respondents seemed
to partly subscribe to the semantic category of ‘altruism/belonging ina community’,
i.e. their answers involved the following lexical choices: help the group, improve the sense
of community, maintain the group‘s position, not disappoint others in the chapter, help
the ailing chapter. While their answers ought to be interpreted with caution, the sense

of belonging, combined with altruism, may be a valid, albeit ancillary factor.

Within the first year of membership, members mostly strive for recognition within

the group, often taking an active role within the network to establish their position. Based

*2 See Chapter 5 for detailed treatment of the goodwill phenomenon.

55



on observations of the primary group over the period of two years, group leader attempts
to reinforce group identity appear to correlate with the increase in members’ activity,
in both their preparation for the meeting and word-of-mouth advocacy for their fellow
members. When group identity was invoked in a meeting, members brought an increased
number of referrals for their fellow members, and general activity within the group seemed

to intensify.

Attempts to boost group identification and activate the sense of belonging to an elite group
are plentiful and easily evidenced by the discourse data. Claims on the privilege
of belonging to a particular group and on the exclusive character of a particular group,
appear to be auniversal discourse feature shared amongst the group leaders
of all researched groups. Interestingly, these elitist statements seem to be entirely
independent of the group’s financial performance. Example 2.3. below contains extracts
from the target BDN’s meeting openings and shows a longitudinal perspective on the elitist
construction of group identity inthe primary group over the period of three years,

(10/2005; 11/2006 and 04/2007) under three different group leaders.

Group leader 1 Good morning and welcome to BNI Victoria Chapter, the-, the most fantastic
and greatest chapter of BNI in the whole of the UK, | think members would agree
with me.< (n Audience) cheering and clapping: Hey!)

February 2005

Group leader 2 ... | have the privilege of being the chapter director of this fantastic chapter,

and isn’t it a great chapter, chapter members?

<(n Audience ) cheering: Yeah!)> Yeah, that’s fantastic, that’s what I like to hear!
November 2006

Group leader 3 Morning, morning, morning [..] mo::rning. Welcome [...] to BNI Victoria, best
BNI chapter in the UK! Nice to see you all.
April 2007

Example 2.3: Group leaders opening the BNI meeting in the primary group: elite group
identity
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Example 2.4 below gives meeting openings for the three other groups. The last extract
is rather interesting in that the group was underperforming at the time of the recording
and had experienced a significant fallout rate. As in the other extracts, the group leader

deploys positive hyperbole, here in an attempt to boost the waning group-esteem.

Group leader 4 | welcome to BNI Metro chapter, the up and coming chapter of the West Midlands,
and I think everybody agrees, best BNI chapter in the world. <( n Audience ) Ye::s!)
March 2005

Group leader 5 | Welcome to [...] Philips BNI. For the members who are here, we know that
this is the world’s leading BNI chapter...
February 2005

Group leader 6 | a very warm welcome [..] to the fantastic Sunrise [..] BNI Chapter!
November 2005

Example 2.4: Group leaders opening the BNI meeting in three different BDN groups: elite
group identity

In accord with the findings of social identity research on group behaviour (e.g., Hogg,
2006; 2010), the leaders here position their group as unique and better, i.e. the above data
evidence anormative group behaviour. The sense of belonging and identification with
a particular group/sub-group arises in particular when in contact with an outgroup.
As Hogg (2010, p. 193) argues: ‘although leaders provide a focus for ingroup members,
they often lead their groups against outgroups and struggle to promote their group

in competition with other groups’.

The behavior towards other groups may be cooperative rather than hostile, yet group
identification is boosted through asense of belonging toanelite. The reponses
of the primary group to the motivation interview documented that group identification was

relatively strong, with 50% subscribing to the group identity. In the description of their

*® Instances of hyperbole were italicized and appear in bold in Examples 2.3. and 2.4.
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group, they used positive evaluative lexis, such as better, more fun, more effective,

dynamic, vibrant, and good people.

2.2.3 Self-enhancement and interpersonal influence

A considerable amount of early research on word-of-mouth motivation has discussed
self-enhancement and interpersonal influence as potential WOM drivers (see Dichter,
1966; Engel et. al., 1969; Feick et al., 1986; Gatignon and Robertson, 1986). Recent
evidence suggests that self-enhancement motivates primarily positive word-of-mouth
dissemination (see Wojnicki and Godes, 2008). Their experiments in scenarios highly
susceptible to WOM, such as the choice of restaurant or digital camera, have shown that
people who consider themselves experts inagiven consumer field are more likely
to disseminate positive word of mouth following a satisfying experience than non experts.
The authors concluded that the experts’ behaviour is motivated by the potential
to influence the experts’ network, as positive experiences confirm to the outer world that
the expert’s product choice was a correct one, thus serving as further evidence of expertise

(ibid.).

Consumers with high subjective expertise seek toextend their product knowledge
to bolster their self-concept, subsequently seeking the opportunity to flash their product
knowledge among their peers and intheir social network. Thus, one of the forces
propelling online and also organized word of mouth, is the human need for recognition

and also the need to exert influence over respective social networks (Carl, 2008; Marks,
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2005). Carl (ibid.) studies self-enhancement as an important force propelling buzz*

agents’ recommendations.

Buzz agents are volunteers who participate inacampaign for aselected product
by recommending it to their friends and relatives. Buzz agents are typically incentivized
by being able to sample new products for free, yet Carl’s study has shown that material
motivation per se was less important indriving WOM recommendations than
self-enhancement, i.e. ‘the knowledge that they are the first among their peers to have
access to a new product.” Marks (2005) also suggests that seeking interpersonal influence
Is potentially the most salient motivator for many involved in incentivized buzzing:

Pretty much everyone likes the feeling of having 'the upper hand,' ... Even in the small

orbit of your own social circle, knowing about something first — telling a friend about

anew CD, ordiscovering a restaurant before anyone else in the office — is satisfying.

Maybe it's altruism, maybe it's a power trip, but influencing other people feels good.

(Marks, ibid.)
Self-enhancement and the influence over the peer network appears to be of relatively
minor significance in the dynamics of WOM participation in organized networking, yet,
in the motivation interview with the network’s members, 25% of the participants indicated

that being able to exert influence over their peers and/or co-members was important.

* Buzz, a term used in viral marketing, is the interaction of consumers and users of a product or service
which amplifies or alters the original marketing message (Thomas, 2006). Buzz can be positive or negative
and can be generated by intentional marketing activities by the brand owner or can be the result

of an independent event that enters public awareness through social or traditional media (Berger & Chen,
2014). Marketing buzz originally referred to oral communication but social media such

as Facebook and Twitter are now the dominant communication channels for marketing buzz. Buzz marketing
companies thus engage in organized buzz generation.
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2.3 Difference in WOM attraction depending on the category

of service and product

Businesses differ in their word-of-mouth attraction based on the industry, i.e. different
service and product categories are talked about with different frequency, and differ also
in the proportion of positive and negative WOM they attract (cf. Benjamin, 2014; Oetting
etal., 2010). Product categories that tend to benefit most include food, drink, media

and entertainment, clothing and technology ( See Figure 2.5 below).

% of People Talking About Product Category

Women M Men
Food/Dining | o 137

Media/Entertainment | 37, 0"
Beverages '—359),3,?%

Retail/ A Dare | —— 5, 34%

Technology —2?/ 32%
Sports/Recreation/Hobbies d 32%
Personal Care/Beauty |— 110,
Telecommunications | — 7/,
Health/Healthcare | 160,

AU oMotV S (7

Financial | .
17%

Household Products | 127, 16% All differences of 1% or
} o7 more are statistically
Travel Services [ | 4547 significant at the 95%

The Home [ }37% confidence level.

Children | 70, 12%

Figure 2.5: WOM attraction of different product categories (Keller Fay TalkTrack, 2014b)
It is not only that certain product categories attract significantly more WOM, but research
has also shown that while positive word of mouth prevails, certain categories of products
and services attract more negative word of mouth than others. The highest proportions

of negative WOM has been found in the fields of transport and telecommunications, while
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art, food, and body care are rarely badmouthed, as shown in Figure 2.6 below (Oetting

et al., 2010).

Art and culture
Body care
Luxury food

Food

Health
Media

Travel

Communications

Transport

Figure 2.6: Negative WOM in % depending on industry (based on Oetting et al., 2010)
This section has suggested that different businesses a) differ in the frequency of word of
mouth, and b) attract different proportion of positive and negative WOM. While this
appears to be the case, this may not necessarily mean that some businesses will
by definition reap a higher return on investment from their participation in the network

than others.

Being aware of these differerences may help the network’s participants to make more
effective use of WOM, and reflect this in their marketing strategy. Banking, financial
services and insurance are all categories that are talked about very frequently, and also
represent categories that attract a substantial amount of negative word of mouth. This
is illustrated by Figure 2.7 below, adopted from Keller Fay TalkTrack data (2014c)
representing net sentiment towards a mix of product and service categories (see also

Oetting, 2010).

61



Net sentiment in conversation - 2013
(Positive minus Negative/Mixed)

“ Face-to-face  Online BZ%
485 49% 50%
ETEL 36% T
32%
26%
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ALL Household The Home Children's Personal caref Finance
CATEGORIES products products beauty

Figure 2.7: WOM attraction of different product categories (Keller Fay TalkTrack, 2014c)
A higher proportion of negative WOM may be leveraged by the participants who engage
in the finance and insurance industry asawindow of opportunity for formulating their
unique selling point. This is also an opportunity to have their business referred by their
co-members asevidenced by the following example from my data, a transcript

of a 60-second delivered by a retail banker:

Dissatisfaction | <n R >... so she said to them you know how, how did they get along with their bank,
with a bank and unfortunately, [...] or fortunately for me, they were not having a good time with
them. So [...] she phoned me and said [...] could we [...] could we do some business?
And that’s an ideal referral for me, if you just ask the question, if someone passed you
a Lloyd’s cheque or a Barclays cheque, or [...] any of the other banks, how they’re
getting along with their bank at the moment. If they’re not having a good time, then
please pass them my card...

July 2005

Example 2.5: Negative WOM as an opportunity for referral
Businesses also differ in respect to the degree of influence that WOM has on the actual
purchase decision. Personal referral has been found to have a stronger influence

on the consumer decision in the purchase of services than of products (e.g., Mangold,
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1987), which may be a factor benefiting service providers in BDNs. The more substantial
impact on purchase decision in the choice of services than products has been ascribed
totwo factors: a) services tend to be intangible andthus difficult to evaluate prior
to consumption, and b) the service market isincreasingly competitive, with highly

heterogeneous outcomes (cf. Murray, 1991; Kotler and Bloom, 1984; Buttle 1998).

In services, peer recommendation has been found to be most influential if the service
iscomplex orscores high oninherent risk.> Such service segments might
be in a somewhat better position to benefit from participation in BDNs, albeit only once
the members have become established. Another factor that may further strengthen
the position of legal, financial and property segments is their propensity to cross-refer,

i.e. engage in the same contact sphere*®, as evidenced e.g. by Buttle (1998).

2.4 Offline and online word of mouth

This section debates the sustainability of offline word of mouth and the BDN face-to-face
networking model inaworld that increasingly embraces social media, including online
WOM. The influence of social networks is clearly enormous, enabling exchanges amongst
multitudes of people who are only connected by a shared interest. In addition, since social
word of mouth (sSWOM) is marked by a higher degree of specialization, online WOM
conversations tend to involve product category experts, and may therefore incite high
levels of trust (Brown et al., 2007). Also significant, and unlike face-to-face WOM, sWOM

is not transitory (Kimmel and Kitchin, 2014). Naturally, much research has firmly nestled

*® particularly susceptible industries include holiday and travel destinations, hotels and restaurants (e.g.,
Litvin et al., 2007), finance and health.

*® Contact spheres are professions that tend to have a symbiotic relationship, i.e. they share the same

end customer, while being noncompetitive in nature (Misner, 1993, 2008, 2009; Alessandra et al., 2012).
The concept of contact spheres and their role as one of the key factors to the success of BDNs has been
argued at some length in the introductory chapter (1.2.1.1).
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in the online word of mouth domain, displaying significant confidence in the role of virtual

WOM and its future (see e.g. Hennig-Thurau et al., 2004; Diaz, 2010 inter alia).

In this light, itis natural that the marketing mechanism of organized networks, which
operates primarily on face-to-face principles, has triggered some scepticism in respect
to its sustainability. Yet, there iscompelling evidence that inwhat clearly appears
to be social media-, and blog- dominated marketing world, the majority of word of mouth
conversations still happen offline, mostly amongst friends and family (Berger and Yiengar,
2012; Kimmel and Kitchin; 2014). Based on the recent robust TalkTrack study by Keller
Fay (2014), 90% of all WOM conversations occur offline and face-to-face WOM accounts

for two thirds of the sales impact of word of mouth.

The finding that offline WOM is more prevalent, more trusted and playing a larger role
in the purchasing behaviour thus seems to further legitimmize the current study into
discourse practices that tend to trigger offline WOM episodes. Similar to the reported
study, in the researched network, face-to-face recommendations rule by a wide margin.
The results of a survey carried out in the organization*’ have shown that the members gave
86% of their recommendations in a conversation or over aphone, the rest being passed
via digital channels, albeit constituting only 14% of referrals. While in BDNs
the marketing message is by definition initiated offline in a networking meeting, it seems
that social media represents an increasingly important entity in the further transmission

of the message to the members’ reference networks. As Kimmel and Kitchin argue:

*7 25 participants from the researched organization were asked to maintain a referral log for a period of one
month to monitor the channels through which they gave referrals.
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Given the increasing pervasiveness of social media platforms, the time has come

for marketers to stop treating offline and online WOM as if they were separate entities.

[ibid. 2014,p.14]
Even if the proportions of offline and online WOM change dramatically in the future,
it appears that face-to-face interaction will continue to inhabit a legitimate space,
and the relationship between these channels will almost certainly be defined as one

of symbiosis.

2.5 Conclusions

This chapter has explored the current marketing landscape in relation to word of mouth
and networking, discussing the implications of the major trends for small business
marketing. It has suggested that inresponse to the current challenges, i.e. increased
competition within the SME segment, information overload, and limited resources,
organized networking may supply a comprehensive marketing strategy that may effectively
stimulate word of mouth. It has explained how word of mouth is spurred via networking,
I.e. it has outlined the core motivators pertaining to organized networks, highlighting
self-interest and reciprocity as the core driving force stimulating word of mouth in that

context.

Word of mouth has been here discussed as the most prominent factor influencing sales
for all types of businesses, and evidence has been presented that the face-to-face
recommendation from friends and family is currently the most influential purchase
motivator, outperforming online word of mouth, and all other forms of advertising
by a wide margin. This chapter has also shown how the current conception of word of

mouth is changing in that it tends to be understood as the driving force of most advertising,
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rather than a discreet category competing with other forms. This understanding has been
now aptly summarized by Brad Fay:
Recently, we have been discovering that the imagined wall of separation between
advertising and “word of mouth marketing” does not actually exist. Aswe use
increasingly sophisticated analytical tools to evaluate the impact of earned and paid

media, we are learning the two are in fact inextricably linked; the most powerful

advertising is that which stimulates sharing and conversation, both online and offline.

[Fay, 2015a]
The chapter has presented evidence that marketing strategies which focus primarily
on face-to-face  word of mouth, such asorganized networking, will continue
for the foreseeable future to be viable, and has pointed to the symbiotic relationship

of offline and online WOM channel.

All in all, this chapter has sought to provide background information to a field that has
not been previously subject to linguistic research, thus bridging the fields of applied
linguistics and marketing/business networking with the hope of raising awareness in both
disciplines of the interest inherent inthis previously under-researched phenomenon

and potentially spurring more research on both sides of the proverbial fence.

66



CHAPTER 3

Towards a Definition of the Competence Tale:

Generic Structural and Lexical Features

People don’t know who | am, what | do, and people don’t know what | can do! A story

paints them the picture.
[BDN member; 2005]
The opening line highlights the most essential questions of member identification within
a BDN group: ‘who am I interms of profession, competence and personal credibility’,
all of which deal with professional identity and its aspects. Before these questions
are answered in a satisfactory manner and to a satisfactory degree, the networking group
is unlikely toyield much business for the member. This is evidenced by the fact that
the first year of membership in the researched network rarely brings significant profits.
Two years seems to be the milestone augmenting the value of business generated

via the network for a member, as based on company statistics*.

Credibility and the related sense of member competence are gradually built both
in and through social interaction with other members. Ideally, the initial void
of interpersonal and interprofessional knowledge would be gradually filled through direct
experience of the businessperson’s professional and personal qualities and the nature
and quality of their service. In networking meetings, where this direct experience
is unavailable, narratives embedded inthe minimalist 60-second messages represent

its best approximation. As the opening statement suggests, narrative is a potent rhetorical

*8 See Chapter 1, section 1.2 for analysis of the role the length of participation plays in attracting business
via the network.
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strategy which mediates this experience by constructing the characters of both the narrator

and the narrated, thus helping the process move along.

Narrative seems tohold aprivileged position inrespect tocommunicating who
we are to ourselves and others, an aspect which was intuitively summed up by the BDN
member in the opening statement. Many narrative theorists (e.g., Bruner, 2003,
Polkinghorne, 1988; Mishler, 1999; Riessman, 2003) view narrative as doing more than
simply enabling us to access our identity: it enables us to have an identity. This almost
ontological status of narrative in regard to identity construction is, for instance, asserted
by Cortazzi (2001, p. 388): ‘they tell what they are or what they wish to be, [and] as they
tell so they become, they are their stories.” The immediacy with which the human

experience or would-be experience is accessed via narrative is inherently attractive.

The attribute of storytelling which is particularly relevant in the networking context and,
by extension, in any marketing setting, is the audience-design of stories, i.e. the way that
stories convey the speaker’s identity inaway that isconstructed and tailored
for the specific audience. The particular relevance of the situational circumstances
in which a story is related is aptly identified by Bruner (2003, p. 210): ‘our self-making
stories need to fit new circumstances, new friends, new enterprises.” In this and the two
following chapters, I claim that the minimalist narratives in my data seem to share specific
interactional and structural features. The uniting force that clearly appears to have been

dictated by the particular situational circumstances of the telling is the projection
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of competence  and/or professional  expertise  as an essential narrative  message

in the business networking setting.*®

3.1 Research questions and introduction into key concepts

Stories of professional competence are a universal phenomenon cutting across a variety
of workplace and institutional settings. For example, Dyer and Keller-Cohen (2000)
analysed narratives embedded in academic lectures in which the lecturers recounted their
expertise inresolving aproblem specific to their field. Roberts and Campbell (2006)
studied narratives of professional competence elicited by job interviewers. The applicants
were prompted to produce a narrative documenting their professional competence, such
as in the area of teamwork or decision-making. However, these studies have not attempted
to label the stories or present detailed analysis of their generic format. In addition, none
of the relevant research has targeted a business narrative that is limited to 60 seconds.
This chapter thus serves two goals. Firstly, it addresses this gap, and secondly, it further
defines the discourse practices of the researched business network as a specific Community

of Practice (Lave and Wenger, 1991).

In short, this chapter aims to determine whether there is any generic pattern navigating
stories of competence embedded in the self-branding 60-seconds. Based on this goal,

| formulated the following research questions:

RQ 3.1  Arethe stories that communicate competence marked by a prototypical
generic structure?

RQ 3.2  If so, what structural commonalities do they share?

%9 88 9% of narratives in the dataset communicate competence. For the evidence of their prevalence, see p. 400
and the results of structural analysis in this chapter.
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RQ 3.3  Ifso, are there any lexical features that tend to index the staging of the CT
subgenre?

Competence is a multifaceted phenomenon that can be conceptualised in many ways,
depending on the research perspective. For example, the research into the influence
of supervisor communicator competence and leadership style onemployee job
and communication satisfaction in Madlock (2008) takes a very different point of departure
in terms of understanding competence from the intertextual and narrative competence
study in O’Connor (2002). In this thesis, competence is conceptualised in line with
Aristotle’s perspective on the construct, i.e. it is theorized as a synthesis of the speaker’s
expertise, knowledge and skills related to performance, including performance
in a particular professional field (Reynolds, 1983; McCroskey & Teven, 1999).
This understanding appears to best reflect the nature of the analysed data and suits
the purpose of this study, which attempts to chart the core structural and lexical
characteristics  of narratives inwhich speakers communicate their competence

in a particular professional field.

In respect to the overarching concept of professional identity, this thesis assumes
equivalence between the concepts of the speaker’s credibility/ethos and professional
identity. The core dimensions of competence, goodwill and trustworthiness that
traditionally define ethos/credibility (e.g. Banfield et al., 2006 inter alia) are therefore
aligned with those demarcating professional identity. Professional identity per se is defined
and discussed in detail in Chapter 5, Section 5.4. Two major approaches are combined
in this study to explore narrative identity communicated in the self-marketing networking

stories. The first is positioning theory, grounded in the constructionist stance to identity,

%0 For a variety of data-driven definitions of competence see a special issue of Journal of Business
Communication on the display of competence in business and institutional discourse (2011).
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and the other is self-categorisation theory, which has adecidedly essentialist outlook.
Positioning theory is outlined in this chapter in Section 3.3.6, which deals with narrative

identities, while self-categorisation theory is considered in Chapter 6.

3.2 The organization of the chapter

The chapter opens with a theoretical section 3.3, reviewing approaches to narrative
analysis relevant to the study of minimalist self-branding narratives in this thesis. Close
attention is paid to the methodological debates taking place in the fields of structural
analysis and narrative identity. Part 3.3 introduces the dataset of 32 self-marketing stories
underlying the narrative chapters and outlines the methodology. Section 3.5 classifies
the broad narratives that run through these stories, introducing the concept of competence
tale and identifying its defining features at the macro level. Section 3.6 brings detailed
analysis and discussion of the structural variations within the sample, including statistics,
to show the significance of individual tendencies within the sample. Subsection 3.6.3
discusses whether competence tales share any specific lexico-grammatical features that
tend to index individual phases in the generic pattern. Finally, the conclusion 3.7 brings

together dominant features delineating the concept of a competence tale.

3.3 Theoretical backdrop: Approaches to narrative analysis

and narrative identity
This section reviews some of the major developments in the field of narrative analysis
and traces narrative and narrative identity theories from the 1960s to the current state

of knowledge. The path through the literature is necessarily selective, and focuses

primarily on the perspectives within the field of discourse/narrative analysis that either

71



directly inform this study or were perceived as relevant to this study. Methods which tend
to be used to analyse narrative in conjunction with narrative identity, but which do not treat
narrative as an exclusive category, are therefore not addressed. This concerns specifically
the following methods that have have had some influence on this thesis, but are beyond
the remit of this chapter: conversation analysis (CA), membership categorization analysis
(MCA) and critical discourse analysis (CDA). Neither will the reader find any mention
of a variety of interview-based narrative perspectives existing in the field of psychology,

as they bear no relevance to this study.

Both the traditional Labovian paradigm and alternative structural patterns, are specifically
discussed. Examples from the BDN data are supplied to illustrate the dominant patterns,
and critical positions towards traditional structural analysis arealso considered.
| then proceed  todiscuss the current discursive  turn  innarrative  analysis,
examining in particular the concept of small stories. Small stories are narratives that
naturally occur in interaction, as opposed to narratives elicited in interviews, so called big
stories, which have long comprised the data for the majority of narrative research
(Bamberg, 2006). Finally, I discuss narrative asa cognitive superschema and introduce
prevailing perspectives in narrative identity theorizing, paying specific attention
to positioning theory (PT), which is presented as an influential epistemological stance
towards identity construction in narrative. Positioning theory, asatake on narrative
identity, has, to some degree, influenced the understanding of identity in this thesis. Again,

the discussion includes a critical position towards PT.
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3.3.1 Structuralist perspective and the Labovian definition of narrative

The study of the internal structure of stories and the ambition to determine its component
parts lies at the roots of narrative inquiry. The most influential structural research dates
back to the late 1960s, and largely stems from the work of Labov and Waletzky (1967),
further developed by Labov (1972, 1997). Interest in the narrative format emerged from
a large biographical project, a sociolinguistic study oriented towards combatting social
prejudice against poor Afro-Americans. Labov collected a large corpus of interview data
targeting Afro-American male teenagers, eliciting narrative to bring evidence of their
capacity to deploy conventional textual and syntactic structures, and thus demonstrate that
Black English was used primarily asan identity statement, asa marker of belonging
in the Black community rather than lack of ability to use the conventional structures

(Bamberg et al., 2011).

In the process of defining a narrative, Labov (1972) argued that the key principle
underlying narrative format is temporality, the sequential nature in which X follows Y.
The narrative must contain at least two clauses, which are temporally ordered, that is:
X happened, Y happened, often containing acausal link: X happened. As a result,
Y happened. Labov (ibid., p. 360) defined narrative asa ‘method of recapitulating past
experience by matching a verbal sequence of clauses to the sequence of events which
(it is inferred) actually occurred.” This definition therefore seems to include two aspects:
a) narrative is framed as a past event and b) the temporal sequence of events is mediated

through a corresponding generic structure.

The generic composition of a narrative was elaborated by Labov (1972) when he proposed

a normative structure that comprised six components: abstract, orientation, complicating
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action, evaluation, resolution and coda. The Labovian story always entails complicating

action, the inclusion of the other elements being optional. The following example from

the BDN  data  (#17 in Appendix 10)  illustrates  the individual =~ components

of the prototypical structure.

1 Abstract

2

3

4

5 Orientation
6 Complicating
7 action®

8

9 Evaluation/
10 Resolution
11 Coda

12

13

14

15

16

17

18 Coda

19 Evaluation
20

21 Coda

22

23

24

25

26

And | am a man on a mission [..] to track down the top fifty
spenders on my products and services in this area.

And this week, I’m not going to ask you for any information [..]
about a specific pro- er: prospect.

And that’s because last week | went to an event in Coventry, where
I got to meet the senior procurement people from fourteen

of the largest local councils, universities and housing associations
in the area.

And I’m up to there (pauses and points to his neck) with contacts,
information and leads that | need to follow up on.

What I’m going to say instead is that [..]

I’ve done very well from you guys, and information you’ve given
me over the last few months..

I’ve managed to get seventy four thousand pounds of business out
of BNI so far this year,

and I think, 1 am going to clear the hundred thousand pound mark
[..] next month.

Instead, what | would like to do is,

this information that | got has cost me a fair amount of money
and a lot investment of time, what have you,

I would like to offer that to you free [...] to all the members

of Victoria.

All you have to do is email me after this meeting and I will get
the information to you [..] in the next couple of weeks.

Thank you for the business you’ve given me, | hope | can get some

back to you. Thank you.

Example 3.1: BDN example of the Labovian narrative structure (lines 1-11) embedded

in a BDN 60-second speech

>1 Alternatively, this part could be labelled as the orientation and the following could be interpreted
as complicating action. This arbitrariness is addressed in detail below in Section 3.3.4 Criticism of traditional

structural research.
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A fully formed ‘normative’ narrative begins with an abstract which serves as a preface,
indicating the main point of the story. Inthe BDN extract, the abstract opens with
the proclamation of the speaker’s mission: and I am a man on a mission to track down
the top fifty spenders on my products and services in this area; it continues with a teaser:
And this week, I’m not going to ask you for any information about a specific prospect
(lines 1-4). Orientation sets the scene, supplying information on key characters, narrative
action, time and spatial frame, i.e. the ‘who, what, when, where’ (ibid, p. 370). In the BDN
example, the scene isset through: Andthat’s because last week |went toan event
in Coventry (line 5). The complicating action is the core element of a narrative conveying
what happened: | got to meet the senior procurement people from fourteen of the largest
local councils, universities and housing associations in the area (lines 6-8). Evaluation
indicates the point of view of the narrator and establishes why the story is worth telling.
Resolution provides the ending, telling the audience *what finally happened” (ibid, p. 370):
And I’m up to there (pauses and points to his neck) with contacts, information and leads
that | need to follow up on (lines 9-10). The final component coda wraps up the narrative,

linking it to the here and now: what I’m going to say instead is...(line 11).

3.3.2 Competing structural patterns

While Labov’s structural paradigm of six components has attracted the most attention,
other scholars have also worked towards the identification of a universal narrative format.
One of the most prominent narrative scholars, the psychologist Bruner (1990, p. 72), lists
five defining features of narrative: action, scene, actor, instrument, or goal, and trouble,
characterized as imbalance or conflict between the five elements motivating subsequent

actions. Conversation analysts Ochs and Capps (2001, p. 173, in Benwell and Stokoe,
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2006) supply another rival model consisting of the setting (temporal, spatial
and psychological information), anunexpected event (potentially problematic),
a psychological/physical response (a change in emotion), an unplanned action (unintended
behaviour), anattempt (behaviour oriented towards resolution of the problem)
and a consequence  (the outcome of the psychological/physical response). Another
structural perspective which has so far been rather marginalized, but deserves specific

attention is ethnopoetics (Hymes 1996, 2003).

3.3.3 Ethnopoetics

Ethnopoetics shares some of its primary motivation with the Labovian framework,
i.e. to supply linguistic evidence of equality which would erase social prejudice against
victims of minorization®? (e.g., asylum seekers), but in every other aspect stands apart from
conventional structural research. Itisrooted in the ethnography of communication
and poetics (see Bauman & Briggs, 1990) and steers attention away from formal patterning
and towards language and narrative as verbal art and poetic performance. Ethnopoetics
as an approach to narrative analysis perceives meaning as an effect of performance
(Blommaert, 2006a, p. 181) and narrative as a form of action or performance. Like poetry,
narrative is internally organized into lines or verses. These are usually easily recognizable,
being marked by one of the main intonational contours. The verses form larger units,

sequences or stanzas that are internally coherent (Hymes, 2003, p. 302 — 303).

Hymes (2003, p. 204), influenced by Jakobson (1960), defines the internal coherence
of stanzas as based on equivalence, a principle basic to all poetry. ‘Sequences, however

diverse, may count as equivalent in the organization of narrative, if some recurrent feature

52 Blommaert (2006, p. 181)
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marks them as such.” Recurrent features encompass all aspects of language: primarily
prosody, syntactic aspects such as repetition and parallelism, morpho-grammatical features
such assimilarity intense andaspect, phonetic aspects such as alliteration,
and lexico-syntactic features such asthe use of certain discourse markers (Hymes,

1996:166 in Blomaert, 2006b, p. 182).

Revisiting the BDN example previously used to document Labovian structure may help
to illustrate the ethnopoetic organization of a narrative (see Example below). In this case,
the first verse inthe first stanza has a parallel structure to the fourth and the second
to the third. Consider the use of “‘and” as a dominant discourse marker opening each verse
in the first stanza. Note the parallel structures in the first and the fourth verse: and | am
aman.../and I am up to there, and in the second and the third verse: this week/last week,

which provide the following poetic organization: (a)-(b)-(b)-(a).

Stanza 1

And | am a man on a mission to track down the top fifty spenders ...

And this week, I’m not going to ask you for any information about a specific prospect.
And that’s because last week | went to an event in Coventry, where | got to ...

And | am up to there (pauses and points to his neck) with contacts, information...
Stanza 2

What I’m going to say instead is that ...

Stanza 3

Instead, what | would like to do is, ...

Example 3.2: Ethnopoetic organization of the BDN narrative
Hymes also suggests particular patterns of succession, a particular rhythm to how stanzas
are organized: asuccession of two or a pair, alternatively four or two pairs. A common
succession involves the typical Labovian patterning, asuccession of three which
is indicative of an onset, ongoing action andanoutcome. Thismay alternatively

be organized into asequence of five: adouble sequence of three with the third stanza
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forming both a pivot to the preceding part and a beginning to the closing stanzas (Hymes,

2003, p. 3).

Blommaert (2006a, p. 181, 2006b, p. 230, 240-241) repeatedly made a case for an applied
ethnopoetic approach. He argues the merits of ethnopoetics in the analysis of data in which
‘different systems of meaning-making meet’ and where personal narratives ‘determine
people’s fates’, e.g. asylum application interviews, police and courtroom hearings, or job
interviews that involve candidates born abroad. However, the ethnopoetic approach,
combined with other modes of analysis, may be truly revealing, even when applied to data
that are culturally homogenic and which lie outside the field of critically important
personal stories. Being primarily marketing messages, and being limited to a maximum
of 60 seconds, networking small stories represent a specific category amongst stories that

are typically related in business and institutional discourse.

Many scholars hold the view that the marketing aspect induces poetry, with the marketing
messsages relying on sound equivalence more than any other genre within organizational
and business discourse (Toncar and Munch, 2003; McQuarrie and Mick, 1996 inter
alia). The time constraints of this genre mean that often the narratives are iconic,
condensed fragments of a story, a promise of a story rather than a story itself, and thus
their poetic structure is pronouncedly semantic, helping to the audience to process
and remember the central message. The tendency for poetic orgaization of the self-
branding 60-seconds thus makes ethnopoetics an applicable method for this study,
and while not the primary mode of analysis, the ethnopoetic approach has been apposite

to this study, informing analytical sections in both narrative chapters.
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3.3.4 Criticism of traditional structural research

Traditional structural research aimed at defining narrative by establishing its format has
been criticized for a number of perceived shortcomings. Many scholars and conversation
analysts have challenged Labov’s seminal work on narrative research, including
the research which focuses on stories produced in conversations (Schegloff 1997, p. 101,
or Ochs and Capps 2001, p. 57, in Georgakopolou 2006, p. 2). Primarily, criticism has
been raised of the tendency to present isolated, decontextualized examples of the narrative

format without much consideration for the interactional context in which they were told™.

Conversation analysts often argue that stories should be primarily analysed for the way
they are managed turn-by-turn in interaction, and how they get embedded in surrounding
discourse, rather than for their internal structure. The fact that Labov’s biographic
narratives, the data on which the structural research relies, have been invariably elicited
in interviews, makes the Labovian analysis an imperfect tool for the analysis of narratives
that  are notsolicited inaninterview, i.e.naturally occurring conversational
and institutional narrative data (Schegloff, 1997), unless the analysis is complemented with

other methods.

Another criticism levelled at the Labovian type of analysis (but in this case also with
its alternatives) is their alleged failure to identify a universal formal system of narrative
(Brockmeier and Carbaugh, 2001). Thecritics maintain that narratives have
to be navigated to fit the ready-made and idealised model categories, i.e. the fit is at times

forced and arbitrary, not accounting for the variety and ambiguity that exists in discourse

53 An objection that is subscribed to in this thesis. While structural analysis lies at the core of this chapter,
competence tales are a) given in the full context of the BDN 60-second speech in Appendix 10, b) their
structural features are perceived as salient only in conjunction with their functional and interactional features.
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(Georgakopolou, 2006; Benwell and Stokoe, 2006; Edwards, 1997). The arbitrariness
of the analytical decision has been briefly noted above insubsection 3.3.1 and can
be illustrated with the 60-second speech given in Example 3.1, which can be broken down
into the components of the Labovian prototypical structure in several ways. In this case,
lines 6-8 could be labelled as the orientation and the following segment could then
be interpreted as complicating action. Alternatively, the resolution in lines 9-10: And I’'m
up to there (pauses and points to his neck) with contacts, information and leads I need
to follow uponcould equally beread asanevaluation, depending on the analyst’s

perspective.

To continue in the same vein, and to introduce another issue for which narrative structural
analysis is often critiqued, in the narrative example 3.1 above itis relatively difficult
to decide where todraw theimaginary line of analysis orwhere the story ends.
In accordance with the prescribed structure, lines 1-11 could by Labovian standards
represent a fully-formed narrative and thus a legitimate object of analysis. However, after
the story wraps up with the coda inline 11, and the connection to the present time
and location is established, the narrative resurfaces again repeatedly, first with what could
be coded as another coda (line 18) interrupted by an evaluation (lines 19-20), with the coda
being resumed again (line 21). This zigzagging between the narrative world of there &
then and the world of the here and now demonstrates that understanding of the discourse
environment in which the story is embedded is important and the boundaries of a narrative,

both textual and temporal, are not always clear-cut.
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3.3.5 Discursive turn in narrative analysis

The remaining bias for narrative as an interpretation of an autobiographical experience,
i.e. a closed event firmly situated in the past, has been criticized by many scholars (e.g.,
Schegloff 1997, Georgakopolou, 2006). This rendition of narrative has dominated
the tradition of narrative inquiry since the 1960s, regardless whether grounded
in interactional sociolinguistics or conversation analysis. Recently, however, the paradigm
has been shifting to embrace the less orderly forms that seem to pervade everyday
conversations and which also occur ininstitutional talk. Researchers engaged
in this discursive turn have labelled it small story research, to distinguish it clearly from
traditional biographic (big story) research (Bamberg 2004, 2006, 2008a; Georgakopolou,

2006; Bamberg and Georgakopolou, 2008, inter alia).

While biographic research typically works with autobiographical narrative data elicited
in interview situations and tends to deal with a fully developed Labovian story as a past
closed event, the concept of narrative as small stories includes a spectrum of narrative
activities along a temporal continuum of ongoing events, future and hypothetical events,
or broad generic scenarios that happen outside any temporal specification (e.g.,
Georgakopolou, 2006). The small story perspective thus includes narratives that
are not fully developed, including mere embryonic suggestions of a narrative, and treats
these asrelevant, eligible and substantial objects of analysis. This approach displays
an equal interest inthe story asitdoes inthe cotext and context inwhich the story

is embedded.

Small story research attempts tointegrate micro-level analysis with a focus

on the interactional goals found in conversation analysis, sociolinguistics and, to a degree,
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in the critical discourse perspective. Narrative is analysed primarily as a discursive practice
in the way it surfaces in conversation and other kinds of everyday interactions (including
institutional talk). Narrative atthe level of local discourse is perceived as shaped
by and in turn actively shaping the wider socio-cultural narratives (De Fina et al., 2006;

Bamberg et al., 2011; Harré and Moghaddam, 2003).

Most narrative approaches naturally converge to the study of identity, and in respect
to identity, small story research has a pronouncedly constructionist underpinning. Bamberg
etal. (2011, p. 186) describe the small story approach as ‘interested in how people use
narrative in their in vivo and in situ interactive engagements to construct a sense of who
they are’, in contrast to the aforementioned biographic research, which tends to ‘analyse
stories predominantly as representations of the world and of identities within those
representations.” This latter concept foreshadows the engagement of narrative research
with identity. So far, | have focused on distinguishing types of narrative (small versus big
story) and defining the components of individual narratives (structural research). Narrative
has also been identified as functional, occasioned, and most importantly constitutive
of identity. The next section will thus explore the construction of narrative identity in some

detail.

3.3.6 Theorizing narrative identity

Contemporary narrative research adopts mostly a constructionist understanding of identity,
which could be defined as the postmodern negation of a pre-discursive self, i.e. a rejection
of the notion of identity as an internal entity, which is stable, absolute and knowable.
In stark contrast to an essentialist take on identity, constructionists thus see identity

and self as produced in, rather than prior to, discourse, and as dynamic, and culturally
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and historically situated. As Bruner (2003, p. 222) argues: ‘identity is a product of our
telling and not some essence to be delved for in the recess of subjectivity.” Identity is fluid,
constructed in interaction with and for other people or institutions. It is unstable

and subject to the social space and temporal location in which it is produced.

Broadly speaking, narrative theorists ascribe aspecial status to narrative discourse
as aprimary space for identity construction. Bamberg etal. (2011, p. 185) argue that
‘in addition to the functions of discourse for the construction of agency
and self-differentiation, narratives add atemporal and a spatio-temporal dimension
to the sense of self and identity.” It is a salient point, as it is precisely the spatio-temporal
dimension which facilitates the emergence of identity as continuous and coherent. The turn
to narrative as ‘the primary meaning-making method” (Polkinghorne, 1988) was largely
triggered by the psychologist Jerome Bruner (1986), who reified narrative as a cognitive
superchema® by which we make sense of human experience and self. Bruner was
the pioneer of the narrative turn which elevated narrative to have an ontological status:
‘My position is that the story is prior to, but not independent of, the discourse. We abstract
the story from discourse, but once abstracted the story serves asamodel for future

discourse’ (ibid., p. 143).

The belief in the cognitive underpinning of narrative, and above all, its power to directly
communicate both reality and identity is evidenced in the work of many narrative scholars.
In this strand of research, narrative holds anequally central position as metaphor
in the traditional take on conceptual metaphor theory®. People are perceived as storied

selves and this conception provides the grounds for understanding human life. Narrative

> According to Bruner (1986), human sense-making is realized through two modes: logico-scientific mode
and narrative mode of ordering experience.
> See Chapter 6 for detailed account of conceptual metaphor theory (CMT).

83



thus has adefining character: ‘Our narrative identities are the stories we live by’
(McAdams et al., 2006, p. 4); “We become the stories through which we tell our lives’
(Riessman, 2003, p. 7). Thisline of thought has been very influential in biographic
research. Itisthe aspect of immediacy, the sensation of viewing the naked human
experience and the naked self, which makes narrative such an attractive and powerful
rhetorical resource. While this sense of immediacy holds an undeniable attraction, turning

this sensation into an epistemological stance is not unproblematic.

One of the caveats seems to lie in what Bamberg (2012) calls ‘overdetermining narrative’
and ‘underdetermining discourse’, i.e. the tendency to downplay the interactive facet
of narrative, the audience-design of narrative. Shuman (2006, p. 20) points out the inherent
danger of viewing narrative asaroute to reality: ‘the biggest challenge to the study
of personal experience narrative continues to be to avoid the conflation of experience
and the personal with the authentic and the real and at the same time to understand why
this conflation isso compelling.” Narrative should therefore never be interpreted
as the entry point to reality or experience but as the gateway to the portrayal of reality
or experience. This understanding is central to positioning theory, where narrative
Is perceived as an interaction told for and with different audiences, it has a performative

function and a profound impact on identity.

Positioning theory was developed inthe 1990s to connect the local ‘on the ground’
narrative interactions and the overarching sociocultural narratives or master narratives
(e.g., Davies and Harré, 1990). Bamberg etal. (2011, p. 186) champion this approach
as allowing “‘exploration of self at the level of the talked about that reaches from a past into

a present’ as in biographic research, and allows for interaction and ‘exploration of self
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at the level of tellership and performance in the here and now of the storytelling contexts.’
The chief concept underlying positioning is that the local stories we tell about ourselves
are inextricably linked toawider cultural narrative or master narrative: the local
‘storyworld’ constructed in narrative supplies a ‘backdrop of cultural expectations about
a typical course of action; our identities as social beings emerge as we construct our own
individual experiences asaway to position ourselves in relation to social and cultural

expectations’ (Schiffrin, 1996, p. 170).

The wider cultural stories tend to be given a variety of labels depending on the theoretical
or methodological stance of the analyst. They are master narratives, cultural plotlines,
dominant discourses, interpretative repertoires or capital-D discourses (as opposed
to the local small-d discourses). Whatever the term, these refer to ‘the pre-existent
sociocultural forms of interpretation” (Bamberg, 2008) in that they express the norms that
the audience applies locally to the interpretations of personal stories. These norms may
obviously be group-subjective. Positioning then refers to the process through which
speakers adopt, resist and offer subject positions that are made available in D discourses
or master narratives (Benwell & Stokoe, 2006, p. 139). Agency is in this epistemological
stance thus seen as bidirectional and as a continuum, with the sense of self as an actor
(agentive self-constructor) at one end and an undergoer (a passive being/ potential victim)

at the other end. As Bamberg et al. (2011, p. 186) intimate in the following excerpt:
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The model of positioning affords us the possibility of viewing identity constructions
as twofold: We are able to analyze the way the referential world is constructed, with
characters (such asself and others) emerging intime and space as protagonists
or antagonists, heroes or villains. Simultaneously, we are able to show how
the referential world is constructed as a function of the interactive engagement. In other
words, the way referential world is put together points to how tellers index their sense
of self in the here and now.

[Bamberg et al. 2011, p. 186]

3.3.7 Criticism of positioning theory

Although positioning theory seems to be the major perspective on narrative identity
in the small story research camp, many authors, in particular conversation analysts,
criticize positioning for the ascription of theorized labels to chunks of discourse
(e.g. masculinity master narrative/fatherhood master narrative).”® Benwell and Stokoe
(2006, p. 140-141) see such classification as grossly reductive due to its failure to take into
account the complexity of social interaction. The analyst finds a particular set of master
narratives (dominant discourses, repertoires, cultural models) operating in a stretch of talk
and then directs analysis along the preset route. Wooffit (2005) argues that not only does
the tendency to attribute generic labels to chunks of talk distort the analysis, but it is also

problematic due to the lack of evidential basis for such attribution.

This criticism may be legitimate in cases when the analysis is self-serving and rests solely
on labelling and categorizing, with an attempt to steer stories into clear-cut boxes.
In general, analytic tools operated at the macro level tend to render subjective, debatable,

and at times ideologically/politically skewed outcomes. Thus, the debate seems

% It might be helpful to disambiguate between the levels of analysis: while previously discussed structural
methods apply to micro-level/generic analysis, PT puts puts a macro- label on a story itself, depending
on the type of story, such as sisterhood narrative, coping narrative told by patients with cancer, etc.
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to be the traditional one, resting ontherole of context”” and intertextuality. While
it is important to bear in mind the possible bias, abandoning the attempts at macro levels
of analysis, which are by definition subjective, and concentrating solely on what can
be safely related based on the micro level, limits the value of analysis, negating the role

of context.

This thesis subscribes to the view that intertextual understanding of identity narratives
enriches the analysis of local identities (Benwell, 2005), and similar to Wetherell (1998)
adopts a synthetic approach that strives to combine micro- and macro- analysis, benefiting
from both the insight offered by PT and other poststructuralist models and CA-motivated

attention to fine-grained analysis of the local discourse.

3.4 Data and method

This chapter draws primarily on a dataset recorded between
2005 and 2007 in 14 networking meetings. The dataset represents 250 self-marketing 60-
second speeches. Despite the brevity of this minimalist rhetoric, narrative is seen
to be a recurrent discourse strategy, with two or three speeches at every meeting deploying
anarrative format. The sample of 250 contained atotal of 32 (13%) of speeches
of a narrative format, all of which were transcribed. The vast majority, i.e. 89% of these
narratives, were identified as competence tales (CTs), and these were then subjected
to a structural analysis>®. Generic trends observed in the sample are illustrated in the main

body of this chapter. All stories are numbered, based on their sequence in Appendix 10

>’ See e.g., Koester (2006, p.16) on the approaches to context.
%8 See the conception of a competence tale below in Sections 3.5 and 3.6.
%9 See Appendix 10 for details, or the structural analysis section for an overview of generic trends.
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and whenever empirical examples appear in the text, they contain the reference number

of the respective competence tale.

With regard to methodology, the analyses in thisstudy were informed mostly
by a combination of narrative theory, small story research (Bamberg and Georgakopolou,
2008), genre-based structural analysis (Hoey, 1983, in Koester, 2006), and marginally also
by ethnopoetics (e.g., Blommaert, 2006a, 2006b). Structural narrative research, small story
research perspective and ethnopoetics were elaborated upon in the theoretical section
above (3.3), while Hoey’s (1983) problem-solution pattern isintroduced later,
in the applied section ( 3.5.1). Small story research and ethnopoetics are given specific
attention asthey arefar from being the mainstream modes of narrative analysis.
The former has only occasionally been applied in organizational discourse studies (e.g.,
Roberts, 2009), while the latter has only been applied insites of inequality, such

as in the context of asylum seeker interviews (e.g. Blommaert and Slembrouck, 2000).

This chapter studies narrative data by focusing both on the interaction-oriented
and rhetorically organized structure of the minimalist stories and also on their individual
components. As discussed above in section 3.3, the choice of methodology does not always
imply unconditional agreement with the particular perspective, but rather the proximity
of research purpose and the nature of data that is being analysed. In the same manner,
particular layers of analysis present in the analytical section do not represent one united
methodology. This isalogical conflation of methods that helps topin down
the micro-level local detail as well as those that bring home larger generic outcomes. Some
of the perspectives deployed in the narrative chapters are hence not exclusive to narrative

analysis.
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This chapter focuses primarily on structural analysis, attempting to distill a generic pattern
towards which CTs converge. In the process, an important question arises as to whether
competence tales share any specific lexical features that tend to index individual phases
inthe generic CT pattern. The assumption that lexico-grammatical choices can
be indicative of the staging of the particular genre is well supported in prior research
(see e.g., Koester 2010, Adolphs etal., 2004). The final part of this chapter discusses
specific lexico-grammatical usage in the data, focusing first on a group of lexical items that
Hoey (1994) identifies as signal words for the problem-solution pattern. High-involvement

lexis (Tannen, 2007) is also explored, since it appears to have an organizing effect.

High-involvement lexis includes words and expressions typically deployed to signal
emotional investment by the speaker and to increase the emotional impact on the audience,
i.e., intensifiers, hyperbole, modality, repetition, reported speech and expressions
conveying emotional states. This chapter pays specific attention to the usage of hyperbole,
which is seen as indicative of other uses of high-involvement language. Hyperbole® has
first and foremost an evaluative and emotive function, and is typically defined as the use
of exaggeration, ‘aclaim that exceeds the (credible) limits of fact in the given context’
(Claridge, 2011, p. 5) and is not meant to be taken literally. It is a statement which should
be 'semantically interpreted asa claim that is higher (or lower) onsome scale than

warranted‘ (Norrick, 2004, p. 1728).

Taking this definition as a starting point, and picturing hyperbole as a form of cline, the far
end of the hyperbolic scale is occupied by so called extreme case formulations (ECFs),
which are in literature often considered a discreet type of hyperbole. Norrick (2004, p.

1728) describes ECFs as ‘built around extreme expressions such as ‘every’, ‘all’, ‘none’,

% For more on hyperbole, see McCarthy and Carter (2004); Claridge (2011).
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‘best’, ‘least’, ‘as good as it gets’, ‘always’, ‘never’, ‘ever’, ‘perfectly’, ‘brand new’,
and ‘absolutely” such as in the following examples: ‘the worst storm ever’, ‘you never

write” or ‘nobody cares’ (ibid., p. 1728).

3.5 Defining the competence tale

As mentioned in the introduction, 88% of narratives can be categorized as stories
of professional success and competence® or competence tales. This part explores how
the projection  of specific professional competencies and/or business competence
in a minimalist narrative influences its discursive makeup, first considering the influence
it exhibits at the levels of genre and text®® and then discussing the textual pattern towards
which the majority of competence tales seem to converge. In general, competence tales
typically involve two aspects: a hapless client in difficulty, either explicity or implicity
expressed, and a competent solution provided by the narrator/service provider. At

the macro-level, CTs are further characterized by the following features:

1) Success isowned by the speaker. Itisadirect outcome of the speaker’s

intervention as illustrated by the example below.

The narrator in story #6 on a project:

If | hadn’t gone round the completion would not have gone through.

Example 3.3: Success owned by the speaker
2) Success can be the result of joint effort. Insuch acase, itbelongs either
to the speaker and the client, or the speaker and the business partner. See below

for an example.

81 Non-competence stories (#9, #16, #23, and #25) tend to be educational, mostly directed at defining to other
members the nature of a quality referral for the target business professional.
62 Levels of analysis are based on Bhatia’s (2004) patterns of discourse realization in professional contexts.
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The narrator in story #26 on her work with a client:

So what did | do? We worked together, to find the best aspects of her business and narrowed it down.

We helped [...] to- working together, by promoting it and finding a niche. We also identified what her
strengths were, and what her weaknesses were and outsourced some of the skills and jobs to other people.
What is the outcome? Now she has better confidence, she has more clarity about where she is going, erm
she has more profitable, erm [...] contracts, an-and increased turnover, and also she has less stress,

and her health improved.

Example 3.4: Succes as aresult of joint effort
3) Failure or difficulty isnever owned by the speaker. Itistypically seen
as pertaining to the other. The other iseither acompetitor ora client,

as in the example below.

The narrator in story #27 on his clients:
they cannot control cash, they cannot provide information, they’ve got no experience
The narrator in story #30 in Appendix 3 on her competitors:

they’re either not delivering, they’re not creative enough, they’re not hitting budget or time scales.

Example 3.5: Failure is exogenous

4) The client tends to be positioned as a passive undergoer.

The narrator in story #3 on her client:
And one of the members of the audience said, | know who that person [client] is, he works for me, he’s
in-, in my team. And when he [the client] went on your programme in Scotland in in October, erm, he was

[?2?/. And | don’t know what you did with him, ...”” (continued in the next example)

Example 3.6: Client as a passive undergoer
5) The professional is positioned as proactive and having the capacity to resolve

the problem.

The narrator in story #3:
““...but when he [the client] came back, he was absolutely transformed. And he [the client] has made him
such an impact in the business, it’s only that you /fished /his brain out and you put something else in. It’s

absolutely magical.”

Example 3.7: The speaker as proactive force
The competence tale appears tobeabroad category subsuming different types

of narratives. For example, professionals inconsultancy businesses often rely
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on a particular format, which works both literally and metaphoricaly. Initially, a client
is in a difficult physical, financial, or emotional position. Next, the professional help
restores the client to literal or metaphorical health. Through this healing narrative,
therapists help their ill patients (e.g., narrative #18), while business coaches redeem failing
businesses, albeit sometimes as ‘joint enterprise’ as in the above example 3.4. Another
macro-categorical label that can be ascribed toatype of competence-communicating
narrative is discourse of transformation or transformation narrative. These are narratives
that involve a catalytic influence of the speaker on bringing about a complete change
of professional, personal or social identity inaclient. Empirical examples include,
for example, narratives #26 and #3 above, or #22, which, along with the element

of identity transformation, is discussed in the following chapter.

Another prominent macro-category isthat ofpain narrative, a subcategory
of pain-eliciting speech which does not necessarily contain narrative evidence (see, e.g.,
pain scenarios S13, S14 and S15 in the following chapter). Pain-eliciting speech always
focuses on the audience asa direct client. It functions to create an intense emotional
response in the hearer, a perception of a specific pain and resultant conviction that a certain
service/product is urgently needed to alleviate the pain/remedy the situation. Pain-eliciting
stories and scenarios are recurrent in the wider BDN dataset supporting this chapter,

the narrative sample of 28 competence stories containing 3 such speeches.

At the structural level, competence tales can be characterized by a relatively high degree
of generic predictability. While they do not follow a single predetermined textual pattern
that could be labelled and regimented into aneatly fixed structure, these stories tend

to converge towards aconflation of the problem - solution pattern (Hoey, 1983)
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and the normative narrative structure (Labov, 1972) detailed above in the methodological
section. The problem-solution pattern was first described by Hoey (1983) and it involves
the positing of a series of propositions, typically in the following order: situation, problem,
solution and evaluation (see the transcript below for a BDN narrative example of the target
structure). Lexically, the individual phases tend to be signalled through the use of certain
keywords (Hoey, 1983, 1994; Koester, 2006). For example, the problem phase is often
associated with the following lexis: problem, trouble and difficulty, while the solution
phase tends to be signalled through the use of words such as resolve, sort out, figure out
and result. In the following examples, lexis associated with the problem, solution

and evaluation phases of the pattern appears in bold.

SITUATION SOLUTION
8 & 8 8

Figure 3.1: Problem-solution pattern (based on Hoey, 1983)

Situation 1 a success story, [ was particularly pleased about this week, is a young lad, who
2 I’ve been treating for about six months

Problem 3 really nice young lad, the trouble is he used to keep losing his temper and getting
4 excluded from school for beating other kids up

Solution 5 now after about six months of my treatment

Evaluation 6 this kid is totally transformed and I’m really pleased. It’ll save a lot of kids
7 from getting beaten up, and it will save him from a life of crime and God knows
8 what, so it’s pretty important.

Example 3.8: Therapist embeds a story of a successful treatment in his 60 seconds
The problem-solution pattern inhabits a variety of written and spoken genres. It was first
discussed in Hoey in the context of expository prose (1983) and has since been analysed

in both ordinary and institutional talk. For example, Koester (2006, p. 37-41) explored
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its usage in workplace interaction in reporting and requesting as well

as in decision-making.

In advertising discourse, the consumer imperative by default necessitates the continual
development of problem/pain (Sandler et al., 2007), which is resolved through the offered
product or service. Itis therefore not surprising that the generic structure of marketing
messages often adopts the problem-solution pattern. McCarthy and Carter (1994) explored
the use of this textual pattern in advertising, while Benwell and Stokoe (2006, p. 177-178)
give empirical examples of its use in cosmetic adverts. However, the discussion has so far
focused mostly on newspaper and TV adverts and excluded self-promotional messages
in spoken discourse and business presentations per se. The following set of examples will

demonstrate that a large proportion of the narrative in my data is modelled on this pattern.

3.5.1 Model problem-solution structure

In the first model narrative (see example 3.8 above), a therapist delivers a success story
which indicates his competency in the treatment of children with an array of behavioural
problems. His speech faithfully follows the problem-solution pattern, thus representing
the category of BDN competence tales that model Hoey’s prototypical structure without
additions, omissions or alterations to the sequence. The narrator highlights his emotional
investment in the evaluative comment in the situation: a success story, | was particularly
pleased about. High-involvement lexis (evaluation in lines 6-8), namely intensifiers
and hyperbole/ECF (it will save him from a life of crime/totally transformed) are used,
as well as irony inthe problem phase inlines 3-4: areally nice young lad,...getting
excluded from school for beating other kids up. Iwill revisit this usage of emotive

evaluative lexis in the discussion section.
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The second story again illustrates the use of the prototypical pattern. In this narrative,
a telecommunications provider focuses on his professional competency and the company’s
unique selling point, which translates into asignificant reduction in telephone costs
for the client. In the abstract, the narrator first draws attention to a specific competence
(lines 1-3) which he later documents by means of a narrative. The tendency to directly flag
professional competence or introduce a specific competency occurs inabout 30%
of the CTs inthe sample. Narrators tend to first flag the main point to be made,
i.e. the delivery of service resulting inreally happy customers, and follow this with
narrative evidence (problem-solution phase) before delivering a conclusion (evaluation).
The evaluation creates alink between the initial claim and the narrative evidence
by reverberating really happy customers infantastic saves. Again, the use

of high-involvement lexis in the form of intensifiers and an overstatement is evident.

Abstract/Specific 1 Pushing (lost in somebody’s coughing) /???/voice overs at the moment,
competence defined 2 it’s been around for some time but we’ve now got it working [..]
3 and we’ve got some really happy customers.
Situation 4 Went to company called Strand Europe yesterday, they’re a [..] not a big
Problem/+Evaluation | 5 company but they import media from all of-, from China, er: a lot stuff
6 from the Far East, UA, and they had a huge phone bill, and they got ten
7 people but their phone bill was about six thousand pounds a month.
Solution 8 Er: [..] they’ve got on the voice over /???/, they’ve come to less than four
9 hundred.
Evaluation 10 | Er: there are fantastic saves
Coda 11 So, I’'m looking for anybody, who has any business which makes
12 international calls.

Example 3.9: Prototypical problem-solution narrative
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3.5.2 Unorthodox structures

3.5.2.1 Problem-solution phase repeated
The narrative below represents a slight diversion from the prototypical structure in that
the problem-solution phase is repeated twice, each time highlighting another aspect

of the problem.

Situation 1 Two things that | am doing at the moment, just to go and say, how 1 find
2 products.

Problem 3 A glass cylinder was what | was given,

Solution 4 and found it in 3 days.

(temporal)

Problem 5 He told me he couldn’t get it in Britain, he was thinking that it’s going

(geographical) 6 to be Eastern Europe, if not China,

Solution 7 and we found it in the Midlands,

(geographical)

Evaluation (Client) 8 and he’s delighted!

Coda 9 And people come to me with things that they can’t find or the price
10 is high and | go find this.

Example 3.10: Product sourcer finds a desired product
In the first problem-solution couplet (lines 3-4), the task is broadly defined and the solution
emphasizes the speed with which itwas fulfilled. The second couplet (5-7) focuses
on the geographical aspect in that the problem highlights the unavailability of the product
in the domestic market, which is intensified through the use of the problem-signalling lexis
couldn’t. The solution stresses the narrator’s ability to find the desired product not only
in the domestic market but inthe close proximity of Birmingham. The reiteration
of the problem and solution phases reinforces the perception of the narrator’s competence,
communicating both the speed and the resourcefulness of the service provider. The story

closes with an emotional evaluation of the solution by the client.
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3.5.2.2 Reverse structure
The next example is characteristic of the researched data, again inthe sense that
the narrative functions as clear evidence of a specific competence that is explicitly stated

at the beginning.

Competence defined 1 | The special features we offer are attention to detail and going that extra
2 | mile.

Solution/ Pre-emptive | 3 | Very briefly, last night after work | went round to somebody’s property

action 4 | because they were to complete on Friday.

Potential problem 5 | If I hadn’t gone round the completion would not have gone through.

Coda/ Competence 6 | We will always go that extra mile to help people solve their problems.

reiterated

Example 3.11: Chartered surveyor highlights attention to detail
Here the narrative pattern isthe reverse of both the problem - solution structure
and the Labovian normative pattern. The narrator starts with a solution/resolution, which
he follows with a potential problem/complicating action. Having provided the evidence
upon which the initial claim of possessing specific competence (going that extra mile) was
predicated, the narrator reinforces the message by repeating the core competence, this time
with more confidence, signalled through the use of extreme case formulation in line 6:

we will always go that extra mile.

3.5.2.3 Implicit solution phase
The following narrative illustrates another recurring pattern inthe competence stories,

I.e. the problem is specifically stated but the solution is not explicitly communicated.

Situation 1 | 1'am working with a client now down in Merthyr Tydfil in South Wales,
Problem/ 2 | and it is quite unbelievable, the areas that this particular business is missing
(+Evaluation) 3 | outon in terms of costing their particular service.
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Coda 4 | So who do you know, who’s having difficulty, they may not realize, they’re
(Request for leads 5 | having difficulty, but they are not making as much money as what
to clients defined 6 | the quotations say...

through narrative)

Example 3.12: Business consultant highlights a client’s incompetence
Even though anovert solution phase is missing, the competence needed to resolve
the problem is implied in the situation (working with a client now),
in the problem/evaluation phase, where the speaker implies that he is more proficient
at costing, and in the coda (lines 4-6) of the narrative, in the request for leads into clientele
with similar problems. Ata lexical level, the presence ofa problem is signalled
by the following items: miss out on, have difficulty. An extreme case formulation is again
used (line 2), inthis case to evaluate the client’s incompetence. Emphatic evaluations
of client failure are, however, relatively sparse in self-promotional narratives. The strategy
is inherently dangerous as evidenced later in Chapter 4 in subsection 4.6.3 and again
in Chapter 5in 5.7, although by lamenting a clients’ lack of competence, the narrator can

create a contrastive background to emphasize his own expertise.

3.5.2.4 Projected solution and evaluation following problem

The following narrative involves a slight alteration to both the model problem — solution
pattern and the Labovian paradigm. Inregard to Hoey’s structure, the evaluation phase
follows  the problem and not the solution.  This structure  in which  the problem
is emphatically evaluated either by the narrator or the client is common and shared
inanumber of other narratives inthe sample (#4, #8, #14, #18, #27). Inrespect
to the departure from the Labovian narrative, the solution or resolution phase is framed

as a future event rather than being atemporally closed event situated in the past,
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as is the dictate  of the traditional ~ paradigm.  This element  recurs in the sample

(see #5, #13, #21).

Situation An example of what | do is | am having a meeting with somebody later
on this morning,
Problem and he is aware of how his business is going, and if there’s a graph, it’s

going like this (signals a steep downward progression). He asked me

to give him a call, because he was having difficulty, he makes props.

o 01 A W N

Problem evaluation
(client)

And the words were: “l am getting slaughtered by the Chinese”.

Evaluative response 7 | And those are music to my ears.
to the problem
evaluation

Solution (generic) 8 | On the basis of if you can’t beat them, join them! If you’ve got something

9 | which is stopping you making a profit, change what you do.

Solution (projected) 10 | I’m gonna help him get value in order to keep his business going, his
11 | profits going, and if we need to change his business model, that’s what
12 | I do.

Coda 13 | I source products from China, Far East, Eastern Europe, or even the UK,

14 | to make sure people can get the right product at the right price.

Example 3.13: Product sourcer positions himself as an expert business consultant
On a lexical note, the narrative illustrates another prominent feature in the data, which
is the client’s voice animation inthe problem evaluation phase of the narrative.
The client’s voice is constructed to produce the effect of an unmediated assessment
of the client’s initially difficult position. In the problem specification (lines 3-5), the client
appears to be addressing the audience directly, while, as previously identified by Goffman

(1981), the persona of the narrator is distanced and reduced to the role of the animator.

Theuse of the extreme hyperbole inthe evaluation “lam getting slaughtered
by the Chinese” (line 6) further intensifies the client’s desperate situation and signals high

involvement. This is followed by a similarly emphatic response by the narrator: and those
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are music to my ears (line 7). The story concludes first with a generic solution (lines 8-9)
that is directly addressed to the audience, followed by a projected solution to outline
the speaker’s next actions. The direct address to his audience changes the power symmetry
between the speaker and the audience through the speaker elevating himself from

the position of a mere narrator to one of an educator, further underlining his expert status.

3.5.2.5 Solution phase repetition

The narrative below does not represent a generic tendency but is interesting in the way
it manipulates the problem - solution sequence to induce a higher emotional response.
In this case, the structural organization of the narrative helps to communicate the contrast

between lay and expert solutions to a legal and financial issue.

Abstract 1 | ...about old people but I’ll carry on (laughter XL).

Situation 2 | ??/A client] recently who says [..] er, I’ve got an an old old old mum, who

Problem 3 | needs to sort out her tax and erm [..] avoid kep- paying care fees as she
4 | goes into a home.

(Lay) Solution 5 | Butit’s alright, we’ve got it sorted, we’re gonna put the house in my name.
6

Evaluation/Solution 7 | Well, firstly, it doesn’t say tax and firstly it doesn’t say care fees.

dismissal

Problem evaluation/ 8 | So she was kind of [..] distraught when she realized that,

response to dismissal

Solution (projected) 9 | butl said don’t worry, we’ll sort it out for you.
10 | Erm, and working this one might Bryan Fisher with [...] you know [...]
11 | financial advice, we can sort that problem out, no problem.

Coda 12 | So if you know anyone who’s got elderly parents or grandparents, who just
13 | need to talk to somebody, to make sure that they, they erm [...] (covered)
14 | their state well,

Example 3.14: Solicitor contrasts lay and expert solutions to the payment of tax and care
fees
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The solicitor opens her story by alluding to the previous week when she had asked
for leads toold people, and inthe final solution phase (lines 10-11) she mentions
the cooperation with the financial consultant in the BDN group. While this example again
follows the problem-solution structure, it is made more complex by recycling rather than
repeating the pattern. Thistime the lay solution (lines 5-6) isresolutely dismissed
in the evaluation phase (line 7). The problem and evaluation resurface in the client’s
emotive response (line 8). The respective positions of the client as a hapless layperson
and the narrator as the expert are reinforced by the speaker’s reassurance in the solution
phase: but Isaid don’t worry, we’ll sort itout foryou (line 9). Again, the solution
is not communicated in explicit terms, and in respect to Labovian canon, itstemporal
framing is unclear. The repetition of problem-solution lexis, such as sort out and problem,

acts to reinforce the emotive effect of the structural manipulation in this example.

3.6 Discussion

3.6.1 Structural analysis

Data from this research study reveals the dominance of the success story as the principal
master narrative governing competence tales. Accordingly, | proposed a generic pattern
that appears to structure the majority of competence tales, i.e. was found in 94% of CTs.
The structure of most stories communicating competence converges towards a conflation
of problem-solution pattern and the Labovian structure. Inrespect to the Labovian
paradigm, substantial diversion was found only inrespect to the temporal framing

of individual stories, with about 30% of the narratives framed as ongoing events or future
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projections, rather than past temporally closed events.®® The temporal aspect is addressed

in detail in the following chapter in Section 4.2.

In respect to the structure of future projections, it is the solution (in the problem-solution
structure) that tends to be thus projected (see Section 3.5.2.4 above). Solution can also
be implied  or presupposed®  rather  than  explicitly  stated, as exemplified
by #12 in Appendix 10. Inthese cases, thetemporal framing of the narrative tends
to be unclear. Based on the dataset, the solution phase can appear in the following
segments of the Labovian narrative: complicating action, evaluation, resolution and,
at times, also coda. Contrary to expectations, the solution does not typically occur
in the resolution phase. | suggest that this may be a general tendency for narratives that
deploy a problem-solution structure, but acomparative analysis would be needed
to confirm that this finding is not specific tothe BDN dataset. It appears, however,
to proffer some evidence for the criticism of Labovian structure interms of its limited

capacity to communicate the interactional functions of narrative.

In respect to the sequential organization, some of the Labovian segments may be absent
and/or the components may appear in a different order. In the narrative below ( #8), which
represents the most minimalist story in the sample, the structure is reduced to a sequence
of three or four segments in which the phase following orientation could be coded as either
evaluation or complicating action. In the Labovian research tradition, it is the complicating

action that is seen as the obligatory nucleus (Toolan, 2001) or the defining prerequisite

% See e.g., Geourgakopolou (2006), who identified the tendency to frame small stories as ongoing in her
sample of teenage narratives. She does not provide specific information on the prevalence in the sample.

* Implicature is the additional meaning that arises between the surface form of the utterance and its
underlying intention, and is inferred by the reader as a result of a particular language choice ... Presupposition
refers to meaning embedded in one part of the text that must be both understood and accepted for the whole
proposition to make sense (Benwell & Stokoe, 2006, p. 179).
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of astory. Yet, even this segment can be implied or presupposed rather than explicitly

articulated, as is the case in the example below.

Orientation 1 | I'am working with a client now down in Merthyr Tydfil in South Wales,
Evaluation/Complicating | 2 | and it is quite unbelievable, the areas that this particular business

action 3 | is missing out on in terms of costing their particular service.

Coda 4 | So who do you know, who’s having difficulty, ...

Example 3.15: Labovian structural analysis (revisited)
Another important finding which transpired from the analysis of the sample is that,
regardless of their structural make up, narratives embedded in 60 seconds always contain
some kind of scene-setting in the form of an orientation (situation), and always attempt
to forge astrong connection to the here and now inthe form of a coda. The abstract
is optional and tends to serve the function of competence definition (in 35% of the stories
in the sample). In the abstract, the narrator claims a particular competence which is then
substantiated through the body of the narrative. The coda then functions as competence
reinforcement and brings the competence statement back from the past event to the present,
thus transforming a specific occurrence involving an individual into general scenarios
involving the audience and their contacts. The coda tends to be linked to the body
of the narrative by conjunctions or implicit relations of causality, with ‘so’/ *and so’ being
the dominant markers (65%). Other discourse markers commonly found in this transition

from the storied world to the present place and location include ‘and’, ‘but’, and ‘anyway’.

The presence of a coda as a generic feature of competence tales is a clear deviation from
the structural patterns of small stories identified by Georgakopolou (2006) in ordinary talk.
This can be easily explained if we take into consideration the situational constraints
of the genre. In ordinary talk, it is admissible to start a story and either not finish it or tell

a story just for the sake of telling a story, the narrator does not always have to justify his
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or her telling of the story. As might be expected, given the business context, the question
of relevance, i.e. of tellability, is particularly pronounced in the institutional setting of the

self-branding speeches, where most talk could be labelled as transactional. ®

It may beexpected that narratives embedded inaspeech asshort as the prescribed
60 seconds would tend to have asimple and minimalist structure. Despite the obvious
limits of the self-branding mini speech, the sample contains complex and elaborate
narratives, such as the example below, which comprises a competence communicating
narrative embedded inaframe. The transcript indicates the boundaries of the frame
and its interaction with the embedded competence tale. The frame comprises an abstract,
orientation and complicating action, and an embedded competence tale that at one level
supplies both the evaluation and resolution to the framing story and at another

is a full-fledged Labovian story containing the representational problem-solution structure.

® Transactional talk/genre is defined by the primary goal-/task-orientation, while relational talk/genre

is primarily interaction-oriented, i.e. geared towards developing mutual relationship. While speakers tend
to have multiple goals, the generic label is determined by the predominant orientation. See e.g. Koester
(2006) for detailed discussion of the distinction between transactional and relational talk.

104



Frame Embedded CT | Transcript

Abstract We’re amazing amazing, and so are you! [(Laughter SM).

We run] incredible achievement programmes.

Orientation This week, yesterday, we were in /??/, in /2??/ university
in /??2/. And we were talking to them about how we help
people to set and achieve massive goals that enable them

to make a huge step up.

Complicating And when we came to the end of our presentation, we said
action to them, Look! You don’t have to believe us, just speak
to somebody, in your business, we know, who came on one

of our programmes.

Resolution Abstract And one of the members of the audience said, | know who that
(Situation) person is, he works for me, he’s in-, in my team.
Orientation And when he went on your programme in Scotland
(Problem) in in October, erm, he was /???/.
Complicating And | don’t know what you did with him,
action
(Solution)
Evaluation but when he came back, he was absolutely transformed.
(Evaluation) And he has made him such an impact in the business
Resolution it’s only that you /fished / his brain out and you put something

(Evaluation ctd.) | else in. It’s absolutely magical.

Coda So if you want to make a huge step up, talk to me...

Example 3.16: BDN narrative embedding another narrative
The transcript illustrates the potential for complexity of narratives limited to a maximum
of a minute. It also shows the full generic structure of a competence tale in Labovian terms
and via the problem — solution structure communicates the core interactional goals
performed in individual segments. The analysis in this section has so far illustrated the key
features of BDN competence tales and supplied evidence leading to the conclusion that
narratives converge towards a conflation of Labovian and problem-solution structures.
As aresult, the generic structure of competence-communicating narratives  can

be identified as:
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a) Competence defined in a general scenario/Abstract
b) Competence evidenced in a specific scenario/Narrative body:
a. Situation
b. Problem/+ Problem evaluation
c. Solution
d. Evaluation

c) Competence reinforced in a general scenario/Coda

3.6.2 Problem-solution pattern in competence-communicating narratives

The empirical examples in Section 3.5 that introduced the concept ofthe BDN
competence tale illustrated both the use of the prototypical structure anda number
of potential variations  to the prototype. Based on the underlying  dataset,
the problem-solution pattern is absent in only two competence-communicating narratives
in the sample.®®Almost 50% of the competence tales comply with the prototypical structure
with no or minimal variation,®” but the other half depart from the model in greater degrees
of unorthodoxy and complexity. For example, instances of complex patterning may
involve successive layers of problem-solution phases, with each focusing on a different

dimension of the problem and solution, as shown in 3.5.2.1

Situation = problem = solution =2 problem = solution =
evaluation= coda

% Narratives #17 and #20 in Appendix 10.

%7 These are the following stories:#1, 3, 7, 10, 12, 15, 19, 22, 24, 26, 28 and 29 in Appendix 10 .
See the appendix for the details of analysis.

68 #2 in Appendix 10.
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Alternatively, the sequence may involve multiple solution phases, inwhich one

is the repair of the other, as illustrated in 3.5.2.1 ®

Situation = problem = solution = evaluation/sol. 1 dismissal =  solution
2 = coda

The sequence also tends to be realized with an evaluation either contained within
the problem phase, asinstory #8in Appendix 10, orfollowing the problem phase,

as in narrative #11 in Appendix 10.

94% of the stories involve aproblem evaluation either embedded in or following
the problem definition, while a separate problem evaluation phase was identified in 25%
of the stories’®. The evaluation phase may follow both the problem and solution phases,

as in narrative #4 in Appendix 10., i.e.:

Situation = problem [evaluation] = solution = coda
Situation = problem = evaluation = solution = coda
Situation = problem = evaluation = solution = evaluation = coda

Simple variations of the prototype, i.e. the variations that involve a maximum of four
propositions followed by a coda, include a reversal of the structure, in which the speaker’s

action serves as a preventative measure countering a negative outcome for a client.

Situation = solution = problem (prevented) = coda
According to Benwell and Stokoe (2006), the minimum number of propositions
in the problem - solution structure is two: a problem in conjunction with a solution. While

both problem and solution are crucial to the structure, they do not have to be explicitly

59 45 in Appendix 10.
448,11, 12, 14, 18 and 27 in Appendix 10.
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communicated. The minimum number of propositions inacompetence narrative
in the BDN sample consists of three, as illustrated by the example below. The problem
phase is explicitly communicated and contains an evaluation. An explicit solution phase

is absent’* yet the solution is implicit in the coda of the narrative.

Situation = problem [evaluation] = coda [implicit solution]

Situation I am working with a client now down in Merthyr Tydfil in South Wales,

Problem/ and it is quite unbelievable, the areas that this particular business is missing
(+Evaluation)
Coda

(Request for leads

out on in terms of costing their particular service.

So who do you know, who’s having difficulty, they may not realize, they’re

having difficulty, but they are not making as much money as what

o 01 b W DN

to clients defined the quotations say...

through narrative)

Example 3.17: Implicit solution
The solution phase inthis case takes the form of a presupposition either directed
to a general problem scenario involving potential clients, as in lines 4-6: so who do you
know, who’s having difficulty, or involving the audience, as in story #8: You need a policy
that’s gonna look after you in that regard, and that’s when you need to come to someone
like me. Because what 1I’m gonna do... This allows the audience to infer that the specific
problem has either been resolved or the solution is forthcoming and that the speaker has

the competence necessary to resolve the problem.

In advertising discourse, presupposition and implicature tend to be perceived as more
persuasive than assertion (see Benwell & Stokoe, 2006, p.179). Yet, in the context of
minimalist self-promotional speeches, this may not necessarily be the case. Explicit

solution, i.e. clearly-defined competence, might be more likely to enhance the professional

™t Alternatively, the structural pattern here could be viewed as reversal, i.e. situation could be interpreted
as solution. Yet, this alternative analysis does not affect the form the solution takes, i.e. is presupposed rather
than explicitly communicated.
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credibility of the speaker and more effective interms of educating the co-members
vis-a-vis the speaker’s core business activities and desired clientele. Statistically, a solution

is explicitly communicated in 82% of the CT sample.

3.6.3 Specific lexico-grammatical features structuring competence tales

| previously suggested that competence tales share some specific lexical and interpersonal
markers that tend toindex different phases in their generic pattern. Prior research
(see Hoey 1994; Holmes and Stubbe 2003; Koester, 2006) examined a group of lexical
items that according toHoey (1994) aresignal words for the pattern.
The problem-signalling words, such as trouble, difficulty, or problem,
and solution-signalling lexis, such assort out, solve, and work out predictably occur
inthe sample as markers of the problem and solution phases. However, apart from
problem-solution lexis, there seem to be other features that are notonly prominent

in comparison with the non-narrative dataset, but appear to bear structural implications.

The most prominent of these lexical features amongst the competence tales in the narrative
sample relate to heightened involvement. Indeed, with the exception of the opening
and closing lines’? of the self-branding 60-seconds, the competence tales appear
to communicate significantly higher involvement than the non-narrative dataset. The level
of interpersonal involvement indiscourse could be characterised as a function
of the following combined factors: the use of hyperbole and other evaluative language,

repetition/parallelism as evaluation, reported speech, metaphor and modality.

Given that the networking presentations would be best classifiable as promotional genre,

and are in many aspects close to advertising, itisclearly predictable that they will

72 see the memory hook database in Appendix 13 for reference.
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involve frequent use of hyperbole. Based on current advertising taxonomy, which follows
Laskey et al. (1989), hyperbole forms a separate higher category amongst informational
appeals (see e.g., Shen, 2012), and it is therefore unsurprising that speakers tend to often
rely on hyperbole. While itseems that, in comparison with the non-narrative dataset,
competence tales are marked by increased use of hyperbole™, a corpus study that would
involve tagging hyperbole inall 250 speeches would be needed to substantiate this
observation. Currently, the merit of such a study is perceived as limited and clearly beyond

the remit of this thesis.

Of more relevance to this study, hyperbole and its polarity seem to serve asa marker
of particular phases in the problem-solution pattern. In order to establish whether there
are structural tendencies in the usage of hyperbole, first its distribution in the whole CT
sample was measured, counting every hyperbolic locution appearing in the respective
phase, i.e., if one speaker used more than one hyperbole, all instances were counted. Next,
the percentage of narratives that used hyperbole in the given stage was counted and the two
values were used to calculate the arithmetic mean, which was used as the key indicator

of the generic tendencies that were observed. Table 3.1 and Figure 3.2 below show

the results.
CT Phase | Distribution Distribution | Proportion A | CT#
in the sample in the sample | of speeches using
Total count/no (%) hyperbole in given
of speeches Total count™ | phase (%)
Abstract/ | 2/2 speeches 5.2 6.2 5.7 #3; #26
Comp def

" Fixed opening/closing lines of BDN 60-seconds, termed here memory hooks, represent the only
exception (see the memory hook database in Appendix 13).

™ Total count of hyperbolic locutions = 100%

7> 32 speeches in the dataset = 100 %

7% A = arithmetic mean
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Situation |1 0.8 31 1.9 #30

Problem/ | 13/12 speeches 34.2 375 35.9 | #4; #5; #8;

Eval (-) #11, #11; #12;
#14; #19, #21;
#22; #27; #29;
#30;

Solution 2/2 speeches 5.2 6.2 5.7 #11; #14;

Eval(+) 13/7 speeches 34.2 21.9 28 #2; #3, #3, #3;
#4; #19; #20;
#22, #22; #29,
#29, #29, #29

Coda 717 speeches 184 21.9 20 #1, #3; #6;

/Comp #14; #23; #26;

reintr #30

in general

scenario

Table 3.1: Distribution of hyperbole in the problem-solution pattern of CTs

40

35

30

25

20

15

10
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28
20
5.7 5.7
1.9 l
Abstract Situation Problem Eval Solution Evaluation Coda

Figure 3.2: Distribution of hyperbole in % in CTs

The results show that the use of hyperbole and its polarity tends to be related to specific

phases in the pattern, with hyperbole being most frequently used in problem/problem
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evaluation (35.9%), where ithad exclusively negative polarity. Very strong reliance
on hyperbole was also observed in the evaluation phase (28%), where the polarity was
decidedly positive. Coda, which often serves as a summary of the speaker’s competence
in the general scenario, or defines the prospective clientele by the problem/need they own,
involved frequent hyperbolic use (20%) of predictable respective polarity. The use
of hyperbole outside these three phases was, in comparison, negligible (5.7 % in abstract
and solution, 1.9 % in situation). A question may arise as to why hyperbole occurs more
frequently in problem/problem evaluation stage than in the evaluation. The answer may
be that while the problem phase is present inall but 6% of competence tales, solution
and evaluation phases assuch are missing in 18% of CTs. While problem definition
appears to be a precondition or rather obligatory element, the solution may be only

implied, as described above.

Hyperbolic use involved both non-extreme and extreme hyperbole (ECF). Norrick (2004)
maintains that ECFs, although a subcategory of hyperbole, are very different from
non-extreme hyperbole in terms of the kinds of formulaic units they occur in and in terms
of their distribution and contextual effects. Both Norrick (2004) and Pomerantz (1986)
maintain that extreme hyperbole tends to have a negative polarity. However, the analysis
of this CT dataset did not corroborate their findings, since the polarity in the sample veered
towards the positive.”” The evaluation phase following solution involved positive
statements (60% of all ECFs), such as: absolutely transformed, absolutely magical,
absolutely fantastic, totally transformed. Coda involved a single use of ECF (positive), but
in this case it was simply a repetition of a hyperbole used before in the speech. Negative

statements formed close to 40% of ECFs and appeared exclusively in problem/problem

7 Yet, the CT dataset is too small to provide any conclusive evidence of ECF dominant polarity,
generalizable to the BDN context.
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evaluation, utilising expressions such as quite unbelievable, absolutely shocking,

and massive (about a bill).

Affect andhigh involvement arecentral toevaluation (Goodwin and Goodwin,
2002 in Koester, 2006; McCarthy and Carter, 2004), and inaddition to the use
of hyperbole, the problem/problem evaluation and evaluation phases were marked

by increased reliance on other forms of evaluative language/high-involvement lexis:

= Intensifiers, particularly really, which was the most frequently used intensifier
in the sample, followed by very; the use of other intensifiers was limited.
In the problem/problem evaluation phase, the speakers doubled the intensifier
‘really’ asin #4: really really ill, which is picked up again in the coda: so
if know somebody, who’s really really ill..., or as in #15: we had it sort of really
really rough. The intensifier ‘very’ was deployed inthe same way,
as in the evaluation in#12: very very significantly improved [bottom line],
and in #18: very very happy [client]. Quantifiers were generally less frequently
used than intensifiers, with occasional occurrences of a lot, lots of and many).

= Parallelism as an evaluative strategy was often used, as in this example from
#30: They’re either notdelivering, they’re notcreative enough, they’re
not hitting budget ortime scales. Parallelism isone of the most frequent
evaluation techniques in the sample, and was often used in synergy with other
strategies, namely hyperbole and reported speech.

= Vague language, asin modifying evaluative adjective/adverb in #5: she was

a bit kind of distraught (with again a tendency to double such usage).
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= Reported speech, asin #11: he told me, he couldn’t get it in Britain, he was
thinking that it’s going to be Eastern Europe, if not China...
= Entrenched metaphor/idiom, asin#6: inthiscase ahyperbolic statement:
we will always go the extra mile...
= Modality, such asthe use of deontic modals expressing necessity or need,
as in #13, here again in combination with parallelism: lot of businesses there
that will need to rebuild, andthey will need some new signs, and they’re
all going through...
In respect to modality, detailed analysis has shown that problem and problem evaluation
phases tend to contain the following epistemic modals: can (not), could (not), (not) be able
toase.g. #2, #4 or#18; would (not) asin#6 and be going to (anegative outcome
asin ‘shut the company’ in#7). The actor isin most cases the client, and the modals
in question communicate inability/impossibility, or, in the case of deontic meaning (need,
e.g.#5, 14, #26), thecrucial importance/necessity of asolution. Modal items
in the solution and evaluation phase areused most frequently toexpress ability
or professional competence asin#4, #15, #3. Can andbe able toareused again
in the coda/comeback to generic scenario for the purposes of summary and to assert
a specific competence in scenarios involving the audience and its contacts. Deontic modals
expressing high modality, such as must or need in #21, unsurprisingly tend to co-occur
with high-involvement language, i.e., intensifiers and both extreme and non-extreme

hyperbole.

Prior research (e.g., Mick and McQuarrie, 1996) suggests that all the above listed strategies
tend to work in synergy, which is illustrated by the example below, in which hyperbole

is amplified by the use of quantifiers and parallelism.
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She plays golf,

but she’s got plenty of balls, (laughter M),

she’s got lots of pair of drawers,

she’s got lots of T-shirts, | couldn’t buy her anything for golf.
She’s got more handbags than you can /???/ (audience chuckles)

and she’s got shoes that fill the wardrobe.

Example 3.18: The use of quantifiers and hyperbole amplified by parallelism in problem
evaluation in #29

Statistically, similar results were found when | focused on the above listed forms
of evaluative language communicating high involvement, i.e. a close correlation was found

namely between the use of hyperbole, quantifiers, intensifiers and parallelism.

Itwas found that evaluative language most typically marks the problem/problem
evaluation, the second highest distribution being found in the evaluation, followed
by the coda stage in the narrative. Only 6% of the CTs in the sample” did not contain
problem qualification in emphatic terms. Inthese cases, the problem was stated, but
not negatively evaluated. For example, in #10, the speaker states the problem: they had
branding issues, without qualifying it further. In #6 the problem isin fact qualified
as serious through astatement of potential consequences rather than any form
of high-involvement/evaluation: If | hadn’t gone round the completion would not have
gone through. These findings suggest that emotional involvement in the problem
is a universal feature marking most competence tales. In 97% of the stories the evaluation

phase contained at least one of the types of evaluative language listed above.

"8 The two CTs that do not follow the problem-solution structure (do not contain problem phase) were
considered outliers, and not included in the analysis.
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3.7 Conclusion

The narrative part of this thesis, represents an endeavour to understand how the network’s
members construct the competence aspect of their professional identity via the use of small
stories. In the dataset containing 32 small stories, expressions of professional competence
have been identified in88% of narratives in the sample”. Thisstudy has ascribed
a macro-label of competence narrative to this particular type of communally shared
discourse, and has also found that the broad category of competence tales appears
to subsume different types of such narrative, namely the transformation and healing

narrative.

Themain  goal ofthis chapter ~was toidentify  the generic  fingerprint
of the competence-communicating narrative by analysing its dominant structural
and lexical features along with their respective interactional functions. The research has
shown that the structural makeup of competence tales is characterized by a relatively high
degree of generic predictability and has identified three major steps in the progression
of a competence tale asshown below inFigure 3.3. First, competence is defined
in a general scenario via abstract, then itis evidenced in a specific scenario via a story
inhering a problem-solution pattern®®, and last, itis reinforced ina general scenario

through the coda of the narrative.

7912.5 % of the narratives in the sample were not classifiable as competence tales: 6% were educational
narratives, designed to inform and incite desired behaviour in co-members, whilte the other 6% fell into
the category of working anecdotes. Working anecdote has primarily a contextual function, and is related
mostly for its entertainment value. (Marra& Holmes, 2004)

8 problem-solution pattern subsists of four stages: situation » problem = solution = evaluation,
and was first identified by Hoey (1983).
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ecompetence

is defined
abstract in a general
scenario
e Y
prob/em- ecompetence
. is evidenced
solution in a specific
pattern scenario
— _/I
| ecompetence
is reinforced
coda in a general

scenario

Figure 3.3: Generic structure of competence tale
The results of the structural analysis have shown that the narratives enveloped in the 60-
second speech always contain some kind ofscene-setting in the form
of an orientation/situation, and always attempt to forge a strong connection to the here
and now in the form of a coda. The abstract is optional and tends to serve the function
of competence definition, i.e., the narrator claims a particular competence which is then
substantiated through the body of the narrative. The coda brings the competence statement
back from the past event to the present, thus transforming a specific occurrence involving
an individual into general scenarios involving the audience and their contacts.
The presence of a coda as a generic feature of competence tales is a clear deviation from

.. . . . . . 81
the structural patterns of small stories in conversations identified in previous research.

In respect to the the narrative body structured according to the problem-solution pattern,
this study has found that close to50% ofthe competence tales fully conform
to the prototypical structure of four propositions in the order: situation-problem-solution-

evaluation. The larger half depart from the model in varying degrees of unorthodoxy,

81 ¢.g., Georgakopolou (2006).
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the variation mostly concerns differences in the sequential organization of the narrative
and pattern alteration. Simple variations of the prototype, that is the variations of the model
that involve at maximum four propositions followed by acoda, included a reversal
of the structure in which the speaker’s action serves as a preventative measure countering
a negative outcome for a client. Complex variations have been found to involve instances

such as successive layers of problem-solution phases or multiple solution phases.

The most important finding to emerge from the analysis involved the identification
of additional proposition, the problem evaluation phase. The study has shown that 94%
of competence tales involved problem evaluation embedded in or following the problem
definition. Another marked tendency involved the communication of the solution which
in an alternative setup may beimplied or presupposed. Inadvertising discourse,
presupposition and implicature tend to be perceived as more persuasive than assertion
(see Benwell and Stokoe, 2006, p.179). In contrast, competence tales seem to have a more
pronounced effect if the solution is explicitly communicated. While communicating
the solution implicitly allows the speaker to make a fast transition from specific experience
involving an individual client toinvolving directly the audience and their contacts,
the explicit solution, i.e. clearly-defined competence ismore effective interms
of educating the co-members vis-a-vis the speaker’s core business activities and desired

clientele as well as in raising the speaker’s profile.

This chapter has also set out to determine prominent lexical features that tend to index
the staging of the CT subgenre. Inaccord with previous studies®, the analysis has
confirmed frequent use of problem- and solution-signalling lexis, each in turn indexing

the respective problem/solution phase. Next, in comparison with the non-narrative dataset,

8 E.g., Koester (2006).
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speakers also exhibited a pronounced tendency towards deployment of high-involvement
lexis such as hyperbole and reported speech. Following previous research®®, the use
of hyperbole was perceived as indicative of other forms of evaluative language, and was

explored in most detail.

The study has found that the use of hyperbole and its polarity tends to be related to specific
phases in the pattern, with hyperbole being most frequently used in problem/problem
evaluation (36%, exclusively negative polarity). Second highest incidence was observed
in the evaluation phase (28%, positive polarity) Coda, which often serves as a summary
of the speaker’s competence in the general scenario, or defines the prospective clientele
by the problem/need they own, involved frequent hyperbolic use (20%) of predictable
respective polarity. Incontrast toearlier findings, statistically highest incidence
of hyperbole and other evaluative language was detected in the problem/problem evalution,
i.e. higher than in the evaluation. This result may be explained by the fact that while
the problem phase appears to be an obligatory element inherent in 94% of competence
tales, explicitly communicated solution and evaluation phases appear in82%

of the sample .

High-involvement lexis was thus in most cases used to index the urgency of the initial
client’s problem andto communicate the client’s positive response to the solution
proffered by the narrator. Apart from the use of hyperbole, problem/problem evaluation
and evaluation phases were marked Dby increased reliance onother forms

of high-involvement lexis, namely on the use of quantifiers, intensifiers, parallelism (apart

8 Prior research (e.g., Mick and McQuarrie, 1996) suggests that high-involvement strategies such
as quantifiers, modality, parallelism, metaphor and vague language tend to be used in synergy.
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from hyperbole, the most frequent evaluation technique in the sample), vague language,

reported speech, entrenched metaphor and modality.

In respect to modality®*, detailed analysis has shown that problem and problem evaluation
phases tend to contain the following epistemic modals: can (not), could (not), (not)
be able; would(not) and be going to (+a negative outcome). The actor isin most cases
the client, the modals in question communicate inability/impossibility, or in the case
of deontic meaning (need) the necessity of asolution. Modal items in the solution
and evaluation phases areused most frequently toexpress ability or professional
competence. Can and be able to tend to be used again in coda for the purposes of summary
and to assert specific competence inscenarios involving the audience and its contacts.
Deontic modals expressing high modality, such as must or need unsurprisingly tend
to co-occur with high-involvement language, i.e., intensifiers and both extreme

and non-extreme hyperbole.

High involvement was often signalled through the use of reported speech, which again
indexed mostly problem/problem evaluation and then also evaluation phase. The specifics
of reported speech usage in the competence tales and its prominence in the dataset warrant
further attention and are therefore explored in detail in the following chapter that focuses

on further defining features of CTs, beyond their structure.

8 Chapter 5 revisits the use of modality in competence tales in case study analysis.
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CHAPTER 4

Reported Speech and Temporal Features of Competence

Tales

Had a client recently who says: “er, I’ve got an an old old old mum, who needs to sort

out her tax and avoid paying care fees as she goes into a home.”

[#8, BDN member, Birmingham 2005]

The structural analysis in the previous chapter went some way towards defining
the concept of competence-constructing narrative. This chapter continues to explore CTs
and is geared towards capturing two lexico-syntactic and discourse phenomena that
are prominent in, and in some ways specific to the competence tales. The chapter first turns
towards the investigation of multivocality®, i.e. the use of reported speech in competence
tales, while the second theme explored here istemporality, i.e. the specifics of CTs’
location intime. Despite the obvious divergence or relative unrelatedness of the two
themes, they are brought together in this chapter asboth further define the subgenre
of competence tales. Each seems to perform specific interactional functions, and each

seems to have implications for the professional identity of the speaker.

4.1 Reported speech in competence tales

The first theme to emerge from this chapter has been touched on above in Section 3.7,
in which I suggested that reported speech in CTs signals structural salience, highlighting

key stages inthe generic structure. A closer analysis of reported speech/voice

% Term used in de Finna et al. (2006, p.12)
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construction® in CTs in this chapter shows that itisthe key resource in evidencing
and supporting professional identity claims, namely the statements of competence, with
above 40% of the narratives involving a form of reported speech. In fact, RS is the primary
resource to create the allusion that the audience can access a naked reality, and narrators
step into their own voice or the voices of others to ‘construct their identity in opposition to,
or in agreement with, what figures of authority [co-members, clients] express in their

story-worlds’ (de Finna et al. 2006, p.13).

Tracing current research into reported speech and identity has shown that the study
of multivocality as an instrument of identity construction remains rather limited®’.
On the other hand, the investigation of its interactional functions reaches across a range
of both conversational and institutional sites, involving reported speech in casual
conversations (e.g. Tannen, 1989, 2007), narrative and sociolinguistic interviews (e.g., van
der Houwen, 2012), newspaper articles (ibid.), witness testimonies in court (e.g., Galatolo,
2007; Berg-Seligson, 2009), or interaction between spiritual mediums and their clients
(Wooffitt, 2007). This study attemps to address the lack of research in this area that targets

a marketing institutional domain such as a networking context.

4.1.1 Research questions specific to RS theme

The first research question is central to this chapter and deals with RS use in competence
tales, namely its interactional outcomes and implications for the construction
of competence as adimension of identity. While multivocality is the inherent part

of storytelling (Bakhtin, 1981 inter alia), the use of reported speech is not limited

8 Throughout the chapter, I rely to the same extent on the term reported speech and constructed dialogue.
Terminology is handled in the theoretical section, including a debate on their equivalence and reasons

for the decision to use both.

% See de Finna, 2011 for exception.
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exclusively to the narrative form. The following research questions thus address reported

speech use in the non-narrative BDN sample.

RQ 4.1  Which are the most prominent interactional functions of RS in competence
tales and how do they effect competence claims?
RQ 4.2  What are the tendencies in RS use in the non-narrative sample?

RQ 4.3  Are there similarities in its usage in CTs and non-narrative data?

4.2 Temporality in competence tales

The second theme tobe addressed in this chapter isthe temporal locatedness
of competence tales since specific temporal location inthe near past or present is one
of the factors uniting all small stories delivered in the researched context. It appears that
framing astory asarecent past orongoing event isinfact conditio sine qua non,
the necessary requirement, to legitimize the competence tale and the particular identity

constructed via the story.

The theme of temporality has played acritical role inthe conception of narrative
and narrative 